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ABSTRACT 

 

 

 

The use of female images in the media has started a long time ago and modelling is said to 

start in the 1850s. As time goes by, modelling becomes a career, and female models in 

media typically possess the Western beauty standards: fair and white skin, proportional 

body height and weight, and young. The use of female images in media is common, 

especially for product advertisements. The media today has influenced our way of life and 

we are consuming whatever promoted by the media without us realizing it. This study 

aims to examine the representation of women's beauty on Female magazine covers in 

2019. Six Female magazine covers are selected to be analyzed. A qualitative approach is 

chosen and semiotic analysis is applied as it is found to be an appropriate method to 

analyze both verbal and non-verbal signs in advertisements. Thus, a semiotic analysis 

proposed by Roland Barthes that includes three types of messages in analyzing data is 

used as the main analysis of this research. The three types of messages are: linguistic 

message, non-coded iconic message and coded-iconic message and this theory of 

semiotics is often used to study on the topic of representation. As a result, the 

representation of women’s beauty in linguistic messages on the magazine covers are 

found to promote self-confidence meanwhile non-coded iconic messages are found to 

support Western beauty standards. Lastly, the coded iconic messages portray beautiful 

women as someone bold, and support femininity. The results of this study are hoped to be 

beneficial to government and non-profit organizations to initiate measures such as the 

media literacy program, in effort to educate the public on ways to react to the images in 

the media. 
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CHAPTER ONE 

INTRODUCTION 

 

 

 

 

1.1 INTRODUCTION 

Media is the aggregate correspondence channel or instrument used to utilize the process 

of storage and convey information or data, and magazine, as one of the media forms 

becomes highly noticeable in today's world because of its vast accessibility (Perveen & 

Shazad, 2017). Magazine carries a very significant role in molding or constructing the 

life of a certain community. Apart from social media becoming a trend in the world we 

live in today, magazines as a form of text media are still relevant and being produced 

by companies. By discussing this, the magazine is one of the main concerns of this 

research. 

Perveen and Shazad (2017) said that the content of the media is a reflection of 

society. It means the media plays its role in displaying the values, beliefs, and norms of 

a certain society.  Meanwhile, consumers interact with the media, and unconsciously 

absorb what is displayed. Nabi and Sullivan (2001) mentioned on cultivation theory by 

Gerbner (1969) which said that frequent exposure to the media content will influence 

the view and belief of the real world. Another theory is a psychology theory named 

hypodermic needle that suggests that when interacting with media, people are socially 

isolated and they are not affected by anyone thus will be fully convinced with any 

message delivered by the media (Gordon, 2011). Latham (2013) adds by saying that 

magazine creates emergence in which when elements on magazine communicate, 
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meanings are invented, and behavior is generated thus action is taken by the consumers. 

Thus, media is a powerful tool that can give us insights into the world of the audience 

while influencing consumers by contents created. 

The front cover is the first identified feature of a magazine that influences and 

attracts purchase. It functions to give insights into the magazine's contents aside from 

its basic purpose as a customer's magnet (Davies, 2001) as well as to grab the interest 

of buyers. Similarly, Held (2005) said that the front cover is the 'window' of the 

magazine as it provides readers with hints of what is inside. It is carefully designed 

where every detail carries several purposes to be met. Also, the magazine's front cover 

acts as a persuasive element with a combination of visual and verbal components that 

left great importance on marketing; to sell the product and increase amusement in 

reading the text (Held, 2005). 

As mentioned above, the front cover is a type of text media thus it is highly 

attractive with varieties of representation created that have become an important aspect 

of our life (Held, 2015). Sobur (2006) mentioned that magazine is a type of text media 

and it intends to deliver a message that is right to readers as cited in Charenina (2009). 

The magazines' content and design have been particularly and strategically constructed 

in pleasuring readers while at the same time, interacting in new ways to create social 

change (Mofokeng, 2017). Also, the magazine is said to be a 'guide book' for females 

to explore (Sands, 2012). It is also found to be "a familiar friend" of women which 

provides advice, enjoyment, pleasure, and escapism (Davies, 2001). Often, magazines 

will lay down the do's and don'ts, structure, and norms in which readers are expected to 

adhere once they read it such as how to dress correctly, and relationship maintenance 

(Sands, 2012).  
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Davies (2001) mentioned that female images in magazines persuade us to 

believe that it is the perfect reflection of the reality "window into the real world of the 

woman". It made us believe that every female will look in a particular standard of the 

image thus, one should strive towards the image. Whether we realize it or not, the 

structures, the do's and don'ts, and exposure are normalizing the perfect picture of how 

a woman should look like thus creating a belief on how women's appearance or beauty 

should be portrayed. Thus, the research needs to be conducted to see the representation 

of women's beauty on magazine front cover disseminated by companies today. There 

are various studies on magazines and advertisements previously conducted and adopted 

Barthes' theory of semiotic analysis however, not much of the said research has been 

done in Malaysia.  

The use of women in advertisements has started a long time ago, and many 

feminist movements started to appear since then.  Zimmerman and Dahlberg (2008) 

mentioned that since the 1960s, the issue of how advertisement portrays women has 

caught the attention of many, and feminist movements have continuously voiced their 

opinions on the issue. The same author also said that since the 1980s, women who are 

dressed seductively or inadequately clothed have been depicted to market any form of 

product on television, newspapers, magazines, and the internet and the numbers are 

increasing. It is undeniable that female models are used to attract customers and 

increase sales, but they are also used by companies to promote products that are 

unrelated to female stuff. 

Barthes's theory of semiotics tries to reveal the meanings of signs used in media 

such as advertisements, films, videos, and many others.  Roland Barthes claimed that 

semiotic analysis is not limited to language only, but it can be applied to more and 

photographic images is a system of signs that has connotation and denotation (Bouzida, 
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2014). Nugroho and Hapsari (2015) mentioned that to understand the meaning through 

Barthes's theory of semiotic, three categories of signs were included; linguistic 

message, coded iconic message, and non-coded iconic message. The data of this study, 

the front cover of the magazines will be analyzed critically using semiotic analysis 

theory by Barthes. All elements on the magazines' cover are taken into measures such 

as the color, font type, font size, linguistic elements, attire, facial expression, and 

camera angle of the model. This study uses the theory of semiotics according to Roland 

Barthes and all three types of messages are included to meet the purpose of the study. 

 

 

1.2 BACKGROUND OF THE STUDY  

Modeling is said to start in the early 1850s century in Paris. A dressmaker or also known 

as "father of haute couture," Charles Frederick Worth had his wife, Marie Augustine 

Vernet to model his designs (Helmer, 2020). During that time, mannequin or static 

dummy were highly used to model clothes. Marie became his "live mannequin" and 

regarded as the first recorded fashion model in the world. Later, many others followed 

the method, and with the invention of photography and fashion magazines, the industry 

of modeling rose (Helmer, 2020). In the early 20th century, Lady Duff Gordon, the 

owner of "Lucille" a dressmaking brand, was recorded to hire penniless and unfortunate 

women whom she would groom to dress her designs and some became celebrities 

(Soley-Beltran, 2006). According to (Trampe, Stapel, Siero & Mulder, 2010), the 

effectiveness of advertisement is enhanced by physical attractiveness or the beauty of 

the model. Models typically have height and weight specifications that they need to 
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adhere to other than some basic western standard of attractiveness such as young, fair 

skin, and symmetrical face (Mears, 2011). 

"Beauty has been imagined as part of people's social and psychological lives in 

various ways since antiquity" (Marco, 2012, p. 3). In mass media, women have been 

exposed to various kinds of information on the most suitable beauty and fashion carried 

by supermodels and famous figures (Yan & Bissell, 2014). Charenina (2009) 

mentioned that today, feminists are no longer arguing on gender equality between men 

and women but they are concerned about the representation of women in media and 

beauty concepts. Beauty is constructed by the culture which in the U.S, the ideal beauty 

is usually related to the body while in Asian countries, beauty is associated with the 

face (Frith, Shaw & Cheng 2005). Often, beauty in the media can be recognized by blue 

colored eyes, fair skin, and thin bodies that are constructed with the presence of 

celebrities (Sari, 2015). 

Females are usually represented with the beauty standards in the media around 

the world. A quantitative study conducted by Darling‐Wolf (2004) in Japan reveals that 

the perfect example of physical beauty brought by Japanese media is "young, thin, tall, 

light-skinned and big eyes". One of the respondents also mentioned that young actresses 

stop appearing on television when they are older, which is very unlikely with men. Also 

in Hong Kong, it is believed that fair skin means beautiful and the western style is 

highly adored which resulted in many Caucasian models used in advertisements (Chan 

& Cheng, 2012). Chan and Cheng (2012) again add that "dark color symbolizes secrecy, 

and mystery, while white color symbolizes beauty and mystery" (p. 16). It can be seen 

from the examples given here that Western beauty standards prevail in many female 

images in the media around the world. 

 



6  

 

THE FEMALE MAGAZINE 

The Female magazine was first published in 1974 and still operates to this day. It is 

published by Blu Inc Media Sdn Bhd (BluInc), a publishing industry in Malaysia. 

BluInc has published more than 20 magazine publications with three languages 

(Bahasa Malaysia, English and Chinese). According to bluinc (n.d.), BluInc started as 

Jack Chia-MPH Group in Singapore and went through ownership changes and joint 

venture with SPH Magazines (a part of Singapore Press Holdings Limited) in Malaysia 

which later, a strategic business partnership was made with Conde Nast, American 

Media Inc, Weider, and Hearst before acquiring Magazine World and ACP titles. The 

partnership also produced international quality magazines with a strong Malaysian 

context of local editions of CLEO, Harper's Bazaar, Marie Claire, Malaysian Women's 

Weekly, Shape, and Cosmopolitan (bluinc, n.d.). 

The theme of Female magazine is Malaysia's leading fashion & beauty 

magazine. It claims to be the expert and leads Malaysian women in areas of fashion 

and beauty in particular, apart from the lifestyle section that has just been added. It is 

an English-based magazine where each issue of the magazine costs RM 8.38 or RM 

54.69 for a year subscription consisting of 12 issues (1 issue per month) (bluinc, n.d.). 

The magazine believes that the local female fashion is elegant and up-to-date when it 

is paired with some international fashion sense. Meanwhile, the beauty section in the 

magazine is said to assist consumers to enhance their look and the lifestyle pages help 

contemporary women to get new updates on the hot spots and activities to do. Today, 

Female magazine has its website, YouTube channel, and Facebook page that operates 

actively. The six (6) covers of Female magazines that were chosen for analysis were 

taken from the last six months editions of 2019. This data has been carefully chosen 
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with this criteria in order to get an up-to-date representation of woman's beauty 

represented by the magazine which can be used to reflect the standards of beauty in 

Malaysia, today.  

