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“An investigation into how gender identities of women are

constructed through cosmetics booklets”
Abstract

This dissertation is a study of the construction of identities in women through 

cosmetics booklets. It is an investigation into how cosmetics influence how women 

‘see themselves’ and ‘want to be seen’. The data consists of two cosmetics brands;

Urban Decay and Benefit , compromising of three booklets in total, which were 

collected from a leading department store. The methodology is qualitative, I shall look 

in detail at a variety of linguistic and Sociolinguistic features when analysing the data.

The study looks at how the cosmetics books manipulate ‘self-perception’ in women, 

to present ambiguous messages about how you should ‘want to look’ to be considered 

‘desirable’. 
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1. Introduction 
This research project is one whereby the topic itself poses many interesting questions

about the relationship between identities and performance (make-up).Through 

studying gender in my second year at university I became interested more actively 

into how cosmetics advertisements, namely booklets, make use of a number of  

features to “sell” their products to women . Through unearthing various literature 

around the area of identities, it was discovered  that  there had been little, if any, 

research conducted in this specific area relating to language . Although at first this 

appeared to be problematic to my project, in fact it only strengthened my resolve to 

explore the topic further, and these are the research questions that helped to formulate 

the ideas for the methodology and the means of  analysing the texts which were 

chosen .
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1.1 Research Questions

These  are the initial research questions which  were decided in the dissertation 

proposal and were used to provide and make sense of readings .Although they were 

all originally useful, as the investigation progressed and the analysis begun, only a 

select few applied to the findings which arose . 

· How are gender identities constructed by women through the use of cosmetics 

           booklets?

· What messages do these companies and their booklets send out to women?
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2. Literature Review
During the summer of last year after I had posted my dissertation proposal, I began 

to undergo reading into the subject matter, searching for information that would 

prove useful to my investigation. At first I was wary and concerned that there would 

not be enough literature on my chosen topic to satisfy a dissertation . I began to read 

around the topic, with readings taken from such sectors as sociolinguistics, Women’s 

Studies and Cultural Studies. Remembering that this dissertation is intended to be 

read  as a linguistic account of cosmetics advertising, nevertheless it still incorporates 

many methods and practices from other institutions of thought . 

This chapter will provide a review of the relevant literature that is vital to my 

dissertation . I will look at various authors’ accounts of such materials as 

the history of cosmetics usage, advertising and the power to persuade others .

This, I hope, will provide my investigation with the necessary tools to unlock 

answers to my research questions, will help structure my analysis and findings and 

will ultimately  benefit future interest by others into this relatively untouched subject 

matter.

Firstly, I am going to divide my literature review up into sub-headings so that it is 

clear what is under discussion and will help to illuminate the variety of  research  

performed by analysts under a broad spectre of professional fields. These heading are 

as follows, and will follow this page:

2.1 Cosmetics History

2.2 Advertising and its role in the construction of identities in women

2.3 How Make-up impacts on women 
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2.1 Cosmetics History
The relationship between cosmetics usage and cultural expectations is central to this 

section of my literature review. Here, I shall outline and evaluate relevant literature 

in this area of gender and identity construction, so that I will be able to progress 

further into the social manufacture of identities that appears to be apparent through 

performance ( make-up).  

Simon (1971), presents the ideology of beauty being essential to social status and 

acceptance is one which is heavily encoded through a selection of chapters which 

range from the informative to the evaluative.  Although it is important to note the 

research here is outdated, Simon makes some valid and thought provoking comments 

as to why and how the beauty industry impacts so heavily upon women’s social 

worth. She traces the structure of the cosmetics industry, mirroring the changes that 

have taken place in manufacturing houses and how this is closely connected to the 

incentive to buy their products:

     “ The prestige firms, epitomised by Estee Lauder …woo their potential clients

       by using snob tactics. The number of outlets is deliberately restricted, in some 

     cases to below 500. An inordinately high priority is given to packaging and 

    presentation”(p.10). 

The appeal of high prestige brands, such as Estee Lauder, is that the consumer is 

automatically engaged in a social world perceived as synonymous with  luxury, social 

admiration and envy, and glamour.

In my own analysis of the cosmetics brands: Urban Decay and Benefit, I shall 

discuss the connection between cosmetics and social perception. By doing this,
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I will hope to show the expectations that are placed upon women (as social beings)

to conform to a culturally varied beauty norm. 

In Chapter 2, she draws reference to the historical progression noticeable in the 

cosmetics industry, in order to dispel any false perceptions about the political rivalry 

between brands, and the expectations from women from the 1950’s through to the 

1970’s.

She comments on (P.12) that;

         “ In-fighting is part of any virile industry. During the Fifties and early sixties,

           when the cosmetic business was in a period of healthy expansion, competition

          was seen as more of a challenge than a cause for concern because the market

         was growing sufficiently fast to satisfy the established houses and to 

        accommodate  imaginative newcomers”. 

 Talbot (1998), devotes a chapter to ‘ Consumerism and femininity’(Ch 9:P170-189.). 

Here, she pursues the ideology of how identities are constructed and manipulated 

within the social sphere that women live in. The backbone of her argument 

surrounding consumer culture for women can be seen at the beginning of the chapter; 

       “ The way women look is vitally important: the success of social relationships 

         hangs on being desirable, and being desirable is all about visual impact”.

      (1998: P.171).

She continues to describe and evaluate the ‘conventional’ attitudes towards 

femininity, and insists that the conventions surrounding grooming of the ‘gendered 

appearance’ are largely the construction of the mass media. 

In discussing the ‘sexualization’ of the female form, she turns towards how products 
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are marketed at women; in order to reiterate her point that ‘ desirability’  plays a 

key role in what it is to be ‘feminine’. On page 172 she says that ‘ consumer 

femininity’ consists of : 

           “ …..the material and visual resources that they draw upon to feminize 

             themselves; that is, both the products they buy and the concepts, practices 

            and skills that they need to cultivate in order to use them”. 

