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Abstract 

Advertisements are multimodal texts created to get attention from potential customers in 

order to sell products. Previous research has shown how advertisements’ visual and 

verbal features make up ideological codes that are used to affect readers. To interpret 

these codes and gain an understanding of advertisements as communicative artifacts, a 

linguistic approach needs to be merged with a multimodal approach. In this study 

systemic functional grammar and multimodal semiotics are applied to ten skin care 

advertisements by Elizabeth Arden from 1920-2013. The aim is to investigate how the 

relationship between skin care companies and their potential customers is constructed 

through the use of language and images in skin care advertisements. Furthermore, the 

study aims to analyze whether and how the relationship between skin care companies 

and customers change over time. The findings indicate that the reader is constructed as 

unequal to Elizabeth Arden. The results also show a longitudinal difference in that the 

reader and the writer are constructed as closer in earlier advertisements and more distant 

in later advertisements. The language is also less demanding in recent years. 

Furthermore, the findings show that later skin care advertisements, unlike earlier 

advertisements, refer to science. The change might be an indication that societal and 

consumer values are evolving. Hence, the result might reflect societal changes.   
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Multimodality, systemic functional linguistics, visual grammar, advertisements, beauty, 

skin care. 
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1. Introduction 

Skin care products have been used by humans for thousands of years. According to 

Jones (2010), the primal beginning of beauty products was the use of flowers and herbs 

in religious and cultural rituals. Today, global consumers spend $330 billion annually 

on cosmetics, toiletries and perfumes (Jones, 2010, p.14). The beauty product industry 

is vast and seems to be growing (Ringrow, 2016, p.3), using strategic advertising and 

marketing plans. In this essay, the cosmetic industry and skin care advertisements are 

investigated to gain insight concerning the relationship between the companies and their 

customers. Specifically, this study focuses on skin care advertisements issued by 

Elizabeth Arden, 1920-2013. 

Advertisements are a source of ideological codes constituted by verbal and visual 

messages that are interpreted by the reader (Johnson, 2008). One tool for investigating 

these messages is multimodal analysis. Multimodal analysis enables further 

understanding of advertisements as communicative artifacts by investigating both visual 

and verbal communicative resources. This allows the result to become as 

comprehensive and specific as possible.  

Multimodal analysis has been applied to numerous advertising studies. Baykal 

(2016) investigates the operation of multimodal strategies in advertisements of beauty 

products in four women’s magazines. While the study sheds lights on how relationships 

between customers and companies can be built and used for economic interests, it does 

not investigate how these relationships might change over time. Therefore, this essay 

investigates the historical evolution of the verbal and visual features that create 

advertisements’ ideological codes.  

The aim of this essay is to investigate how the relationship between skin care 

companies and their potential customers is constructed through the use of language and 

images in skin care advertisements addressed to women. Furthermore, the study takes a 

longitudinal approach that allows an analysis of whether and how the relationship 

between skin care companies and customers, and the resources used to portray it, 

change over time. To this end, this study will answer the following research questions: 

 

• Has the use of language and images in Elizabeth Arden’s skin care 

advertisements changed over time? 

• How is the relationship between the brand Elizabeth Arden and its potential 

customers created through advertising? Has that relationship changed over time 

and, if so, how? 

 

2. Literature Review  

This section summarizes some of the previous research carried out in the context of 

advertising. Two studies (Baykal, 2016; Searing & Zeilig, 2017) that are relevant for 

this essay have been chosen.  
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Baykal (2016) investigates the operation of multimodal strategies and identifies how the 

advertising discourse uses descriptive and persuasive verbal and visual resources to 

exploit an image of idealized female beauty. The data consists of mascara 

advertisements from two Turkish magazines (Seninle and Elele) and Turkish editions of 

two magazines with a global target group (Elle and Vogue). The study shows that both 

the visual and the verbal resources set ideals for the perfect look. Baykal (2016, p.57) 

claims that the ideology of advertisements reproduces a female identity that contributes 

to the construction of the female body as a commodified object that is oriented towards 

men.  

In addition to investigating ideals of beauty, skin care advertisements are 

sometimes examined for investigating perceptions of ageing. Searing and Zeilig (2017) 

have investigated language use and change by applying a thematic analysis to skin care 

advertisements Vogue Magazine from 1992 and 1993 to advertisements from 2006 and 

2007. The findings consist of a comparison which show that the language use has 

changed; by referring to science the advertisements suggest that the usage of skin care 

products is similar to cosmetic procedures. The findings also indicate that the 

advertisements offer women a deceptive perception of control over the ageing of the 

skin and that advertisements will continue to fuel the insecurities of women.  

In conclusion, previous research in the skin care-field has deployed diverse research 

methodologies and analytical tools, such as critical discourse analysis, thematic analysis 

and multimodal analysis. This indicates a need for a wide approach to the subject of 

skin care, to gain a thorough understanding of all the methodological and analytical 

aspects it entails. Hence, this study deploys both systemic functional linguistics, 

multimodal analysis and discourse analysis. While Searing and Zeilig (2017) compare 

skin care advertisements from two periods of time, none of the reviewed studies 

addresses gradual development over time, which is pivotal to uncover longitudinal 

development. That is why this study aims to examine the possible changes of linguistic 

and visual features in skin care advertisements over time.  

 

 

3. Theoretical Framework  

This study relies on various research traditions, such as: social semiotics and systemic 

functional grammar, multimodal semiotics and discourse analysis. The research 

traditions are described below.  

Social semiotics was introduced into linguistics by linguist Michael Halliday in 

1978 (Björkvall, 2009, p.28). The theory is socially oriented and claims that all meaning 

is socially motivated and originates from people’s desire to socialize and create meaning 

together with others (Björkvall, 2009, p.12). Communication can be performed both 

verbally and visually with specific resources that express meaning.  

Systemic functional grammar (SFG), was developed as part of social semiotics by 

Halliday (1985) and is a grammatical description of the functions of language. SFG 

categorizes meanings in three metafunctions: the ideational metafunction, the 

interpersonal metafunction and the textual metafunction. Meanings that are connected to 

different versions of reality belong to the ideational metafunction; attitudes and 
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meanings that are bound to social interaction belong to the interpersonal metafunction, 

while meanings that connect the ideational and interpersonal metafunction in 

communicative events belong to the textual metafunction (Björkvall, 2009, p.11).  

Texts that involve several tools of communication (for example: words and images) 

are often called multimodal. Multimodal texts can include for example advertisements, 

manuals or textbooks. Kress and van Leeuwen (2006) are often considered pioneers of 

multimodal analysis and have borrowed Halliday’s social semiotic approach to the 

study of language and representation. Kress and van Leeuwen (2006) claim that, just 

like word classes and clause structures can express meaning in language, composition 

and choice of colors can express meaning in visual communication. Thus, visual design 

also has its own ‘grammar’.  

Björkvall (2003) merges Halliday’s systemic functional linguistics concepts with 

Kress and van Leeuwen’s (2006) multimodal semiotics in an analytical model. 

