Language & Meaning (to be prepared for Week 4)
Seminar Materials: 
Beauty texts register analysis

Explanation

In this activity we are going to develop a systematic, linguistically principled comparison of several texts which are all on the topic of cosmetics/personal appearance/beauty products. Our purpose is to develop analyses by which we can,
1. Characterise the styles of the texts by establishing which particular experiential, interpersonal and/or textual meanings they make regular use of, or make salient in some way. 
2. Compare and contrast the texts in terms of these tendencies – that is to say, establish patterns of similarity and difference between the texts in terms of which types of meanings they favour and which they disfavour 
3. Link these patterns of use of these different types of meanings to the Field, Tenor and Mode of the texts, thereby comparing and contrasting the texts in terms of (1) the nature of the domain of human social activity they depict, (2)  the social roles and relationships which hold (or are represented as holding) between those involved in the communication, and (3) the nature of the text as a communicative event.

4. Explore what communicative/rhetorical effects are likely to be associated with the texts and consider how the stylistic properties we have just observed might give rise to these effects.
Here are the texts. Have a quick look through and thinks about how you might, on a first reading, characterise them in terms of style, tone of voice, the type of reader they are directed to and the type of relationship assumed between writer and that reader.

Text 1.

Wearing a label

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?  SIX MCH&B READERS WERE PUT TO 

THE TEST TO SEE IF THEY COULD MATCH THE SCENTS TO THE BOTTLES.  

PHOTOGRAPHS BY DAVID PARFITT

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.


And then there’s the bottle, is it primarily for display in the bathroom so friends can suss out what we’re wearing?  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.  Hypnotic Poison’s bottle is dipped in deep red, fetishistic resin which you can literally dig your claws into.  Red has a provocative energy, explains Christian Dior’s Sophie Peter.  ‘If we’d used black, it would have been too Gothic.’


New York floral designer Robert Isabell chose simple glass and clean-lined chrome to evoke the freshness of his very modern Perfumes Isabell.  At the opposite pole, Guerlinade is Jean-Paul Guerlain’s tribute to 200 years of family business and the perfumer’s art.  The classic flaçon standing in its theatre of a bell époche-style box demands applause as a seriously fine and costly fragrance.


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.  ‘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.’

FINDING THE SCENT TO SUIT YOU


Since it’s impossible to blind test scents in a busy store, how do you keep an open mind?  Test and run - and give yourself time to choose.  Your decision could surprise you.


-
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.  Don’t test them on your skin yet.


-
Write a number on each taper.  Then note down the names of the scents alongside their numbers separately.  You’ll almost certainly forget which scents are which.


-
Leave the store.  Wait at least 30 minutes before you sniff the tapers again, so the fragrance has time to develop.  Select a short list of three and throw the rest away.


-
Check the short list with your code.  Next day, go back to the store and spray the first scent on your skin.  Wear each scent in turn for a day to judge how compatible you really are.  Then make your final decision.

(Unauthored article, 'Wearing a label', 

Marie-Claire Health and Beauty, Nov/Dec 1998)

Text 2


Factors Determining the Role of Fragrance


The Benefit


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


A product whose primary benefit is both very important to consumers and very hard to evaluate tends to be surrounded by mystique.  Consumers create irrational and often strong beliefs about such products, and pay inordinate attention to extraneous clues to their effectiveness.  Here miracle ingredients may play an important role: brand names or the recommendation of a friend or saleslady may greatly influence the sale;  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.

(J.S. Jellinek, 1975, 
The use of fragrance in consumer products 

Wiley-Interscience, New York)

Text set 3.
(Note that this ‘text’ is actually made up of two ads for LORÉAL. For the purpose of this exercise, you should treat them as one text. I.e., if you are calculating lexical density, calculate it for both texts together. If you are identifying ‘specialist’ lexis, do this across both texts, as if they were a single entity) 

Advertisement 3A
LORÉAL

Paris

Dermo-Expertise

“My skin glows with happiness!”

