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ABSTRACT 

 

  

 

In this day and age, advertisements are one of the platforms used by the skin care 

industry to promote the effectiveness of their products. In doing so, language in the 

advertisements are used as a medium for transmission of ideas in order to influence 

people’s mind. This is because the examination of language is a perfect medium to 

examine ideological structure in discourse (Van Dijk, 1997).  However, past research 

found that the study of language on product advertisements are lacking due to its 

complex structure. Hence, this study focuses on the role of linguistic features and 

discursive practices applied by skin care products advertisements that influence the 

customer’s buying behaviour. This paper employed a qualitative method by 

performing content analysis on Peter Thomas Roth’s skin care advertisements. The 

data were retrieved and analysed by adapting the Fairclough’s three-dimensional 

model. The findings revealed that linguistic features are employed through the distinct 

use of vocabulary, grammar, cohesion and text structure in order to influence the 

customer’s buying behaviour. Also, the discursive practices of the advertisements 

revealed that the idea of a perfect skin has been created by mentioning the puffery, 

flaws, positive self-representation, scientific evidence and also celebrity endorsement 

to provoke the customers to believe the advertised products are the solution to their 

inadequacies. Since this paper focuses on beauty products, it is recommended for 

future research to put a focus on other products to discover how language can influence 

people’s mind in different types of context.
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CHAPTER ONE 

INTRODUCTION 

 

 

 

1.0 CHAPTER OVERVIEW 

In this chapter, the introduction of the study will be elucidated. The introduction 

includes the study’s background, problem statement, purpose, research objectives, 

research questions, and also significance that can be implied from the research. For 

further understanding, the definition of terms are stated in this chapter along with the 

chapter summary.  

 

1.1 BACKGROUND OF THE STUDY 

Advertisement has always been an essential tool for business marketing. As mentioned 

by Lane, King and Reichert (2011), advertising is not only confined to the traditional 

media such as newspapers, magazines, or radio. These days, commercial messages in 

advertisements can be retrieved in social media and smartphone applications which 

are effortlessly assessed through the Internet. This is why advertisements are important 

in promoting products or services as people can find it anywhere without a sense of 

time, money or energy.  

Over the time, the role of advertising has evolved from just publicizing the 

existence of products or services. The role has slowly shifted to persuasion, in which 

multiple rhetorical elements are employed in the discourse of advertising. As the 
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advertisers began to realize the importance of language as a discourse in 

advertisement, it resulted in rivalry for business marketing. These rivalry has made the 

advertisers to use multiple advertising techniques in an eccentric way, such as making 

their products or services as a saviour to the problem that they had formulated. The 

strategies are mainly presented in a more conversational and casual language to 

address the customers as it can influence their perception of the product (Dyer, 1982). 

Tyler (2011) urged that broadening the use of language in advertisements will help the 

customer to become more sensible towards the advertised products. 

As the concept of beauty standard is changing from time to time, it would be 

interesting to see how beauty products companies utilize language techniques to 

achieve the purpose of advertisements in accordance to the standard. For instance, 

Surber and Kottner (2017) explained the concept of skin care is not well defined as 

the character of skin care has been shifted from cosmetic objectives, such as smooth 

and radiant skin into a more preventive objective, such as restoring and protecting the 

skin. When the concept of skin care is not well rigidly described, it prompted the 

researcher to see how the advertisers use the insufficient description to influence and 

control their communicative technique in the advertisements to convince the 

customer’s buying behaviour. 

Due to these advertisements, people started to believe that using beauty 

products will facilitate them to appear more beautiful and confident when they 

communicate with other people. They also believed that the use of beauty products 

will help the to show their beauty preferences to the public. In order to satisfy 

consumers’ different needs, the founder of beauty products began to produce a great 

deal of products with their distinctive benefits. These products vary in different 



 

3 

 

categories, which includes cosmetic of hair, skin care, make-up and so forth. 

According to Kestenbaum (2018), among these various products, skin care is the most 

popular trend for the public. 

Therefore, people are starting to feel agitated over a perfect complexion. Due 

to the growing concerns about beauty, the founder of skin care products is using this 

fact to show the concept of beauty in advertisements, such as on billboards, magazines 

and social media to tell the public how important it is to become part of what they 

advertised (Baudrillard, 2005). Consequently, their concerns are being exploited for 

the source of income in skin care industry. When these concerns are fully instilled in 

the minds of public, the idea of the perfect skin became prevalent in skin care products 

advertisements.  

As beauty industry is deemed to be a fresh and apace business (Kumar, Massis 

and Dumonceaux, 2006), their potential in the market will be promising thus providing 

profit for beauty companies and economy of the nation. Hence, this study aimed to see 

how information are presented in the skin care advertisements, such as providing the 

product’s ingredients, testimonies, benefits, and many more in a condensed manner. 

The way how the content is chosen with a precise language techniques are taken into 

consideration as it could create the concept of beauty standards, in which they 

subconsciously pressured to maintain their beauty at any cost (Baudrillard, 2005).  

 

1.2 STATEMENT OF THE PROBLEM 

Semiotics is one of the marketing communications that is frequently used by 

advertising companies as it can illuminate the values of the products (Epure, Eisenstat 



 

4 

 

& Dinu, 2014). According to Beasley and Danesi (2002), semiotics in products or 

services are commonly displayed in persuasive signs, such as photographs, colours, 

typed words or slogans to attract customer’s buying behaviour. This idea is supported 

by Abdelaal and Sase (2014), whereby the effective use of semiotic signs can convince 

the customers to purchase the product. 

The media in skin care advertisements often focuses on the presence of 

celebrity endorsement (Kokoi, 2011) which elucidates the youthful attributes of 

female beauty standards, including flawless skin, wide eyes, and full lips (Morris & 

Nicholas, 2013). This clearly shows that the role of semiotics is being supported as it 

has the ability to stir emotions of the customers in their buying behaviour. Apart from 

semiotics, the element of English language is also important to pull customer’s 

attention about the advertised product (Garcia-Yeste, 2013). 

However, there is an overlap between semiotics and language as the focus in 

each field is different from each other. Danesi (1994) also suggested that the focal 

point of ‘semioticians’ was on the study of signification, and the communication came 

in later. As many studies showed that the elements of semiotics are effective to be 

used in advertisement (Abdelaal & Sase, 2014), the studies on the elements of 

language and discursive patterns are scarce (e.g. Abdelaal & Sase, 2014; K Kaur, N 

Arumugam, NM Yunus, 2013) although it is salient for creating messages in an 

advertisement (Tahmasbi & Kalkhejah, 2013). 

El-Dali (2019) also shares the same thoughts on the lack of study on language 

in advertising technique. He believed that studies on discourse or language in 

advertising are more complex than semiotic approaches. Thus, having awareness in 

https://scholar.google.com/citations?user=NJ3AMx0AAAAJ&hl=en&oi=sra
https://scholar.google.com/citations?user=4Tr7E78AAAAJ&hl=en&oi=sra
https://scholar.google.com/citations?user=4Tr7E78AAAAJ&hl=en&oi=sra
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the elements of discourse would help the people to distinguish between informative 

and persuasive advertisements. 

 

1.3 PURPOSE OF THE STUDY 

In this study, a detailed description on the implementation of language to influence 

customer’s buying behaviour in skin care products advertisement will be identified. 

The Fairclough’s three dimensional model that was originally introduced by Norman 

Fairclough will be adopted in this study to identify the linguistic approach and 

discursive practices used in the skin care products advertisements. This model is ideal 

to be utilized in order to explore the articulation of the language in skin care 

advertisements, in which could be a beneficial information for the readers before 

purchasing their desired products. 

  

 1.4 RESEARCH OBJECTIVE 

The research objectives of this study are: 

1. To investigate the linguistic features used in Peter Thomas Roth’s skin care 

advertisements. 

2. To investigate the discursive practice used in Peter Thomas Roth’s skin 

care advertisements to influence customer’s buying behaviour. 
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1.5 RESEARCH QUESTION 

The research questions of this study are: 

1. What are the linguistic features used in Peter Thomas Roth’s skin care 

advertisement? 

2. What are the discursive practices used in Peter Thomas Roth’s skin care 

advertisements to influence customer’s buying behaviour? 

 

1.6  SIGNIFICANCE OF THE STUDY 

The role of language in advertisements is important to be focused on, as it has 

the ability to influence the affective response of the customers, as well as their 

thoughts (Micu & Chowdhury, 2010). In a customer's buying behaviour, each of them 

has a different connotation of language, thus affecting their decision making in 

selecting their desired products (Nguyen & Gizaw, 2014). 

Clearly, the emotional reaction of the customers in selecting or buying their 

desired products could be easily influenced in accordance to their different language 

connotation. Hence, this study is significant for the readers to understand how the 

elements of language are articulated and presented in skin care advertisements, in 

which could help them to escape from the idea of beauty standard that has been 

created. 
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1.7 DEFINITION OF TERMS 

 

1.7.1 Advertisement 

Advertisement is a marketing communication that is responsible for promoting or 

selling products, services or ideas (Stanton, 1984). Kotler & Armstrong (2010) 

believed that advertisement allows a company to present its product clearly and 

effectively via text, sound and colour, where it will help to form a long-term 

sustainable image of the product and stimulate sales. 

 

1.7.2 Skin Care 

Skin care is a practice that can support the skin condition, where it can enhance the 

condition of the skin towards a better one. Practices that can be done to enhance the 

skin’s appearance includes the use of cosmetics, exfoliation, lasers and many more 

(Penzer & Ersser, 2010). Skin care is a daily routine that needs to be performed in 

order to prevent any harm that can affect the appearance of the skin. 

 

1.7.3 Skin Care Products 

 

Skin care products refers to all products that are used for the care of skin, such as 

facial wash, toner and moisturizer. It is aimed to maintain and protect the skin from 

harmful effects of the environment. 
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1.7.4 Customer’s buying behaviour 

 

Customers buying behaviour is how individuals, groups and organizations select, 

purchase, use and disposal of products, services, ideas or experience to meet the 

consumers' demand (Kotler & Armstrong, 2012). 