 

1.3 STATEMENT OF THE PROBLEM 

Media has influenced the society we are living in today and as a result, we can see the 

domination of visual mode almost everywhere (Lirola, 2006) and magazines are one of 

the examples. Reading magazines may be categorized as a fun and leisure activity that 

can be done during free time. It appears to be a harmless activity while benefiting 

readers with content created by journalists. De Oliveira (n.d) mentioned in their paper 

that the magazine is a source of education and it may come in handy for classroom 

subjects. The magazine usually appears in a simple and approachable design, even so, 

it is created for several purposes (Sands, 2012). McLoughlin (2000), as cited in Sands 

(2012) mentioned that "The easy-to-read format does not mean that (magazines) are not 

carefully crafted" (p. 46). The magazine has become a potential site in circulating and 

neutralizing the instilled ideas of women's appearance, how they should act, and what 

they may do (Lauwrens & Mans, 2013). 

The magazine covers that are studied for this research targets for young adults, 

who are also easily influenced. During adolescence, females are said to arrive at their 

vulnerable stage where they will try to establish their self-identity and life values 

(Madlela, 2014). Boykin (2003) said that this is the critical phase where they will look 

for role models as cited in Madlela (2014). Female consumers are said to be influenced 

by the images created especially on magazine covers that give an outline of what is 

good and bad and apply it to their self-image and they may not be able to separate the 
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portrayal in the media with their reality (Madlela, 2014). As a powerful medium that 

can influence the reader's perception, the magazine has been highly subjected to 

numbers of research.  

The topics that have been covered in previous studies on women's 

representation of media include female sexuality, female sex workers, black women, 

female identity, and many more. Unfortunately, there are not many studies done on the 

representation of women's beauty, especially in Malaysia and specifically in Female 

magazine. Female magazine's motto is "Malaysia's leading fashion & beauty 

magazine". The monthly revenue in 2018 recorded one of the highest amounts from all 

other published magazines in that year. Since Female magazine has one of the highest 

revenue in 2018, and it claims to be the “Malaysia’s leading fashion & beauty 

magazine”, it becomes the main subject of this research. Thus, Female magazine covers 

are selected to examine what is considered beautiful in Malaysia today. 

Among studies on the representation of women that have been conducted in 

Malaysia is a study by Umi Khattab (2012) on female identity and beauty of local and 

international women's magazines that are distributed in Sabah, Malaysia. As a result, 

both types of magazines were found to portray women in sexual ways and support 

international beauty standards and differs only with the nature of promotion where local 

products are displayed by local celebrities while international products are displayed 

by Western figures. Another study is conducted by Mahfuza Musa and Nur Syuhada 

Mohd Radzi (2017) on women representation in cosmetic names. The study was 

conducted to investigate the language used by advertisers and copywriters to the 

portrayals of women specifically and how it contributes to the portrayals. One of the 

findings is the association with animals like 'bunny' brings a negative connotation to 

women while carrying the meaning of 'harmless', 'adorable', 'object of entertainment'. 
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It is important to note that previous studies conducted in Malaysia are dated quite a few 

years ago that the findings may not be relevant for the current time. This study aims to 

fill in the gap of limited literature or study in Malaysia on the topic and specifically on 

Female magazine. The findings of the study will be presented and discussed in chapter 

four and five. 

 

1.4 PURPOSE STATEMENT 

 

This study aims to examine the representation of women's beauty on Female magazine 

covers in 2019 that are available both in major bookstores and online in Malaysia. 

  

1.5 RESEARCH QUESTIONS 

RQ 1: What are the linguistic messages represented on Female magazine covers on 

women's beauty in 2019 Malaysian editions? 

 

RQ 2: What are the non-coded iconic messages represented on Female magazine covers 

on women's beauty in 2019 Malaysian editions? 

 

RQ 3: What are the coded iconic messages represented on Female magazine covers on 

women's beauty in 2019 Malaysian editions? 
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1.6 DEFINITION OF TERMS 

1.6.1 Semiotic analysis 

Semiotic analysis is one of the means to interpret the meaning and how they function 

by looking at signals that may involve words, images, and objects that express messages 

(Madlela, 2014). 

 

1.6.2 Representation 

Representation is an integral part of the process of informing other people meaningfully 

about something or reflecting the world by using words, signs, and images which stand 

for or may portray things (Hall, 1997). 

 

1.6.3 Linguistic message 

Linguistic message in the semiotic analysis is presented by words which can be found 

on pictures, such as label, caption, film dialog, comic strip bubble, and many more 

(Gibson, 2016).  

 

1.6.4 Non-coded iconic message 

The non-coded iconic message is the denotation which can be identified by the images, 

background, color, symbolism, the angle of the camera, the identity of the models, and 

physical characteristics of the models used (Charenina, 2009). 
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1.6.5 Coded iconic message 

The coded iconic message is the connotation of the image which usually centers around 

the model of the magazine covers on their gestures, how they dress, and make-up 

(Charenina, 2009). 

 

 

1.7 SIGNIFICANCE OF THE STUDY 

Media plays a significant role in our lives and it helps to disseminate information to 

readers. Many types of media have been highly subjected to the representation of beauty 

such as print media and broadcast media. An example from broadcast media is Ugly 

Betty, a popular television series in the US. The main character, Betty is categorized as 

ugly as she has frizzy hair, wears thick spectacles and braces, unstylish, and does not 

possess any of the standards of beauty. It shows the struggle of Betty working in a 

fashion magazine while surrounded by models and employees who meet beauty 

stereotypes - thin, straight hair, and fashionable (Goldman & Waymer, 2014). The 

distinction between beautiful and ugly are visible and this does not just happen in this 

television series but also other forms of media such as a novel titled The Bluest Eye by 

Toni Morrison (Sari, 2015). 

These are just some of the examples of the representation of beauty in the media. 

Also, there is only a small amount of studies on the representation of beauty in Malaysia 

and none is conducted on Female magazine. Thus, this study aims to fill in this gap. It 

is hoped that the findings of the study will give insights into what is considered as 

beautiful in Malaysia and for consumers to be more aware of what they are consuming. 

The result of this study can also give awareness to the society as a whole, especially 
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young adults to not easily be swayed by the representation of women in the media, and 

for others to embrace their own selves. Readers can benefit from this study by being 

careful and conscious of the representation of women’s beauty in the media, thus take 

actions to not be influenced by it. It is also hoped for the findings of this study to be an 

eye-opener for marketers of their marketing strategies. The result can also be useful to 

both government and non-profit organizations (NGOs) to take measures to educate the 

public on healthier ways to react to the images in the media.  

1.8 ORGANIZATION OF CHAPTERS 

There are five chapters included in this study which are Introduction, Literature 

Review, Methodology, Findings and Discussions, and Conclusion. Chapter one which 

is Introduction includes the background of the study, statement of problem, purpose 

statement, research questions, the definition of important terms, the significance of the 

current study, and the organization of chapters included in the research. Chapter two is 

the Literature Review that revolves around the previous studies related to the topic. 

There are three main subchapters under chapter two which each focuses on one type of 

message based on Barthes's theory of semiotic. Chapter three is the Methodology that 

includes research design, data collection procedures, and how the data in the study is 

analyzed. Chapter four is Findings and Discussions where the result of the study will 

be presented as well as discussed. The last part of the study is chapter five or Conclusion 

that summarizes the findings and includes the limitation of the current study, 

implications of the study, and also recommendations for future research. 
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CHAPTER TWO 

LITERATURE REVIEW 

 

 

 

 

2.1 INTRODUCTION 

This chapter is an insight into what other researchers have done on the representation 

especially on magazine covers using Barthes' theory of semiotic. As mentioned in 

chapter one, Barthes' theory of semiotic analysis involves three types of messages 

which are: linguistic message, non-coded iconic message, and coded iconic message. 

Thus, there are three subtopics below this chapter that each focuses on one type of 

message. This study aims to examine the representation of women's beauty on Female 

magazine covers in 2019. 

 

 

FEMALE IMAGES 

In the UK, female images in print media are depicted as concerned with physical 

appealing other than being sex objects (Plakoyiannaki & Zotos, 2009). It is undeniable 

that the Western standards of beauty, the Whites would be accurate, are dominating 

the female images in magazines. 

For example, Hazell and Clarke (2008) mentioned that, White standards of 

beauty prevail in these ads, with female models featuring long, straight hair, medium-

sized nose and lips (with small noses and lips second most popular), a thin body type 

(when their bodies are shown), and as submissive (p. 19). 
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Hazell and Clarke (2008) also stated that "when featured in White-oriented 

magazines, Black female models with lighter skin tones, straighter hair, and thinner 

figures tended to be presented." (p. 10).  In fact, according to Jung and Lee (2009), 

more than 70 percent of Korean magazines' models were Caucasians and Asian models 

are used less than one third in the ads. Also, Cohan (2001) stressed that the 

advertisements of women construct the attractiveness of them to become something 

unattainable and no longer something natural. Johansson (1998) added that since 

ancient times, fair, hairless, and no blemishes have been admired by the Chinese 

people. Today, with the advancement of technology and media coverage, few 

distinguished similarities that are based on Caucasian features can be seen on female 

images such as having fair and white skin. 

 

  

REVIEW ON SEMIOTIC ANALYSIS 

There are a few major names in semiotics which are Ferdinand de Saussure, Charles 

Sanders Peirce, and also Roland Barthes. Ferdinand de Saussure described semiotics 

as the science that studied the function of signs in our social life (Mofokeng, 2017). 

He is a Swiss linguist and the first to propose the term signifier for signal and signified, 

for the meaning (Akpan, Akpan & Obukoadata, 2013). Saussure said that signs in 

semiotics include not only the visual signs such as illustrations, and images, but also 

words, and body gestures, where the meanings of the signs are generated from the code 

that relates to social manners thus why it is defined as it is (Isfandiyary, 2017).  

Meanwhile, Peirce's perspective of semiotics is that the signs consist of 

representamen, object, and interpretant (Danesi, 2002) as cited in Mofokeng (2017). 

"The representamen is the mode which a sign adopts, which is similar to Saussure's 
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signifier, and interpretant is how one makes sense of the sign, which is like Saussure's 

signified but it is itself a sign in the mind of the interpreter" (Chang, 2008, p. 43). Also, 

in the Pierce model of semiotics, only when people perceive and extract meaning from 

it, a sign can be known as a sign (Mofokeng, 2017). He also categorizes signs into 

three categories which are; icon, index, and symbol (Isfandiyary, 2017).  

Since the late 1960s, semiotics started to become a significant approach to 

cultural studies, partially as a result of the work of Roland Barthes (Chandler, 1994) 

and in which he applied semiotics to visual images such as images, advertisements and 

motion pictures (Isfandiyary, 2017). Roland Barthes's theory of semiotics involves 

three types of messages which are: linguistic message, non-coded iconic message, and 

coded iconic message. It is widely used by researchers today to study the topic of 

representation. This Roland Barthes semiotics theory is used to analyze the data of this 

study thus in chapter three, it will be further discussed. 

