Language & Meaning

Beauty texts analysis – discussion

Some analysis, some findings, some thoughts, some remaining questions…. And please do note, these are just some examples of analyses - there are additional possible analyses you might want to conduct – it’s up to you. You are free to go beyond what is set out here. And most importantly, these are just first-step raw findings. It’s up to you to interpret the findings by seeking to relate the identified linguistic patterns to, for example, 
· the social context in which the texts were originally constructed and then operated (for example, whether they were spontaneously or non spontaneously constructed, whether they were more ‘spoken’ or more ‘writerly’ in style, the relationship being constructed between the text and the reader, the writer’s persona, the type of ‘reality’ being represented and so on), 
· the texts’ communicative purposes and potential communicative effects, 
· the nature of the audience to which the texts were directed, 
· the underlying ‘world-view’ or ‘ideology’ reflected in the text
· any other stylistic effects which seem interesting or important, and so on
Specialist lexis analysis

Items which might arguably be treated as specialist (i.e. assuming some form of ‘insider’ knowledge) have been underlined. I have excluded names of people and brands from the category (i.e. proper nouns) on the grounds that, even though these people and brands may only be known to ‘insiders’, they do not represent specialist ‘concepts’ as such. Thus even though, as an ‘outsider’ to the world of high fashion, I may never have heard of, for example, ‘Jean-Paul Guerlain’, his name doesn’t represent an unknown ‘concept’ for me. I know the ‘meaning’ of the term, so to speak – i..e. that some famous person in this domain is being referenced.  However, this is just one way or interpreting the notion of ‘insider’ knowledge, and under a different definition, it may be possible to in include such ‘specialist’ proper nouns, at least as one sub type of specialization.
Text 1.

1. Wearing a label

2. How sure can you be that you buy your favourite fragrance for its smell?  

3. Can you swear you’re not influenced by a hip ad campaign or a designed name?  

4. Six Mch&B readers were put to the test to see if they could match the scents to the bottles.  

5. Perhaps it’s hard to believe that anyone would grit their teeth and wear a perfume just for its name if they really loathed the aroma, yet it seems that we are biased when we buy - we can’t help but be influenced by ad campaigns that gear perfumes to our personality, lifestyle and aspirations.

6. And then there’s the bottle, is it primarily for display in the bathroom so friends can suss out what we’re wearing?  

7. It’s the designer’s brief to evoke the scent’s character and boost its appeal by making the bottle stand out from the competition - it has to look intriguing, and even feel desirable.  

8. Hypnotic Poison’s bottle is dipped in deep red, fetishistic resin which you can literally dig your claws into.  

9. Red has a provocative energy, explains Christian Dior’s Sophie Peter.  ‘If we’d used black, it would have been too Gothic.’

10. New York floral designer Robert Isabell chose simple glass and clean-lined chrome to evoke the freshness of his very modern Perfumes Isabell.  

11. At the opposite pole, Guerlinade is Jean-Paul Guerlain’s tribute to 200 years of family business and the perfumer’s art.  

12. The classic flaçon standing in its theatre of a bell époche-style box demands applause as a seriously fine and costly fragrance.

13. According to Roja Dove, professeur des parfums at Guerlain, 60 per cent of the decision about choosing a new scent is made before we even squirt the tester.  

14. ‘But if we test a fragrance blind, our reactions are purely emotional,’ says Dove.  ‘With nothing else to influence us, we can make a genuinely personal choice.’

15. FINDING THE SCENT TO SUIT YOU

16. Since it’s impossible to blind test scents in a busy store, how do you keep an open mind?  

17. Test and run - and give yourself time to choose.  Your decision could surprise you.

18. Scout around for scent you think you’ll like - and some you’re not sure about, too. Ask the salesperson to spray each onto a paper taper.  