 

1.7.5 Text 

Text is the first dimension of Critical Discourse Analysis (CDA) by Norman 

Fairclough. According to Fairclough (1989), the first dimension is concerned with 

formal properties of text. In other words, the first dimension discussed the linguistic 

features of the text, mainly involved with vocabulary sections, grammar sections and 

textual structures. These linguistic features are meant to be explored in the discourse 

practice. 

 

1.7.6 Discursive practice 

Discursive practice is the second dimension of Critical Discourse Analysis (CDA) by 

Norman Fairclough. According to Fairclough (1989), the relation between the 

discourse and its production and consumption should be interpreted. Apart from 

analysing the linguistic features and text structure, a concern on other factors need to 

be considered such as speech act and intertextuality to see how the power relations are 

enacted. 
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1.7.7 Semiotics  

According to Curtin (2006), semiotics is taken into account when language, images, 

or objects are represented and processed to generate meanings. Semiotics in language 

are often associated with signs, such as words or images that can be referred to 

something else. As mentioned by Eco (1976), the relationship between signs and 

‘something else’ are based on what the society has taught us. Hence, an image can be 

interpreted in different meanings depending on how it is viewed in a particular society. 

 

 

1.8 SUMMARY OF THE CHAPTER 

This chapter has discussed the background of the study, statement of the problem, 

purpose of the study and also significance of the study. The definition of terms are 

also presented to give a communal insight on the terms used in this study. The 

following chapter presents the literature review of the study that connects the 

Fairclough’s three dimensional model with the advertisements, language used in 

advertisements, and customer's buying behaviour. 
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           CHAPTER 2 

LITERATURE REVIEW 

 

 

 

 

2.0 CHAPTER OVERVIEW 

This chapter discusses Critical Discourse Analysis (CDA) in regards to Fairclough’s 

three-dimensional model which was adapted in conducting this research. The 

discussion is to show the significance of this model as the framework of the study. 

Hence, this chapter will discuss the past studies in the field of advertisements and the 

elements used in the advertisements, especially on the skin care products. 

 

2.1 CRITICAL DISCOURSE ANALYSIS 

Language and society have a bilateral relationship that discusses on social 

occurrences, such as discrimination and prejudices (Mikinori, 2008). In order to 

unravel the relationship, Critical Discourse Analysis (CDA) would be a perfect 

medium to do so. According to Jorgensen et. al. (2002:63), he believed that Critical 

Discourse Analysis can reveal the importance of discursive practices for the 

maintenance of social relations, which involves power inequalities. In simpler words, 

Critical Discourse Analysis (CDA) deals with texts or spoken words in order to reveal 

the existence of power and social inequality. 
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As stated by Gee (1999), language is an element that cannot be taken away 

from any political or social occurrences. In a similar way, Fairclough (1992) also 

believed how discourse and social structures have a bilateral relationship. This is 

because discourse can affect the social structures, and simultaneously, the social 

structures can affect the discourse too. This means that language is the catalyst in 

manifesting ideologies to gain power over people by convincing them to believe the 

ideologies that have been manifested. These hidden ideologies can be unravelled by 

utilizing Critical Discourse Analysis (CDA) as an approach for media discourse 

platforms. 

Critical Discourse Analysis (CDA) can become a platform for the people who 

are unclear about the connection between discourse, social practices and social 

structure (Fowler, 1991). The role of language in putting an influence upon people can 

be seen by using this platform, which would be very beneficial for those who are 

unfamiliar about it. The concept of discourse that is frequently quoted is Norman 

Fairclough’s work (Slack, 1996). Since Fairclough’s view in CDA is considered as a 

sociological and linguistic approach, his study is beneficial to help the audience in 

identifying the influence that could be exerted towards them by the linguistic features 

and discursive practices of the advertisements.  

 

2.2 CRITICAL DISCOURSE ANALYSIS BY NORMAN FAIRCLOUGH 

Norman Fairclough is one of the influential researchers for Critical Discourse 

Analysis (Ramanathan & Tan, 2015). Fairclough believes that language and society 

exist together and affect each other, and it is central to his approach that language is 

used in a form of social practice rather than social occurrences (Jorgensen et al., 2002). 
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To unravel the relationship between language and social occurrences, the social 

structures, social events and social practices can be analysed (Fairclough 2003:24). 

In line with Fairclough’s claims, Fairclough (1992) has formulated a three – 

dimensional model by introducing principles on how texts are interconnected to social 

context. It contains text, discursive and social practice. Fairclough’s model concluded 

that people have different cognitive processes, which will influence the interpretation 

of meanings in text in a different social context (Fairclough, 1989). Hence, this paper 

utilized the three dimensional model to analyse the innate attributes of Peter Thomas 

Roth’s skin care advertisements. The three dimensions in the model, which are text, 

discursive practice and social practice are discussed further in the next section. 

 

2.3 FAIRCLOUGH’S THREE DIMENSIONAL MODEL 

As mentioned in the previous section, the model that is adapted in the study is 

Fairclough’s three-dimensional model. The model is adapted for analysing skin care 

advertisements as they involve language production and sociocultural processes. This 

model are categorized into the dimension of text, discursive practice and social 

practice. The figure 1 below reveals how the dimensions relate to each other: 
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Figure 2.1: Fairclough’s three-dimensional model (Fairclough, 1992)  

 

The dimensions are analysed in accordance to its purpose, which is the first 

dimension ‘text analyses’, the second dimension ‘discursive practice’ and the third 

dimension ‘social practice’. According to Hoepfner (2010), every dimension is 

‘mutually explanatory’ because they are independent and interconnected with each 

other. However, this paper analyses only on the dimension of ‘text analyses’ and 

‘discursive practice’ as this study intends to emphasize on the sociological and 

linguistic approach of skin care advertisements. 

 

2.3.1 Text 

 

The first dimension is text, where the linguistic features of the text are thoroughly 

analysed. To make the analysis possible, the presence of text must be prominent. The 

linguistic features that are analysed consists of the vocabulary, grammar and the 

structure of the text. Textual analysis is concerned with linguistic features and 

discursive practice of the text. As language comes with a vast number of features, they 
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are organised under four main categories which are vocabulary, grammar, cohesion 

and text structure. (Jorgensen et. al., 2002). 

 

2.3.1.1 Vocabulary 

 

According to Hornby (1995), vocabulary is defined as the total number of words with 

their meanings in a particular language (p.133). Since the study of vocabulary is 

extremely vast, the types of vocabulary can be seen in five different areas, which are 

reading, listening, speaking, writing and final vocabulary (Barnhart, 1968). In this 

particular study, the types of vocabulary involved are reading vocabulary and final 

vocabulary. 

Reading vocabulary is defined as a person’s recognized words in any written 

text. As stated by Wasik, Hindman, & Snell (2016), reading vocabulary is the second 

largest vocabulary for a person who reads as they comprehend larger words than those 

who do not read. It is believed that vocabulary grows with reading even if we do not 

use much vocabulary in our speaking vocabulary. 

Since every written analysis is expressed in words, the way it is analysed needs 

to be based on a certain variable. The variable is commonly based on the researcher’s 

‘final vocabulary’, a term that is suggested by Richard Rorty. Rorty (1989) explained 

that: 

All human beings carry about a set of words which they employ to justify 

their actions, their beliefs, and their lives. These are the words in which 

we formulate praise of our friends and contempt for our enemies, our 

long-term projects, our deepest self-doubts and our highest hopes… I 

shall call these words a person's “final vocabulary”. Those words are as 

far as he can go with language; beyond them is only helpless passivity or 

a resort to force (p. 73). 
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This means that every individual is linked with their own final vocabulary, 

which results in different opinions and point of views. According to Rorty (1989), 

those with strong links with their final vocabulary would be the ‘conservatives’, and 

those with the weak link are commonly regarded as ‘liberals’. 

Rorty (1989) added that final vocabulary can be further divided into two, 

which are ‘thin’ and ‘thick’ vocabulary. The thin vocabulary is the terms that almost 

all individuals use, such as ‘good’, ‘right’ and ‘beautiful’ (p.73). On the other hand, 

the thick vocabulary refers to parochial terms, such as ‘Christ’, ‘professional 

standards’ and ‘decency’ (p.73). These parochial terms are related to a person’s 

community, in which a person’s final vocabulary differs in accordance to his or her 

community. 

 

2.3.1.2 Grammar 

According to ‘Definition of GRAMMAR’ (n.d.), grammar refers to the study 

of word classes, inflections, along with their functions and relations within a sentence. 

In other words, grammar has its structural rules in order to govern their respective 

functions and relations in a particular sentence in accordance with the composition of 

their word classes. 

As grammar is a very important aspect to look upon in sentences, the 

advertisers are obliged to follow its structural rules to come out with exceptional and 

influencing advertisements. 
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2.3.1.3 Cohesion 

 

Cohesion can be referred to “semantic ties” within a text whereby the tie is established 

to combine the dependent connection between the ideas in textual structures to create 

new meaning (Halliday & Hasan, 1976). For the data analysis, this study focuses on 

conjunctive adjuncts as it is one of the components of cohesion. 

 

2.3.1.4 Text Structure 

Text structure is a crucial component for a reader to identify how information is 

systemized in any written texts. Other than grammatical units, the structures are also 

created under the essence of cohesion, which is an important element to exhibit the 

relationship and flow of interpretation within a written text. After cohesion, the 

underlying structure of the texts needed to be analysed to produce a few common text 

structures, which may help the readers to understand the text better (Dymock, 2005). 

Hence, by recognizing the structures well, the process of reading comprehension can 

be easily comprehended and anticipated. 