This is deeply rooted in my investigation, and Talbot’s reference to the construction  

and manufacture of  feminine identity helps to clarify some of my perceptions about 

how femininity is approached in linguistic research studies. 

I shall now move onto the section sub-section of my Literature review, and discuss 

and evaluate the role that advertising has in the construction of identities in women. 
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2.2 Advertising and its role in the Construction of Identities     in Women 

This is perhaps the broadest area of investigation within the literature surrounding my 

dissertation, and I was careful to ensure that the research findings discussed here are 

appropriate to expand upon my vision of gendered identities through the use of 

cosmetics. 

Therefore, the work mentioned here, relates to how cosmetic advertisements employ 

various technical and social skills into the development of  a perceived beauty ideal.

Williamson (1978), selects advertisements to further her discussion of how adverts 

can function on a linguistic, visual and social level.  

It is important to refer to her work, because it will lead into my analysis section 

(4.5 The relationship between Images and texts), as she presents a full and 

detailed account of how to treat advertisements as textual and visual signs. 

She suggests that adverts offer us a selection of  ‘individual’ roles that we can choose 

to take on, despite differences in preference, culture and economic status. This can 

be seen on page 54 where she says that adverts have the power of; 

       “ absorbing differences into sameness”.

Implying that, although it is vital for advertisements to treat you as an 

individual consumer, they also market themselves to a wider audience, therefore, to 

some extent reduce heterogeneity. This has the effect of producing a close 

relationship between the advertiser and the consumer, and helps towards the 

construction of identity as well as the products success.

Furthermore, she discusses the role that paralinguistics plays in constructing 
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femininity, drawing reference to features such as facial expressions, head tilting and 

body turning, as a glimpse into how advertisements operate on both multiple and 

complex levels. This links into the role of ‘ spatial perception’ in interpreting 

advertisements, and this is particularly useful for my analysis sections. 

Williamson can be compared to Talbot, in that they agree on the significance that  

‘desirability’ has in the construction of gendered identities. This is apparent on 

page 60, where she says;

        “ What the advertisement clearly does is to signify, to represent to us, 

         the object of desire”. 

Also, relating to the concept of ‘Identity’ she remarks that;

        “ We have to turn around and look back into society and its signification 

         for the conditions producing such an emphasis on the self”.

        (1978: P.60).

This highlights the importance of locating and understanding what drives us

as social beings, into constructing our identities; as well as whether they are manipulated or constructed for us, either through conditioning or exposure. 

Schutzman (1999) discusses the social rituals that have taken place, which influence

advertisements involved in the portrayal of ‘ femininity’ and gender stereotypes of women, to conclude that the advances in the progression of perception of what a woman can do in, and for, society are relatively unchanged.

On page 27, she discusses what she terms the ‘Feminization of mass culture’.

She notes that;

         “ One of the monolithic concepts of femininity that has persisted over the last 

           one hundred years is that women are reproductive, as compared to
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          productive”. 

She insists that throughout the course of human history, women have been made 

to take a back seat, and have had to resort to ‘performance’ of femininity to ensure 

their material and social success. The application of products, aided to enhance 

the face and body of the female form help to ensure that the woman was noticed as a  social creature, and was therefore, a valuable aspect of what it means to be perceived as ‘ feminine’. She draws reference to a quote made by (Shuttleworth 1990:P.62), which emphasises her position regarding the control and exposition of female behaviour ;

          “Womanhood itself is thus figured as a form of pathology: only when polluted

          and out of control ( and thus not ‘feminine’) could females be socially credited 

         with the title of a true ‘ woman’” .

(1999:P.18).

Schutzman’s work offers an interesting insight into the social phenomena surrounding

female identity, and urges us to look critically at how women are portrayed and perceived in advertisements, so that we can gain an appreciative understanding into

how identities can be moulded into reality.

Vestergaard and Schroder (1985) present a methodology to identify and evaluate the semiotics of advertising. This involves the consideration of the relationship existing between the text and the image; and is therefore fundamental to my own analysis. 
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On pages 32-33, the argument for the cultural importance of the combination of text and imagery is made through reference to the work of Barthes. Vestagaard and Schroder refer to what Barthes termed ‘ anchorage’. This relates to the textual links

constructed between the picture (or image), and the situation in space and time which cannot be established through visual means alone. In relationship to my investigation, this provides a valuable and plausible framework that I can redefine and develop as my analysis takes shape. 

In addition to the work of Barthes, Vestergaard and Schroder refer to the work of Leech (1966), outlining his linguistic framework by which advertising as both a linguistic and sociological tool can be employed in analytical research. 

On pages 60-61, they discuss some of the categories that Leech suggests are characteristic of the language of advertising. These include what Leech termed;

‘ Role borrowing’ which involves the paradoxical nature of adverts, in that they can pretend not to be an advert, in order to be subversive, and therefore attractable and unique. As well as the subsequent categories of:

· ‘Appealing to material needs’

· ‘Satisfying needs’ 

· ‘ Naming directly’

· ‘When’ and ‘Questions’.

Furthermore, Vestergaard and Schroder refer to what I have discussed previously as the ‘desirability’ of advertising. On page 68, they discuss the relationship between 

‘desire and conviction’, and insist that advertisers make use of  Imperative clauses,

in order to;‘ Satisfy the ‘get-action’’.
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In a summarising remark made on pages 73-74 they say;

       “ In its visual and verbal representation of the sexes advertising comes to 

        function as an ideological apparatus for the reproduction of our gender

       identities” .(1985: P.73-74).

In relationship to my investigation, Vestergaard and Schroder present a detailed account, from a wide range of credible sources that will help me to build upon my research questions and aims; into the analysis and discussion with a clarity aided by the influential studies discussed.

Before I move onto the final section of my Literature review, I shall discuss and evaluate the position that Vestergaard and Schroder take on the construction of  gender identities through the use and marketing of cosmetics. Finally, I shall conclude by briefly discussing the work of Erving Goffman (1979).