Björkvall (2006) adds to Kress and van Leeuwen’s multimodal research by presenting a 

practical multimodal analytical model in Swedish.  

This essay adopts Halliday’s (1985) SFG, specifically the ideational and 

interpersonal metafunctions of language, to examine how advertisements’ verbal 

resources create a version of reality and a relationship with potential customers. 

Furthermore, Kress and van Leeuwen’s (2006) multimodal research founds the basis of 

the visual analysis of the ideational and interpersonal functions of the pictures in this 

essay. Björkvall (2009) has developed a systematic analysis model of language and 

pictures in combination, that draws from both Halliday’s (1985) systemic functional 

grammar and Kress and van Leeuwen’s (2006) multimodal analysis. The model is used 

as an analytical method in this essay. Furthermore, the results of the analysis are 

investigated through a discourse analytic perspective. 

 

4. Analytical Framework  

This section focuses on the analytical tools that are used in the present study. A 

description of the tools is followed by an explanation of how they have been applied to 

the study.  

 

4.1 The Ideational Metafunction  

 

The ideational metafunction is a tool for analyzing how different versions of reality are 

created, how people and events are related and if people are presented as active or 

inactive in multimodal texts (Björkvall, 2009). Textual and visual processes form the 

center of the ideational metafunction. 

  

4.1.1 Textual Processes 

 

Textual processes are normally realized by a main verb (Björkvall, 2003). There are 

four textual process types which refer to different representations of reality: material, 

mental, verbal and relational processes (Björkvall, 2009, p.61).  
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Material processes refer to an external reality (Björkvall, 2003). They are dynamic 

and change something that is happening in the real world; someone or something is 

doing something, or something is happening to something (Holmberg, Karlsson & 

Nord, 2019, p.182).  

Mental processes take place within people’s inner world and regard impressions, 

thoughts and feelings (Holmberg, Karlsson & Nord, 2019, p.183). The participant is 

experiencing something or feeling something (Holmberg & Karlsson, 2006, p.87).  

Verbal processes take place when someone is saying something (Holmberg, 

Karlsson & Nord, 2019, p.183).  

Relational processes regard how things are connected; no change is apparent in the 

real world (Holmberg, Karlsson & Nord, 2019). Something or someone is attributed a 

specific quality, or something or someone has something (Holmberg & Karlsson, 2006, 

p.90-93). Thus, relational processes are static (Björkvall, 2009).  

 

4.1.2 Visual Processes 

 

Processes that can be expressed verbally can also be expressed visually (Björkvall, 

2009). They can be divided into either narrative processes or conceptual processes. 

 

Narrative processes present events, actions and processes of change (Kress & van 

Leeuwen, 2006). They are constituted by vectors (visual representations of an 

interaction process) such as arrows, lines or the human gaze. On the other hand, 

conceptual processes are the opposite of narrative processes; the picture is static and 

there are no specific vectors (Björkvall, 2009, p.62).  

The conceptual processes in this essay have been divided into classificational, 

analytical and symbolical processes (Kress & van Leeuwen, 2006). 

In classificational processes, people and objects are presented in relation to each 

other (Björkvall, 2009, p.72). They are lined up and classified as subordinate and 

superordinate (Kress & van Leeuwen, 2006, p.79). 

In analytical processes units are represented, often in the form of a map or a 

diagram (Björkvall, 2009, p.72-73). However, people’s attire can also express analytical 

processes as they help create the person’s identity. Posed photographs can also be 

analytical, especially if they are fashion shots or advertisements that give a detailed 

description of the advertised product (Kress & van Leeuwen, 2006, p.87-89). 

Symbolical processes concern what a participant means or is (Kress & van 

Leeuwen, 2006). In symbolic attributive processes, there are two participants. One of 

the participants’ symbolic meaning is determined through the other, for example by a 

symbolic object such as a cross (Björkvall, 2009, p.73). In symbolic suggestive 

processes there is only one participant (Kress & van Leeuwen, 2006). These pictures 

tend to have little detail. 
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4.2 The Interpersonal Metafunction 

 

The interpersonal metafunction tells about the interpersonal relationship between the 

reader and the writer. Textual and visual distance shows closeness or distance between 

the interlocutors, while speech functions and image acts show if the writer is offering or 

demanding something from the reader. 

 

4.2.1 Textual Distance 

 

Distance or closeness to the reader is expressed in multimodal texts through word 

choice and pictures. Address is one of the linguistic semiotic resources for expressing 

distance or closeness (Björkvall, 2009, p.46). Different pronouns and names are used to 

either create or eliminate distance from the reader.  

The writer can address the reader, for example by using direct speech or pronouns. 

Address is an important tool for placing the reader in a role that suits the purpose of the 

text (Hellspong & Ledin, 1997, p.173). Direct address often signals trust between the 

writer and the reader, for example by letting the product take on the role of a close 

friend that talks directly to the reader. This is one way of eliminating critique and 

suspicion from the reader, as close friends should not be suspicious of each other.  

The product or writer can also address themselves, for example by using first 

person pronouns (Hellspong & Ledin, 1997, p.174) and open up for a subjective 

perspective. Sometimes the personal pronouns help the writer take on a role as the 

reader’s communication partner. Writers can also mention themselves in the third 

person pronoun.  

 

4.2.2 Visual Distance 

 

Pictures and texts support each other when it comes to expressing distance and meaning 

(Björkvall, 2009). How the picture is cropped tells about the visual distance. Björkvall 

(2009) distinguishes between three levels of distance determined by how much that is 

cropped: personal, social and distant. 

 

Figure 1. Intimate personal distance (Elizabeth Arden, 1980). 
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Figure 2. Close personal distance (Elizabeth Arden, 1920).  

   
 

Cropping an image so that it pictures extreme close-ups creates a personal distance 

(Björkvall, 2009, p.41). Pictures of personal distance can be divided into two categories: 

intimate and close personal distance. Pictures that show a close-up of a face show an 

intimate personal distance (see: Figure 1).  The person within these pictures is presented 

as if s/he has an intimate relation to the spectator. The spectator is thereby invited to 

view and scrutinize the person in the picture. 

Pictures that show slightly distant closeups create a close personal distance (see: 

Figure 2).  These pictures can for example show the face, neck and shoulders of the 

pictured person. The person is pictured within the same distance as an interlocutor 

during a close conversation.    

 

Figure 3. Close mid distance (Elizabeth Arden, 1930).  

  

 



 

7 

 

 

Figure 4. Medium distance (Elizabeth Arden, 1980). 

 
 

Figure 5. Far mid distance (Elizabeth Arden, 1980).   

 
 

In pictures with social distance, people are pictured and cropped out of arm’s length 

from the spectator (Björkvall, 2009, p.42). The distance is similar to people sitting 

across from each other on a train. Contact is possible, however not inevitable. These 

pictures can be divided into three categories, close, medium distance and far mid 

distance.  
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Close mid distance displays the person from the top down to half the upper body 

(see: Figure 3).  