  

2.3.2 Discursive Practice 

 

Discursive practice is the second dimension from Fairclough’s three-dimensional 

model. It is the production, distribution, and consumption of the text that are consumed 

differently in accordance to the social context. Discursive practice acts as a bridge in 

the relationship between texts and social practice. In order to see how discursive 

practice is used in the advertisements, the text structure and text cohesion are analysed 

by focusing every possible consumption of text that is being processed which can 

influence women’s buying behaviour. 
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2.3.3 Social Practice 

 

The third dimension is the social practice, in which Fairclough (1989) introduced to 

see the social effects from the relationship between interaction and social context. This 

relationship can be further seen when the process of text production and interpretation 

are driven by the social motivation. Hence, it is required for the analysis of discourse 

to be looked upon in a bigger picture as it involved social, historical and economic 

aspects of the discourse (Fairclough, 1989). In other words, this dimension helps to 

explain how the social currents affect the consumption of discourse in a broader 

manner. 

To conclude, the dimensions are closely related to each other. The dimensions 

will help in explaining the hidden message and ideology in a particular discourse. 

Hence, this model is appropriate to be used in exhibiting the linguistic elements and 

discursive practice used in the skin care advertisements. 

  

2.4. SKIN CARE ADVERTISEMENT AND DISCOURSE 

Advertisements are one of the mediums of discourse used by the skin care companies 

to create and deliver messages, both in an informative and persuasive manner. With 

the great amount of skin care brands in the market, it is important to project the brand 

in a way that it is the most advantageous than the others. The benefits that come with 

the products need to be exhibited in an unusual manner thus revealing the brand’s 

trustworthiness. Therefore, advertisements are the medium for the brand to do so. As 

supported by Green (2012), influential advertisements that are equipped with adequate 

information is the taken measures to influence the act and mind of the public 
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simultaneously Nowadays, advertising appears more on digital media as people are 

attracted to what they can see. Digital media has alternated the role of advertisements 

in accordance to the developing technology, whereby it serves as a form of interaction 

for everyone who witnessed it (Turhan & Okan, 2017). 

As discussed by Abdelaal and Sase (2014), advertisements gather a variety of 

elements together, such as person, object, symbol, power and communication. The 

process of binding those elements in a decent advertisement is difficult, and this is 

where semiotics elements come in handy. As we can often see in skin care 

advertisements, the benefits of the products are usually attached with testimonial 

pictures to create the potential of the product. This will induce the readers of the 

advertisements to buy the products in order to achieve the similar testimonies. This 

idea is supported by Ida Puteri Mahsan, Mohd Fauzi Harun, Muhammad Qamar 

Rahman Md Isa and Mohd Yusof Zulkefli (2016), where they stated that visual 

information in advertisement acts as a magnet in attracting customer’s interest. Hence, 

the believability and credibility of the product can be elevated by making semiotic 

features as an essential in advertisements.  

Besides, for the messages of the advertisements to be delivered well, the word 

and the image used in advertisements must be adjunctive (Fernandez & Suwono, 

2013). The advertisers need to make sure that they use the suitable language that can 

reflect the benefits that they possessed from their product to convince their potential 

consumers. For instance, the skin care advertisements can show a clear image of their 

product by illuminating the main ingredients, benefits and results that it could give in 

order to ease the customers’ buying experience. When the clear image is conveyed, it 

creates experience pleasure for the customers to expect an instant result (Patel, 2014), 
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thus purchasing the product in accordance to their desired result. The idea is shared by 

Azhani Ali, Ezhar Taman, Hamisah Hasan, Jusang Bolong and Mohd Nizal Mohd Nor 

(2007) where they mentioned that in order to deliver an effective advertisement, the 

advertisers can use cues, symbols and clear image to advertise their product so that the 

consumers can comprehend the messages and it would be convenient for them to make 

decision to buy the product. 

It is proven that the common elements for advertisements are the semiotics 

elements and also linguistic elements. Hence, it is important for the advertisers to pay 

attention and be aware of both semiotic and linguistic elements used in their 

advertisement to facilitate them to make decisions in choosing their desired product 

(Shrivastava & Bisen, 2014). 

 

2.5 THE ELEMENTS IN SKIN CARE ADVERTISEMENTS 

In skin care advertisements, the semiotics elements are often presented as it 

can offer convincing visual images to its intended customers. Our skin tone, evenness, 

pigmentation as well as skin surface characteristics signifies our skin’s health. As 

mentioned by Kottner, Lichterfield and Blume-Peytavi (2013), the concern of our skin 

complexion has caused the skin care industry to provide various skin care products to 

maintain the skin complexion. Despite the wide range of products, the promises made 

for them might be inoperative as the terminology is uncertain (Kottner, Lichterfield, 

& Blume-Peytavi, 2013). Thus, the reliability of the product need to be upgraded by 

ensuring the information to be delivered well. In this case, advertisement strategies 

can help to achieve the purpose. 
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Visual images is one of the semiotic elements that is influential for advertising 

strategies. According to Ida Puteri Mahsan, Mohd Fauzi Harun, Muhammad Qamar 

Rahman Md Isa and Mohd Yusof Zulkefli (2016), customer’s buying behaviour can 

be stimulated with the proper use of visual image in the skin care advertisements. It 

explains that the testimonial pictures are commonly attached to explain the benefits of 

the product which can persuade the customers to believe and purchase their products. 

Correspondingly, Fernandez and Suwono (2013) shared that portrayal of words and 

images in advertisement is important to convey intended messages. To achieve so, 

Bowdery (2008) urged that the precise use of language and semiotic elements in 

advertising skin care products need to be scrutinized by the advertising agencies to 

reflect the company’s objectives. 

Conceptual meaning and informational function of the product must 

complement each other in order to convey the information about the possible result of 

using a certain skin care product (Rakanita, Puspani, & Setianingsih, 2016). For an 

example, in the study made by Rakanita, Puspani and Setianingsih (2016), they 

observed that Garnier product advertisements use the background colour of pink and 

white to symbolize femininity, freshness and cleanliness. This delivered a blend of 

conceptual meaning and informational function of the product that can attract the 

consumers’ attention. Colours has its psychological impact in determining the 

people’s emotion, thus playing a big commitment to promote the skin care products.  

In simpler words, denotative meanings are mostly used in the headlines of 

advertisement because it can be easily captured by their potential customers rather 

than using connotative meanings (Fernandez & Suwono, 2013). When the skin care 

advertisements are equipped with elements that are attentive to the potential 
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customers, their buying behaviour can be influenced, which serves the purpose of 

advertising. 

 

2.6  THE BUYING BEHAVIOUR IN SKIN CARE ADVERTISEMENTS 

The buying behaviour of the customers can be influenced when the skin care 

advertisements appear to be persuasive in both linguistics and semiotics elements. 

Other than those elements, the brand of the skin care product is also influential in 

determining the buying behaviour of the consumers. According to the survey that is 

conducted by Ida Puteri Mahsan, Mohd Fauzi Harun, Muhammad Qamar Rahman Md 

Isa and Mohd Yusof Zulkefli (2016), their respondents will only purchase a product 

with believability elements to it. As a result, the study stated that the believability of 

the product can be obtained when the potential customers get the information from 

those who are using the same or popular product brand. Usually, beauty professionals 

will be recommending popular brands as they appear to be promising as compared to 

the other common brands. To ensure the effectiveness of the brand, people are mostly 

inclined towards the recommendations of beauty professionals. In line with a study by 

Khan (2015), the most important factor of skincare product advertisement that women 

often pay attention to is the brand.  

Except for the brand of the product, customer’s buying behaviour can be 

determined by the recommendation from celebrities (Granslee & Liu, 2007). 

Celebrities who are commonly equipped with public recognition are most likely to 

become the face in advertisements. Due to the recognition, they are capable of 

increasing the profitability of products by producing above-average sales and profits, 

where it can give a decline of growth in sales and profits to other competitors (Mathur, 
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Mathur & Rangan, 1997). When their capability is acknowledged, it is important for 

the characteristics of celebrity’s image and product’s purpose to be congruent to get a 

result of a powerful advertisement (Khale & Hommer, 1985). The image of celebrities 

are often fantasized by many people thus making them the perfect ambassador for a 

certain skin care brand.  

 

2.7 SUMMARY OF THE CHAPTER 

 The literature review from past studies discusses on the advertisements of skin care 

products in the field of Critical Discourse Analysis (CDA), elements of language, and 

customer’s buying behaviour. The correlation between the variables are also 

illuminated in this chapter to show their dependency with each other. The following 

chapter discusses the matters under methodology of the research. 
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CHAPTER THREE 

METHODOLOGY 

 

 

 

3.0 CHAPTER OVERVIEW 

For this particular chapter, the matters under methodology of the research are 

discussed. This includes the research design, how the sampling technique is 

determined, research framework, instrumentations, how the data is being collected, 

and data trustworthiness. 

 

3.1 RESEARCH DESIGN 

According to Kerlinger (1986), a research design is important to gain answer from the 

research questions. The answers can be retrieved from a thorough plan or structure of 

the research. Through a research design, a rigid decision can be made in regards to the 

proposed study plan. The plan would be a complete scheme of the study, where the 

outline from the writing of hypotheses to the final analysis of the research are drawn 

(Kerlinger, 1986). 

The qualitative research was used in this study to explore how language in 

advertisements can influence women’s buying behaviour. According to Mohajan 

(2018), qualitative research is mainly conducted to understand a phenomenon and 

social culture in the field of social sciences. Qualitative research is appropriate to be 

conducted in this study as it is designed to help the researcher to understand and 
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explain a phenomenon which has already happened, is happening, or is going to 

happen. 

 

3.3  RESEARCH FRAMEWORK 

The data of the study were analysed and carried out in accordance with the Norman 

Fairclough’s three dimensional model. Altogether, his model presents three dependent 

dimensions, which are text, discursive practice and sociocultural practice. This study 

focused on two dimensions only, which are text and discourse practice (Refer Figure 

1). 