 

 

2.2 LINGUISTIC MESSAGES 

The linguistic message is everything that is composed of words (Hamenda, n.d) and it 

appears in the form of every word, be it a sentence or conversation that is visible 

including headlines, sub-headlines, motto, logo, and other written words (Charenina, 

2009). Madlela (2014) mentioned that Roland Barthes believes that linguistic 

messages will always be seen together with other visual signs that serve a certain 

function. Hence, the linguistic message is all the verbal signs that can be found in the 

photographs including its characteristics such as fonts and size.  
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In the study by Charenina (2009) on the concept of beauty on teenage girls' 

magazine covers (kaWanku) in Indonesia, the researcher includes headlines, sub-

headlines, logo, motto and all written texts on the magazine covers as part of the 

analysis for the linguistic message. Among the analysis is the letter "W" in kaWanku. 

The author said that it is printed intentionally different from other letters in the logo 

and it brings the meaning of an expression. Also, the author found the position of the 

magazine's title remains unchanged regardless of editions but it is printed in different 

colors depending on the theme of each edition. Also, English and Bahasa Indonesia 

are both used on the covers that suggest English is an International language while 

implying the readers as intelligent and up-to-date. 

Similarly, a study by Nugroho and Hapsari (2015) on the construction of 

masculinity in Slickboy Deluxe Pomade advertisements in Indonesia also found the 

brand name's position remains unchanged throughout all data together with other 

elements which are; the use of capital letter and italic style. The findings of the study 

on linguistic messages suggest the uncertainty of masculinity in the advertisements by 

the word '100% BEBAS PETROLEUM' and '100% ORGANIK'. The author 

mentioned that these two pieces of linguistic information about the products are related 

to nature which is the motherland, where motherland is linked to females. Other than 

it is related to female attributes, it is also trying to indirectly imply users as men who 

are conscious of the socially responsible approach of product production. The 

production of the pomade contains agricultural ingredients and it is safe to use.  

Next is research by Putri and Arimbi (n.d) on the representation of Indonesian 

Muslim women of ANNISA Magazine's front covers. The authors found out that the 

magazine title is located at the top of the magazine while the tagline ('WOMEN 

INSIGHT') and subheadings often used the English language even though the audience 
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of the magazine are Indonesians. The author mentioned the use of the English language 

is to indicate the modernity and intelligence of Indonesian Muslim women. Also, two 

out of three magazine covers use white color either on headings or subheadings. The 

purpose is to show purity and maturity. Lastly, metonymic items which are the 

characteristic of a similar concept (in this context is 'women's world') is used to address 

the readers instead of using the word 'you'.   

Furthermore, semiotic analysis is also conducted on the representation of 

women riders as a role model in traffic rules dissemination through Satlantas's banner 

in Surabaya (Indonesia) by Indrias and Putra (2015). The study aims to discover the 

representation of woman riders on the banner disseminated by Satlantas Surabaya, a 

division of the Surabaya Municipal Police Force. In the findings, it is found that all 

taglines of the banners use capital letters (YANG CANTIK PAKAI LAJUR KIRI and 

YANG SAYANG IBU PAKAI LAJUR) to make the banner stand out and the message 

is delivered effectively. Also, persuasion and informal words are used simultaneously 

that indicate women's stance as subordinate, lack of intelligence, and young. The 

words used in the sentences show that women are treated as small kids that need praise 

in doing something good which contradicts with the rules where riders are categorized 

as adult age. Also, both posters use almost similar colors; pink, indigo, and white. All 

the words in the sentences are in indigo except for the word CANTIK and IBU in pink. 

Pink signals female attributes such as love and sensitivity and are used only for two 

words. Indigo, a dark midnight blue is a family of blue colour and often linked with 

males. The indigo colour dominates a major part of the banners that indirectly shows 

male domination over females especially on the road.  

In another research conducted in Indonesia too, Noeryani (2009) aims to study 

the representation of beauty in Indonesia versus USA Dove shampoo advertisement. 
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The researcher found that the linguistic elements used are in instructive style. 

Indonesian Dove is said to play the role of an expert which informs users of aftereffect 

of product usage. This technique is said to gain users' trust while following its standard 

of beauty. Also, personification is used for hair to persuade readers to treat their hair 

nicely as a human being. 

Next is a study by Mofokeng (2017) on a semiotic analysis of the 

empowerment of black women of Truelove and Destiny magazine. The study found 

out that the linguistic message or the words used on the magazine covers encourage 

self-rule or freedom for black women. Also, the capital letter is always used for the 

magazine title and sometimes used for headings and subheadings to show the 

importance and to catch attention. It is also discovered that both of the magazines are 

informative since it includes various content that gives extra knowledge to the readers 

and not focusing only at one thing.  

From previous research mentioned above, there are few similarities of the 

linguistic message that can be noticed in the findings. The first one is the use of the 

capital letter in the magazine or brand's name. Secondly, bold is used to attract 

attention or to give emphasis. Lastly, many of the studies found out that the English 

language is used even though the study is done in Asian countries and not targeting 

English native speakers. The use of the English language is said to indicate the 

modernity and intelligence of the target readers. 

 

2.3  NON-CODED ICONIC MESSAGES 

Zakir (2014) mentioned that a non-coded iconic message deals with the visual image 

where the actual objects manifest and convey the exact meaning or in other words, its 
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denotative meaning. Similarly, Round (2010) said that a non-coded iconic message is 

the literal message of the content of an image. Meanwhile, Afrin and Muniruzzaman 

(2020) said that non-coded iconic messages are anything noticeable objects from a 

picture. From my readings, most researchers lay down the visual images that they 

found from their data in a narrative form which later in the coded iconic message 

section will be given its connotative meaning depending on the researcher's 

background.  

Charenina's (2009) paper titled Girls' Guide to Beauty: a Semiotic Approach 

in Analyzing the Concept of Beauty on Teenage girls' magazine covers in Indonesia 

'kaWanku" studied how features are used in the cover page of the magazine and its 

contribution to the beauty concept. This study used both qualitative and quantitative 

research approaches in which semiotic analysis is used to analyze the features on the 

magazine covers and a questionnaire is used to see the beauty preference of female 

teenage readers. The researcher stressed that the non-coded iconic message is where 

the first impression of the magazine lies and it provides general knowledge of the 

magazine. The researcher also identified the famous models and gave little information 

on their background in this section. As a result, the author found out that international 

celebrities are used in many editions of the magazine covers which indicate the 

Western figure is still the standard of beauty in Indonesia. The result also suggests that 

those who have bright careers, stylish and famous are also considered beautiful other 

than having beautiful figures.  

Next, Nugroho and Hapsari (2015) studied the construction of masculinity in 

Slickboy Deluxe Pomade Advertisements using semiotic analysis by Roland Barthes. 

The study analyzed the construction of masculinity in a grooming product, something 

that has always been associated with femininity traditionally. From the study, it was 
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found that non-coded iconic messages construct the masculinity of men by the use of 

tattoo, singlet, facial expression (hate stare), alcohol, western dance, leopard print, and 

robot. Also, these codes show that the masculinity concept is more directed towards 

New Lad, the traditional masculinity that dismisses all female characteristics such as 

caring and narcissistic. 

In addition, a semiotic analysis that involves three types of messages including 

non-coded iconic messages is also used in a study by Sari and Wulan (2016) on the 

representation of masculinity in G-Dragon's Crayon Movie Video. The authors 

mentioned that the idea of masculinity has changed where customarily men are 

portrayed as strong and dominant yet today they can have the nurturing characteristic. 

In the analysis part, the authors described what can be seen in the selected scenes such 

as the background color of the scene, a picture of blue lips and sharp teeth, the physical 

traits of G-Dragon having a muscular body, topless, wearing a pink pajama in sleeping 

position and many more. Then, the authors discussed and gave interpretations of the 

signs mentioned in the coded iconic message section. In conclusion, regardless of 

being effeminate, G-Dragon still maintains his traditional masculinity concept by his 

muscular body, tattoo, and body language.  

In Indonesia, a study conducted by Indrias and Putra (2015) also uses Barthes's 

theory of semiotics on the representation of women riders as a role model in traffic 

rules dissemination. From the banners disseminated, the author classified some signs 

as the non-coded iconic message which revolves around one main thing which is a 

woman cartoon character. In the banner, the cartoon character is alone without any 

riders on the street, smiling, rides a pink motorcycle on a pink street, and uses riding 

equipment. Later, the author mentioned that a smiling cartoon is used to give women 

riders a sense of obedience because they are usually seen as traffic rules violators 
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without them feeling attacked. Meanwhile, the use of non-real human illustration 

which is the cartoon character subordinates women as a cartoon is imaginative and 

unreal. The idea of a woman rider leading in the traffic rules (male-dominated area) is 

merely an imagination is the message conveyed as concluded by the researchers. 

Next is a study by Pitaloka and Suryandaru (2020), on male representation in 

beauty clinic advertisements from two different clinics. This study aims to describe 

men's involvement in beauty clinic advertisements. The authors identified the non-

coded iconic messages from the advertisements which center on a man, the main image 

in the advertisement. The man is a famous artist in Indonesia, he wears a black suit, 

sits on a black chair, holds a bulldog with a smiling face. Then the authors gave 

interpretations or explanations of the non-coded iconic message in the coded iconic 

message section. In conclusion, it is noticed that the men used in the advertisements 

still look masculine even though they care about their appearance.  

In conclusion, from all the studies mentioned, it could be seen that past 

researchers lay down what they can identify visually in this section. Great attention is 

given to the main image of the data which is the model or the product. It can also be 

seen that the identity of the model is briefly stated in this type of message.  

 

2.4 CODED ICONIC MESSAGES 

Round (2010) mentioned that coded iconic messages are the signified ideas or qualities 

of the elements themselves and it requires interpretation. Meanwhile, Zakir (2014) said 

that the coded iconic message is the connotation of the image that brings together the 

overall image of anything presented. The non-coded iconic message needs 

interpretation and the interpretation depends on each individual's background such as 
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their culture, knowledge, beliefs, religion, and many more. In this section, the coded 

iconic message of the studies mentioned in the non-coded iconic section is further 

discussed. Meaning, the studies mentioned in the non-coded iconic will be mentioned 

again here to focus on their coded iconic message or interpretation part. This method 

is chosen to help readers understand how these two types of messages work and to 

avoid confusion by adding more studies.  