Vestergaard and Schroder (1985) move towards an incorporation of cosmetic adverts and an apparently ever changing, ever confusing and manipulated; beauty ideal.

They affirm the notion that the role that cosmetic advertisements plays upon women’s identity, is one which is deviated and illusory. 

On page 84 they comment that;

          “ Advertising presents a feminine beauty ideal which doesn’t recognise 

           beauty as a property resulting from natural characteristics”.

In relationship to the use and power of cosmetics in constructing female identity, 

they state that;

        “ Perfect beauty can only be achieved through the use of cosmetics, which are 

         necessary since it is vital for a woman to make others believe that she is 
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        naturally beautiful, and hence enviable”.

       (1985: P.159).

Their standpoint in regards to gender and identities is one which has been supported 

by researchers such as Goffman (1979), Talbot ( 1998) and Barthel (1988). 

The sociolinguistic correlation between how we ‘desire’ to be seen and how we 

perceive ‘ ourselves’ is a complex  paradigm. 

My investigation will also look closely at this evident paradigm between how 

involved women are in the construction of their identity; and to what extent it is constructed for them.

I feel that Vestergaard and Schroder’s conclusions about gender and identity construction and performance warrant further involvement from an analytical and linguistic framework. I hope to present an explanatory and evaluative account of cosmetics advertising and identity, showing that there is a merger between sociolinguistic and ideological frames of thought. 

Barthel (1988) insists that adverts use ‘ Social relations’ to sell their products, and connects the notions of ‘ beauty’ and ‘ prestige’ together. This is presented alongside 

the work of Simmel ; when discussing the relationship between ‘ products’ and ‘ self’. She says that;

        “ Products do more than establish relations between the self and others.

         The act of ownership is itself a relationship between self and product. 

        The purchase of products establishes a realm through which we can achieve 

       What Simmel termed the “ articulation of self””.

        (1988: P.94).
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Finally, Goffman (1979) commented upon the numerous ‘ roles’ that women play in advertising, insisting that they represented the fixed stereotypes surrounding expected female behaviour;

       “ the young woman’s lack of commitment to various roles ( in adverts) is only 

        possible against a background of traditional female roles”.

       (1979: P.51.Vestergaard and Schroder; 1985: P.102).

Goffman was interested in the position that women occupied in social space, concentrating on features involving how she stares at the camera, her posture in relationship to the advertising space and her relationship to other occupants in the advertisement.

In relationship to my investigation, this section of my literature review has reaffirmed 

many of my beliefs surrounding the role that advertising has in constructing gendered 

identities in women. 

The literature which I have evaluated, concerning cosmetics and advertising will 

be necessary to progress in my section; (4.3 Selling and Identity/identities). 

Furthermore, the work which I have discovered on advertising conventions, will be 

useful when considering my findings in the section; (4.1 Imagery and Layout).
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2.3 How Make-up impacts on Women 

In this section, I shall briefly but consistently observe how make-up as a social tool, 

can impress upon women the need to ‘improve’ or ‘adjust’ their appearance, in order 

to correspond to a perceived ‘ beauty ideal’. 

Peiss (1998) discusses the transition in cosmetic trends and marketed identities,

arguing for the psychological impact (‘Identity Construction’) that cosmetics had, and is continuing to have, on women. In Chapter 8, she includes advertisements from leading brands into her evaluation of how make-up can impact upon women’s sense of self. 

In relationship to my initial research questions and expected findings, she comments on the importance on the lasting effect of cosmetic products, as a means of guaranteeing consumer success. On page 247 she says that;

        “ Indelibility became a cosmetic ideal” .

This will lead into my discussion in: (4.7 Messages), as I will investigate into the implicit and suggested messages that are contained in my chosen cosmetic booklets,

after looking closely at the linguistic and social devices at work. 

Peiss argues that the trends which have occurred from the 1940’s to the present day, have all presented both unique and similar cosmetic and beauty ideals.

She maintains that they have shaped women’s identity and influence how they 

‘ perceive’  themselves, and insists that an important factor governing how make-up impacts on female identity is connected to ‘ Sexual assertion’; or what I have referred to previously as ‘ desirability’. 

She uses the  ‘Revlon’ advert, entitled ‘ Fire and Ice’ to demonstrate the power of sexual allure and glamour, through choice. The advert contains a powerful social 

Page 16

message; that strong, sexually assured women can still be ‘ feminine’. The advocation of being a strong, single female in a male – dominated world was vastly influential at the time the advert was released (1952). In fact the 1950’s is greatly considered as the era of ‘ glamour’.

 Peiss comments upon the shift in what it is to have a ‘ feminine’ identity, saying that the Revlon advert consists of ;  “ a mix of visual and verbal cues”. (1998: P.251).

This will be particularly beneficial to my own analysis of the inter relations between 

text and imagery (4.5 The relationship between Images and text). 

Wolf (1990) begins with an evaluation of the ideological and social consequences of a ‘ beauty ideal’, but questions its existence. She discusses female sexuality in relationship to politics and culture, to indicate the inherent manipulation surrounding women’s sense of self and Identity. She argues that the beauty myth is an innate construct of social control. On page 10 she says that;

         “ As women released themselves from the feminine mystique of domesticity, the 

          beauty myth took over its lost ground, expanding as it wanted to carry on its

         work of social control” . 

The personification of the ideology of a ‘beauty myth’, is used here, to demonstrate the enormous social and political power that ‘feminine identity’ has on 

women. 

On page 13, Wolf deconstructs the nature of the ‘beauty myth’, and argues that it is 

based on ‘emotional distance, politics, finance and sexual repression’ (1990).

Wolf  holds the position of the identity construction of the Modern-day women , prevailing from the patriarchal system that society has long been engaged in. 
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The stance that she takes, stemming from post-feminism; insists that the ‘beauty myth’ is an overwhelmingly powerful social tool. This is because it carries the message that they must be ‘beautiful’, in order to be successful. 