The first dimension is text, where in this study, the linguistic features of the 

text in Peter Thomas Roth’s skin care advertisements are observed. After that, the texts 

are further classified into its characteristics and functions, such as the use of pronouns, 

adjectives, imperatives, and many more. Then, the classification of the linguistic 

features were recorded in a table for each advertisement to ease the process of data 

analysis. 

The first dimension is discursive practice, by concerning on how text are 

produced and consumed from Peter Thomas Roth’s advertisements. This study 

focuses how text production, distribution and consumption can influence customer’s 

buying behaviour. Similar to the dimension of text, the results of discourse practice 

were recorded in a table for each advertisement to ease the process of data analysis. 
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3.3 DATA ANALYSIS METHOD 

 

As explained by Burnard (1995), there are several analysis methods that can be utilized 

in performing qualitative research, for instance, phenomenology, grounded theory, 

ethnographic and content analysis. This study performs content analysis, which 

Krippendorff (2018) is described as drawing a well-grounded conclusion to a certain 

context from texts. Content analysis is also deemed to be a convertible research 

method as it produces some meaningful approaches for a broader context, such as 

textual analysis (White & Mash, 2006). Hence, content analysis is a perfect method 

for this study as it attempts to explore the influence of language in texts’ 

advertisements. 

It is undeniable that content analysis is the appropriate instrumentation as it is 

concerned with the textual analysis, which is reflected in the objective of this study. 

 

3.4 SAMPLING TECHNIQUE 

This study uses purposive sampling to analyse texts only from skin care 

advertisements. This technique is responsible for selecting samples based on 

characteristics of a population or objective of the study (Crossman, 2018). According 

to White and Marsh, (2006) purposive sampling is suitable for content analysis method 

in qualitative research as it allows the researcher to identify accurate answers to 

research questions, as well as to present the big picture of the data. 

Skin care advertisements of a brand named Peter Thomas Roth. The brand was 

chosen as the research’s data because it is appeared at the first from the lists of 30 Best 

Skincare Brands by Bazaar Editors in 2019 (Rosentein, 2019). The skin care 
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advertisements of Peter Thomas Roth were searched on Google Images with a 

keyword “Peter Thomas Roth Advertisements”, in which only six advertisements were 

retrieved based on the following criteria: 

i. The advertisement must be on Peter Thomas Roth’s skin care products 

as it is the best skincare brand in 2019 (Rosentein, 2019). 

ii. The advertisements must be retrieved from the first line of the top page 

in Google Images’ search result to ensure its relevance (Davis, 2005). 

iii. The advertisements must professes at least one sentence that speaks 

about the product. 

The first research question are answered through the words and sentences used 

in the advertisements. They are analysed in accordance to their main categories of 

linguistic features, which are vocabulary, grammar, cohesion and text structures. The 

techniques that are exerted in the advertisements, such as pronouns, repetition, 

adjectives, imperatives, and adverbs will be analysed. Not only that, the second 

research question uncovers the discursive practices in the Peter Thomas Roth skin care 

advertisements, such as imploring the flaws and self-representation of the brand. 

  

3.5   DATA COLLECTION PROCEDURE 

The data of the study were collected from Google Images, where only the 

images of skin care advertisements from a brand called Peter Thomas Roth were being 

retrieved and analysed. Google Images is a considerable medium of data collection 

because the image’s relevance in the search result will depend on the context of the 
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image (Davis, 2005). This means that Google are taking the content of alt HTML and 

text from the Web page into consideration in finding the clues for image search.. 

In September 2018, Google Images were facing huge improvements and 

facelifts to provide a better search result for its users. According to Edwards (2018), 

Google Images are now equipped with a new algorithm that serves fresher content in 

the search result, whereby the ranking images are likely to come from a site that has 

been updated recently. Edwards (2018) further explained that top ranked images that 

appeared on the search result are from the sites in which the image is the centre of the 

page. Due to that, it is safe to say that the images of Peter Thomas Roth’s skin care 

advertisement from Google Images are reliable.  

The procedure of content analysis was based from a study made by Bengtsson 

(2016), in which four stages of data analysing are mentioned, which are 

decontextualisation, recontextualisation, categorisation and compilation. The 

procedure must be performed several times to preserve the reliability and 

trustworthiness of the analysis as human error are possible. The figure below shows 

the stages of qualitative content analysis: 
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Figure 3.1: Overview of a qualitative content analysis (Bengtsson, 2016) 

  

3.5.1 Decontextualisation (Stage 1) 

In the first stage, the researcher needs to make himself or herself familiar with 

the data by reading through the transcribed texts. Only then, the data can be broken 

down into smaller units to give the needed insights to the researcher. The identified 

units should be labelled with codes that are understandable in relation to the context. 

According to Morse and Richards (2002), coding list and its explanation helps to 

minimize cognitive change of the researcher during the process of analysis thus 

resulting in higher data reliability. 

For the first stage of this study, the data are familiarized and observed by 

transcribing the texts in Peter Thomas Roth’s skin care advertisements. After that, 
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every sentence and words of the data are carefully labelled with codes in accordance 

with the research objective, which are its linguistic features and discourse practice. 

The codes are labelled with different colour pencils to steer clear of redundant data 

analysis. 

 

3.5.2 Recontextualisation (Stage 2) 

When the meaning has been identified, the aspects of the content need to be 

checked to ensure its relation to the aim of the study (Burnard, 1991). To do so, the 

meaning units are checked along with multiple reading of the original texts. In this 

stage, the researcher might be able to delete the insignificant information that is 

unrelated to the aim of the study. 

The second stage of the study was carried out by identifying the relation of the 

content and the aim of the study are parallel with each other. To achieve so, multiple 

reading was done to ensure the original text is related to the identified codes in the 

first stage. Some of the unimportant codes are eliminated in this stage. 

 

3.5.3 Categorisation (Stage 3) 

The extended meaning units that are finalised in Stage 2 need to be compressed 

before the process of categorising takes place. Hence, the extended meaning units are 

lessen by ensuring the content of the unit is preserved. To achieve this, the contents 

are coded and segregated in accordance to their analysis. From the codes, the themes 

or categories of the data are identified homogeneously to be independent in a group 

(Krippendorff, 2004). 
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For this study, the identified codes from Stage 2 were put in a distinctive theme 

or categories in accordance to the research question. However, the codes must be 

homogenous and compressed without disregarding the unit contents to ease the 

process of writing and compiling, which are described in Stage 4.  

 

3.5.4 Compilation (Stage 4) 

This is the last stage of qualitative content analysis, in which the established 

categories were written. When the writing up process was conducted, the researcher 

presented a summary of the homogenous data into themes and categories in a table. 

This table is important for result overview, in which will ease the reading process. 

Hence, the data collected need to be in accordance to the objectivity. Not only that, 

the data must be from a neutral perspective by conducting recontextualisation over 

and over again to ensure reliability of the data. 

In this study, the established codes and categories from Stage 3 were written 

and presented in a table in relation to its research objective, which were recognized in 

the linguistic features and the discourse practice of the transcribed text. To make 

certain of the objectivity and accuracy of the result, Stage 2 of the procedure, which is 

recontextualisation, was carried out multiple times. 

 

3.6   DATA TRUSTWORTHINESS 

Different individuals have their own different judgement in observing a set of data. In 

order to have a mutual agreement on the data coding, the common method is inter-
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rater reliability, as it will serve the purpose by determining the highest consensus 

between the observers thus establishing the data trustworthiness (Hallgren, 2012). 

Since this paper involves a lone researcher, inter-rater reliability is not the 

perfect method to be utilized to ensure data trustworthiness. As stated by Schreier 

(2012), the coded materials from data analysis should not overlap after making two 

rounds of independence coding. In other words, the results from two independent 

coding must be similar. 

In conclusion, the stages of decontextualisation, recontextualisation and 

categorisation need to be done independently by ensuring each of the results is 

approximately the same. This way, the data trustworthiness can be determined without 

the existence of other observers. 

 

3.7   SUMMARY OF THE CHAPTER 

The matters under research methodology are discussed in this chapter. The discussion 

outlines the research design of the study, along with the sampling technique, research 

framework, instrumentations, data collection procedure and also data trustworthiness. 

The following chapter explains the findings and discussion of the data. 
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CHAPTER FOUR 

FINDINGS 

 

 

 

 

4.0 CHAPTER OVERVIEW 

The paper aims to analyse the linguistic features and discursive practices of Peter 

Thomas Roth’s skin care advertisements, which are adapted from the two dimensions 

presented in the three-dimensional model by Norman Fairclough. Although the 

aspects of the model are interrelated, the analyses are conducted in their respective 

focuses. 

  

4.1 TEXT ANALYSIS 

RQ 1: What are the linguistic features used in Peter Thomas Roth’s skin care 

advertisement? 

The first research question of the study is answered in the description of the text, such 

as the linguistic features and semiotic indications. However, this study focuses only 

on the four main categories of linguistic features, which are vocabulary, grammar, 

cohesion and text structure. (Jorgensen et. al., 2002). 
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4.1.1 Vocabulary 

The words and text structure of the skin care advertisement can be understood when 

the researcher are able to understand the vocabulary that is related to skin care, such 

as the ingredients of the product or the technical words associated with the product 

which can help the researcher to understand the text better thus facilitating the analysis 

of the data. 

In this study, the analysis will be based on the researcher’s ‘final vocabulary’, 

a term that is suggested by Richard Rorty. Final vocabulary can be further divided into 

two, which are ‘thin’ and ‘thick’ vocabulary. Thin vocabulary is commonly used by 

all individuals, whereas thick vocabulary are utilized by individuals who use parochial 

terms. The advertisement uses both thin and thick vocabulary as part of its linguistic 

features, as what the table as presented:  

 

Table 4.1: List of thin and thick vocabulary 

List of 

Vocabulary 

Findings 

Thin Vocabulary Up to 72 hours of hydration 

 

Moisturize your skin with pure water vapour 

drawn from the clouds 

 

Lightweight oil-free moisturizer with a silky soft 

finish 

 

Helps replenish moisture for more youthful-

looking skin while smoothing the appearance of 

fine lines 
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Good housekeeping’s first-ever best facial firmer. 