Firstly, the study titled Girls' Guide to Beauty: a Semiotic Approach in 

Analyzing the Concept of Beauty on Teenage girls' Magazine covers in Indonesia 

"kaWanku" by Charenina (2009). This study adopts the three types of messages as 

Roland Barthes proposed. The author mentioned that coded iconic messages contain 

the significance inferred by the images on the cover and it can be available from the 

appearance of the model such as pose and makeup used. In the section of the coded 

iconic message, the researcher hugely discussed the poses and makeup style of the 

models. In two out of three magazine covers, it is found that the models pose in a 

childlike pose in which one of them indicates a submissive gesture that men may find 

attractive or interesting.  

Next is the study conducted by Nugroho and Hapsari (2015) on the 

construction of masculinity in Slickboy Deluxe Pomade Advertisements focused on 

the visual illustration which is the non-linguistic of the advertisements for their coded 

iconic messages. In the non-coded iconic message section, it was mentioned that 

tattoo, singlet, facial expression (hate stare), alcohol, western dance, leopard print, and 

robot constructed the concept of masculinity. The author then discussed the code 

available by using references to infer his interpretation of the code. For example, the 

tattoo represents rebellion (Atkinson, 2003), strength, and power (Cash & Smolak, 

2011) as cited in Nugroho and Hapsari (2015). Another example is the white singlet 
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worn by all men in the advertisements chosen. The singlet is sleeveless and it is usually 

worn by men who perform physical works (Edwards, 2006) while carrying the 

freedom sign whereas the white color signifies morality and integrity (Darmaprawira, 

2002) as cited in Nugroho and Hapsari (2015). The authors mentioned about the 

association of the codes with his interpretations such as White singlet is strongly 

correlated with working-class clothes, American and European dance is linked with 

patriarchy system as one of the ads has the image of a dancing couple and the dance 

step shows men's position as above women.  

Similarly, a study conducted by Sari and Wulan (2016) also studied the 

representation of masculinity specifically in the G-Dragon crayon movie video. 

Similar to other research, the author mentioned the non-coded iconic message that can 

be found and later gave connotations to the identified signs and supported it with 

references from others. In one of the scenes selected, the author concluded that G-

Dragon shows men as strong, powerful, sporty, vicious, and loyal from the coded 

iconic messages which are: cross symbol, gestures from battle dance, and American 

football costume. G-Dragon and Asian culture also were seen to be Americanized or 

influenced by Western culture as G-Dragon wore a belt with American Flag and 

American football costume in two different scenes out of a total of three scenes 

selected.  

Roland Barthes's semiotic theory is also used in the study titled 'The 

representation of woman rider as a role model in traffic rules dissemination through 

Satlantas's banner in Surabaya by Indrias and Putra (2015). For this study, the author 

discussed the physical appearance of the woman character in the banner first and 

followed with the fashion appearance of her. For physical appearance, the woman 

character's skin color, face shape, hair, facial expression, and body proportion are 
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included while fashion appearance includes a helmet, clothes, motorcycle, and colors 

surrounding it. Some of the interesting coded iconic messages mentioned are the 

woman character was illustrated wearing a bobber helmet which does not meet the 

criteria of the SNI helmet according to Indonesian law's enactment thus indicate 

woman rider as traffic rules violator. Also, the woman character in the banner used a 

cartoon illustration which the author concludes as being unimportant. The cartoon also 

possesses beauty characteristics of a woman which is young, proportional body and 

fair and white skin.  

Next is a study conducted by Pitaloka and Suryandaru (2020) on male 

representation in beauty clinic advertisements. In this study, the author analyzed two 

advertisements from two different beauty clinics using the three types of messages. 

For the first beauty clinic which is Natasha Skin Care Clinic, there are several 

important signs that the author looks at which are; background color, black suit, black 

office chair, and bulldog. The researcher associated the black office chair with the film 

Fifty Shade of Grey where a scene of Mr. Grey (a character), male protagonist dressed 

in a suit with tie, sitting on an office chair seemed to be similar to the advertisement. 

Meanwhile, the bulldog in the ads seemed to be properly taken care of and that 

indicates that apart from himself, the man is also capable of taking good care of a dog. 

The author concludes that these ads showed that men also think of their appearance. 

Meanwhile, the second advertisement by Erha Clinic depicted the message of active 

men also concerned with their skin and perform facial treatments by the use of a casual 

white t-shirt, the gesture of placing an index finger pointing at the head accompanied 

with the linguistic message, and the white and clean skin of the model. 

In conclusion, it can be seen from the studies above that this is the most critical 

part of the analysis. Most researchers use the signs they identified in the non-coded 
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iconic message for their coded iconic section. In this section, researchers interpret the 

non-verbal signs and provide evidence of their claims by citing other researchers. The 

interpretations are influenced by the author’s background such as knowledge, religion, 

and beliefs. In this section, many hidden information on the data is revealed. Looking 

back to all studies mentioned, studies on the representation of masculinity took place 

for several times but the topic of representation of women’s beauty is limited. It can 

also be noticed that many studies on semiotic analysis are conducted in our neighbor 

country, Indonesia and we are lacking sources of studies in Malaysia. Thus, the writer 

sees the need for this research to be conducted.  
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CHAPTER THREE 

METHODOLOGY 

 

 

 

 

3.1 INTRODUCTION 

In this chapter, the methodology part of the study is focused on. This study examines 

the representation of women's beauty on magazine covers in 2019. The sample of the 

study is the cover of magazines from a women magazine in Malaysia. The reason for 

this magazine to get selected is because it is among the bestselling women magazines 

in the country and it is recorded to achieve a significant amount of revenue as in 2018. 

In which, the monthly revenue of the magazine is around RM100,000 till RM327,000 

(Magazine Publishers Association Malaysia). There are three subtopics below this 

chapter which are: research design, data collection procedures, and data analysis 

procedures.  

3.2 RESEARCH DESIGN 

In an attempt to answer the three research questions, the qualitative research approach 

and semiotic analysis are selected. The research questions of this study are: 1) What 

are the linguistic messages represented on Female magazine covers on women's beauty 

in 2019 Malaysian editions? 2) What are the non-coded-iconic messages represented 

on Female magazine covers on women's beauty in 2019 Malaysian editions? 3) What 

are the coded-iconic messages represented on Female covers on women's beauty in 

2019 Malaysian editions? 
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Qualitative research is selected because of the suitability of textual analysis in 

data analysis. According to Mofokeng (2017), magazines are considered as texts in 

which meaning can be interpreted. Qualitative semiotic analysis of magazine covers 

is conducted to examine how women's beauty is represented by paying particular 

attention to codes that are used to construct the headlines, article titles, fonts, colors, 

model's physical appearance, poses, facial expressions, the way they dress, and many 

more. 

Semiotic analysis is chosen because it is found to be a suitable way in 

examining 'verbal and non-verbal signs' available in the data (Noeryani, 2009). The 

semiotic analysis helps to analyze the research data through systems in which signs 

become useful and purposeful (Nailer, 2011). Meaning, semiotic analysis helps to 

understand the meaning of signs based on the signs itself. Gibson (2016) said that sign 

is "anything that communicates meaning" (p. 2). It can be anything, for example, a 

word, object, color, and many more. Liesbet Van Zoonen (2006) mentioned that 

semiotic analysis is usually used to examine texts as it helps to "unravel structures of 

meaning beyond mere presence or absence" as cited in (Madlela, 2014, p. 48). Again, 

Madlela mentioned that semiotics analysis helps scholars to not only look at the 

obvious elements in the texts but also explore the supported cultural values and 

ideologies embedded in it. Thus, semiotic analysis is best to be used to answer the 

research questions of this research and help us to see how women's beauty is 

represented in the magazine covers selected. 

Before we go straight to Barthes's semiotic theory, it is important to understand 

the key concepts of semiotics. Sign, as mentioned, is anything that communicates 

meaning. As a basic unit of semiotics, sign merges the signifier and signified, by the 

interrelated relationship between the two. Leeds-Hurwitz (1993) as cited in Nailer 



28  

(2011) explained that "signifier as the visible part and signified as the absent part of a 

sign" (p. 32). In Saussure's model of how the sign is structured, signifier means the 

"material form of the sign, which can be seen, heard, touched, smelled or tasted" 

(Chang, 2008, p. 42). Meanwhile, "signified is the mental construction that is 

connected to the physical matter/object" (Nailer, 2011, p. 32). Also, a sign should 

include both signifiers and signified and the relationship between the two is called 

"signification" (Nopiyati, 2018).  

Semiotic analysis theory by Barthes (1964) is used in analyzing the data. This 

theory of semiotic involves denotation and connotation in interpreting the meaning of 

the sample. Barthes added his perspective by saying that signs could be denotative or 

connotative (Rose, 2001) as cited in Chang (2008). In which, "denotation and 

connotation are ways of defining meaning in terms of the relationship between the 

signifier and signified, "signification" (Nailer, 2011, p.32). According to Chandler 

(1994), denotation is the "definitional, 'literal', 'obvious' or 'commonsense' meaning of 

a sign" (p. 89). Similarly, Nailer (2011) defines denotation as the direct meaning of 

the sign including a specific definition. Also, Madlela (2014) said that denotation 

refers to what is visible in a picture or image.  

On the other hand, the connotation is defined by Chandler (1994) as "the socio-

cultural and 'personal' associations (ideological, emotional, etc.) of the sign" (p. 89). 

He again explained that connotation usually is related and shaped by the background 

of the interpreter such as class, age, gender, nationality, race, and others. In parallel, 

Nailer (2011), said that "connotations are the group of the possible signifieds of a sign" 

(p. 33). Also, Nopiyati (2018) defined connotation as "second order of signification 

which uses the denotative sign (signifier and signified) as its signifier and attaches to 

it an additional signified" (p. 74) or in a simple word, it is a sign that is generated from 
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the signifier of the denotative sign. Also, Charenina (2009) said that connotation is the 

coded-iconic message. 

According to Barthes (1964), there are three types of messages in analyzing 

data which are: linguistic message, coded-iconic message, and non-coded-iconic 

message. As discussed in chapters one and two earlier, the linguistic message on the 

magazine cover is anything that is presented by words. It includes theme, caption, 

headlines, sub-headlines, motto, logo, and others. Meanwhile, non-coded iconic 

messages deal with the visual image that can be seen in a photograph and its literal 

meaning (denotative). It can be identified by the images, background, color, 

symbolism, the angle of the camera, the identity of the models, and the physical 

characteristics of the models used (Charenina, 2009). Meanwhile, the last type of 

message is the coded iconic message. The coded-iconic message is the connotation 

that requires interpretation. It usually centers around the model of the magazine covers 

on their gestures, how they dress, and make-up. It is quite hard to distinguish between 

non-coded-iconic messages and coded-iconic messages. Often, many past studies rely 

their coded-iconic messages on non-coded-iconic messages where numbers of 

researchers add their interpretation of the non-coded-iconic messages in the coded-

iconic messages section. Semiotic theory by Barthes (1964) is applied on all magazine 

covers as the main analysis of the study. The analysis of this study is presented in a 

narrative style.  