On pages 58-60, she engages in a discussion about the ‘Culture’ surrounding the

‘beauty myth’.  She insists that the nature of beauty and femininity, is rigidly placed in 

cultural stereotypes. She comments that; 

           “ Culture stereotypes women to fit the myth by flattening the feminine into

            beauty-without-intelligence or intelligence-without beauty; women are 

           allowed a mind or body but not both”.

           (1990: P. 59).

From discussing Wolf’s ideology of a ‘beauty myth’, I am now going to move into my analysis of the cosmetic booklets and their construction of identity. I shall keep in mind the relevant and insightful researchers mentioned here, as they have provided me with the necessary methodological and theoretical principles to unearth my own findings.
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3. Methodology 
As has been mentioned previously, little work surrounds the area that this research

project concentrates on . However, it was decided that the method of approaching 

the data collected in this dissertation would draw shape from a textual means of 

analysis . This includes a detailed analysis of the chosen booklets, with specific 

divisions or categories through which the findings were reported. The categories focus

upon ‘text, Imagery and messages’, all of which will be related to ‘identity 

construction’.

 Principally the texts were collected from a wide selection of cosmetics brands, but it 

was decided that a narrower but more definitive selection of texts would lead to 

greater room for an in-depth analysis. The texts fall under two main cosmetic 

companies; Urban Decay and Benefit. Two booklets were selected from the Urban 

Decay range to correspond to the larger scale text that Benefit employed. The texts 

were chosen from a leading department store in a grand scale shopping outlet, thus 

would be openly accessible to a wide range and number of women. 

It was decided that the texts would be chosen as on first hand they were attractive to 

the researcher’s eye. Furthermore, they each produced trends whereby the language 

and imagery in the booklets were working together on numerous levels.

It was because of these reasons that the sample texts collected during this project were 

considered important in understanding and answering the research questions that were 

set . 

It was decided that the focus of the analysis would be purely on the texts themselves,
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because of the time constraints on the research project. As well as this was the fact 

that the concern was addressed specifically at how cosmetics booklets persuade and 

manipulate women to take on different identities or to reassure their current identity;

so it seemed more poignant to condense the focus down to what was of greatest 

importance to the study. Rather than to be concerned with broader questions which 

would not be suitably touched upon or developed .

The methodology chosen, concentrates upon a ‘qualitative’ means of analysis, which 

was influenced from research by Peiss (1998), Wolf (1991) and Goffman (1979).
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4. Analysis 

In this section I will concentrate my focus on the analysis of the texts that underpin

my dissertation and my eventual conclusions to the study. At first I was unsure

about which direction my analysis should go in. I wanted to make sure that the 

analysis  itself was detailed on both a primary linguistic level, as well as touching 

upon deeper levels involving messages which any or all of the booklets were adopting 

to raise the status and selling power of the cosmetics company which released them.

Therefore, I decided to group together my findings and divide them up into sub-

headings, which would provide a clear picture of the evidence which either supports 

or goes against my working theory. The sub-headings were chosen out of the findings 

which were most visible in the texts, as well as the most interesting categories that 

would excite and further this study project . Here are the sub-headings which I have 

chosen, and overleaf are the sections themselves with a detailed explanation of the 

findings and a gateway into the impending conclusion of the investigation;

4.1  Imagery and Layout 

4.2 Vocabulary 

4.3 Selling an Identity/ Identities 

4.4 Trends 

4.5 The relationship between Images and Text

4.6   Product Names 

4.7   Messages

 This is the general outline for the analysis section. I will now introduce my first 

section. 
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4.1 Imagery and Layout 
This section of my analysis will concentrate on the use of colour, shading, product 

display and the general layout in the booklets . This is perhaps the most obvious 

heading to use in an analysis of this kind, but is still vastly useful as both a theoretical 

and practical concept of analysis . 

In this section, I will begin by looking at each of the Urban Decay booklets in turn, 

before concentrating on the Benefit booklet. 

Urban Decay 

“ Rock Superstar”

In “Rock Superstar”; the front page conceptualises the genre of ‘music and 

song writing’ through the bright bold colouring and the positioning of the models.

The graphic blue/black border; in contrast to the purple centre piece, gives the 

impression of a ‘ rebellious’ attitude (fig.1). This is interpreted through the 

full facing eye contact by the two main female models. Each are grouped into boxes, 

which summarises graphologically, the ‘ three’  looks inside . 

Inside the booklet, the same bordering colours apply, but the layout changes. 

Firstly, the reader is presented with the ‘ look’  (see 4.5The relationship between 

Images and Text). This consists of an ‘ arts face’, with the product colours and 

names displayed besides the graphic. 

Although it is important to note that the standard presentation of ‘ Arts face’ 

accompanied by the ‘Model’ applies throughout the booklet; here I shall discuss the 

two out of the three looks that are most interesting to analyse (these can be located 

in the appendix) .
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The first look presented in the collection is entitled; ‘Buzzkill’. The look is 

presented as ‘ bold and rebellious’. This is evident through the model; ‘Jessica’s’, 

strong, self-assured gaze away from the camera, as though she is ‘ lost in her own 

world’. 
In comparison in; ‘Asphyxia’, the model ‘Tobey’ is engaged in a apparent ‘ visual 

foreplay’ with the camera. She is lying down in the photograph, head tilted and her 

hand placed against her hair. Her make-up is ‘ sharp and striking’, less glossy and 

stylised than the ‘Buzzkill’ look. The imagery surrounding her is stereotypically

‘ alternative’.  She is dressed in black, which matches her hair; and presents 

connotations of a :‘dark, rebellious attitude’  synonymous with the lifestyle of a 

‘Rock Superstar’.

To refer back to the idea of ‘ visual foreplay’ operating from the image, ‘Tobey’

is presented in a ‘ sexually ambiguous’ way. Firstly, her body posturing is ‘sexually 

inviting’, from the eye contact with the camera, to the absence of a smile, that 

suggests ‘ sexual confidence and power’. However, it is also interesting to note the 

sense of ‘ submission’  in the image. She is lying down, and her hand is rested against 

her hair, which is connected with the ideology of ‘ femininity’ . 