Medium distance displays the person cropped right above the knees (see: Figure 4).  

Far mid distance displays the person in full figure, within the frame of the picture 

(see: Figure 5).  

In distant pictures the persons are pictured in full figure and take up less than half 

the picture (Björkvall, 2009, p.44). There are no examples of distant pictures in the data. 

 

4.2.3 Speech Functions 

 

Speech functions are part of social interaction and have expected and alternative 

responses, which is explained further in the sections below (Kress & van Leeuwen, 

2006). Halliday (1985) describes four basic speech functions: statements, questions, 

commands and offers. There are several subtypes of the basic speech functions; 

however, the scope of this study is limited to the four basic ones.  

Statements are giving speech functions, in that they offer information to the reader 

(Kress & van Leeuwen, 2006, p.122). The expected response is agreement; however, 

statements may also be contradicted. Statements are the least interactive speech function 

(Björkvall, 2009, p.32).  

Offers are another type of giving speech functions (Kress & van Leeuwen, 2006, 

p.122). They offer goods or services and their expected response is acceptance, though 

they may also be rejected.  

Commands are demanding speech functions, in that they demand to be followed 

(Björkvall, 2009, p.33). The expected response is commitment. The reader, however, 

has the option to refuse. 

Another demanding speech function is questions, since questions demand 

information. The expected response is an answer; however, they may also lead to a 

disclaimer, for example if the addressee does not know the answer.  

 

4.2.4 Image Acts 

 

The visual configuration of a picture evokes the reader’s attention, thereby it constitutes 

both a visual address of the reader as well as an image act (Kress & van Leeuwen, 2006, 

p.117). While speech has four functions, image acts have only two; demands and offers 

(Kress & van Leeuwen, 2006).  

Demands are constituted by the gaze of the pictured person, which forms a direct 

address that demands the reader to enter an imaginary relationship with the pictured 

person (Kress & van Leeuwen, 2006, p.118). Smiles invite the reader to a relationship 

of social kinship, stares in cold disdain ask the reader to relate to the pictured person as 

an inferior, while seductive pouts ask the viewer to desire the pictured person.  

Offers are constituted by the lack of gaze and contact from the pictured person, 

which forms an indirect address that invites the reader to look (Kress & van Leeuwen, 

2006, p.119). Like demands, offers also place the reader in a specific role, which is 

often that of an unseen spectator.  
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5. Study Design: Data and Procedure 

In this section the study data is presented and followed by a description of the data 

collection procedure. Next, the process that was used to attain and analyse the results is 

explained.  

 

 

5.1 Data: Elizabeth Arden’s Advertisements in Vogue Magazine 

(1920-2013)  

 

The present study is a longitudinal study of skin care advertisements, focusing on one 

brand. Investigating one brand, instead of several, enables the study to focus on the 

brand’s evolution. Therefore, the material analyzed consists of ten skin care 

advertisements from 1920-2013 issued Elizabeth Arden, sometimes called Elizabeth 

Arden Co. Elizabeth Arden is one of the world’s oldest skin care and make-up brands. 

The brand was first established in New York in 1910 by a female entrepreneur who later 

came to call herself Elizabeth Arden (About Elizabeth Arden, 2019). Because of 

Elizabeth Arden’s long history in the cosmetic industry, the brand has issued a uniquely 

wide selection of skin care advertisements. Their products have been advertised in 

Vogue Magazine ever since 1910 and are still advertised today.  

Vogue Magazine was first published in 1892 as a weekly society paper for the New 

York socialite (About the Vogue Archive, 2019). In 1909 the magazine was bought by 

Condé Nast and the focus was changed to fashion. Today, the American publication is 

the world’s oldest magazine that is still published. Fashion trends have been depicted 

through the magazine’s articles for over 100 years. Vogue Magazine has published 

advertisements ever since it was first released; therefore, it forms a vast archive that 

documents the evolution of advertising trends.  

 

 

5.2 Procedure  

 

The material in this thesis was collected using the Vogue Archive (2019). The archive is 

a website that contains digitalized versions of all the issues of Vogue Magazine from 

1892 until today; therefore, it is a good source of both old and new advertisements. The 

archive has a search function, that enables researchers to search for specific 

advertisements using specific keywords, looking for specific brands, dates or issues.  

As this thesis examines the genre of skin care advertising aimed at women, the data 

focuses on advertisements of skin care products for women. The material was collected 

by searching for the word “skin”, and the document type “Advertisement” under the 

company/brand names of “Elizabeth Arden” and “Elizabeth Arden Co.” in the Vogue 

archive data base. The material was selected by choosing the oldest advertisement from 

each decade, to ensure that the advertisements were published as close to ten years apart 

as possible. The aim was to collect one advertisement from each decade, starting from 
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1920, to make the study representative of continuous changes in advertising. However, 

it is important to note that it was not possible to find advertisements from the same year 

and month each decade. Therefore, the advertisements vary from ten years apart, to 12 

years and two months apart (see: Appendix A-J). 

The data were approached from two of Halliday’s (1985) metafunctions: the 

ideational and interpersonal metafunctions. The data were then analyzed and 

categorized with the analytical tools described in section 4.  

In the ideational analysis, the textual and visual processes were examined. The 

textual processes were identified by finding the main verbs in the sentences. They were 

then counted and categorized into material, mental, verbal or relational processes. The 

visual processes were identified by counting each picture as a visual process. The 

pictures were then classified as either narrative, classificational, analytical or 

symbolical. 

In the interpersonal analysis, the textual and visual distance and the speech 

functions and image acts were analyzed. The textual distance was measured by counting 

the pronouns and possessive adjectives found in each advertisement. The address forms 

were measured by counting the pronouns and possessive adjectives that referred to the 

reader and the writer respectively. After the textual distance was analysed, the visual 

distance was investigated and measured in each picture that displayed a person. The 

images were then categorized into six levels of distance, as explained in section 4.2.2.  

The speech functions were identified by dividing and categorizing all the sentences 

into the four basic speech functions: statements, offers, commands and questions. The 

image acts in each picture were identified and categorized into either offers or demands.  

 

6. Results 

In this section the results are described and followed by an explanation of the findings. 

The analysis simply provides selected examples; however, all the advertisements can be 

found in their entirety in Appendix A-J. 

 

 

6.1 The Ideational Metafunction 

 

6.1.1 Textual Processes 

 

The result of the textual processes analysis shows that the material processes are 

prominent, relational processes are the second most common, mental processes are 

infrequently found, while verbal processes are the least common process type (see: 

Table 1).  
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Table 1. Textual processes found in the advertisements, presented by number and percentage.  