“This really works. My face is actually firmer!” – 

Kelly Rutherford, actress and mother of two. 

“Shh.. Want the latest gossip, girls! I’m 

supersizing my award-winning FIRMx serum and 

FIRMx peeling gel at a special one day value, only 

on QVC. Catch me if you can, live throughout the 

day. Friday, January 31.” 

“Can’t see it, can you?” – Noreen Donovan Roth 

New acne-clear invisible dots 

Where have you been all my life? 

Makes pimple pick-proof. Mess-free. Works in as 

little as 8 hours. 

Now you can treat acne anytime, anywhere. 

Peel off a single acne dot. Gently press adhesive 

side to blemish. 

New! 4 weeks to visibly diminished wrinkles. 

Irish moor mud purifying mask. 9,000 year old 

beauty secret. 

Irish moor mud is harvested by hand in Ireland 

from the oldest bog known to man. 

While minimizing the look of pores, nutrient-rich, 

non-drying moor mud leaves skin feeling fresh, 

hydrated and youthful-looking. 

“My grandmother never knew the secret to 

beautiful skin was in her backyard!” – Noreen 

Donovan Roth. 

Firmer, Smoother, Younger-Looking Skin in 7 

Days 

Thick 

Vocabulary 

Three molecular sizes of hyaluronic acid 

continuously draw up to 1,000 times their weight 

in water from atmospheric vapour in the clouds 
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“Your own personal modifier. My new multi-

action formula pulls moisture from the atmosphere 

and locks it in to keep you constantly hydrated. 

Brilliant!” 

 

Innovative, adhesive dots with salicylic acid and 

tea tree oil clear up acne from teens to adults. 

Power-packed with 21 peptides & neuropeptides 

visibly reduce the look of expression lines. 

Based on a 4-week consumer perception study on 

50 women ranging in age from 20 to 65. 

Renowned for its rejuvenating benefits and 

protection against skin damage. 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested skin. 

Introducing Hungarian Thermal Water 

Nourish your skin with mineral-rich thermal water 

from deep within the earth 

 

Peter Thomas Roth uses a mixture of thin and thick vocabulary as part of their 

linguistic features in their advertisements. For instance, they use a number of emotive 

terms for thin vocabulary, which are ‘pick-proof’, ‘mess-free’, and ‘youthful-

looking’. These terms are relatable to almost all individuals, which can constitute a 

clearer image for their readers to imagine the effectiveness of the product. Contrarily, 

thick vocabulary is presented in technical terms such as ‘three molecular sizes of 

hyaluronic acid’ and ‘atmospheric vapour’ to manifest their professionalism and 

credibility in their field.  
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It is proven that the correct use of vocabulary can help in showing the intended 

message of the advertisements towards the customers. This corresponds to a study 

made by Fernandez and Suwono (2013), which stated that a well-grounded 

information can be achieved if the word and image used are complemented. However, 

it is to be noted that the final vocabulary plays a big role to constitute the individual’s 

ground in the process of analysing skin care advertisements as it depends on their own 

final vocabulary 

 

4.1.2 Grammar 

There are various components of grammar that can be seen from the Peter Thomas 

Roth’s skin care advertisement, which are: 

 

4.1.2.1 Pronouns 

Pronouns are prominently used as the linguistic features in the advertisements in order 

for the advertisers to address their customers directly and individually. The table 

below shows the list of pronouns that are prominent in the advertisement: 

 

Table 4.2: List of Pronouns 

List of 

Vocabulary 

Findings 

Possessive 

pronouns 

Moisturize your skin with pure water vapour 

drawn from the clouds 

“Your own personal modifier. My new multi-

action formula pulls moisture from the 



 

37 

 

atmosphere and locks it in to keep you constantly 

hydrated. Brilliant!” 

 

“This really works. My face is actually firmer!” 

“Shh.. Want the latest gossip, girls! I’m 

supersizing my award-winning FIRMx serum 

and FIRMx peeling gel at a special one day value, 

only on QVC.” 

“My grandmother never knew the secret to 

beautiful skin was in her backyard!” 

Nourish your skin with mineral-rich thermal 

water from deep within the earth 

First –singular 

personal 

pronouns 
 

“Catch me if you can, live throughout the day. 

Friday, January 31.” 

Second singular 

personal 

pronouns 

 

“Your own personal modifier. My new multi-

action formula pulls moisture from the atmosphere 

and locks it in to keep you constantly hydrated. 

Brilliant!” 

 

“Catch me if you can, live throughout the day. 

Friday, January 31.” 

 

“Can’t see it, can you?” 

Where have you been all my life? 

Now you can treat acne anytime, 

anywhere. 

Relative 

pronouns 

Where have you been all my life? 

“This really works. My face is actually firmer!” 
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When the advertisements managed to address them personally, the customers 

are most likely to feel esteemed by the brand of the skin care product advertisement. 

According to Caporimo (2017), apart from addressing people with names, they can be 

addressed by using pronouns too. She further stated that the precise use of pronouns 

in addressing people is beneficial to show them respect. 

Hence, it can be seen that the advertisers opted to use pronouns in the 

advertisements to create an equal position with the readers, thus creating a friendly 

and warm environment in the advertisement. 

 

4.1.2.2  Modal Verbs 

Next linguistic feature of the skin care advertisements is modal verbs. It is very 

important in elevating the product’s capability, which can be seen as below: 

 

Table 4.3: List of Modal Verbs 

 

List of Modal 

Verbs  

 

Findings 

 

Modal Verbs “Catch me if you can, live throughout the day. 

Friday, January 31.” 

“Can’t see it, can you? 

”Now you can treat acne anytime, anywhere.”  

 

The advertisers managed to exert the modals in a correct manner to appear the 

brand’s politeness, in which can consequently establish a positive interpersonal 

relationship with the addressee. It is important to gain customer’s assurance by 
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creating a positive relationship with them as they will only purchase products they 

believed in. Xu (2009) also added that the correct way of arranging modal verbs in 

advertisements can protect the brand from any legal responsibility in case the product 

claims are not positively met by the buyers. 

 

4.1.2.3 Adjectives 

Adjectives are also one of the linguistic features that appears in Peter Thomas Roth’s 

advertisements. Adjectives are very important for the affective meaning of the 

conveyed messages in the advertisement to be delivered well. The finding finds three 

types of adjectives in the advertisements, which are positive, negative, and also 

comparative and superlative adjectives. 

 

Table 4.4: List of Adjectives 

 

List of 

Adjectives  

 

Findings 

 

Positive 

Adjectives 

 

Silky soft finish, youthful-looking, smoothing, 

lightweight, multi-action, hydrated, brilliant, 

firmer, special, acne-clear, innovative, adhesive, 

pick-proof, mess-free, power-packed, purifying, 

rejuvenating, magnetic effect, nutrient-rich, non-

drying, fresh, beautiful, smoother, mineral-rich.  
 

Negative 

Adjectives  

 

Fine lines, expression lines, wrinkles, congested.  

 

Comparative 

and Superlative 

Adjectives  

 

Good housekeeping’s first-ever best facial firmer 

 

“This really works. My face is actually firmer!” 

 

“Shh.. Want the latest gossip, girls!” 

 

Irish moor mud is harvested by hand in Ireland 

from the oldest bog known to man  
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From the table above, the adjectives can be portrayed either in positive, negative 

or in comparative and superlative features as they are able to stimulate dreams and 

desire of the readers (Delin, 2000). The positive adjectives are used to profess the 

advantages of using the products, while the negative adjectives are used to ingrain the 

minds of the customers that their flaws can be diminished with the help of the product. 

On the other hand, the comparative and superlative adjectives are used to show that 

their products are the best among the other similar products in the market. 

It is clear that each type of adjectives shown in the table are used for different 

purposes. By doing so, the mental image of the readers about the product will be 

clearer thus influencing the customer’s buying behaviour. 

 

4.1.2.4  Adverbs 

Next linguistic features that are employed in the advertisement are adverbs. In English 

sentences, adverbs are commonly used in modifying the meaning of verbs, either by 

adding, restricting or limiting them ("Definition of ADVERBS", 2020). In this 

particular study, the adverbs that are presented in the advertisement are adjunct to 

show process or continuity, which are: 

 

 

Table 4.5: List of Adverbs 

 

List of Adverbs  

 

Findings 
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Adjunct Three molecular sizes of hyaluronic acid 

continuously draw up to 1,000 times their weight 

in water from atmospheric vapour in the clouds 

“My new multi-action formula pulls moisture 

from the atmosphere and locks it in to keep you 

constantly hydrated. Brilliant!” 

Gently press adhesive side to blemish. 

New! 4 weeks to visibly diminished wrinkles.  
 

 

As can be seen from the excerpts, the adverbs are wielded as the linguistic 

features in the advertisements to intensify the verb. In result, the process of how the 

product could be effective to the readers is clearly shown in the advertisement. This 

is in line with the explanation made by Spasić, Babić-Antić, & Spasić-Stojkovic 

(2015), in which adverbs that act as an adjunct are able to construct the circumstances 

of the action expressed by the verb in the sentence. Hence, the adverbs must be 

employed precisely due to its ability in reflecting the company’s purpose in product 

advertising (Bowdery, 2008). 

 

4.1.2.5 Repetition 

The linguistic features of repetition that are utilized in the advertisements can be 

identified into two features, which are explained as below: 

 

Table 4.6: List of repetition 

 

List of Repetition  

 

Findings 
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Repetition of 

Syntax Structure 

Helps replenish moisture for more youthful-

looking skin while smoothing the appearance of 

fine lines. 