Semiotic analysis has been widely used by previous researchers to study the 

representation of women on media, especially in advertisements. Some of the studies 

that the writer found on the study of women's representation that adopts semiotic 

analysis is a study by Indrias and Putra (2015) on the representation of women rider, 

a study by Noeryani (2009) on the representation of beauty in Indonesia vs USA Dove 
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shampoo advertisement and, a study by Charenina (2009) on the concept of beauty on 

teenage girls' magazine covers "kaWanku". All three studies used the theory of 

semiotic according to Barthes (1964) in analyzing their data, similar to this study. 

Because of that, the studies mentioned above become some of the important references 

to this study. 

 

3.3 DATA COLLECTION PROCEDURES 

The sample of this study is the six magazine covers from Female magazine that were 

published and available for purchase and subscription in Malaysia during 2019. It is 

available at local bookstores, and can also be purchased online by subscription. There 

was a total of six magazine covers selected for this study, each from every month of 

Female magazine editions in 2019 from July to December. The criteria of the data to 

be selected are 1) Must be a Female magazine, and 2) It is produced in the second half 

of the year of 2019. Semiotic analysis is an in-depth analysis and does not require a 

lot of data, thus only six magazine covers were selected. This is proven by looking at 

all previous studies mentioned in chapter two which does not use a lot of data in their 

studies. The data from the year of 2019 are purposely chosen with that criteria so that 

the correct and latest representation of beauty that applies to this very day can be 

found.  

 Firstly, the image of the magazine covers chosen were downloaded from the 

official website of the magazine (https://www.bluinc.com.my/female/#&panel1-1). 

The pictures are saved in JPG format (.jpg). Secondly, the downloaded images were 

categorized in a folder with label F that stands for female magazine together with 
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month and year of production accordingly (eg: F, October 19 or F, August 19). This is 

to make sure the data are organized and recognizable.  

 

3.4 DATA ANALYSIS PROCEDURES 

There are a few stages in semiotic analysis. According to Gibson (2016), after the data 

is identified and collected, the analysis should start and it includes the denotation, 

connotation, cultural knowledge, and ideological position. This study adapts a similar 

method of data analysis with the research of Gibson (2016). The denotation (non-

coded-iconic message) and connotation (coded-iconic message) part is focused on to 

interpret what is stated behind the data selected and how women's beauty is 

represented in the magazine covers.  

The data collected from the internet were analyzed for their linguistic message, 

coded-iconic message, and non-coded-iconic message accordingly as Barthes 

proposed. The available signs on the magazine covers were identified and categorized 

according to the three types of messages. Later, the denotation, which is the literal 

meaning of the message available in the data was determined. After that, the writer 

gave her interpretations of the signs, and the conclusions were shaped (connotation 

part). This interpretation was supported by other researchers and influenced by the 

writer's background, religion, beliefs, and knowledge. 

To answer the first Research Question which is 'What are the linguistic 

messages represented on Female magazine covers on women's beauty in 2019 

Malaysian editions? All words that appear on the front cover of both magazines were 

identified through headlines and subheadlines. Then, the literal meaning was provided 

according to available signs. Apart from the words, the use of fonts, size, and the color 
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choice of the words or sentences was also focused on. Also, the captions or sentences 

on the magazine covers were used to help the researcher to see the preferred meaning 

delivered by the data. According to Hamenda (n.d), linguistic messages also act as an 

'anchor' which controls the meaning of the picture. Lastly, the connotation meaning 

was given and conclusions were made. Attention is also given to the similarities of the 

linguistic messages used on the magazine covers.   

To answer the second Research Question which is 'What are the non-coded-

iconic messages represented on Female magazine covers on women's beauty in 2019 

Malaysian editions? The visual images from the magazine covers were identified. The 

non-coded-iconic message (denotation) is interrelated with the coded-iconic message 

(connotation) thus for this section, the signs that were found were stated only. But, the 

overall findings of the representation of women’s beauty in all magazine covers are 

concluded, in an attempt to answer the Research Question.  

To answer the third Research Question which is 'What are the coded-iconic 

messages represented on Female covers on women's beauty in 2019 Malaysian 

editions? All elements included under coded-iconic messages were identified by 

referring to the codes available on the non-coded iconic message section. Then, the 

writer came out with the interpretation or connotation of the codes. The interpretation 

was supported by previous researchers or experts in that certain field. Lastly, the 

conclusion was made.  

 

3.5 RELIABILITY AND VALIDITY 

Reliability and validity are important not only in quantitative study but also in 

qualitative research. “The two concepts 'reliability' and 'validity' are significant in 
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quantitative research as they are used to evaluate research quality” (Babaee, Le & Le, 

2013, p. 135). Reliability in qualitative study refers to the concern of 'trustworthiness' 

undertaken by the researcher on the methodology and findings of the research while 

being unbiased (Noble & Smith, 2015). Carcary (2009) adds by saying that the 

reliability of a qualitative is based on its consistency as cited in Leung (2015). 

Meanwhile, validity is about the ‘truth value’, which “recognises that multiple realities 

exist; the researchers’ outline personal experiences and viewpoints that may have 

resulted in methodological bias; clearly and accurately presents participants’ 

perspectives” (Noble & Smith, 2015, p. 2). Lastly, Golafshani (2003) mentioned that 

the purpose of reliability and validity issues in research are supposed to help to 

distinguish "a 'good' from 'bad' research" (p. 602). 

 Several measures were taken to ensure the validity and reliability of current 

study. Firstly, Barthes’ theory of semiotics is used in analyzing and interpreting the 

data. This theory involves three types of messages which are linguistic messages, non-

coded iconic messages and coded iconic messages. This theory has been used by many 

past researchers in many studies worldwide and is also famous in the world of 

semiotics. Secondly, to make sure the interpretation is valid, the writer read, analyzed 

many research works and past studies which are related to the topic and compare the 

findings. This step is taken to make sure the interpretation in this study is in line with 

other related studies. Lastly, this whole study was also cross checked by a Linguistics 

lecturer. 

 

 

 

 

 

 



34  

CHAPTER FOUR 

FINDINGS AND DISCUSSIONS 

 

 

 

 

4.1 INTRODUCTION 

This chapter presents the overall findings and discussions of this research in narrative 

style. This study is a quantitative study which aims to examine the representation of 

women’s beauty on Female magazine covers in 2019. In this chapter, the writer does 

a semiotic analysis from the six selected Female magazine covers. The writer analyzes 

the linguistic message, non-coded iconic message, and coded-iconic message of each 

magazine cover. There are four subtopics under this chapter which focuses on the three 

research questions and the summary of findings. Below are the magazine covers 

selected for this study.  
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Figure 4.1 Female magazine July 2019 edition 

 

      

      Figure 4.2 Female magazine August 2019 edition 
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Figure 4.3 Female magazine September 2019 edition 

 

 

Figure 4.4 Female magazine October 2019 edition 
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Figure 4.5 Female magazine November 2019 edition 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.6 Female magazine December 2019 edition 
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4.2 Research Question 1: What are the linguistic messages represented on 

Female magazine covers on women's beauty in 2019 Malaysian editions? 

 

Following are the findings and discussions for the first research question which aims 

to find the linguistic messages that were used to represent women’s beauty in the data 

selected, six Female magazine covers.  

 

Figure 4.1 

The linguistic message is everything that is constructed by words such as motto, logo, 

and headlines and it could be directly recognized by the readers. The first linguistic 

message that can be found in Picture 1 is the magazine's logo 'FEMALE'. It is placed 

at the top of the magazine and fills the entire space of the magazine from left to right. 

The tagline “Malaysia’s leading fashion & beauty magazine” is placed above the logo 

with a smaller font. According to Noeryani (2009), “tagline becomes important to 

shape what the product is and what contribution of the product to the consumers is; for 

example, the tagline of Nokia-connecting people, Lux-play with beauty, and others” 

(p. 3). Suiting with its tagline “Malaysia’s leading fashion & beauty magazine”, the 

linguistic messages found on this magazine cover seems to highlight, give suggestions 

and update the readers on what is new in today’s fashion and beauty industry. This is 

evident with the headlines “on our trend list”, “spark joy in everyday makeup”. 

 Also, at the bottom right side of the magazine, a headline “Female tries: 36 

questions to make anyone fall in love with you” brings the hidden meaning of women’s 

need to seek people’s pleasure. The word ‘love’ on the magazine cover carries a huge 

meaning and as Williamson and Williamson (2005) mentioned, the meaning of love 

“is beyond what can be taught” (p. 1). So, this headline seems to contradict with the 
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concept of ‘love’ which is not something that we can either learn or teach by using 

some tips or questions, as proposed by the headline.  

Solovyov and Barfield (1985) in the book The Meaning of Love said that: 

Love also possesses in a still greater degree for the creation of true human 

individuality. Love is “given,” as the meanings of words are given, without our 

co-operation. But, being given, it demands to be used— for the creation of true 

individuality. The realization of “organic solidarity” does require our co-

operation. “The task of love consists in justifying in deed that meaning of love 

which at first is given only in feeling”— a doctrine that found early and crude 

expression in the ideal of chivalry (p. 12).  

Hence, supported by the authors mentioned above, it is believed that the 

headline “To make anyone fall in love with you” on this edition is quite an impossible 

effort and definitely not a simple task. “Female tries” shows that women should try to 

make people love them even though it is quite impossible to make someone love us, 

as supported by the experts above. Thus, it indirectly shows that women are capable 

of handling such a complicated journey of emotions as not everyone will perform 

something impossible and that they are up for anything even if it seems hard.  

In the middle of the magazine, a headline with capital letters and black color 

“the future is bright" is placed. The headline is placed over the model's body with the 

purpose to emphasize it. The headline is capitalized with a bigger font from any of the 

headlines and uses letter-spacing. The letter-spacing is only used twice: on the 

magazine logo and also in this headline. The use of capital letters and letter-spacing 

here is believed to show that the headline holds a very important message and 

emphasizes it. When the other headlines are taken into consideration to understand the 

meaning of “the future is bright", it is believed that this headline means, in order to 
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have a bright future, women need to follow up with what is in trend and seek other 

people's pleasure. 

The next code is the “spark joy in everyday makeup” headline. It brings the 

meaning of not sticking to only usual or normal ways instead, making it fun. This 

shows that beautiful women who care about fashion should not be ‘dull’ and stick to 

their usual presentation of themselves.  

Also, all linguistic messages found in this edition are in black and capitalized. 

"These capital letters are used to enable people to read easily and focus on the message 

that the banner wants to shout out. Capital letters also function to emphasize the 

message itself” (Mofokeng, 2017, p. 82). According to colorpsychology.org (2015), 

the black color symbolizes strong, formal, sophisticated, and most importantly the 

need to have strength and control to maintain the emotional vulnerability. The use of 

black color for the linguistic messages in this magazine edition is a good choice 

because many colors have been used on the model.   