19. Don’t test them on your skin yet.

20. Write a number on each taper.  

21. Then note down the names of the scents alongside their numbers separately.  

22. You’ll almost certainly forget which scents are which.

23. Leave the store.  

24. Wait at least 30 minutes before you sniff the tapers again, so the fragrance has time to develop.  

25. Select a short list of three and throw the rest away.

26. Check the short list with your code.  

27. Next day, go back to the store and spray the first scent on your skin.  

28. Wear each scent in turn for a day to judge how compatible you really are.  

29. Then make your final decision.

(493 words)

Candidates:

fetishistic

Gothic

flacon

bell époche-style

professeur des parfums

taper

Frequency = 6.08 per every 500 words

Please note, however, that frequencies, at least in simple statistical terms,  may not be significant when you are dealing with just a few items like this. Say we had another article of around the same word length and with, say, eight such specialist terms (as opposed to the six for this article.) Would we be able to say that it was substantially more ‘specialist’ than the first? Probably not, given it’s not at all clear that an increase in two items is going to be communicatively/stylistically noticeable or significant. We can probably only be certain about such matters when there are large scale differences in frequency between texts. Yes, and what constitutes ‘large scale’? Well that’s up to you to decide on a case by case basis.
Text 2

1. Factors Determining the Role of Fragrance

2. The Benefit

3. The harder it is for a consumer to judge the performance of a product with respect to a certain benefit by direct observation, the more important the signal attributes become in evaluating the product.  

4. At the same time there is a strong tendency to treat all attributes that can be directly observed as signal attributes for that benefit.  

5. Examples of benefits that are difficult to evaluate directly are skin moisturizing or rejuvenating effectiveness, antiseptic action, and those aspects of safety that are related to hidden, harmful effects that show up only after longtime use of the product, it is in relation to such hard-to-evaluate benefits that signal attributes play their most prominent role.

6. A product whose primary benefit is both very important to consumers and very hard to evaluate tends to be surrounded by mystique.  

7. Consumers create irrational and often strong beliefs about such products, and pay inordinate attention to extraneous clues to their effectiveness.  

8. Here miracle ingredients may play an important role: 

9. brand names or the recommendation of a friend or saleslady may greatly influence the sale;  

10. consumers tend to trust expensive products more than inexpensive ones:  and the jar and label design, product color, and fragrance become crutches in the consumer’s quest for assurance that the product will actually produce the desired benefit.

(223 words)

Candidates

signal attributes

rejuvenating  (???)

antiseptic (???)

[I would probably exclude rejuvenating and antiseptic on the grounds they would be very widely known meanings and hence  wouldn’t operate to assume ‘insider’ knowledge.]

Frequency – between 2.24 per 500 words and 6.72 per 500 words [Again, such a statistic should only be used with caution – and definitely not as some sort of absolute indicator of overall degree of ‘specialisation’ for the text as a whole. In some cases, of course, just one or two items – if in prominent positions – may be enough to ‘flavour’ a text, so to speak. Thus though only representing a very small percentage of the text’s total words (or a very low frequency per 500 words), they may still be influential is creating a particular style or tone of voice.]
Text 3

Advertisement A
1. LORÉAL - Paris

2. Dermo-Expertise

3. “My skin glows with happiness!”

4. Verginie Ledoyen

5. 24 hr hydration. Twice as soft, my skin glows with happiness!.

6. HAPPYDERM

7. NEW The 1st SKIN EXHILARATING MOISTURISER.

8. For skin that is twice as soft.*

9. Sparkling and luminous.

10. A 100% indulgent, light texture that’s easily absorbed.

11. New: Phyto-DorphinsTM,, molecules of happiness for your skin. 

12. An innovation from the L’Oréal Laboratories: helps improve your skin’s natural hydration and as a result boosts skin’s well-being.**

13. Available for normal and combination skin and dry and sensitive skin.

14. Dermo-Expertise

15. From Research to Beauty

16. Because You’re Worth It.

17. Active Hydration For Young Skin.

18. *Tested by 25 women using normal to combination moisturiser. ** In vitro tests.