Textual 

processes 

Material Mental Verbal Relational Total 

1920 34 

79% 

1 

2,3% 

1 

2,3% 

7 

16,3% 

43 

100% 

1930 16 

80% 

1 

5% 

1 

5% 

2 

10% 

20 

100% 

1940 17 

65,4% 

 1 

3,8% 

8 

30,8% 

26 

100% 

1950 9 

60% 

2 

13,3% 

 4 

26,6% 

15 

100% 

1961 4 

66,6% 

  2 

33,3% 

6 

100% 

1973 23 

51,1% 

7 

15,5% 

1 

2,2% 

14 

31,1% 

45 

100% 

1980 1 

33,3% 

1 

33,3% 

 1 

33,3% 

3 

100% 

1994 4 

50% 

1 

12,5% 

 3 

37,5% 

8 

100% 

2002 4 

66,6% 

  2 

33,3% 

6 

100% 

2013 1 

20% 

1 

20% 

 3 

60% 

5 

100% 

Total amount 113 14 4 46  

 

There are mainly material processes in the text. In the advertisements they are 

represented by verbs such as do, make and give (1920). The material processes are 

peaking in the first advertisements and remain prominent until the 1960’s, after which 

they start to decrease. An exception to this trend is the advertisement from 2002. The 

lowest percentage of material processes can be found in the 2013 advertisement.  

The relational processes are the second most common process type in the 

advertisements. The result indicates that the relational processes tend to become slightly 

more dominant over time. The peak can be found in the 2013 advertisement, while the 

lowest percentage is found in the 1930 advertisement. Examples of relational processes 

in the advertisements are verbs such as: is, have (1940) and based (2013). 

Mental processes are seldom found in the advertisements. They mostly appear on 

single occasions throughout the texts, which means that the inner world of the reader 

and writer is rarely mentioned. The mental processes in the advertisements are 
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represented by verbs such as need, recall and notice (1973). The advertisement with the 

highest amount of mental processes is the advertisement from 1973. The advertisement 

with the highest percentage of mental processes, is the advertisement from 1980. 

However, it contains only three processes in total, one which is mental. 

Verbal processes are the most uncommon of all the four process types; they appear 

in the advertisements from 1920, 1930, 1940 and 1973. Thus, they were more common 

in the beginning of the century, after which they started to vanish. One example from 

the advertisements is: “Elizabeth Arden will tell you how to avoid and correct unsightly 

conditions […]” (1920). 

 

6.1.2 Visual Processes 

 

The result of the visual processes analysis (see: Table 2) shows that the analytical 

processes are the most common process type, followed by narrative and symbolical. 

There are no classificational processes apparent in the pictures. 

 

Table 2. Visual processes found in the advertisements. 

Visual 

Processes 

Narrative Conceptual   

  Classificational Analytical Symbolical 

1920   1  

1930   1  

1940   1  

1950 1    

1961   1  

1973 2  2  

1980 2  2  

1994    1 

2002    1 

2013 1    

Total amount 6 0 8 2 
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Figure 6. A narrative process (Elizabeth Arden, 1950). 

 

 

Figure 7. Narrative processes (Elizabeth Arden, 1973). 

 

 

Figure 8. Narrative processes (Elizabeth Arden, 1980). 
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Figure 9. A narrative process (Elizabeth Arden, 2013). 

 
 

There are six narrative processes in four of the advertisements, as can be seen in Table 

2. In the advertisement from 1950, the movement or action is constituted by a woman 

who is fiddling with a pearl necklace while turning around (see: Figure 6). Her gaze 

constitutes a vector that is directed outside the frame of the picture. In the advertisement 

from 1973 (see: Figure 7) the action that is presented is the scrubbing or polishing of 

elbows and heels. In the 1980’s advertisement (see: Figure 8) two out of three pictures 

show narrative processes; one picture shows a woman who is swaying a skirt, and the 

other picture shows the same woman applying make-up. The advertisement from 2013 

(see: Figure 9) shows a closeup of a silver container and a pipette dripping of golden 

liquid. The dripping motion makes the picture dynamic.   

 

Figure 10. Analytical process (Elizabeth Arden, 1920). 

 
 

Figure 11. Analytical process (Elizabeth Arden, 1930). 
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Figure 12. Analytical process (Elizabeth Arden, 1940). 

 

 

Two types of conceptual processes were found in the advertisements: analytical and 

symbolic. Most of the pictures contain analytical processes. In 1920 (Figure 10) 1930 

(Figure 11) and 1940 (Figure 12) the analytical processes are constituted by attire. In all 

these images, the pictured woman is posing, which increases the picture’s artificiality 

(Kress & van Leeuwen, 2006, p.89). The woman’s gaze addresses the viewer directly 

and thereby establishes an imaginary relationship between the interlocutors.  

 

Figure 13. Analytical process (Elizabeth Arden, 1961). 

  
 

Figure 14. Analytical process (Elizabeth Arden, 1973).  
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Figure 15. Analytical process (Elizabeth Arden, 1973). 

 

 

Figure 16. Analytical process (Elizabeth Arden, 1980). 

 
 

Figure 17. Analytical process (Elizabeth Arden, 1980). 

 

 

The advertisements from 1961 (see: Figure 13) and 1973 (see: Figure 14) both contain 

examples of analytical processes constituted by products lined up on display and 

described in detail in the text. However, the 1973 advertisement also contains another 

picture (see: Figure 15), which shows a naked woman with a cropped head. The woman, 

like the products, is on display to be scrutinized by the spectator. In the 1980’s 

advertisement, the analytical processes are constituted by products lined up on display 

(see: Figure 16), and attire (see: Figure 17) yet again. The woman in the picture is 

posing, wearing a striped organza dress. 
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Figure 18. Symbolic process (Elizabeth Arden, 1994). 

  

 

Figure 19. Symbolic process (Elizabeth Arden, 2002). 

 
 

There are only two symbolic processes apparent in the advertisements: 1994 and 2002. 

The 1994 advertisement takes up a two-page spread in the magazine (see: Figure 18). 

On the left page are objects that are conventionally associated with symbolic values of 

health (Kress & van Leeuwen, 2006, p.105). On the right page are skin care products in 

different colors, piled on top of each other. The meaning of the skincare products is 

established by their relation to the objects on the left page, which means that the visual 

process is symbolic attributive. The 2002 advertisement shows a pile of red doors 

stacked on each other (see: Figure 19). On top of the pile is a golden skincare product, 

against which a red door is leaning. The visual process is symbolic attributive; the 

meaning of the golden product is established by its relation to the red doors.  
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6.2 The Interpersonal Metafunction 

 

 

6.2.1 Textual Distance 

 

The result of the analysis of the textual distance shows that the most common way of 

addressing the reader is by using the pronoun you and the possessive adjective your 

(see: Table 3). While the most common way of addressing the writer is by using the 

company name. The pronouns we or us, referring to the company and the addressee 

together, are not used in any of the texts. 

 

Table 3. Pronouns and possessive adjectives found in the advertisements. 