Lastly, I shall discuss an image which ‘caught my eye’ when deciding upon my 

analysis categories, and which is interesting and pertinent to comment upon. I shall be 

using the images I have chosen in this section , in further sections, as they are the 

most ‘insightful’ from the analysis. 

At the back of the ‘ Rock Superstar’ booklet, folded in against the products 

displayed (see 4.5 The relationship between Images and text; and 4.6 Product 

Names), is an image of the model from the ‘Hotpants’ look (fig.7 ). ‘Shannon’, is  
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‘applying her make-up’ in the image, the only model to do so. Her gaze is focussed on 

‘herself’, she is gazing into the reflection from a trailer (or ‘tour bus’, categorical of 

 all ‘ Rock Superstars’ to travel in), apparently ‘reapplying her lipstick’. The image 

is ‘ eye-catching’, because it captures her as ‘caught in the moment’. The models in 

‘Buzzkill’ and ‘Asphyxia’ are presented as the centre pieces of a completed act, or 

performance of ‘identity’ (see 4.3 Selling an Identity/ Identities). ‘Shannon’, 

however, appears to be ‘ in charge of her identity’, as she is conducting the act 

herself, even if partially, she appears to be ‘controlling the image’.

I shall involve and discuss the back page of the ‘Rock Superstar’ booklet in (4.5

The relationship between Images and Text), which will be an extension of this 

section. 

Urban Decay 

“Side Show” 

In “ Side Show”, the reader is presented with a ‘ fast, colourful blur of images’.

On the Front cover, the border is a deep purple with a gold inner margin, which encapsulates the image. The ‘model’ is surrounded by a blurred image of a fairground, and appears to be the ‘ still’ image on the front cover  (fig.9 ).

She is  ‘foregrounded’ on the page, which gives the impression that she is the most important ‘focus’ . 

Similarly, to ‘Rock Superstar’, I will take the two most important and interesting ‘looks’, in order to discuss imagery and layout in accordance to my research questions.

Inside, the booklet presents ‘ four’ separate looks, with the ‘arts face’ format of 
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‘Rock Superstar’, but the layout is different. The ‘arts faces’ are presented as a ‘collection’, they are displayed alongside each other in precise and clear manner, with the product colours ‘applied’ to the faces, and the product names ‘directed’ towards them. 

The ‘models’ are ‘encased’ inside the booklet, and here I shall discuss the two looks 

‘Carney Girl’ and ‘Grifter’.

I felt it was interesting to select these two looks, because they both use the ‘same’ model, but present her radically differently. This will lead into further sections,

(see 4.3 Selling and identity/identities, 4.5 The relationship between Images and Text), and will help structure my eventual discussion. 

In ‘Carney Girl’, the model, ‘Min’ , is the whole focus of the image. She takes up the entire space of the picture and appears to be involved in the ‘event’.

She is gazing straight at the camera, her hair tousled over one side of her face and her make-up ‘neutral and natural’. However, her lips are ‘parted’ and ‘glossy’, which presents another form of  ‘visual foreplay’ (fig.11). ‘Min’, is adopting a ‘sexually curious’ gaze, as though she is looking directly at the ‘consumer/reader’. The image 

is down played sexually, because of the ‘light’ colours used. 

In ‘Grifter’, ‘Min’ is presented visually and emotionally differently. This image 

(fig.12) is both ‘bolder’ in colour usage, and more ‘sexually assertive’  in relationship to gaze, body posturing and connotations. 

‘Min’, ‘holds the gaze’ in the picture, her face ‘expressionless’, which gives the impression of  ‘control, power are assertiveness’. Her make-up is ‘heavier and 
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sleeker’, the main focus being on the eyes. The ‘pink’ on her eyelids matches the cotton candy she is ‘crushing’ in her hands, which suggests a ‘sexual aggression’

(see 4.3 Selling an identity/identities, 4.7 Messages). 

The contrast between ‘Carney Girl’ and ‘Grifter’, is useful in terms of addressing my research questions in (5. Discussion) and will help me progress into my further 

analysis sections.  
Benefit

“Spring/Summer 2003”

In contrast to the Urban Decay booklets, Benefit is presented in a ‘catalogue format’,

the products are organised into headings, with a contents page on the inside cover, to 

‘direct’  the consumer towards the product or ‘look’ that they desire. 

Here, I shall analyse the sections/ pages that generate the most comparable and 

interesting findings, that will lead into the proceeding analysis sections. 

The front cover is ‘bold and striking’, the horizontal blocks of yellow and pink 

immediately stand out on the page and the brand is recognised firstly by the date of 

the booklet, then the brand name, and lastly where the brand is made. 

The image of the woman (fig.14) is unusual in comparison to the Urban 

Decay booklets. The art sketch chosen by Benefit, has connotations of ‘glamour’, 

reminiscent of the 1950’s (see 4.3 Selling and identity/identities, 4.7 Messages).

The pose in the sketch is remarkable ‘formal’, and suggests that Benefit are 

selling a ‘sophisticated and glamorous’  consumer identity. 

The volume and detail in the booklet means that the advertising costs are high, which 

also implies that Benefit are selling towards the higher end of the consumer market. 
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On pages 5-7, there is part of a section called: ‘ Fake-its’  (fig’s 15-17). 

On page 5, there is the product ‘ Dandelion’, which is presented against a soft pink 

background, with the section heading captured in the top right hand corner. The 

product is ‘blusher’, and is a soft pink shade, so the layout adds to the ‘naturalness’
promoted from the imagery. On page 6, several ‘ eye make-up’ products are grouped 

together . Four products are shown surrounding the text (see 4.5 The relationship 

between Images and Text), all presented as ‘ready to use’ (fig.16). 

On page 7, one product: ‘ dr.feelgood’ is presented on a background that matches the 

product tin (fig.17).  The product is displayed against a lime green and 

flowered left hand border, and is ‘ sharp and striking’ to the eye. 