(115 words)

Advertisement B
19. LORÉAL - Paris

20. Dermo-Expertise

21. Inspired by Dermotologists, discover a way to reveal fresh, new, healthy looking skin.

22. In just 2 minutes resurface, re-illuminate, refine the appearance of your skin.

23. ReFinishTM
24. Micro-Dermabrasion Kit

25. NEW Resurfacing Skin Treatment.

26. 2 steps, 2 minutes, times a week:

27. Step 1: Micro-Dermabrasion Resurfacting Exfoliator.

28. Formualted with the same Aluminium Oxide Micro-crystals used by Dermatologists. Skin is visibly smoothed, fine lines appear reduced.

29. Step 2: Post Treatment Optimising Moisturiser Care.

30. Fragrance-free, colour-free plus sunscreens.

31. Hydrates and soothes for perfectly balanced skins.

32. Effectiveness proven scientifically

33. Tested under Dermatological control

34. 100%* reported smooth skin, refined skin texture

35. 97%* reported healthy looking glow

36. 91%* reported more uniform, even skin tone

37. For more information visit www.lorealparis.com or contact the L’Oreal Advisory Bureau on 1300 659359

38. Dermo-Expertise.

39. From Research To Beauty.

40. Because You’re Worth It.

41. *Scientific test by 31 women. Self-assessment after 4 applications.

(144 words)

Candidates

1. Dermo

2. hydration

3. HAPPYDERM

4. Phyto-Dorphins

5. hydration 

6. Dermo

7. Hydration

8. In vitro

9. Dermo

10. Dermotologists

11. Micro-Dermabrasion

12. Exfoliator

13. Micro-crystals

14. Dermatologists

15. Hydrates

16. Dermatological

17. Dermo

Tenor Part 1 – indicators of authorial authority/status.

Text 1.

1. Wearing a label

2. How sure can you be that you buy your favourite fragrance for its smell?  

3. Can you swear you’re not influenced by a hip ad campaign or a designed name?  

4. Six Mch&B readers were put to the test to see if they could match the scents to the bottles.  

5. Perhaps it’s hard to believe that anyone would grit their teeth and wear a perfume just for its name if they really loathed the aroma, yet it seems that we are biased when we buy – 

6. we can’t help but be influenced by ad campaigns that gear perfumes to our personality, lifestyle and aspirations.

7. And then there’s the bottle, is it primarily for display in the bathroom so friends can suss out what we’re wearing?  

8. It’s the designer’s brief to evoke the scent’s character and boost its appeal by making the bottle stand out from the competition - it has to look intriguing, and even feel desirable.  

9. Hypnotic Poison’s bottle is dipped in deep red, fetishistic resin which you can literally dig your claws into.  

10. Red has a provocative energy, explains Christian Dior’s Sophie Peter.  

11. ‘If we’d used black, it would have been too Gothic.’

12. New York floral designer Robert Isabell chose simple glass and clean-lined chrome to evoke the freshness of his very modern Perfumes Isabell.  

13. At the opposite pole, Guerlinade is Jean-Paul Guerlain’s tribute to 200 years of family business and the perfumer’s art.  

14. The classic flaçon standing in its theatre of a bell époche-style box demands applause as a seriously fine and costly fragrance.

15. According to Roja Dove, professeur des parfums at Guerlain, 60 per cent of the decision about choosing a new scent is made before we even squirt the tester.  

16. ‘But if we test a fragrance blind, our reactions are purely emotional,’ says Dove.  ‘With nothing else to influence us, we can make a genuinely personal choice.’

17. FINDING THE SCENT TO SUIT YOU

18. Since it’s impossible to blind test scents in a busy store, how do you keep an open mind?  

19. Test and run - and give yourself time to choose.  

20. Your decision could surprise you.

21. Scout around for scent you think you’ll like - and some you’re not sure about, too.

22.  Ask the salesperson to spray each onto a paper taper.  

23. Don’t test them on your skin yet.

24. Write a number on each taper.  

25. Then note down the names of the scents alongside their numbers separately.  

26. You’ll almost certainly forget which scents are which.

27. Leave the store.  

28. Wait at least 30 minutes before you sniff the tapers again, so the fragrance has time to develop.  

29. Select a short list of three and throw the rest away.

30. Check the short list with your code.  

31. Next day, go back to the store and spray the first scent on your skin.  

32. Wear each scent in turn for a day to judge how compatible you really are.  

33. Then make your final decision.

Indicators

1. Writer assuming the authority to advise and instruct – 13 out 33 clause complexes (sentences) are imperatives (commands) – 39 percent (Indicated above in bold.)