Textual 

Distance 

Referring to 

the reader 

  Referring to 

the writer 

    

 You Your  Yourself I M

y 

Elizabeth 

Arden 

Elizabeth 

Ardens/ 

Miss 

Arden’s/ 

Her/  

Our 

1920 9 3    5 3  

1930 9 2 1   10 6  

1940 3 4  3 3 3   

1950 1 1    5 2  

1961  3    3 1  

1973 23 12 1   4  1 

1980      2  2 

1994 1 2    2   

2002 1 1    2   

2013      2   

 

The most common way of addressing the reader is by using the pronoun you and the 

possessive adjective your (see: table 3). From the 1920’s onwards, the main part of the 

advertisements contain pronouns or possessive adjectives that address the reader 

directly. The advertisement from the 1970’s differs distinctly from the other 

advertisements since it uses a high number of both you and your. The usage of pronouns 

seems to be decreasing over time, illustrated by the fact that the advertisements from 

1980 and 2013 do not address the reader with a pronoun. 
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The most common way of addressing the writer is by using the company name 

Elizabeth Arden. Similar to the usage of you and your, the name is used frequently in 

the advertisements from the beginning of the 19th century. From the 1960’s and onwards 

the usage of the company name decreases. One reason may be that the texts are also 

becoming shorter and that the brand is often already visible on the label of the pictured 

product.  

 

Table 4. Pronouns and possessive adjectives used by the fictional reader addressing the writer. 

 I (me) My You Your  

1940 5 2 2 2  

 

The advertisement from the 1940’s differs from the other ads because of a fictional 

reader addressing Elizabeth Arden in the shape of a questions and answers column. 

Table 4 shows the number of pronouns and possessive adjectives used by the fictional 

reader.  

 

6.2.2 Visual Distance 

 

Table 5. Visual distance pictured in the images of the advertisements. 

Visual 

distance 

Personal 

distance 

 Social 

Distance 

  Distant 

 Intimate Close Close mid Medium Far mid  

1920  1     

1930   1    

1940   1    

1950   1    

1961       

1973   1    

1980  1  1 1  

1994       

2002       

2013       

Total   2 4 1 1  

 

The images used in the advertisements mainly show women from a close mid social 

distance, displaying their face and half of their upper body (see: Table 5). There is a 

slight trend of the women being shown at further distance, over the decades. However, 
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as the material is limited, it is hard to establish if this result is coincidental. By the end 

of the century and the beginning of the 2000’s the advertisements cease to picture 

women and display products instead. 

 

6.2.3 Speech Functions 

 

Table 6. Speech functions found in the advertisements. 

Speech 

functions 

Giving  Demanding  

 Statements Offers Commands Questions 

1920 25 1 2 10 

1930 15  2 1 

1940 12  8 4 

1950 6 1 7 1 

1961 3  3  

1973 38 2 3 2 

1980 7  2  

1994 9    

2002 6  2  

2013 4 1 1  

Total amount 125 5 30 18 

 

Table 6 shows that the most common speech function is statements, a giving speech 

function. In order to market their products, the companies must state positive product 

features. Considering that the purpose of the advertisements is to sell, the result is 

expected.  

The other giving speech function, offers, is the least common of all the speech 

functions, occurring only five times throughout the ten advertisements. However, offers 

are also the least direct speech function.  Examples of offers from the advertisements 

are: “It can be the secret of your beauty, too!” (Elizabeth Arden, 1950) and “Though its 

rewards are so numerous you may just make it a daily habit” (Elizabeth Arden, 1973). 

Several of the advertisements contain price information, which could be perceived as 

offers. The advertisement in its entirety is also an offer in that it offers the reader the 

chance to buy the products.   

The second most common speech function is commands. In the advertisement from 

the 1950’s it appears more often than statements. Contrary to statements and offers, 

commands demand something from the reader. Often, it is commanding the reader to 

act. In the 1950’s advertisement the commands are manifested by verbs such as cleanse, 

smooth and use. Furthermore, the commands are frequently connected to mental 



 

21 

 

processes. For example, the reader is commanded to: “trust Elizabeth Arden” (Elizabeth 

Arden, 1973), “elevate your expectations” (Elizabeth Arden, 2002) and “open for 

beauty” (Elizabeth Arden, 2002).  

The speech function that becomes less frequent over time is questions. They appear 

in five out of six advertisements from 1920-1973, then vanish from the advertisements 

completely. The questions are used to involve and engage the reader directly and 

provide clear roles for the reader and Elizabeth Arden. Specifically, in the earlier years, 

the questions give the reader the role of the student and Elizabeth Arden the role of the 

teacher (e.g: “Do you know why your eyes seem to become smaller as you grow 

older?”, see Elizabeth Arden 1920). Elizabeth Arden has the answers to the reader’s 

questions, telling them how it is.  

Later, the advertisements move on to tell the readers what to do. This is evident in 

the advertisement from the 1940’s which is formatted like a questions and answers 

column, where Arden answers the reader’s questions. It is also apparent from the 

advertisements from the 1950’s and 1970’s where the answer is provided directly after 

the question in the form of a command; “Over 30? Use Special Salon Treatment 

Lotion.” (Elizabeth Arden, 1950), “Who needs it? You.” (Elizabeth Arden, 1970). The 

firm answers establish Elizabeth Arden’s authoritative position.  

 

6.2.4 Image Acts 

 

Table 7. Image acts found in the advertisements. 

Image acts Demands Offers 

1920 1  

1930 1  

1940 1  

1950  1 

1961   

1973  1 

1980 2 1 

1994   

2002   

2013   

Total amount 5 3 
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Figure 20. A demanding image act (Elizabeth Arden, 1920). 

  

 

Figure 21. A demanding image act (Elizabeth Arden, 1930). 

 
 

Figure 22. A demanding image act (Elizabeth Arden, 1940). 
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Figure 23. A demanding image act (Elizabeth Arden, 1980). 

 

 

Figure 24. A demanding image act (Elizabeth Arden, 1980). 

 
 

The image acts consist of five demands and three offers, as shown in Table 7. The 

visual demands request that the reader engages with the pictured person in different 

ways. In the advertisement from 1920 (Figure: 20), the pictured woman watches the 

reader with a seductive expression; consequently, the reader is asked to desire her, in the 

role of an admirer (Kress & van Leeuwen, 2006, p.118). In the advertisements from 

1930-1940 (Figure 21 and 22), the pictured women stare at the viewer in cold disdain; 

thereby, the reader is asked to relate to them in the role of an inferior. In the 

advertisement from 1980, there are two pictures (Figure 23 and 24) of the same woman, 

gazing at the viewer seductively. Correspondingly, these pictures ask the reader to 

desire them, taking on the role of an admirer.  

 

Figure 25. An offering image act (Elizabeth Arden, 1950). 
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 Figure 26. An offering image act (Elizabeth Arden, 1973). 

 

 

 

Figure 27. An offering image act (Elizabeth Arden, 1980). 