Furthermore, in the ‘Fake-its’ section , on page 10, two ‘instantaneous effects’ 

products are presented (see 4.4 Trends, 4.7 Messages): ‘ ooh la lift’ and ‘ Lip 

plump’. Both are set against a bright pink background, and are placed side by side

(fig.18).

On pages 16-17, begins the ‘Bathina’ section. Page 16 introduces the section, with a 

black background with a dark purple font. Underneath, the text is shaped ‘beside the 

image’, of a woman ‘applying a product’ to her body (fig.20).

On page 17, a ‘husky pink’ background is used, with a sketch of a woman’s legs 

‘faded-in’ , with the product: ‘Chickster’ displayed over the sketch.  This is a 

‘direct reference’ to the product, which is shown as it ‘really appears’ underneath the 

text, at the bottom of the page.

On pages 21-23, are the ‘Eye Color’ products. On page 21, the heading is placed in 

the left hand margin, in a bold black font on a ‘lime green’ background. The products
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are presented as ‘ready to use’ (fig.22), and are ‘bright and bold’ colours, 

which contrast against the borderline.

On pages 22 and 23, a selection of ‘ eye essentials’ are displayed on a white 

background, with a black divider which is neatly used for the ‘Mascara’ backdrop.

 On pages 24 and 25, is the ‘Lip Color’ section, the products presented on a 

white background with a ‘bold pink’  left hand margin (fig.25-26). 

The products displayed are opened, with ‘samples’ from the colour range shown 

with an  ‘image of the product’. All are  ‘assembled’ in an ‘open and accessible’ 

format.
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4.2  Vocabulary 

Here, I shall look at the most interesting and unique use of vocabulary employed in 

the booklets; concentrating on, use of phrases, quirky and unusual adjectives and 

descriptive devices, and attempt to discover what they demonstrate in accordance to 

the construction of identities. 

Urban Decay 

“ Rock Superstar” 

In “ Rock Superstar”, the booklet introduces the consumer/reader to the ideology of being a “Rock Superstar”, with the summarising line on the front cover;

    “ 3 Rockin’ looks for Spring 2001”.

On the first page, the look “Buzzkill”, is split down the page, to ‘set out’ the process of achieving it. There are frequent examples of instructional imperatives. For example on lines 1-3 (fig.2);

    “ Highlight brow bone …” 

  “ Dust Hotpants shadow…”

  “ Apply Soot eye pencil..”.

This helps to construct the sense of the consumer as the ‘artist’, as although they are 

being guided through the look, they are in charge (see 4.7 Messages). The products are ‘identified’ after the imperatives. For example in lines 4 and 5;

     “ Apply two coats of Soot Mascarra”

    “ Finish with a couple of Urban Decay Rocks!…”.
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This provides a strategic sequence for the consumer to follow. The colloquialisms in the booklet, provides a friendly tone. For example, on line 9;

        “ Top off with a high gloss coat of Buzzkill lip gunk”.

The absence of personal pronouns generates the impression that the booklets are purely ‘instructional and informative’. 

The vocabulary is topic specific, which is necessary for persuading women to purchase the products, and to ‘embark upon the identity/identities’ on offer. For example, on line 10;

    “ Uzi Nail Enamel looks great next to six shiny guitar strings”.

In Asphyxia, the vocabulary mirrors the ‘rebellious’ imagery and suggested ‘identity’

(see 4.3 Selling and Identity/Identities). Throughout “ Rock Superstar”, the emphasis is on the consumer as the ‘artist’, and here the same strategy applies. However, there are powerful ‘assertions’ in the language. For example, on line 7, there is the implication that the consumer who ‘associates with this look’, will be 

outgoing and dramatic;

   “Apply Hotpants Urban fx above cheekbones-you can blend it into the shadow for 

   more dazzle and drama”.

Here, the consumer is being referred to directly, “you” and the definite article, “the” 
is excluded after “above” which formulates a personal, instructional and casual tone. 

There are two unusual examples of ‘informal conversation’ occurring in the text, which are immediately noticeable. On line 8;

    “ Gob on Asphyxia lip gunk for lacquered, shiny lips”. 
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The phrase “Gob on” is a slang expression, which suggests a ‘messy, wild’ application, and a ‘rebellious’ attitude. On line 9;

    “ Knock ‘em dead with Asphyxia Nail Enamel”.

Similarly, the slang abbreviation ‘ ‘em’ suggests the promotion of a rebellion against conformity, and an ‘assertiveness’, ‘Knock ‘em dead’. This is achieved through the use of the products , ‘……with Asphyxia Nail Enamel’ which contrasts the empowerment of the consumer against the ‘necessity’ to purchase these products to

‘achieve this look’.

“ Side show”

In contrast to “Rock Superstar”, there is very little text to analyse. The main focus is on the imagery, and I will expand my argument in (4.5 The relationship between Images and Text), of the importance of this difference. 

However, the vocabulary on the ‘back cover’ and ‘underneath the images’ is important to discuss. On the back cover (fig.13), a ‘summary’ of the collection is inserted. The ‘world’ that the booklet promotes to women, is exaggerated in the ‘colourful adjectives’ employed. For example;

    “ Showcasing light, sparkling, duochromatic colors….”.

The ‘invented world and identity’ that the booklet constructs, is brought to life in the 

personification and acclamation of the ‘models’ and the ‘cosmetics company’. For example;

  “ Our side show combines the colors of snow cones….”.
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And in the ‘identities and personalities’ of the ‘Side show women’;

 “ Light and bright, yet wickedly fun, the women of the sideshow steal hearts and 

   minds out on the midway”. 

In the ‘look’, “Carney Girl”, the model ‘ Min’ (fig.11) is described as possessing;

  “ ….a thing for Carneys..As long as they had things for her”. 

This suggests the ‘assertive’ attitude that is promoted throughout the booklet.

In “Grifter”, ‘Min’ is identified in the text as ‘selfish yet empowered’ (fig.12);

  “Min doesn’t share her feelings, or her cotton candy”.