Now you can treat acne anytime, anywhere. 

 

Firmer, Smoother, Younger-Looking Skin in 7 

Days 

 

Repetition of 

Synonyms 

 

While minimizing the look of pores, nutrient-

rich, non-drying moor mud leaves skin feeling 

fresh, hydrated and youthful-looking. 

 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested skin 

 

 

 

The repetition of syntax structures and synonyms were used in the 

advertisements to intensify the message from the advertisement. Once the message 

intensifies and is repeated, it will become familiar for the readers, thus making the 

skin care products to become highly convincing and memorable. This idea is 

supported by Lehnert, Till & Carlson (2013), in which the advertisements are deemed 

to be memorable if the words or the text structures are repeated in a creative manner. 

 

4.1.2.6 Imperatives 

 

Imperative is one of the extensions from a verb that means ‘command’. Imperatives 

can be served towards the intended listener or reader by giving orders, instructions, 

and also advising (EL-Sakran & Maklai, 2019). The imperatives that were used as the 

linguistic features in Peter Thomas Roth skin care advertisements are: 
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Table 4.7: List of Imperatives 

 

List of 

Imperatives  

 

Findings 

 

Imperatives  “Shh.. Want the latest gossip, girls! I’m 

supersizing my award-winning FIRMx serum and 

FIRMx peeling gel at a special one day value, 

only on QVC. Catch me if you can, live 

throughout the day. Friday, January 31.” 

Peel off a single acne dot 

Available at Sephora, Ulta, QVC, Beauty Brands, 

Select Macy’s & peterthomasroth.com  

 

It can be seen that the advertisements are giving an indirect command to their 

readers with the words in order to prompt them to actually purchase the product and 

follow the command. As explained by Zembystka (2018), imperatives are able to 

create a relationship with the readers by encouraging them to purchase the products 

without hesitation. Hence, the usage of imperatives causes no room for arguments for 

the customers before purchasing the product. 

 

4.1.2.7 Subjunctive Mood 

Subjunctive mood refers to the mood of a verb to express conditional wishes or 

imaginary situation. The moods that are exerted as the linguistic features in the skin 

care advertisements are: 

 

Table 4.8: List of Subjunctive Mood 
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List of 

Subjunctive 

Mood  

 

Findings 

 

Subjunctive 

Mood 

Where have you been all my life? 

“My grandmother never knew the secret to 

beautiful skin was in her backyard!”  
 

 

As written in the table, subjunctive mood helps in engaging with the readers 

in advertisements as it serves emotions and imaginations to them. This feature has the 

potential to give a positive impact to the readers to be convinced of the claims made 

for the products as it is personally engaging to them (Sindhya, 2013). In the long run, 

the use of subjunctive mood can slowly influence the customer’s buying behaviour. 

 

4.1.2.8 Tenses 

 

According to ‘Definition of TENSE’ (n.d.), tense is a form of verb to indicate duration 

and time of a particular action or state. The indication of duration or time is important 

to deliver correct messages in any context, hence it is the most important feature in 

English language. Few excerpts from the advertisement can be referred in the 

following table: 

 

 Table 4.9: List of Tenses 

 

Types of Modal 

Verbs  

 

Findings 

 

Present Tense 

 

Helps replenish moisture for more youthful-
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looking skin while smoothing the appearance of 

fine lines. 

Makes pimple pick-proof. Mess-free. 

Works in as little as 8 hours.  
 

Present 

Continuous 

Tense 

 

Helps replenish moisture for more youthful-

looking skin while smoothing the appearance of 

fine lines. 

 

I’m supersizing my award-winning FIRMx 

serum and FIRMx peeling gel at a special one day 

value, only on QVC. 

 

While minimizing the look of pores, nutrient-rich, 

non-drying moor mud leaves skin feeling fresh, 

hydrated and youthful-looking. 

 

Introducing Hungarian Thermal Water 

 

 

 

 In Peter Thomas Roth’s skin care advertisements, it can be seen that the 

advertisers used present tense as their linguistic features to shape some positive ideas 

towards the products (Vaičenonienė, 2006). She also added present tense are capable 

to denote the claims made for the products to be promising, in which they meet the 

motive of advertising. In time, it could create a warm relationship between the brand 

and the addressee due to the correct use of tenses  

 

4.1.3 Cohesion 

 

The devices of cohesion that are often used in advertisements are conjunctive adjuncts. 

The table below are the findings that shows the usage of conjunctive adjuncts as the 

linguistic feature of the advertisements. 
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Table 4.10: List of Conjunctive Adjuncts 

 

List of 

Conjunctive 

Adjuncts  

 

Findings 

 

Additive 

 

Helps replenish moisture for more youthful-

looking skin while smoothing the appearance of 

fine lines. 

My new multi-action formula pulls moisture from 

the atmosphere and locks it in to keep you 

constantly hydrated 

I’m supersizing my award-winning FIRMx serum 

and FIRMx peeling gel 

Innovative, adhesive dots with salicylic acid and 

tea tree oil clear up acne from teens to adults. 

 

Renowned for its rejuvenating benefits and 

protection against skin damage. 

While minimizing the look of pores, nutrient-rich, 

non-drying moor mud leaves skin feeling fresh, 

hydrated and youthful-looking.  
 

Conditional 

 

“This really works. My face is actually firmer!” 

Catch me if you can 

 

 

Causal 

 

Makes pimple pick-proof. Mess-free. 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested skin. 

Nourish your skin with mineral-rich thermal 

water from deep within the earth 

 

 

Purposive 

 

Moisturize your skin with pure water vapour 

drawn from the clouds 

My new multi-action formula pulls moisture from 

the atmosphere and locks it in to keep you 

constantly hydrated 
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Innovative, adhesive dots with salicylic acid and 

tea tree oil clear up acne from teens to adults. 

New! 4 weeks to visibly diminished wrinkles. 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested skin. 

 

 

 

It can be seen that the text structures are using the correct cohesion to clearly 

present the benefits of the products and the good image of the brand. Hence, it is clear 

that the adjuncts in the discourse of the advertisements are used to enhance and 

influence the buying behaviour of the customers. This is in line with a study by 

Mudhhi & Hussein (2014) where they stated that conjunctive adjuncts are used to 

relate the text semantically and logically, in which helps to appeal reason for the 

readers to purchase the products.  

 

4.1.4 Text Structure 

 

Text structures are also analysed as part of linguistic features in Peter Thomas Roth’s 

skin care advertisements. The types of text structures are explained as below. 

 

4.1.4.1 Descriptive 

 

Most of the texts in the advertisements were written in active sentences with a simple 

and descriptive approach to give a clear representation of the product to potential 

customers. As explained by Dymock (2005), when the descriptive approach is used, 
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it gives the readers a mental image to visualize about the products in a way that the 

advertisers want them to be. The descriptive texts from the advertisements can be seen 

below: 

 

Table 4.11: List of Descriptive Sentences 

 

Types of Text 

Structure  

 

Findings 

 

Descriptive 

Sentences 

Moisturize your skin with pure water vapour 

drawn from the clouds 

Available at Sephora, Ulta, QVC, Beauty Brands, 

Select Macy’s & peterthomasroth.com 

New acne-clear invisible dots 

Nourish your skin with mineral-rich thermal water 

from deep within the earth 

 

 

From the excerpts, the mental images are explained as a visualization to the 

potential customers. When the text structures are using a descriptive approach by 

using real life senses to engage with the readers, the process of creating mental images 

into their minds are able to be conducted. Hence, the intent of advertising can be 

grasped, which is to simultaneously provide information and influence the public’s 

mind (Green, 2012). 

 

4.1.4.2 Comparison and Contrast 
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Comparison and contrast sentences are utilized as one of the linguistic features of this 

study to facilitate them in observing positive differences that the product can offer. 

From the advertisements, the sentences that shows such purpose are: 

 

Table 4.12: List of Comparison and Contrast Sentences 

 

Types of Text 

Structure 

(Comparison 

and Contrast)  

 

Findings 

 

Similarities 

 

Helps replenish moisture for more youthful-

looking skin while smoothing the appearance of 

fine lines. 

While minimizing the look of pores, nutrient-rich, 

non-drying moor mud leaves skin feeling fresh, 

hydrated and youthful-looking. 

 

Differences 

 

Good housekeeping’s first-ever best facial firmer. 

“This really works. My face is actually firmer!” 

“Shh.. Want the latest gossip, girls! I’m 

supersizing my award-winning FIRMx serum and 

FIRMx peeling gel at a special one day value, 

only on QVC.” 

Firmer, Smoother, Younger-Looking Skin in 7 

Days 

 

 

 

As we can see, these sentences shed light on the similarities and differences of 

the product to ease the customers’ judgement. As explained by Dymock (2015), 

comparison and contrast are the types of text structure that help the readers to identify 

the similarities and differences between two or more people, ideas, or concepts. The 

use of comparison and contrast in the advertisement will train the mind of the reader 
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to identify their past flaws and apply it to the current situation, thus making the claims 

sound convincing (Costa & Kallick, 2008).  

 

4.1.4.3  Sequential Sentences 

 

In order to identify the steps in using a product or service, sequential sentences would 

be the perfect linguistic feature to explain such phenomenon. For this study, the 

sequential sentences in advertisements are exerted to explain time, sequence of event 

and also a tutorial of using the product, which are: 

 

 

 

 

Table 4.13: List of Sequential Sentences 

 

Types of Text 

Structure 

 

Findings  

 

Sequential : 

Time 

 

Works in as little as 8 hours.  

 

Sequential : 

Sequence of 

Event 

 

Based on a 4-week consumer perception study on 

50 women ranging in age from 20 to 65. 