 
 

The visual offers engage the viewer in several ways, although indirectly (Kress & van 

Leeuwen, 2006, p.119). In the advertisement from 1950, the pictured woman is turned 

away, gazing over her shoulder (see: Figure 25). She has a superior facial expression, 

and a seductive half-open mouth. The viewer is offered to look up to her as an 

inaccessible object with unattainable beauty. Thus, the viewer takes on the role of an 

admiring spectator. In the advertisement from 1973 (see: Figure 26), the woman is 

pictured naked and smiling. Her head has been cropped above the mouth so no eyes can 

meet the viewers gaze. The smile and the cropped head invite the viewer to look at her 

as an object on display. The advertisement from 1980 (see: Figure 27) is another 

example of a picture of an offer, showing a woman who is applying make-up. The 

reader is offered to look up to and learn from her; who then acts as a source of 

information. The viewer has the student and admirer roles.  
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6.3 Year by Year 

 

In the following section, the visual and verbal results are presented year by year, in 

order to illustrate whether and how the advertisements’ visual and verbal resources have 

changed over time. The descriptions of the advertisements only provide selected 

examples; the advertisements can be found in their entirety in appendix A-J.  

 

6.3.1 The 1920 Advertisement 

 

Figure 28. Image from the 1920 advertisement (Elizabeth Arden, 1920). 

 
 

Visually, the process that is expressed in the 1920 advertisement (Appendix A) is 

analytical (see: Figure 28), constituted by attire and direct eye contact with the pictured 

woman. That the picture is posed enhances its artificiality (Kress & van Leeuwen, 2006, 

p.87-89). At the same time, the woman in the image is at a close personal visual 

distance from the reader. She is pictured at the same distance as friends would be during 

a close conversation. The woman watches the reader with a seductive expression and 

the reader is thereby asked to desire her (Kress & van Leeuwen, 2006, p.118). Thus, the 

reader is defined as an admirer. 

The text contains mainly material processes; however, it also contains some 

relational processes. The relational processes make the text more static, in that they 

describe a state of being, while the material processes represent a change (Holmberg, 

Karlsson & Nord, 2019, p.182-183). An example of a relational process is: “Following 

are some of the most important preparations”. The reader and the company are both 

mentioned, which creates a personal relationship between them. There are mainly 

statements in the text. This advertisement also has the highest amount of questions of all 

the advertisements in this study. Questions demand interaction from the reader. An 

example is: “Do you know why your eyes seem to become smaller as you grow older?”. 

The relationship between the interlocutors is unequal; Elizabeth Arden has the answers.  
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6.3.2 The 1930 Advertisement 

 

Figure 29. Image from the 1930 advertisement (Elizabeth Arden, 1930). 

 
 

The picture in the advertisement (Appendix B) displays a woman pictured from a 

straight angle at the same distance as people sitting across from each other on a train 

(see: Figure 29). The woman wears no seductive smile to appeal to the spectator, 

instead she stares in what is close to what Kress and van Leeuwen would call “cold 

disdain” (2006, p.118). The reader is thereby asked to relate to her as an inferior. The 

gaze constitutes a demand for interaction and her attire establishes her identity as 

glamourous. That the picture is posed depicts artificiality (Kress & van Leeuwen, 2006, 

p. 89).  

In the text, both the writer and the reader are referred to through the usage of 

pronouns and names. The text contains mainly material processes, while very few other 

processes are expressed. The speech functions coincide with the processes in that they 

consist mainly of statements, describing someone or something engaging in action. Two 

examples are: “Miss Arden has created internationalism in beauty.” and “A penetrating 

oil rich in the elements which restore sunken tissues or flabby muscles.”. There are also 

two commands and one question. The text informs the reader about what actions 

Elizabeth Arden engages in and about the effects of specific products. The writer takes 

on the role of the expert, giving the role of the learner to the reader, who must either 

accept or reject this relationship (Hellspong & Ledin, 1997, pp.179-181).   
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6.3.3 The 1940 Advertisement 

 

Figure 30. Image from the 1940 advertisement (Elizabeth Arden, 1940). 

 

 
 

The image (see: Figure 30) is similar to the one from the 1930’s, displaying the same 

distance and the same stare, though a vague smirk makes the facial expression 

somewhat more inviting (Kress & van Leeuwen, 2006, p.118). The gaze is addressing 

the reader directly and establishes an imaginary relationship, where the reader is asked 

to relate to the woman in the role of an inferior, who looks up to her. The visual process 

is conceptual analytical; the woman’s pose and attire helps with creating and 

establishing her identity. She is dressed in a chiffon robe; a garment that helps form her 

identity as glamorous and beautiful.  

The advertisement (Appendix C) is written as a dialogue, where the fictional reader 

addresses Elizabeth Arden. The dialogue makes it differ from the other advertisements, 

in that it results in a frequent usage of speech functions in the form of questions 

followed by commands. Elizabeth Arden tells the reader what to do (for example: to 

“use”, “apply” and “wear”); thereby she is demanding action. This creates a role for the 

reader, which s/he can either accept or decline (Hellspong & Ledin, 1997, p.173). The 

relationship is unequal: Elizabeth Arden is the authoritative teacher and the reader is the 

learner. This relationship also emerges in the verbal process analysis, which shows a 

rapid increase of relational processes compared to the previous decades. The relational 

processes are often used as attributives in the text; the customer attributes qualities to 

their skin (“My skin is very sensitive and finely-textured.”) and Elizabeth Arden 

attributes properties to diverse products (“It’s feather-light and feather-soft”).  
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6.3.4 The 1950 Advertisement 

 

Figure 31. Image from the 1950 advertisement (Elizabeth Arden, 1950). 

 
 

The image (see: Figure 31) in the advertisement from 1950 (Appendix D) differs from 

the pictures in the previous advertisements in several ways. It is a sketch instead of a 

photograph, showing a woman in movement instead of a fixed pose. The movement 

constitutes a narrative process where the woman is turning around. Instead of gazing 

directly into the spectator’s eye, she gazes outside the frame of the picture. Her 

seductive facial expression, in combination with her unapproachable gaze, offers the 

viewer to look up to her as an object of unattainable beauty. Thus, the viewer takes on 

the role of an admiring spectator. The only similarity to the pictures in the previous 

advertisement is the distance, which is a close mid social distance. 

The text is constituted mainly by material processes displaying actions (for 

example: “cleanse”, “refresh” and “smooth”), though there are also relational processes 

telling how things are (for example: “Miss Arden’s essential preparations are like no 

others in the world”). Nearly half the speech functions are commands, commanding the 

reader to act. The number of commands is higher than in any previous advertisement. 

This creates an unequal relationship between the writer and the reader; the tone can 

almost be regarded as condescending. The headline is one example of how the 

relationships are constructed in the advertisement: “Few are born beautiful…All can 

achieve beauty”. Beauty is thus not something that the reader has, though it can be 

accomplished with the help of Elizabeth Arden’s “basic ritual”.  
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6.3.5 The 1961 Advertisement 

 

Figure 32. Image from the 1961 advertisement (Elizabeth Arden, 1961). 

 
 

The image (see: Figure 32) in the advertisement from 1961 (Appendix E) differs in 

many ways from the previous advertisements. There is no woman in the picture; thus, 

there is no visual distance towards the reader and no image act to be measured. Instead, 

it shows products in golden tubes and containers lined up on display, which constitutes 

a conceptual analytical visual process. In the background are pink flowers in a vase, 

which can be associated with romance and luxury.  