As can be seen, English is the sole language used on this magazine cover even 

though the target market of this magazine is Malaysians. Malaysia’s national language 

is Bahasa Malaysia, and English is the second-used language of the country. This is 

supported by Thirusanku and Md Yunus (2014) who said that in Malaysia, English has 

always been acknowledged as a second language and placed as the second most 

important language. The use of the English language here infers that the readers are 

bilingual and modern, while indirectly suggesting that they are also intelligent. 

According to Putri and Arimbi (n.d), the use of English language on magazine “is 

intended to show the intelligence and modernity” (p. 44). Moreover, Malaysian 

students these days are motivated to learn English to excel in their exams and also their 

future profession (Ming, Ling & Nurjanah Mohd Jaafar, 2011). Furthermore, the 
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magazine's international taste and prestige is empowered by the usage of English 

language (Charenina, 2009). 

 

Figure 4.2 

The magazine's logo and the tagline of this edition are similar to the previous one. 

There are three colors used for the linguistic messages in this edition unlike the 

previous one. There are four headlines in this magazine, with two on each side. Firstly, 

the model is identified with the headline “Exclusive! Yuka Mannami “There’s no need 

to compare yourself to anyone else”.  As “Malaysia’s leading fashion & beauty 

magazine”, the content on the magazine cover should focus on either fashion or beauty. 

Thus the headline of “there’s no need to compare yourself to anyone else” holds a very 

crucial message. The headline means women should stop the attitude of thinking them 

as less worthy or valuable. Comparing oneself to another will bring misery and make 

women less confident with who they are thus, women should accept ourselves and be 

grateful for what they have. It also indirectly conveys the meaning that everyone is 

beautiful regardless of differences in physical appearance. It also carries the message 

of self-acceptance.  

Similar to the July edition, there is also one headline that is in a suggestive 

manner. "Hot style picks” is capitalized and in red, different from its sub-headline 

which is in black and smaller font size. Red is often aligned with energy, enthusiasm, 

and action while at the same time help to excite the emotions and encourage people to 

act other than assist leadership values like determination (colorpsychology.org, 2015). 

The last sign is the sentence “Hello, beautiful!” on the model’s right upper arm 

and the font size is bigger than any of the other headlines. In which, the word 

‘beautiful’ is colored in white and placed at the model’s black top, making it stand out 
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more than other headlines. Beautiful means very attractive (Dictionary 

Cambridge.org). “White is an indicator for the end of a cycle in your life and the 

beginning of a new one” (colorpsychology.org, 2015). Thus, the magazine cover from 

this edition suggests that women can always start to be physically pleasing.  

 

Figure 4.3 

There is a difference in the logo and tagline of the magazine in this September edition. 

It is still placed at the same spot as previous editions and still uses capital letters for 

all the alphabets except that it is not in black. In this edition, a few letters of the 

magazine's logo are colored in white while the other letters have an only white outline. 

This edition of magazine cover has only three headlines, one of them is the 

model's name: Amelia Henderson, in bold. All the linguistic messages in this magazine 

cover are either in white or have white outlines. The white colour used here is believed 

to be related to the "the anniversary issue”, that is written on the cover page. 

Colorpsychology.org (2015) explains on white that: 

It is considered to represent perfection, as it is the purest and most complete 

color. It is the color that represents new beginning and erases any trace of past 

actions. It is like a piece of white paper not being written yet. It leaves the mind 

open and free to whatever it might create in the way.  

This is very much related to the fact that this edition is the anniversary edition. 

White color is very synonymous with an anniversary or a wedding. Anniversary is "a 

day when we remember or celebrate something important that happened on that day 

in a previous year” (Cambridge dictionary).  
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Figure 4.4 

The logo and tagline for this October edition are similar to the previous ones except 

the color palette used is different. This time, it is in pink color. In total, there are three 

headlines on this magazine edition. The headlines 'trending beauty” and “current 

fashion obsession” has the same characteristic which is informing or in suggestive 

manner of the current trend today. “The new superfemales 45 inspiring women on their 

secrets to success” is colored in pink and is typed in the biggest font size compared to 

the other headlines. Literally, super means "extremely good, more powerful or more 

successful than usual" while females refer to women (Cambridge dictionary). The 

word superfemales in this cover is associated with an extremely successful woman.  

It is also observed that all linguistic messages in this magazine edition are 

coloured in pink. Pink brings the meaning of femininity, love, calmness, optimism, 

and innocence (colorpsychology.org, 2019) and can also be related to postfeminist 

femininity (Koller, 2008). Thus, the pink colour might indicate that this edition of 

Female magazine supports postfeminist. The postfeminist ideology in this magazine 

issue is also supported by the use of the headline “The new superfemales”, and the 

image of the three models.  

 

Figure 4.5 

The magazine’s logo’s position in this edition remains unchanged except for the colour 

used, which is navy blue. All linguistic messages in this edition use capital letters and 

are coloured in either dark blue or white. Blue brings the meaning of trust, 

dependability, calmness, and confidence meanwhile white means neutral, and 

innocence (colorpsychology.org, 2015). The domination of the dark blue colour over 
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white expresses that women in this edition are people who we can count on because 

they are dependable, confident, and have experiences in life and are no more innocent. 

Two of the headlines are in suggestive manner “beauty’s hot list” and “how to 

rock”. The headline in the middle of the magazine used wavy style “Get on an 

adventure! The best life-changing trips to take in your lifetime”. This edition also 

identified the model where her name is placed on the right side of the magazine.  

 

Figure 4.6 

The position of the magazine's logo remains unchanged in this edition too. The only 

difference is the colour used, yellow. For the first time, the tagline is not in the same 

colour as the logo. It is coloured in black while the logo is in yellow. There are three 

headlines on the left side of the magazine, all with different sizes of fonts. These three 

headlines are in capital letter and white except for one word “party” in the “polished 

party looks”. The word party is coloured in yellow, attracting the reader’s attention as 

it is colour differently. Yellow is the brightest colour and it brings the meaning of joy, 

and cheerful soul while black represents formal and elegant (colorpsychology.org, 

ibid). Thus the use of yellow color for the word “party” is suitable as the model's name 

is also mentioned on this magazine cover. Powerful words such as big, bold, glamour, 

bright, glamour, and party are also used here. In total, there are three colours used for 

all linguistic messages in this magazine cover.   

 

 

4.3 Research Question 2: What are the non-coded iconic messages represented on 

Female magazine covers on women's beauty in 2019 Malaysian editions? 
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Following are the findings and discussions for the second research question which 

seeks to find the non-coded iconic messages that were used to represent women’s 

beauty in six Female magazines.  

 

Figure 4.1 

As mentioned in chapter three, the non-coded iconic message section deals with the 

visual image that can be seen in a photograph and its' literal meaning. There are quite 

a lot of non-coded iconic messages that can be found in this magazine cover. The first 

image that can be identified is definitely the model. In this edition of Female magazine, 

the model has dark eye colour, pointed nose, white and fair skin. Her picture is taken 

in a medium shot and neutral angle that shows her head till thigh. According to 

Kyrene.org (n.d.), a medium shot is when the focus is located on the subject while 

some background surroundings are also included and that the subject is cropped 

between the knees and waist. Meanwhile, the neutral angle is the angle we usually see 

which enables the public to feel comfortable and relax with the subject portrayed 

(Education Bureau, n.d.).  

As can be seen from Picture 1, the model is a slim woman who is wearing an 

elegant and fashionable jumpsuit with a top underneath. The top is in white, in lace-

kind of texture with shiny stitched accessories. Meanwhile, the jumpsuit has 3D 

triangle shapes with pastel purple, yellow, and mint. She is also wearing a black belt 

with a gold buckle. The model poses with her head held up and looks straight to the 

camera with her lips open and not smiling. Her hairstyle is short like a boy haircut 

(young Justin Bieber short bang hairstyle), and in metallic turquoise color which 

covers her forehead. She poses with one hand on her head and the other on the hip. 

The background colour of this magazine edition is pink.  
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Figure 4.2 

Firstly, the model’s picture is taken at a neutral angle and medium shot showing her 

head till her thigh. The model is wearing a black outfit from her top down to her pants 

and also a black belt that has a gold circle buckle. Her black velvet top is off-shoulder 

or also known as Bardot style and has a big ruffle on the sleeve area. It looks shiny 

unlike the plain black pants and exposes half of her upper body until chest area.  

The one who is chosen to be the model in this cover is Yuka Mannami. Yuka 

Mannami is a young Japanese fashion model. She has straight, long, and black hair 

with straight bangs covering her forehead. She is also wearing a bowler red hat that 

gives a pop of color to her black outfit. She poses with her arms crossing on her body 

and her head is slightly lowered. Her eyes, directly gazing into the camera and she is 

not smiling. The make-up of the model is minimal with no visible contour or blusher 

except for a red-pink under-eye eyeshadow and pink lipstick. Physically, the model 

has a Chinese-look, black eyes, fair and white skin. Meanwhile, her body is slim. The 

background colour of this edition of the magazine is in grey. 

 

Figure 4.3 

The cover girl for this edition is Amelia Henderson, who is a Malaysian actress, TV 

host and model. Amelia has Asian skin color, which is neither too fair nor tan, with 

minimal makeup but her cheek contour is quite visible. Her makeup looks so natural, 

a nude lipstick color on her lips. Similar to the previous models, Amelia also does not 

smile in her picture. Her eyes are black, her nose is sharp and her hair is dark brown 

and braided. She also has two earrings on each side of her ear.  
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Amelia's picture is taken in a medium close-up shot and neutral angle. A 

medium close-up shot is "head and mid-torso (belly-button & up) and details about 

subject's face without getting too close") Kyrene.org (n.d.). In Picture 3, Amelia’s shot 

shows her head till chest area. She poses with her eyes looking at the camera while her 

right hand supports her head while her body is slightly bent. This pose looks like a 

lying down pose. Her outfit is in black and white colour; a black and white inside shirt, 

a crocodile skin jacket, a navy style cap, and white fabric gloves. From the picture, it 

can be concluded that she has a slim body. The background colour is grey and overall, 

the colours used in this magazine cover are grey, black, white, and brown. 