This is only concluded from the imagery, which is the main ‘focus’ in the booklet.

I shall further the relevance of this trend in (4.4 Trends, 4.5 The relationship between Images and Text). 

“ Benefit”

Due to the large scale of the booklet, I shall discuss the most interesting and relevant examples, all of which are located in the appendix (fig’s 14-26).

On pages 5-7 (fig’s 15-17), in the ‘Fake-its’ section the vocabulary is personal, involved and direct. The use of personal pronouns connects the consumer to the product, which is a powerful construction. For example on page 5;

   “ takes Your complexion from dull to daring in an instant”.

The ‘promises’ that the product makes are affirmed continually, to ‘persuade and convince’. For example;

   “ this ballerina-pink sheer powder takes your complexion from dull to daring in an 

    instant”.
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On page 6, the product ‘bad gal’ is described as ‘providing’ the desired ‘effect’;

   “ For that extra smoky look, line your eyes with this extra soft, extra chunky

     pencil” (fig.16).

The repetition of ‘extra’ gives the product an elevation of superiority and provides the connotation that this is essential. The imperatives are powerfully affirmative;

  “ Be bold. Be beautiful”.

On page 10, “Ooh la lift” (fig.18) is referred to in terms of its ‘performance,

guarantees and necessity’. For example the promise;

 “ It’s like an instant eyelift”.

Furthermore, the abilities of the product are outlined in a three-part list;

 “ Tighten, brighten and de-puff your eyes”.

This is only ‘guaranteed’ through the purchase of the product, which is affirmed as

an ‘essential’ to women who ‘need’ it; 

   “ It’s your rescue remedy”.

On page 22, the product ‘Babe Cakes’ is described as possessing the ‘glamour of the 1950’s’ (fig.23). The products are all named after famous 1950’s actresses to provide ‘authenticity and uniqueness’ (see 4.6 Product Names). For example;

   “ Return to the nostalgia of the ‘50’s’, with these cake eyeliners”.

On page 23, the ‘eyelash curler’ is described using alliteration;

    “ For more flutter & flirt…”.

The attributes of the product are presented in a long list, and the ‘potential difficulties’

are dispelled;

  “ this eyelash curler styles, separates & elongates lashes without any pinching,

   pulling or tugging”.
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The closing imperative phrase is a catchy half-rhyme, which adds to the ‘casual and friendly’ advertising style of Benefit;

  “ Get the curl, girl”.

On page 24 (fig.25), the ‘Lipsticks’ are introduced with a superlative and 

a question;

  “ The best in lipsticks…don’t you deserve the best?”.

The question is directed at the consumer, as a ‘prompt’ into their evaluation of 

‘self-worth’. The concept of the product being the ‘best’ is repeated in the description;

   “ These creams, pearls & sheers are the best in color & texture”.

This impresses upon the ‘uniqueness’ of the product, coupled with the ‘satisfaction’ that is gained from finding them. For example;

   “ We’ve chosen them for you so you don’t need to look any further”. 

The vocabulary analysed in Benefit is catchy, directive and informal. 

I shall continue my discussion of the similarities and differences between Urban Decay and Benefit in (4.4 Trends), but will now move onto discuss the construction of identities. 

Page 34

4.3 Selling an identity/identities 

I shall discuss the construction of identities in relation to visual imagery, promotional 

ideology and ‘assumed’ correspondence to a suggested ‘beauty ideal’. 

Urban Decay

“ Rock Superstar”

In “ Rock Superstar”, the link between ‘visual representation’ and identity is enforced through the three looks. Each look ‘offers’ a different take on a ‘beauty ideal’, with the assumption that one or more will appeal to your sense of ‘self’. 

The suggested identities on offer in the booklet, are compact, each corresponds to a selection of products, which are needed to ‘achieve’ the look and attain the ‘desired effect. Although each look is interchangeable, it is implied that ‘you’ will relate to one over the others. For example (fig’s1-8);

“ Buzzkill” 

    “ looks great next to six shiny guitar strings”.

This conveys an ‘acoustic/dreamer’ identity, and correlates to the overall identity of 

‘being a rock superstar’ .

“Asphyxia”
   “ Knock ‘em dead with Asphyxia Nail Enamel”.

This promotes an ‘assertive, powerful and alternative’ identity, relatable to a woman who ‘possesses’ those attributes, and who is looking to ‘enhance’ them visually. 
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In relationship to gender, the identities ‘sold’ to women are rebellious, moving away from the conceived notion of ‘femininity’, and towards a ‘sexual empowerment’. 

However, the booklet does touch upon the concept of ‘attracting’ a man through

Cosmetics. For example on the back cover (fig.8);

      “You always wanted to date the guy in the band-here’s your chance”.

This contains the assumption that this is the kind of man you ‘desire’, because you, yourself are interested in ‘becoming a rock superstar’. The hypothetical ‘Rockstar Boyfriend’ is presented as a ‘commodity’, which promotes a ‘sexual control and confidence’. For example;

       “ Turn your boyfriend into a Rock Superstar just like Biff”.

He is manipulated and ‘transformed’ through cosmetic enhancement, and the

feminine identity is presented as ‘shared, powerful and attractive’;

     “ For a finishing touch, put lots of shimmery Hotpants lip Gunk on yourself –

       then kiss his lips.Mmmm”.

This is empowering, as it is offering a ‘fantasy into reality’, and ‘objectifies the 

masculine image’, into a ‘creative process of the feminine world’  (cosmetics).

“ Side show”

In “Sideshow”, the impressions deduced from the ‘visual imagery’, 

advocate a ‘provocative, ambiguous’ identity. The setting of a ‘fairground’ is 

manipulated to contrast the sense of ‘fun, excitement and colour’ with the ‘sexual 

connotations of seediness and seduction’. The sexual connotations are openly 

identified. For example (fig.13);
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     “Seedy side of Sexy Carney girls”.