The text consists mainly of material processes and relational processes. The 

material processes regard specific call to actions that the reader can either obey or deny, 

such as: “arise”, “begin” or “try”. The relational processes are existential, in that they 

regard something that “is”, such as: “new discovery” and “beauty” (Holmberg, Karlsson 

& Nord, 2019, p.183). The processes are highly connected to the speech functions in the 

texts, as they consist of an equal number of statements and commands. This makes the 

relationship to the reader equally giving and demanding. Many of the speech functions 

have romantic associations. The text consists of statements (such as “Your lips fresh as 

morning dew” and “That’s the beauty of Elizabeth Arden.”) and the commands (such 

as: “ARISE like a precious Pink Jonquil”). The speech functions depict the same 

dreamy feeling as the picture. The reader is placed in the role of a romantic, seeking 

beauty advice from Arden, who yet again possesses the beauty that the reader wants to 

attain. The reader is addressed directly, creating a closeness between the interlocutors, 

which obliges the reader to trust Elizabeth Arden.  
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6.3.6 The 1973 Advertisement 

 

Figure 33. Image from the 1973 advertisement (Elizabeth Arden, 1973). 

 

 

Figure 34. Image from the 1973 advertisement (Elizabeth Arden, 1973). 

 
 

The images in the 1973 advertisement (Appendix F) show examples of four processes: 

two narrative and two conceptual analytical processes. The narrative processes are 

conveyed through pictures that show how to engage in skin care; a piece of advice 

conveyed visually (see: Figure 33). The conceptual analytical processes are conveyed in 

a picture of products lined up on display (See: Figure 33), and a picture of a naked 
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woman with a cropped head (see: Figure 34). The woman is covering herself 

strategically, by posing with her arms over her chest. The cropped head means that her 

gaze cannot meet the reader’s, which portrays the woman as impersonalized and 

detached from the viewer and invites them to inspect her (Kress & van Leeuwen, 2006, 

p. 89); thus, the image act is an offer. The absence of eye contact allows for the reader 

to scrutinize her, as if she were on display. In this way, the woman, like the picture of 

the lined-up products, is also on display to be inspected by the reader, placing the reader 

in the role of a scrutinizing spectator.  

Similar to the previous advertisements, the text consists mainly of material 

processes. However, it also contains a high amount of mental processes, concerning the 

inner world of the reader; an example is: “Or if you simply can’t recall the last time he 

touched you, and told you how good you felt.”. The address is highly personal, as the 

personal pronoun you and the possessive adjective your are used constantly to refer to 

the reader. Elizabeth Arden is also mentioned, though not as often as the reader. The 

speech functions of the advertisements consist of a high number of statements, while 

this is also the last advertisement examined where questions are used.  

 

6.3.7 The 1980 Advertisement 

 

Figure 35. Image from the 1980 advertisement (Elizabeth Arden, 1980). 
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Figure 36. Image from the 1980 advertisement (Elizabeth Arden, 1980). 

 
 

 

Figure 37. Image from the 1980 advertisement (Elizabeth Arden, 1980). 

 
 

The advertisement from 1980 (Appendix G) contains several pictures that help create 

and establish the relationship between the writer and the reader. The woman is pictured 

at a social distance in two of the pictures (see: Figure 35 and 36). Her trendy attire 

establishes her identity as fashionable. The other picture (see: Figure 37) shows her 

applying makeup at a close personal distance; a piece of advice conveyed visually. Her 
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gaze and expression are seductive. The reader is offered to look up to and learn from her 

like a role model, making her authoritative (Kress & van Leeuwen, 2006, p.119).  

There are equal amounts of material, relational and mental processes in the text, 

which show, changes, static events and/or experiences. Even though the reader is 

addressed by the woman’s gaze, s/he is not addressed in the text through personal 

pronouns. This makes the writer-reader relationship somewhat impersonal. However, 

there are two speech functions in the form of commands in the text, telling the reader to 

“enjoy our new colors”, and “the help of Elizabeth Arden’s make-up experts”. Thus, the 

text corresponds to the authority of the pictures, placing the reader in the role of a 

learner, and Elizabeth Arden in the role of an expert.  

 

6.3.8 The 1994 Advertisement 

 

Figure 38. Image from the 1994 advertisement (Elizabeth Arden, 1994). 

  
 

The advertisement (Appendix H) takes up a two-page spread (see: Figure 38). On the 

left page is an orange, water and vitamin pills; objects that are conventionally associated 

with symbolic values of health (Kress & van Leeuwen, 2006, p.105). On the right page 

are skin care products in different colors that are piled on top of each other. The visual 

process is symbolic attributive; the meaning of the skincare products is established by 

their relation to the objects, which characterizes the skin care products as healthy. There 

are no persons present in the picture and thus no visual distance and no image acts.  

There are mainly material and relational processes in the text, describing the 

product’s actions (for example: “protect” and “fight”) and characteristics (for example: 

“infused” and “enriched”). On the first page of the advertisement, there is equal 

reference to the reader and the writer, creating a close relationship between them. The 

address differs on the second page, as there are no personal pronouns, making it more 

distant. The speech functions consist solely of statements, which makes the 
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advertisement differ from the previous ones and makes the text giving rather than 

demanding. The statements in combination with the reference to a research programme 

that alludes to science and health, merges the text with the health theme of the picture.  

 

 

6.3.9 The 2002 Advertisement 

 

Figure 39. Image from the 2002 advertisement (Elizabeth Arden, 2002). 

 
 

The image (see: Figure 39) from the 2002 advertisement (Appendix I) shows a pile of 

red doors stacked on top of each other. The color of the doors, which remind the reader 

of the Elizabeth Arden logo (a red door), makes them particularly salient. On top of the 

pile is a golden skin care product. The visual process is symbolic attributive; the 

meaning of the product is established by its relation to the doors. The doors are 

underexaggerated in size, which makes the product on top of them look enormous. The 

doors elevate the product from the ground and their function is to establish the product’s 

identity as elevated. This is further established by the golden, extravagant color of the 

product and the headline “Elevate your expectations”.  

The text consists mainly of attributive relational processes that describe the 

advertised product’s qualities (Holmberg, Karlsson & Nord, 2019, p.183). The second 

most common process are material processes. The material processes regard what the 

reader is expected to do: “elevate your expectations”, “open for beauty” and “come 

through the door” (referring to the door in the picture). There are no verbal or mental 

processes in the advertisement. Personal pronouns and possessive adjectives such as you 

and your, refer to the reader. By referring to the reader as an individual, s/he is placed at 

a close symbolic distance from the writer (Björkvall, 2006, p.47).  
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6.3.10 The 2013 Advertisement 

 

Figure 40. Image from the 2013 advertisement (Elizabeth Arden, 2013). 