2. By the use of a rhetorical question (Can you swear you’re not influenced by a hip ad campaign or a designer  name?) the writer presents themselves as knowing what the reader will answer and also as having a knowledge of the readers thoughts and desires. The writer indicates they know that the reader WILL be influenced by hip ad campaigns.

3. Claims the right (and knowledge) to speak for a generic ‘we’ (to speak on behalf of the reader)
- it seems that we are biased when we buy 

- we can’t help but be influenced by ad campaigns that gear perfumes to our personality, lifestyle and aspirations.

Note, however, that the first of these assertions is moderated or presented as negotiable via the use of ‘seems’ – the writer stops short of baldly asserting that ‘we are biased when we buy’

4 By use of specialist terminology (see previous analysis), the writer presents themselves as an expert in the field.

5. Assumes the right/authority to make strong value judgements - The classic flaçon standing in its theatre of a bell époche-style box demands applause as a seriously fine and costly fragrance

Text 2.

Indicators of authority/expertise 

1. All the sentences are declaratives (offers of information) – the writer clearly lays claim to informational authority.

2. Some demonstration of specialised expertise – via the specialist ‘signal attributes’.

3. Writer assumes the authority to pass judgement on the behaviour of consumers - Consumers create irrational and often strong beliefs about such products, and pay inordinate attention to extraneous clues to their effectiveness.

Text 3.

Advertisements A & B
1. Imperatives (perhaps commanding the reader, or alternatively, making them offers)
. …discover a way to reveal fresh, new, healthy looking skin

(???)In just 2 minutes resurface, re-illuminate, refine the appearance of your skin.

For more information visit www.lorealparis.com or contact the L’Oreal Advisory Bureau on 1300 659359

2. Deferrals of authority to celebrity ‘experts’ whose testimony perhaps has a higher evidential status than that of the advertisement itself

3. Defers to ‘scientific proof/research’. Does this enhance the overall evidential status of the text? Does it suggest the text’s own authorial voice has a somewhat lower standing/authority, hence the need to defer to scientific evidence?

Tenor Part 2 – social distance

Text 1: informality

Contractions

you’re; it’s; can’t; there’s; we’re; It’s; you’ll; you’re

8 instances = frequency of 8.1 per 500 words

casual/colloquial

hard to believe; suss out; Scout around (??)

3 instances = frequency of around 3 per 500 words

Total = around 11 per 500 words

Text 2: informality

none

Text 3: informality

Contractions

Just a couple, and probably not very salient

that’s; You’re

casual/colloquial

None that I could see (perhaps I missed some)
But note also the frequency of ellipsis – parts of the clause left unstated/understood – e.g. 24 hr hydration. Twice as soft, my skin glows with happiness!
Mode

Interactivity/pseudo interactivity

Text 1

Questions:

How sure can you be that you buy your favourite fragrance for its smell?

Can you swear you’re not influenced by a hip ad campaign or a designed name?

And then there’s the bottle, is it primarily for display in the bathroom so friends can suss out what we’re wearing?

Since it’s impossible to blind test scents in a busy store, how do you keep an open mind?

Commands etc??

See previous analysis

2nd person pronoun – you, your, yourself

21 instances = frequency of 21.1 per 500 words

Inclusive first person pronoun (we/us)??

Text 2

No features

Text 3.