 

Figure 4.4 

Unlike all the magazine covers analyzed before, this magazine cover is the first to have 

more than one model appear on the cover. There are three models in this magazine 

edition and all have different physical characteristics: Alicia Amin, Jane Lau, and 

Rubini Sambanthan. On the left side of the magazine cover is Alicia Amin who is a 

Malay Muslim model host and actor. She is one of the fifth season of Asia's Next Top 

Model contestants. Meanwhile in the center is Jane Lau, a content creator, and social 

media influencer. The one on the right is Rubini Sambanthan, a Malaysian Indian 

model who was crowned Miss International Malaysia in 2014. She was also one of the 

14 contestants for the sixth season of Asia's Next Top Model 

The first code is the image of Rubini Sambanthan. She has a darker skin tone 

than the other two and from her face, she can be identified as an Indian. She has dark 

brown, straight, and long hair and bangs. She wears a sleeveless dark purple turtleneck 

knitted shirt paired with a knitted cardigan which has almost similar colour with the 

turtleneck. The use of knitted outfits here is believed to complement the headline 
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"current fashion obsessions: cosy knits, vintage accessories & cuff bracelets”. She is 

also wearing a big diamond earring. Her make-up is minimal, only dark brown 

eyeshadow under her eyes and dark purple lipstick. She leans her body towards the 

other two models.  

The middle model Jane Lau, has Chinese-look with fair and white skin. She 

has long, black and straight hair and wears a vintage pattern long sleeve top. Similar 

to the first model, her outfit also compliments the same headline. Her make-up is quite 

obvious with her defined eyebrows, nose shading, and also cheek contouring but it is 

not too much. Her lips are closed and the lipstick she wears is in similar colour with 

her top. She is believed to be sitting on a chair. 

Alicia Amin, the model on the left side, has fair and brown skin. Her hair is 

black and short, like a boy's hairstyle. She looks like a Malay, has classic red lipstick 

on her lips, and wears a salmon pink dress that exposes her arms, shoulder, and chest 

area. The dress has no pattern but it is textured. She also has a tattoo on her arm, 

shoulder line up till her neck. She leans her head to the left side a bit and it touches the 

other two models. All models are not smiling and have their eyes fixed on the camera. 

All of them are from different racial groups and have different skin colours.  

 

Figure 4.5 

The first non-coded iconic message in this edition is the image of the model. The figure 

is an American actress and singer, Chloe Bennet. Her outfit from head to toe is made 

from the same fabric and colour which is denim and khaki respectively. Chloe has a 

thick fur coat draped over her shoulders. The shoe she wears is a high heel in khaki. 

She has long, wavy, brown hair with blonde highlights.  
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 Her picture is taken in a long shot that shows her head to toe. Chloe poses in a 

casual squat pose with her legs open, leaning against the wall. Her pose is like a 

squatting pose with her legs spread. Her left hand elbow is placed on one of her knees 

and her arm is placed on her head. Similar to the models featured previously, Chloe 

also has minimal make-up on. She has dark brown eyes, a pointed nose, and her lips 

are open, not smiling. She also stares directly into the camera. The background colour 

is a beige shade of colour. Overall, the colour or used in this edition is either navy blue 

or different shades of beige. White is also used minimally.  

 

Figure 4.6 

Firstly, the model has a Chinese look with medium skin tone or Asian skin colour. She 

has a straight bob haircut and was wearing a red-flower design pleated long dress. She 

has quite heavy make-up with pink lipstick. Similar to the other models featured on 

the previous editions, this model also does not smile and gaze into the camera.  

Her picture is taken in a standing pose, with her head and chin looking down 

toward the camera a little. This picture is using a medium shot and a low angle. Low 

angle is when “the audience looks up at a character. This is used to make a character 

look powerful and to make an audience feel small and vulnerable” (Education Bureau, 

n.d.). Thus, this magazine cover intends to make the readers look up towards the figure 

of the magazine. In this picture, the model is wearing a pleated long red dress. She 

holds her right hand upwards, closer to the camera which enables the close-up details 

of the dress.  
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4.4 Research Question 3: What are the coded iconic messages represented on 

Female magazine covers on women's beauty in 2019 Malaysian editions? 

 

Below are the findings and discussions for the third research question which aims to 

examine the coded iconic messages that were used to represent women’s beauty in the 

six Female magazine covers.  

 

Figure 4.1 

The coded iconic message is the connotation that requires the interpretation of 

available codes. This interpretation is hugely influenced by the writer's background, 

knowledge, and worldview. Firstly, the physical appearance of the model is analyzed. 

The female model in this picture has white and fair skin. The model's skin colour is 

not the skin colour that Malaysian people possess. "Asian skin tones come in a vast 

array of tones. From fair to tan, it also differs in undertones of cool (pink – based) to 

warm (yellow-based)" (Atiqah Zawani Kamaruzzaman, 2010, p. 50). While according 

to Nakamura (2012), “Malay people have olive colour skin” (p.1). If we look back at 

this edition of the Female magazine cover, the model has the skin tone of a Caucasian 

person. Frisby (2006) suggests that light skin models are perceived to be more 

attractive and credible than models who have a darker skin colour. This finding 

suggests that this edition of Female magazine supports and upholds the beauty 

standards that are similar to the West. This is also supported by the European features 

that the model has such as a pointed nose. 

Apart from that, the model’s hairdo also contributes to the construction of 

beauty. Indrias and Putra (2015) mentioned that “for woman, hair is a “crown” (p. 86). 

The model has a short metallic turquoise color haircut which quite contradicts with 
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standards of beauty where women with long hair are perceived to be more attractive. 

“Beauty ideals on women are the image of fair skin, slim, long hair, etc” (Charenina, 

2009, p. 14). According to Bereczkei and Mesko (2006), short haircut signals neoteny-

associated personality characteristics: truthful, compassionate, and emotional. 

Meanwhile, the metallic turquoise hair colour is not a colour that we can 

usually see in our culture, and because of that, it attracts the reader's attention. 

Turquoise is said to be linked with serenity, emotional balance, introspection and also 

encourages spiritual and intellectual aspects while relates to the information and digital 

age (colorpsychology.org). This colour is found to compliment the headline “the future 

is bright”. Both the hairdo and hair color of the model is believed to promote 

masculinity among women and challenges the ideals of beauty in terms of hair. It is 

also believed that this magazine cover wants to promote equality for the future thus, 

the portrayal of the model with a boyish haircut as a way to support equality for the 

two genders. The model’s outfit that has the 3D triangle designs is also believed to 

compliment the same headline. This is because the 3D design looks futuristic.  

Next, we look at the model’s gesture. The model poses with one of her hands 

on her hip. In a book titled “I Can Read You Like A Book”, Hartley and Karinch 

(2007) mentioned that, 

If a man puts his hands on his hips, it means defiance, as long as his fingers are 

pointed toward his crotch. It’s an obvious symbol of masculinity. Women 

typically put their hands on their hips with fingers pointed toward the butt 

cheeks to show the same emotion (p.100 & 101). 

This gesture is the same as the model's pose in this magazine edition. 

Meanwhile, Chapman (2009) noted that hand on hip means that faith in oneself and 

willingness which “The person is emphasizing their presence and readiness for action. 
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Observable in various situations, notably sport, and less pronounced poses in social 

and work situations” (p. 32). On the other hand, the model also holds her head up 

which connotes the meaning of attentiveness and state of being neutral (Chapman, 

2009).  

On the other hand, the model also has a proportional body, considering her 

height and body weight. For sure, she looks tall and slim. “This kind of body shape is 

usually found in media that represents woman in those traits” (Indrias & Putra, 2015, 

p. 86). Meanwhile, many Malaysian adults do not have that body shape. In a study 

conducted by Chan et al. (2017), in Malaysia, roughly one from two respondents (51.2 

percent) who are Malaysian adults, were overweight. According to Khor, Zalilah, 

Phan, Ang, Maznah, and Norimah (2009), a significant number of Malaysian young 

adults have poor body image as they are not satisfied with their body weight. Body 

dissatisfaction can lead to low self-esteem and many dangerous practices.   

 

Figure 4.2 

Firstly, the model poses with both arms crossed. According to Carpenter (2014), 

crossed arms “demonstrates closed attitude - defiance, withdrawal, resistance (often 

with crossed legs) (also may indicate that someone is cold)” (p. 8).  Her head is tilted 

downwards a little and this gesture brings the meaning of “a signal of criticism or 

reprimand or disapproval, usually from a position of authority” (Chapman, 2009, p. 

23). Combing both of these gestures together, it is believed that the model is cold and 

not easy to be approached. She holds a firm belief and would not easily back down 

towards any comment. 

 Next, the Bardot style black velvet top exposes half of her body. Wearing such 

revealing clothes certainly requires great bravery and an excellent body confidence. 
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Meanwhile, black as mentioned above, carries the hints of elegance. The velvet fabric 

texture does not look boring or plain even though it has no printed pattern. Thus, the 

model appears as an elegant person who is confident about her body. This suggests 

that this edition of Female magazine promotes beautiful women as someone confident 

with her body image. 

 

Figure 4.3 

Amelia wears a leather jacket and pairs it with a black and white top inside. The use 

of a leather jacket shows that the magazine might not support or is unaware of animal 

rights. The use of the leather jacket that was perhaps curated by the magazine’s stylist 

might be a sign of ignorance on animal cruelty products where animals are treated 

inhumanely for fashion purposes.  

Eli-africa.org (2018) noted that: 

The animals are often made to walk for days without rest, food, and water. 

They are thrashed or injured to keep them walking despite the dehydration. 

Many of them perish even before reaching the factory. Once the animals get 

there, they are kept in narrow enclosures, where they may be castrated without 

anaesthesia, dehorned or branded. They then face the inevitability of the 

slaughterhouses. They are hanged upside down, still alive, and they are made 

to bleed to death before their skin is carved out. 

The outfit colour used in this edition is minimal, same with the previous 

editions: two colours, black and white. She is also wearing light make-up, suggesting 

that the magazine is trying to give the appropriate make-up choice for women to look 

beautiful: that is wearing make-up minimally to only enhance facial features. Amelia 

has two earrings on both of her ears which means she has two piercings on each side. 

http://www.eli-africa.org/2018
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Cope (2019) mentioned that multiple earrings have become a new fashion trend today. 

This magazine cover plays its role of being a fashion magazine. Similar to all other 

editions, Amelia also stares directly at the camera and not smiling. 

 

Figure 4.4 

This magazine cover has three women that have a different physical appearance and 

at a glance, it looks like the three models are the representatives from the three major 

races in Malaysia: Malay, Chinese, and Indian. All three of them have different 

hairstyles, skin colour, and outfit. But, all models have straight black hair and dark eye 

colour. 

Firstly, the model on the right side, Rubini Sambanthan is focused on. She 

looks like she comes from Indian ancestry, and has a darker skin tone compared to the 

other two models. As an Indian, her skin colour is quite fair from all other Indians. 

Usually, Indians will have a darker skin colour. Interestingly, this finding is similar to 

what happens in the West. According to Hazell and Clarke (2008), Black females with 

lighter skin colour are most likely to be featured in the magazine. Also, unlike the other 

two models, she is the only one who wears a dark outfit colour in this magazine edition: 

dark purple. It is as if the magazine is trying to give the best colour choices to match 

darker skin colour: dark colours.  