 

 

Sequential : 

Tutorial 

 

Peel off a single acne dot. Gently press adhesive 

side to blemish 
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As explained by Dymock (2015), sequential sentences are a structure that 

explains the chronological events or steps that need to be taken in a certain procedure 

(Dymock, 2015). According to Purdue Online Writing Lab (n.d.), in order to achieve 

a logical sentence, the patterns of the sequence must be in a common pattern, for 

instance, ranging from general to specific steps. Thus, the readers will get a better 

understanding of the tutorials of using skin care products. 

 

4.1.4.4  Problems and Solutions 

 

Problems and solutions text structure is an important linguistic feature to be mentioned 

in skin care product advertisements to influence customer’s buying behaviour. In 

order to recognize this pattern structure, the negative adjectives are often used to 

manifest the problem of the topic, along with the way on how the problem is handled, 

which are: 

 

Table 4.14: List of Problems and Solution Sentences 

 

Types of 

Sentences  

 

Findings 

 

Problems and 

Solution 

Makes pimple pick-proof. Mess-free 

New! 4 weeks to visibly diminished wrinkles. 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested skin.  
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As for this text structure, the customers will be able to see the problems in text, 

and also how the solution or effects of the problems is described (Dymock, 2015). In 

this data, the problems are the common flaws of women’s skin condition, whereas the 

solution would be the advertised product. When these skin imperfections are 

perceived as a problem, it will influence and provoke the women to buy the product 

at a faster rate. As supported by Patel (2014), when the experience pleasure is 

intensified in an advertisement, the readers will be expected to receive instant 

response, thus influencing the women’s buying behaviour.  

 

4.1.4.5  Questions 

 

The next linguistic feature that is employed in the advertisement is questions. 

Questions are one of the rhetorical devices used in advertisements to build curiosity 

for the readers about the positive claims of the products. The questions that are 

imposed from the data are as shown below: 

 

Table 4.15: List of Questions Sentences 

Types of Text 

Structure  

Findings 

Questions 
“Catch me if you can, live throughout the day. 

Friday, January 31.” 

“Can’t see it, can you? 

”Now you can treat acne anytime, anywhere.” 

 

 

When the customers have some curiosity towards the advertised products, they 

will demand clarity. This clarity will be able to create an effect on the feelings of the 
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customers, hence questions are used as one of the linguistic features in Peter Thomas 

Roth skin care advertisement. The questions that are imposed in the advertisements 

require a demand for an answer, which can only be done by buying the products. 

According to Kevin (n.d.), the effect that it can create is by making the customers 

imagine the effectiveness of the products thus prompting them to actually purchase it. 

  

  

  

             

 

 

 

 

4.2 Discursive Practices 

Q 2 : What are the discursive practices used in Peter Thomas Roth’s skin care 

advertisements to influence customer’s buying behaviour? 

 

In order to answer the second research question, the second dimension of the model is 

employed as a platform for the data analysis. Particularly, this dimension discussed 

how the text is consumed to relate the first and third dimensions, which are text 

analysis and social practice. The text structure and cohesion of the advertisements are 

further analysed to see the ability of the language in shaping people’s idea and mind. 
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4.3.1 Puffery 

 

The first discursive practice that is projectinged in Peter Thomas Roth’s skin care 

advertisements is puffery. Puffery is false praise or exaggeration that are commonly 

used for promotional purposes. Hence, the advertisement employed the form of 

puffery as their advertising technique even when the claims are vague, in which can 

be seen below: 

 

Table 4.16: List of Puffery 

 

Discursive 

Practice  

 

Findings 

 

Puffery 

 

Moisturize your skin with pure water vapour 

drawn from the clouds 

 

Three molecular sizes of hyaluronic acid 

continuously draw up to 1,000 times their weight 

in water from atmospheric vapour in the clouds 

 

Nourish your skin with mineral-rich thermal water 

from deep within the earth  
 

From the table, this element is engaged as part of Peter Thomas Roth advertising 

technique in order to attract the attention of the readers thus creating memorable 

messages from the advertisements. The element is engaged by disclosing irrelevant 

attributes that are impossible to be performed, such as ‘pure water vapour drawn from 

the clouds’ and ‘draw up to 1,000 times their weight in water from atmospheric vapour 

in the clouds’.  As claimed by Xu and Wyer Jr (2010), the irrelevant attributes of the 

products are usually mentioned to make them noticeable from any other products in the 
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market. Therefore, puffery is proven to influence the customer’s buying behaviour 

despite the obscure claims of the products. 

  

4.3.2 Imploring the Flaws 

It can be seen that the skin care advertisements are making their products as the answer 

for them to eliminate the implored flaws. As the definition of beauty has its own 

standardization, this discursive practice would stir the emotion of the readers by 

prompting and influencing them to purchase the product in order to uphold their 

beauty (Baudrillard, 2005). The excerpts from the advertisements that shows the flaws 

are implored are as follows: 

 

 

Table 4.17: List of Imploring the Flaws 

 

Discursive 

Practice  

 

Findings 

Imploring the 

flaws 

Gently press adhesive side to blemish. 

 

Power-packed with 21 peptides & neuropeptides 

visibly reduce the look of expression lines. 

 

New! 4 weeks to visibly diminished wrinkles. 

 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested 

skin. 
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The flaws are mentioned by highlighting the negative adjectives, along with 

the solution that can be done to end them by stating the terms ‘to blemish’, ‘to visibly 

diminished wrinkles’, or ‘reduce the look of expression lines’. In that sense, the 

customers who feel agitated and convinced by the advertisements will be driven to 

take measures by buying the products immediately. As stated by Green (2016), in 

certain circumstances, negative language is a perfect choice in advertising because 

people tend to notice and fix problems that are closely related to them. 

  

4.3.3 Positive Self-Representation 

In order to profess the benefits of the products, Peter Thomas Roth represents their 

brand positively by establishing the belief to the customers that the products are as 

great as they affirmed in the advertisement. This discursive practice are clearly shown 

in the table below: 

 

Table 4.18: List of Positive Self-Representation 

 

Discursive 

Practice  

 

Findings 

 

Positive Self- 

Representation 

 

Moisturize your skin with pure water vapour 

drawn from the clouds 

 

“Your own personal modifier. My new multi-

action formula pulls moisture from the atmosphere 

and locks it in to keep you constantly hydrated. 

Brilliant!” – Peter Thomas Roth 

 

“Shh.. Want the latest gossip, girls! I’m 

supersizing my award-winning FIRMx serum 

and FIRMx peeling gel at a special one day value, 

only on QVC. 
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Now you can treat acne anytime, anywhere. 

Nourish your skin with mineral-rich thermal 

water from deep within the earth  
 

The self-representation of the brand is presented in a positive light to show 

that their brand are the most advantageous in the skin care industry. In order to do so, 

the benefits of the product must be elucidated without doubt (Kaur, Arumugam & 

Norimah Mohd Yunus, 2013) From the above excerpts, the brand clearly shows deep 

satisfaction with their own products by stating the terms ‘your skin’ or ‘your own 

personal modifier’ in which it is deemed to be favourable and rewarding for the 

customers to own. By using these terms, Peter Thomas Roth's advertisements are 

trying to show their credibility to influence the customers in purchasing their 

advertised products. 

 

 

 

4.3.4 Scientific Evidences 

 

Based on the study, the next discursive practice from the advertisement is 

scientific evidence, which serves as a fraction of Peter Thomas Roth’s skin care 

products advertisements to appear more credible. The evidences are described by 

using technical words and numbers, which are: 

 

Table 4.19: List of Scientific Evidences 

 

Discursive 

Practice  

 

Findings 

 

Scientific 

Evidences 

 

Three molecular sizes of hyaluronic acid 
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continuously draw up to 1,000 times their weight 

in water from atmospheric vapour in the clouds 

 

Innovative, adhesive dots with salicylic acid and 

tea tree oil clear up acne from teens to adults. 

 

Power-packed with 21 peptides & neuropeptides 

visibly reduce the look of expression lines. 

 

New! 4 weeks to visibly diminished wrinkles. 

 

Based on a 4-week consumer perception study on 

50 women ranging in age from 20 to 65. 

 

Enhanced with Hijiki seaweed for hydration, 

Volcanic ash to help detoxify and Activated 

Charcoal which has a magnetic effect that helps 

draw impurities and toxins from congested skin.  
  

The scientific evidence is mentioned by stating the technical words such as 

‘hyaluronic acid’ and ‘peptides & neuropeptides’ to show the brand’s 

professionalism. Therefore, the brand is proven to be established with the current 

technology advancement. They also highlight that the health of their skin can be 

improved by using their products, which helps to connote their product’s validity from 

the rest (Dodds, Tseelon, and Weitkamp, 2008). 

It is to be noted that the use of numbers, such as ‘4 weeks to visibly diminish 

wrinkles’ and ‘study on 50 women’ is as important as the use of scientific evidence. 

The use of numbers is one of the marketing tools for the advertisers to support the 

positive claims of their products (Friesen, 2015). When the scientific evidence is 

proven with numbers, it shows that the brand is genuinely conducting the research as 

they cannot come up with just any numbers to support their claim. It is proven that the 

effectiveness of the product can be strongly validated by using scientific evidence as 

part of discursive practice in the advertisement. 
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4.3.5 Celebrity Endorsement 

Most of Peter Thomas Roth’s skin care advertisements included dialogues 

from the celebrity and the founder of the product himself as part of tools in their 

discursive practice. The dialogues mentioned by these celebrities are commonly 

confessing on the positive outcome after using the product, which are: 

 

Table 4.20: List of Celebrity Endorsement 

 

Discursive 

Practice  

 

Findings 

 

Celebrity 

Endorsement 

 

“Your own personal modifier. My new multi-

action formula pulls moisture from the 

atmosphere and locks it in to keep you 

constantly hydrated. Brilliant!” – Peter Thomas 

Roth 

 

“This really works. My face is actually firmer!” 

– Kelly Rutherford, actress and mother of 

two. 