 
 

The image (see: Figure 40) in the advertisement (Appendix J) is in many ways less 

personal than the images from the advertisements before the 1990’s. There is no model 

posing in the picture, only a picture of a skin care product. Hence, there is no image acts 

or visual distance to be measured. What can be measured is the visual process; at first 

glance the image looks static, because of the hard steel and cold colors. It is however 

narrative, because a dripping pipette is pictured.  

The advertisement has a fairly high amount of relational processes, describing 

numbers that are based on a test, for example: “Based on a clinical study of 54 women 

after 15 minutes and over 12 weeks.”. There are no other interlocutors present besides 

Elizabeth Arden; the reader is not addressed. The text consists mainly of statements, 

though the most prominent speech function is the offer that constitutes the headline of 

the ad: “Younger looking skin in 15 minutes”. The fact that the advertisement is 

impersonal draws the attention to the product features. The advertisement references to 

studies combined with a hard and cold picture, depicting little action. Associations are 

drawn to science and technology; Elizabeth Arden is the expert and the reader is the 

novice.  
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7. Discussion and Conclusion 

The aim of this thesis was to investigate how the relationship between skin care 

companies and their potential customers is constructed through the use of language and 

images in skin care advertisements issued by Elizabeth Arden addressed to women. 

Furthermore, the study takes a longitudinal approach to analyze whether and how the 

relationship between skin care companies and customers and the resources used to 

portray it change over time. Specifically, the essay aims to answer two research 

questions: 

 

• Has the use of language and images in Elizabeth Arden’s skin care 

advertisements changed over time? 

 

The language in the advertisements was examined through a longitudinal analysis of 

textual processes, speech functions and textual distance. It is important to note that the 

texts progressively become shorter, which effects the outcome. The result of the textual 

process analysis shows that the advertisements are evolving from describing a dynamic 

change in the earlier years, to describing the characteristics or experiences of a 

participant in the later years. Furthermore, the result of the speech function analysis 

shows that the textual demands are decreasing, in that the texts contain fewer questions 

and somewhat fewer commands than previously. Finally, the result of textual distance 

analysis shows that the writer-reader distance is increasing.  

The images were examined through a longitudinal analysis of visual processes, 

image acts and visual distance. First, the visual process analysis shows that the 

analytical process (displaying a person with a specific identity) is the most common. 

However, in recent years narrative processes (displaying actions) and symbolical 

processes (displaying qualities) have become more prominent. Second, the image act 

analysis shows that the images are demanding up until the 1940’s and then become 

offering. The image act ceases to exist after the 1980’s when the advertisements stop 

displaying women. Finally, the result of the visual distance analysis shows that there is 

a slight trend of the pictured women being shown at an increasing distance over the 

decades.  

 

• How is the relationship between the brand Elizabeth Arden and its 

potential customers created through advertising? Has that relationship 

changed over time and, if so, how? 

 

The relationship between the brand Elizabeth Arden and its potential customers has 

been examined through an analysis of the textual and visual resources in the 

advertisements. First, the result of the textual processes analysis shows that in earlier 

years the actors are portrayed as engaged in action, while in later years they are 

portrayed as being in a constant state and/or experiencing something. Thus, in earlier 

years the actors are more physically active, while in recent years they are more 

emotionally active.  
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Furthermore, the speech function analysis shows that the relationship to the reader 

is created as both giving and demanding. The main part of the advertisements is giving, 

in that they mainly offer information. Moreover, the writer-reader relationship is 

becoming further less demanding over the years, in that the advertisements use fewer 

questions that demand answers from the reader.  

The textual distance analysis shows that the relationship starts off as close and 

personal, however over time it increases and becomes impersonal. This might be a 

strategic move of the company to make their advertisements appear undemanding. 

Instead, the writer uses references to health and science, which coincides with the 

findings by Searing and Zeilig (2017). The increased references to health and science 

might be an indication that the societal values (and therefore the consumers’ values and 

beliefs) are changing. Hence, the result of the longitudinal approach deployed in this 

thesis might reflect societal changes.    

The result of the visual processes shows that most of the advertisements establish 

identities for the reader and the pictured woman. The reader is often obliged to take the 

role of a novice, while Elizabeth Arden is portrayed as superior. In the later days, visual 

processes that refer to science and health are prominent. The processes portray the 

writer as informed, likely to gain trust from the reader. The image act analysis also 

shows that the images are demanding the reader to enter an imaginary relationship with 

Elizabeth Arden, until the 1940’s when the reader instead is offered the role of a 

spectator.  

Similarly, the visual distance between the interlocutors starts off as close, though it 

increases over the decades. The image act and the visual distance cease to exist after the 

1980’s when the pictures cease to portray women. Like the verbal analysis, this could 

be a strategic move towards writer and reader equality, to make the reader feel less 

imposed on. However, it is evident that the brand still creates an unequal relationship to 

the reader as the advertisements refers to science, which obliges the reader to trust the 

company.  

In conclusion, the readers’ role is determined by the company and differ throughout 

the century; s/he is the admirer, novice and even a scrutinizing spectator at one point. 

While the roles differ, the reader is never equal nor superior in relation to Elizabeth 

Arden. These findings coincide with the findings by Searing and Zeilig (2017), which 

suggest that advertisements are fueling the insecurities of women. It is evident that the 

insecurities of the reader are fueled by casting her/him as unknowledgeable or inferior.  

 The results of this study coincide with previous studies (Baykal, 2016) that shows 

that the advertisement’s linguistic frame interacts with the visual frame to make up the 

advertisements’ ideological code. It is important to note that the conclusions of this 

research cannot be generalized, as the analysis was conducted on a limited set of data 

that cannot be said to represent the vast genre of skin care advertising. To further 

investigate the advertising and skin care genre, it would be interesting to apply the 

analysis to a larger and more diversified set of data.  
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Appendix A 

Publication information: Vogue ; New York  Vol. 55, Iss. 12,  (Jan 1, 1920): 100. 
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Appendix B 

Publication info: Vogue ; New York  Vol. 75, Iss. 1,  (Jan 4, 1930): 101 
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Appendix C 

Publication info: Vogue ; New York  Vol. 95, Iss. 2,  (Jan 15, 1940): 87. 
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Appendix D 

Publication info: Vogue ; New York  Vol. 115, Iss. 5,  (Mar 15, 1950): 147. 
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Appendix E 

Publication info: Vogue ; New York  Vol. 137, Iss. 5,  (Mar 1, 1961): 67. 
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Appendix F 

Publication info: Vogue ; New York  Vol. 161, Iss. 5,  (May 1, 1973): 28, 29. 
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Appendix G 

Publication info: Vogue ; New York  Vol. 170, Iss. 3,  (Mar 1, 1980): 85, 86. 
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Appendix H 

Publication info: Vogue ; New York  Vol. 184, Iss. 8,  (Aug 1, 1994): 46, 47. 
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Appendix I 

Publication info: Vogue ; New York  Vol. 192, Iss. 4,  (Apr 1, 2002): 73. 
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Appendix J 

Publication info: Vogue ; New York  Vol. 203, Iss. 6,  (Jun 1, 2013): 93. 
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