Verginie Ledoyen

24 hr hydration. Twice as soft,

my skin glows with happiness!.

HAPPYDERM

NEW The 1st SKIN EXHILARATING MOISTURISER.

· For skin that is twice as soft.*

· Sparkling and luminous.

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

New: Phyto-DorphinsTM,, molecules of happiness for your skin. An innovation from the L’Oréal Laboratories: helps improve your skin’s natural hydration and as a result boosts skin’s well-being.**

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

Dermo-Expertise

From Research to Beauty

Because You’re Worth It.

Active Hydration For Young Skin.

L’Oréal

Paris

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

Advertisement 3B 
(treat 3A and 3B together when you are conducting your analysis)
LORÉAL

Paris

Dermo-Expertise

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

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

ReFinishTM
Micro-Dermabrasion Kit

NEW Resurfacing Skin Treatment.

2 steps, 2 minutes, times a week:

· Step 1: Micro-Dermabrasion Resurfacting Exfoliator,

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

· Step 2: Post Treatment Optimising Moisturiser Care.

Fragrance-free, colour-free plus sunscreens.

Hydrates and soothes for perfectly balanced skins.

Effectiveness proven scientifically

Tested under Dermatological control

100%* reported smooth skin, refined skin texture

97%* reported healthy looking glow

91%* reported more uniform, even skin tone

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

Dermo-Expertise.

From Research To Beauty.

Because You’re Worth It.

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

Once you have read through, jot down a few notes (for reference in the seminar) about how you initially respond to the texts. In a sentence or two, describe their most salient stylistic features.
You are not expected to complete all the analyses set out below. You will have been assigned to 1 of 3 groups and are only be required/expected to complete the analysis of the texts allocated to that group. 

Each group (or a representative of each group) will report back to the seminar on one of the texts. Each text should be subjected to the following analyses.
(Text are provided again below, in a format which makes them easier to analyse – i.e. with sentence numbers and so forth) 
Step 1 – Field, specifically specialisation

Objectives: by reference to objective linguistic features of the text, to characterise it in terms of the sort of world or domain of social activity it depicts – specifically to characterise it in terms of its degree of specialisation.
Methodology: Draw up a list of all ‘specialist’ vocabulary in the text. Calculate the proportion of the text which is made up of such ‘specialist’ terms. Consider whether this list can be further sub-divided (a) into more narrowly specialist and more broadly specialist and (b) into specialist sub-domains such as those pertaining to medicine, biology, chemistry, etc etc. 
Conclusions/Interpretation of findings: Offer some conclusions as to the degree to which the world/domain of experience depicted by the text can be said to be a ‘specialist’ or ‘expert’ one. If it is ‘specialist’, of what type (or types)?
Step 2 – Tenor (authorial role, reader/writer relationships)
A (social status). Objectives: by reference to objective linguistic features of the text, to characterise the degree or authority, power, status or expertise to which the writer lays claim.

Methodology: Establish the frequency with which direct commands (imperatives) and directives (i.e. clauses with expressions such as ‘you ought to…’, ‘It’s necessary that…’, ‘It would be advisable to…’) are used. Group these together according to whether you feel that their function is to command, advise or offer? Does one or other of these functions predominate?
Conclusions/interpretations of findings: Offer some conclusion as to the role these ‘controlling/advising’ formulations have in constructing (or implying) a relationship between the ‘voice’ of the advertisement and the reader?

B (social distance). Objectives: by reference to objective linguistic features of the text, to determine whether the implied relationship between writer and reader is one of familiarity/intimacy/closeness or, alternatively, one of distance/unfamiliarity.