Just the few possible commands (offers?) discussed above.
2nd person pronoun – you, your, yourself

5 instances of you or your
Lexical density 

1. Wearing XX  a label XX
2. How sure XX can you be that you buy XX your favourite XX fragrance for its smell? XX 

3. Can you swear XX you’re not influenced XX by a hip XX ad XX campaign XX or a designed XX name? XX 

4. Six XX Mch&B XX readers XX were put XX to the test XX to see XX if they could match XX the scents XX to the bottles.  XX

5. Perhaps it’s hard XX to believe XX that anyone would grit XX their teeth XX and wear XX a perfume XX just for its name XX if they really loathed XX the aroma, XX yet it seems that we are biased XX when we buy XX - we can’t help XX but be influenced XX by ad XX campaigns  XX that gear XX perfumes XX to our personality, XX lifestyle XX and aspirations. XX

6. And then there’s the bottle, XX is it primarily XX for display XX in the bathroom XX so friends XX can suss XX out what we’re wearing?  XX

7. It’s the designer’s XX brief XX to evoke XX the scent’s XX character XX and boost XX its appeal XX by making XX the bottle XX stand out from the competition XX - it has to look XX intriguing, XX and even feel XX desirable.  XX

8. Hypnotic XX Poison’s XX bottle XX is dipped XX in deep XX red, XX fetishistic XX resin XX which you can literally XX dig XX your claws XX into.  

9. Red XX has a provocative XX energy, XX explains XX ChristianDior’s XX SophiePeter. XX ‘If we’d used XX black, XX it would have been too Gothic.’ XX

10. NewYork XX floral XX designer XX RobertIsabell XX chose XX simple XX glass  XX and clean-lined XX chrome XX to evoke XX the freshness XX of his very modern XX Perfumes Isabell. XX 

11. At the opposite XX pole, XX Guerlinade XX is Jean-PaulGuerlain’s XX tribute XX to 200 XX years XX of family XX business XX and the perfumer’s XX art.  XX

12. The classic XX flaçon XX standing XX in its theatre XX of a belle époche-style XX box XX demands XX applause XX as a seriously XX fine XX and costly XX fragrance. XX

13. According to RojaDove, XX professeurdesparfums XX at Guerlain, XX 60 XX percent XX of the decision XX about choosing XX a new XX scent XX is made XX before we even squirt XX the tester. XX 

14. ‘But if we test XX a fragrance XX blind, XX our reactions XX are purely XX emotional, XX’ says XX Dove.  XX ‘With nothing else to influence XX us, we can make XX a genuinely XX personal XX choice. XX’

15. FINDING XX THE SCENT XX TO SUIT XX YOU

16. Since it’s impossible XX to blind XX test XX scents XX in a busy XX store, XX how do you keep XX an open XX mind? XX 

17. Test XX and run XX - and give XX yourself time XX to choose.  XX Your decision XX could surprise XX you.

18. Scout XX around for scent XX you think XX you’ll like - XX and some you’re not sure XX about, too. Ask XX the salesperson XX to spray XX each onto a paper XX taper.  XX

19. Don’t test XX them on your skin XX yet. XX

20. Write XX a number XX on each taper.  XX

21. Then note XX down the names XX of the scents XX alongside their numbers XX separately. XX  

22. You’ll almost certainly XX forget XX which scents XX are which.

23. Leave XX the store. XX  

24. Wait  XX at least 30 XX minutes XX before you sniff XX the tapers XX again, XX so the fragrance XX has time XX to develop. XX  

25. Select XX  a short XX  list XX  of three XX  and throw XX  the rest away.

26. Check XX  the short XX  list XX  with your code. XX    

27. Next XX  day, XX  go XX  back to the store XX  and spray XX  the first XX  scent XX  on your skin XX  .  

28. Wear XX  each scent XX  in turn XX  for a day XX  to judge XX  how compatible XX  you really are.  

29. Then make XX  your final XX  decision. XX  

479 words – 224 lexical = 46.7 percent

Text 2.

Factors XX Determining XX the Role XX of Fragrance XX

The Benefit XX

The harder XX it is for a consumer XX to judge XX the performance XX of a product XX with respect to a certain XX benefit XX by direct XX observation XX, the more important XX the signal XX attributes XX become XX in evaluating XX the product.  XX

At the same XX time XX there is a strong XX tendency XX to treat XX all attributes XX that can be directly XX observed XX as signal XX attributes XX for that benefit. XX 