 

“Shh.. Want the latest gossip, girls! I’m 

supersizing my award-winning FIRMx serum 

and FIRMx peeling gel at a special one day 

value, only on QVC. Catch me if you can, live 

throughout the day. Friday, January 31.” – Peter 

Thomas Roth 

 

“Can’t see it, can you?” – Noreen Donovan 

Roth 

 

“My grandmother never knew the secret to 

beautiful skin was in her backyard!” – Noreen 

Donovan Roth. 
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When the advertisements give an image that the celebrities are using the 

product, the customers will be implored to use the same products too. In simpler words, 

the advertisements are creating images for the customers by making them follow the 

lifestyles of these celebrities who are believed to use the skin care products (El-Dali, 

2019). This image can be easily achieved when the purpose of the products are 

congruent with the characteristics of the ambassadors (Khale & Hommer, 1985). 

For instance, the advertisement chose Kelly Rutherford to become their 

product endorser by illuminating the fact that she is a mother of two. Normally, the 

condition of women’s skin start to degrade as they age and have children. The brand 

chose Kelly Rutherford as their endorser to show that the product helps her to achieve 

a firmer skin despite having two kids. This will influence other customers of the same 

condition to purchase the product because they could clearly see the purpose and 

effectiveness of the product. 

 

 

4.3 CONCLUSION OF THE FINDINGS 

The findings of this study elucidates fourteen linguistic features and five discursive 

practices of Peter Thomas Roth’s skin care advertisements by performing content 

analysis. The conclusions are able to be drawn for both research questions. 

For research question one, it can be concluded that linguistic features are 

utilized heavily to catch the attention of their target customers by portraying the product 

trustworthiness. To achieve the objective of linguistic features, the study instilled the 

precise use of vocabulary, cohesion and text structure of the advertisements. It can be 

noted that the study put a focus on grammar as nine out of fourteen linguistic features 
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are drawn here. These four linguistic features, which are vocabulary, grammar, 

cohesion and text structure are combined in several features to achieve attention of the 

customers, hence persuading them to actually purchase the advertised products. 

For research question two, it can be concluded that the advertisements are 

written to construct an ideology for its readers, in which the new standard for perfect 

skin should be fair, smooth, and glowing. When this ideology is ingrained in people's 

mind, it prompts them to find a solution to achieve the standardized skin complexion. 

This is when the skin care advertisements play the role in making their product as a 

solution by suggesting that their product can help the customers to get youthful-looking 

skin, or eliminate their skins from wrinkles or fine lines. Besides aiding the customers 

to choose their desired products, the benefits of the products are directly mentioned to 

eliminate the inadequacies that the advertisements have provoked with the precise use 

of language (Shrivastava & Bisen, 2014). 

In conclusion, language is responsible for guiding and influencing the reader’s 

thoughts, hence persuading them to purchase the products that have been advertised. 

When the idea of perfect complexion is standardized, it will become a new normal for 

individuals where it can contribute to current social practice in a particular community. 

 

4.4 SUMMARY OF THE CHAPTER 

The ability of Peter Thomas Roth’s skin care advertisements to stir the emotions 

of the customers by using appropriate measures of linguistic features and discursive 

practices. The following chapter reviews the conclusion and limitation of the study, 

along with the recommendation for future research. 
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              CHAPTER 5 

CONCLUSION 

 

 

 

 

5.0 OVERVIEW OF THE CHAPTER 

This chapter reviews the matters of summary of the study, limitations during the 

process of the research, and also recommendation for future studies in the similar field. 
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5.1 SUMMARY OF THE STUDY  

This research investigates the use of language in skin care advertisements as a medium 

for idea transmission in influencing customer’s buying behaviour. Since past research 

shed a light on semiotics elements in advertisements, the study on linguistic elements 

are uncommon due to its complex approaches. It is crucial to understand the language 

utterances for the readers to understand the conveyed messages in advertisements. The 

research questions that are presented in the study are as below: 

1. What are the linguistic features used in Peter Thomas Roth’s skin care 

advertisement? 

2. To investigate the discursive practice used in Peter Thomas Roth’s skin 

care advertisements to influence customer’s buying behaviour. 

The study implemented a qualitative study by performing content analysis on 

skin care advertisements from the best skin care brand in 2019 (Rosentein, 2019), 

which is Peter Thomas Roth. The data analysis is carried out from a theoretical 

framework in the field of Critical Discourse Analysis (CDA), which is Fairclough’s 

three-dimensional model. The sampling of the study is purposive since it focuses only 

on Peter Thomas Roth’s skin care advertisement,  

To answer research question one, linguistic features of the advertisements are 

examined in four main categories, which are vocabulary, grammar, cohesion and text 

structure to make the products commanding from the others. Furthermore, the answer 

to research question two is explained through the discursive practice that is prominent 

in the advertisements, such as puffery, imploring the flaws, positive self-
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representation, scientific evidence and celebrity endorsement to create a designated 

belief to the readers on beauty standards. 

 

5.2 LIMITATION 

The reported findings of this research paper are considered with some limitations due 

to constraints on time and methodology. Due to time constraint, the data of the 

research can only be retrieved through the Internet. There are no other materials 

involved in this study thus affecting the richness of the data. Since the method of the 

study is content analysis, the time taken for reviewing the coded material is limited 

because the paper is done by a lone observer or researcher. 

  Due to the fact that this study is done by a single researcher, the data of the 

study might not be accurate as compared to performing the study with multiple 

researchers for data analysis. The researcher needs to be scrutinized in data analysis 

to have a grounded and valid data. However, validity is one of the issues in limitation 

because errors are bound to happen for human beings due to fatigueness or data 

biasness, hence affecting the data validity. 

As this study is performing content analysis, the sample size is insufficient for 

a thorough data analysis. The richness of the data is important to justify the findings 

of the study. However, due to insufficient data, the validity of the findings might not 

be significant because it may not reflect the general conclusion for skin care 

advertisements. 

 

5.3 RECOMMENDATION 
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The number of gaps in this study can be taken into account to benefit future research 

in the similar field or topic. As this study only focuses on two dimensions of 

Fairclough’s three-dimensional model, future research should include the third 

dimension, which is social practice as a part of data analysis in order to unravel the 

power relations of language that are subjected towards society. 

This study focuses on the analysis of skin care advertisement as a subject 

which signifies the beauty concept. Future research are recommended to switch the  

focus on other subjects, such as food and beverage advertisements or electronic 

advertisements to discover the linguistic features, discursive practices and also social 

practices of other concepts. To do so, it is encouraged for the study to be done by 

multiple researchers to eliminate time constraints and data biasness to achieve a higher 

reliability and validity. 

The richness of the data also plays a role in achieving a higher data reliability 

and validity. Hence, future studies may increase the sample size by using multiple 

sources such as from televisions, magazines or billboards rather than just retrieving it 

from the Internet. 
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APPENDIX 
 

IMAGES AND TRANSCRIPTION OF PETER THOMAS ROTH SKIN CARE 

ADVERTISEMENTS 

 

Advertisement 1 

 

1. Up to 72 hours of hydration  

2. Moisturize your skin with pure water vapour drawn from the clouds 

3. Lightweight oil-free moisturizer with a silky soft finish  

4. Three molecular sizes of hyaluronic acid continuously draw up to 1,000 times their 

weight in water from atmospheric vapour in the clouds 

5. Helps replenish moisture for more youthful-looking skin while smoothing the 

appearance of fine lines. 

6. “Your own personal modifier. My new multi-action formula pulls moisture from the 

atmosphere and locks it in to keep you constantly hydrated. Brilliant!” – Peter 

Thomas Roth 
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7. Available at Sephora, Ulta, QVC, Beauty Brands, Select Macy’s & 

peterthomasroth.com 
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Advertisement 2 

 

1. Good housekeeping’s first-ever best facial firmer. 

2. “This really works. My face is actually firmer!” – Kelly Rutherford, actress and 

mother of two. 

3. “Shh.. Want the latest gossip, girls! I’m supersizing my award-winning FIRMx serum 

and FIRMx peeling gel at a special one day value, only on QVC. Catch me if you can, 

live throughout the day. Friday, January 31.” – Peter Thomas Roth 
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Advertisement 3 

 

1. “Can’t see it, can you?” – Noreen Donovan Roth 

2. New acne-clear invisible dots 

3. Where have you been all my life? 

4. Innovative, adhesive dots with salicylic acid and tea tree oil clear up acne from teens 

to adults. 

5. Makes pimple pick-proof. Mess-free. 

6. Works in as little as 8 hours.  

7. Now you can treat acne anytime, anywhere. 

8. Peel off a single acne dot. Gently press adhesive side to blemish. 

9. Available at Sephora 
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Advertisement 4 

 

1. Power-packed with 21 peptides & neuropeptides visibly reduce the look of expression 

lines. 

2. New! 4 weeks to visibly diminished wrinkles. 

3. Based on a 4-week consumer perception study on 50 women ranging in age from 20 

to 65. 
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Advertisement 5 

 

1. Irish moor mud purifying mask. 9,000 year old beauty secret. 

2. Renowned for its rejuvenating benefits and protection against skin damage. 

3. Irish moor mud is harvested by hand in Ireland from the oldest bog known to man. 

4. Enhanced with Hijiki seaweed for hydration, Volcanic ash to help detoxify and 

Activated Charcoal which has a magnetic effect that helps draw impurities and toxins 

from congested skin. 

5. While minimizing the look of pores, nutrient-rich, non-drying moor mud leaves skin 

feeling fresh, hydrated and youthful-looking. 

6. “My grandmother never knew the secret to beautiful skin was in her backyard!” – 

Noreen Donovan Roth. 

7. Available at Sephora. 
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Advertisement 6 

 

1. Introducing Hungarian Thermal Water 

2. Firmer, Smoother, Younger-Looking Skin in 7 Days 

3. Nourish your skin with mineral-rich thermal water from deep within the Earth 