Methodology: Establish the frequency of ‘informality’ indicators such as the use of contractions and casual/colloquial  words and phrases.
Conclusions/interpretations of findings: Offer some conclusion as to the degree of closeness/distance which is indicated by the informality/formality features you have identify and listed.
Step 3 – Mode (nature of the text as a communicative act)

A (interactivity/pseudo-interactivity). Objectives: by reference to objective linguistic features of the text, to determine the degree to which the writer represents the communicative context as an interactive one, or one which involves some form of person-to-person contact.

Methodology: Observe the frequency with which the writer directly addresses the reader, or writes as if they are directing the text to an individual, rather than a mass audience. Also observe the frequency with which the writer employs questions, thus mimicking genuinely interactive discourse.

Conclusions/interpretation of findings: Offer some conclusions as to the degree that the text is represented as being interactive.

B (informational load). Objective: to determine how densely the information is packed in the text and hence to determine whether, in this respect, it is more like spontaneously produced spoken language or non-spontaneously produce written language.

Methodology: Calculate the lexical density of the text 

Conclusions: Do your findings suggest similarity with spontaneous or non-spontaneous language.?
The Texts
I’ve presented the texts below with line numbering in order to aid the analysis process. Text 3 is, as indicated above,  a composite, made by putting together to LOREAL advertisements. Treat these two as if they were a single entity for the purposes of analysis. Artificially constructing a text in this way is somewhat unusual. In most circumstances we would probably want to treat these as individual texts, and we will certainly do that later on. I have taken this unconventional step in order (a) to produce a  rather more substantial amount of text for analysis and (b) because it enables us to explore the verbal style of cosmetics advertisements as a more generic phenomenon.

Text 1. (group 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)
Text 2 (group 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)
Text 3 (group 3)
Advertisement 3A
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 3B
1. LORÉAL - Paris

2. Dermo-Expertise

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

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

5. ReFinishTM
6. Micro-Dermabrasion Kit

7. NEW Resurfacing Skin Treatment.

8. 2 steps, 2 minutes, times a week:

9. Step 1: Micro-Dermabrasion Resurfacting Exfoliator.
10. Formualted with the same Aluminium Oxide Micro-crystals used by Dermatologists. Skin is visibly smoothed, fine lines appear reduced.

11. Step 2: Post Treatment Optimising Moisturiser Care.
12. Fragrance-free, colour-free plus sunscreens.

13. Hydrates and soothes for perfectly balanced skins.

14. Effectiveness proven scientifically

15. Tested under Dermatological control

16. 100%* reported smooth skin, refined skin texture

17. 97%* reported healthy looking glow

18. 91%* reported more uniform, even skin tone

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

20. Dermo-Expertise.

21. From Research To Beauty.

22. Because You’re Worth It.
23. *Scientific test by 31 women. Self-assessment after 4 applications.
(144 words)

Additional

[Not for inclusion in the analysis]

Below you will see I have supplied an example of cosmetics ad directed towards men, rather than women. Although you aren’t expected to include it in your analyses, you might like to compare and contrast it linguistically with the women’s ads. How similar or different is it in terms of Field, Tenor and Mode?
Additional Ad
Introducing redken for men daily fuel for hair.
high-performance solution powered by protein and carbs. as you take on the day, hair loses essential elements that provide strength and energy. now you can refuel your hair with protein to strengthen, carbs to energise and extra supplements to thicken, moisturise and bring back lost vitality. the result is hair with power, style that stays in control, an color that takes grey undercover. take on life….we’ll take on your hair.
[image of product]

REDKEN

5TH Avenue NY

FOR MEN

grip tight*

*firm hold gel
gel fixation

refuel/recharge

—————-

REDKEN

5TH Avenue NY

FOR MEN

go clean*

*daily invigoration shampoo
shampooing tonifiant  quotidien
refuel/recharge

—————-

REDKEN

5TH Avenue NY

FOR MEN

polish up*

*defining pomade
pommade définissante

refuel/recharge

Pr   

+C

protein

carbs

87% of users* feel their hair is fortified and energised

* go clean tested on 100 men over 4 weeks
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