Examples XX of benefits XX that are difficult XX to evaluate XX directly XX are skin XX moisturizing XX or rejuvenating XX effectiveness, XX antiseptic XX action, XX and those aspects XX of safety XX that are related XX to hidden XX, harmful XX effects XX that show XX up only after longtime XX use XX of the product XX, it is in relation XX to such hard- XX to-evaluate XX benefits XX that signal XX attributes XX play XX their most prominent XX role. XX

A product XX whose primary XX benefit XX is both very important XX to consumers XX and very hard XX to evaluate XX tends to be surrounded XX by mystique. XX 

Consumers XX create XX irrational XX and often XX strong XX beliefs XX about such products XX, and pay XX inordinate XX attention XX to extraneous XX clues XX to their effectiveness. XX 

Here miracle XX ingredients XX may play XX an important  XX role: XX 

brand XX names XX or the recommendation XX of a friend XX or saleslady XX may greatly influence XX the sale;  XX

consumers XX tend to trust XX expensive XX products XX more than inexpensive XX ones:  and the jar XX and label XX design, XX product XX color, XX and fragrance XX become crutches XX in the consumer’s XX quest XX for assurance XX that the product XX will actually produce XX the desired XX benefit. XX

Words = 224; lexical, 114 = 50.89 percent

Text 3

 LORÉAL - XX Paris XX
Dermo XX Expertise XX
“My skin XX glows XX with happiness!” XX
VerginieLedoyen XX
24 XX hr XX hydration. XX Twice XX as soft, XX my skin XX glows XX with happiness! XX.

HAPPYDERM XX
NEW XX The 1st XX SKIN XX EXHILARATING XX MOISTURISER XX.

For skin XX that is twice XX as soft. XX *

Sparkling XX and luminous. XX
A 100% XX indulgent, XX light XX texture  XX that’s easily XX absorbed. XX
New XX: Phyto XX Dorphins XX TM,, molecules XX of happiness XX for your skin. XX
An innovation XX from the L’Oréal XX Laboratories: XX helps XX improve XX your skin’s XX natural XX hydration XX and as a result XX boosts XX skin’s XX well-being. XX 

Available XX for normal XX and combination XX skin XX and dry XX and sensitive XX skin XX.

Dermo XX Expertise XX
From Research XX to Beauty XX
Because You’re Worth XX It.

Active XX Hydration XX For Young XX Skin XX.

Tested XX by 25 XX women XX using XX normal XX to combination XX moisturiser XX. Invitro XX tests. XX
LORÉAL XX Paris XX
Dermo XX Expertise XX
Inspired XX by Dermotologists, XX discover XX a way XX to reveal XX fresh, XX new, XX healthy XX looking XX skin. XX
In just 2 XX minutes XX resurface, XX re-illuminate, XX refine XX the appearance XX of your skin XX.

ReFinishTM XX
Micro XX Dermabrasion XX Kit XX
NEW XX Resurfacing XX Skin XX Treatment. XX
2 XX steps, XX 2 XX minutes, XX times XX a week: XX
Step XX 1: XX Micro-Dermabrasion XX Resurfacting XX Exfoliator XX.

Formualted XX with the same Aluminium XX Oxide XX Micro-crystals XX used XX by Dermatologists. XX Skin XX is visibly XX smoothed, XX fine XX lines XX appear  XX reduced. XX
Step XX 2: XX Post Treatment XX Optimising XX Moisturiser XX Care. XX
Fragrance XX free, XX colour XX free plus sunscreens. XX
Hydrates XX and soothes XX for perfectly XX balanced XX skins. XX
Effectiveness XX proven XX scientifically XX
Tested XX under Dermatological XX control XX
100%* XX reported XX smooth XX skin, XX refined XX skin XX texture XX
97%* XX reported XX healthy XX looking XX glow XX
91%* XX reported XX more uniform XX, even XX skin XX tone XX
For more information XX visit XX www.lorealparis.com XX or contact XX the L’Oreal XX Advisory XX Bureau XX on 1300 659359 XX
Dermo XX Expertise. XX
From Research XX To Beauty. XX
Because You’re Worth XX It.

*Scientific XX test XX by 31 XX women. XX Self XX assessment XX after 4 XX applications. XX
259 words; 189 lexical. Density = 72.9 percent

p. 6