Secondly, Jane Lau, the model in the middle appears to be of Chinese ancestry. 

She has quite heavy makeup with defined eyebrows, nose contouring, and well-

powdered face. The make-up used here is believed to be the most suitable make-up for 

women who wear satin vintage prints top.  

The last model is a Malay with a short boy haircut, Alicia Amin. “Hair is a 

woman's crown” is a common phrase we often heard of. Sexual orientation plays 
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importance in one's choice of hairstyles (Rout, 2006). Commonly, men are seen with 

short hair while long hair is always associated with women. The choice of short hairdo 

for this model is seen to challenge the traditional concept of women with long hair 

while looking a bit manly, thus promoting masculinity among women. The salmon 

pink dress is quite sexy, exposing the upper body areas. Despite being a Malay and 

Muslim, this model does not wear modest clothes. The major religion in Malaysia is 

Islam and Malays are almost always associated with being a Muslim. However, the 

image portrayed here seems to present a non-traditional image of a female Malay 

which may be inaccurate to the majority of other female Malays who would normally 

dress modestly as a way of practicing their religion.  

The last code from Alicia is the tattoo on the model’s right hand, shoulder, up 

to her neck. “Tattoo symbolizes rebellion (Sari & Wulan, 2016, p. 204). Pentina and 

Spears (2011) said that tattoo practice is said to be correlated in expressing objection 

and conflict historically but today, the meaning has changed where it reflects one's 

personal experiences, feelings, and memories but remains to be a taboo for certain 

groups of people. Moreover, "While men and women both get tattoos, men are more 

likely to use tattoos to reinforce traditional notions of masculinity, whereas women 

often both defy and reproduce conventional standards of femininity” (Kang & Jones, 

2007, p. 44). Kang and Jones (2007) again further said that women use tattoos to 

empower the idea of femininity and they usually get it on the areas that can be hidden 

or the sexually suggestive body areas for example the shoulder or lower back. Thus, 

the presence of a tattoo is to give the message that Female magazine supports 

femininity where women can do what men can do.  

 

Figure 4.5 
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Firstly, Chloe Bennet is an American actress. She has Caucasian features: fair and 

white skin colour, sharp nose. The next code is the model’s outfit. Both her top and 

pants are made from denim material and it looks similar to what Steve Irwin or also 

known as "The Crocodile Hunter" who was also a television personality, used to wear 

in his television shows, even in a somewhat similar colour. As a crocodile hunter, the 

outfit is durable to allow him to move around comfortably and do heavy workloads. 

The use of this outfit is believed to complement the headline "get on adventure" where 

the word adventure here is referred to trips where physical strength and courage are 

needed. The word adventure in this context does not refer to leisure trips but rather, 

something that is challenging. Meanwhile, the high heels worn by the model is against 

the “adventure idea”. Thus, the preferred meaning conveyed here is that beautiful 

women are those who are brave to take up challenges in life.  

Next is her pose, it seems that her pose is less feminine than the traditional 

female poses, the model has her back leaning on the wall while she sits in a squat 

manner, a pose that is more common among males.  

 

Figure 4.6 

The first code is the pleated dress. The dress is very modest with no tight cutting and 

long sleeves. It does look similar to 'jubah’ that is worn by Muslim women. Looking 

closer, the dress also has a round neck and covers all body parts perfectly. These codes 

suggest that this magazine cover promotes modest fashion. Muhamad Izzuddin 

Zainudin, Faridah Haji Hasan and Abdul Kadir Othman (2019) noted that modest 

fashion is “First, the clothing should be loose enough that cannot describe the shape 

of a body. Second, the material should be thick enough to hide the shape of the body 

and the color of skin” (p. 3). These two criteria fit with the dress of the model in this 
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edition. Thus, with the use of this type of clothing, this December edition of Female 

magazine supports modest fashion as part of the leading fashion today. Muslim women 

can also look beautiful with modest apparel. 

The model on this magazine cover wears quite heavy make-up. This make-up 

selection is believed to become one of the best make-up choices to pair with modest 

apparel. The next code is the bob hairstyle. This hairstyle requires a lot of aftercare 

treatments and hair maintenance. 

Glamourmagazine.co.uk (2020) noted that, 

Bobs require a lot more blow drying and heat styling than longer hairstyles do, 

so swap a conditioner for a nourishing mask to prevent strands from drying 

out” “be prepared to start investing in dry styling products such as powders 

and texturising sprays in order to keep your bob looking fresh and current.   

Thus, the bob haircut shows that beautiful and fashionable women put a lot of effort 

and time into maintaining her image. This magazine cover also shows that beautiful 

women are diligent. 

 The last code is the non-smiling face of the model. Similarly, all of the models 

featured in Female magazine from July to December 2019 editions are not smiling in 

their pictures. The reason behind their non-smiling faces is because they are fashion 

models.  

Van der Laan (2015) noted that:  

The ‘non-smile’ has been stolen by fashion photography, and it increasingly 

‘owns’ it. Not smiling helps high fashion models distinguish themselves – 

aesthetically and stylististically --from all the smiling people we see depicted 

in, for example the Ikea catalogue,family snapshots, or mainstream magazines. 

In short, fashion models don’t smile because they are fashion models (p. 205).  
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4.5 SUMMARY OF FINDINGS AND DISCUSSIONS 

There are some interpretations the writer found in the semiotic analysis above. Barthes 

(1964) theory of semiotics that includes linguistic messages, non-coded iconic 

messages, and coded iconic messages is used to analyze each of the magazine covers. 

The Female magazine covers from the second half of 2019 are chosen for the main 

analysis for this study.  

Models on magazine covers are focused on as they are the chosen figures of 

the magazine to apply what they promote. For Female magazine, it is about fashion 

and beauty. Firstly, the representation of beauty in this magazine is found in the 

linguistic messages that promote self-confidence and strong personality. Here, women 

are urged to believe in themselves and be confident with their figures. But, all of the 

models used are slim and young, indirectly indicating that only those who are slim and 

young should be confident of their figures.  

For the non-coded iconic messages, beautiful women are often represented 

with being young, proportional body, possess medium and light skin tone, straight hair, 

and wear minimal make-up and support Western beauty standards. This is evident 

where two out of six magazine covers use models with Caucasian features: white skin 

and sharp nose even though the target audience is Malaysians. Thus, this magazine is 

believed to place Western figures as the standards of beauty in Malaysia. One 

interesting finding is that an Indian model is featured but her skin colour is lighter than 

other Indians. This suggests that the beauty standards upheld by Female magazine are 

limited to only light to medium skin tone. 

Female magazine also uphold the belief of minimal make-up as beautiful. This 

magazine believes that one should only enhance their facial features by minimal use 
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of make-up and natural beauty speaks a lot for a woman to be categorized as beautiful. 

Apart from that, lipstick color plays a major role to suit one’s outfit.  

Meanwhile, coded iconic messages reveal that beautiful women are brave, not 

easily swayed, spend a lot of effort and time to maintain their image, support 

femininity, and sometimes might be unaware of sensitive product consumption for 

fashion purposes. The models in two out of six magazine covers analyzed above, wear 

clothing produced by animal skin and fur.  

In conclusion, there are some apparent adaptations of similar western standards 

of beauty to the Malaysian context in Female magazine. Apart from that, Female 

magazine is also seen to support and promote femininity and adds masculinity as part 

of their image.
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CHAPTER FIVE 

CONCLUSION 

 

 

 

 

5.1 INTRODUCTION 

This study examines the representation of women's beauty on Female magazine covers 

in 2019 that was available both in major bookstores and online in Malaysia. This paper 

has examined six (6) Female magazine covers in 2019. The Research Questions of this 

study are 1) What are the linguistic messages represented on Female magazine covers 

on women's beauty in 2019 Malaysian editions? 2) What are the non-coded iconic 

messages represented on Female magazine covers on women's beauty in 2019 

Malaysian editions? and 3) What are the coded-iconic messages represented on Female 

magazine covers on women's beauty in 2019 Malaysian editions? There are three 

subtopics under this chapter which are: the limitations of the study, implication of the 

study as well as recommendations for future research.  

 

5.2 LIMITATION OF THE STUDY 

It is important to note the limitations of the studies to understand the outcome of this 

research to the fullest. Firstly, the semiotic analysis done by the writer may be 

influenced by the writer's background. The writer's interpretations and worldview may 

affect the analysis of the magazine covers according to how the writer sees and 

understands certain things in her life. A person may see and interpret a sign differently 
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from the other, similar to how some things may mean nothing for a person but the 

opposite for someone else. 

Secondly, the study is limited to only six magazine covers produced in 2019. 

Even though semiotic analysis does not require lots of data, it would be good if all 

magazine covers produced by Female magazine in 2019 could be analyzed. A better 

understanding and comprehensive findings on the representations of beauty promoted 

by the magazine could be achieved. 

 

5.3 IMPLICATIONS OF THE STUDY 

This research provides insight and awareness of the representation of women's beauty 

in one of the best-selling magazines in Malaysia. The findings are hoped to be 

beneficial for Malaysian consumers as they should be aware of what they are 

consuming. A program such as media literacy program is seen as an important measure 

to be executed in Malaysia by both government and non-profit organizations. This 

program will help the readers on better ways to react to the images on media and 

prevent serious problems such as body dissatisfaction, and the consumption of skin 

whitening products. This media literacy program is where “trainers need to focus on 

helping adolescents not to compare their bodies with those they see in media rather 

than training them to be skeptical of media images” (Botta, 2003, p. 398).  

 Furthermore, the findings of this research should also become an eye-opener 

to the marketers to take measures to find better ways to market their products, other 

than using female models that compliment Western beauty standards. Marketers hold 

a very important responsibility to help the society to move forward and in creating a 

better society. Women should no longer be restricted to adhere to beauty stereotypes. 



63  

Females with all body types and skin colors should be hired for products campaigns 

and it needs to be normalized by marketers.  

 

5.4 RECOMMENDATIONS 

It is hoped that this research will be beneficial for a lot of people in the future. However, 

a few recommendations should be done to aim for better quality research. First, it is 

recommended that this research could be undertaken with a larger group of data. 

Second, a comparative study between more magazines in Malaysia could also be 

conducted so that a better representation of women's beauty could be examined. Lastly, 

more semiotic analysis should be done as there are limited studies available especially 

in Malaysia.    
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Figure 4.1 Female magazine July 2019 edition 
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      Figure 4.2 Female magazine August 2019 edition 

 

 

Figure 4.3 Female magazine September 2019 edition 
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Figure 4.4 Female magazine October 2019 edition 

 

 

Figure 4.5 Female magazine November 2019 edition 
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Figure 4.6 Female magazine December 2019 edition 
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