Furthermore, the women in the booklets are compared to the scenery, which heightens 

the sense of  a ‘constructed world’, that  is identity-specific (fig.13);

     “Light and bright, yet wickedly fun”.

The ‘invitation’ to join this world is lucrative, the women who ‘correspond’ to the 

idealised identity in the booklet are treated as a ‘collective who can attract and 

manipulate’;

     “the women of the Side Show steal hearts and minds out on the midway”.

However, they are still recognised as ‘belonging to the cosmetics world’, through the 

possessive treatment of the ‘prescribed identity’;

      “ Our Side Show combines the colors of snow cones, balloons and the dizzying 

        rides with the seedy side of sexy Carney girls”.

In the looks “Carney Girl” and “Grifter”, the identities constructed verge on 

“sexual allure and power”, which is noticeable in the ‘products section’ (fig.13), verifying the interwoven messages (see 4.7 Messages)that are created to ‘provide a complex, intriguing and specialised world’.

“Benefit”

In Comparison to Urban Decay, the emphasis in Benefit is concentrated upon the 

attainment of  ‘glamour and prestige’. The identities available are grouped into sections, which indicates a ‘multi-dimensional and perfectionist’ attitude towards 

cosmetic enhancement. The greater number of ‘roles’ to choose, provides flexibility, but also suggests a ‘need to improve any perceivable faults’. The products are marketed towards ‘instant perfection, glamour and social envy’, a powerful message 

Page 37

to sell (see 4.7 Messages). The ‘perfected identity’ is recognised as dependent upon product use. For example, in the “Fake-its section” (fig.18), the product 

“Ooh la lift” promises that;

      “ It’s like an instant eyelift. Tighten, brighten and de-puff your eyes”.

On pages 16-17 (fig’s 20-21) the ‘glamorous’ imagery of the “Bathina” products,

promote a ‘socially and visually perceived ideal’.  For example, presumptions are made in relation to the ‘type’ of woman who would purchase them;

      “ you’re looking lovely, your hair is playing by your rules for once and your 

       new outfit is revealing just the right curves”.

The products are ‘brought to life’ through personification. For example;

       “ Luckily, Bathina’s on hand with her seductive ,wistfully scented boudoir 

        collection….”.

This helps create an  ‘authenticity and uniqueness’ for Benefit, establishing a formulaic but effective means of marketing the products (see 4.6 Product Names).

On pages 21-23, a ‘complete toolkit for eyes’ is advertised. The product ‘Babe Cakes’

(fig.23) promotes a ‘glamorous’ identity, by the deployment of  film starlets names to the colours. 

Similarly, on page 22, the ‘Mascara’ promotes a ‘Feminine, high maintenance’ identity. For example, the text states that you will;

    “ Get that “girl next door” look of innocent appeal with this no fuss, no muss 

      mascara  that creates plush lashes”.
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However, the ‘mascara’ is ‘not enough to achieve the desired look/identity’, the wide range of eye care products described as ‘essential’, suggest the promotion of a ‘beauty overhaul’. For example, the ‘tools’ are also advertised (fig.23).

The construction of identities created within the cosmetic booklets, share similar promotions of ‘ideals’, but are approached differently, in terms of ‘visual address/imagery’, ‘stereotypes of beauty’ and ‘how to achieve the look you desire’. 
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4.4 Trends

I shall summarise the ‘trends’ that I have discovered, in three sub headings which correspond to both cosmetic brands. These are; ‘Vocabulary’, ‘Ideology’ and 

‘Imagery’.

Vocabulary

* Urban Decay and Benefit both ‘invite’ the consumer into the world that they     construct. In “Rock Superstar”, on the back cover (fig.8), a casual suggestion is made that you can ‘become part of this world’;

      “ Whether You’re a dark gothic queen or a mellow acoustic dreamer, there’s a

        little Rock Superstar in you”.

  In Benefit, the vocabulary ‘engages’ with the reader, through the use of personal 

  pronouns, colloquialisms and invitations to ‘improve and enhance’ your 

  appearance. For example, on page 25, ‘glosses’(fig.26);

         “ Wear these patent leather shines solo or with someone you love, lust after,

          flirt with…. You can’t go wrong”.

* Both use ‘promises’ in the vocabulary. In “Rock Superstar”(fig.6), 

   the booklet guarantees consumer success;

       “ These are the goods that get you the look”.

   In Benefit, ‘promises’ are made that flatter and reassure women. For example,

   on page 21, ‘Show offs’, (fig.22) there is the insistence that;

    “ These semi-precious little gems are just what you need to grab some attention”.
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 Ideology

* In both Urban Decay and Benefit, the ideology of being ‘transformed’ through the application of products is strongly presented. The ‘instantaneous’ success achieved through using the products is assured in both brands, but more noticeably, with Benefit. On page 11, (fig.19 ) this is seen with  ‘it stick’;

     “ It’s the instant concealing pencil that does it all”.

* ‘Assumed Knowledge’ on the part of the consumer is made, to create the ideology of

 being the ‘artist/creator of your identity’ and to compliment them. This is particularly 

striking with Urban Decay. In “Rock Superstar”, the ‘application procedures’ 

guide the consumer into ‘attaining the look that they desire’, and the ideology that they relate to (fig.2);

    “ Apply Soot Eye pencil to upper lash line and smudge, then lightly line the 

     inner corner and lower lash line”.

* ‘Assertiveness’ is a key ideology in the Urban Decay booklets. In  “Side Show”,

  the juxtaposition of images and messages intermingle, to suggest an identity that 

  is ambiguous, yet self-assured. For example (fig.13);

      “ light and bright, yet wickedly fun, the women of Side Show steal hearts and 

        minds out on the midway”.

* ‘Femininity’ is manipulated, in both Urban Decay and Benefit. In “Rock 

    Superstar”, the perceived ‘ feminine’ identity, is one whereby, the ‘masculine’
     is objectified (fig.8);

         “ Turn your boyfriend into a Rock Superstar….”.

Page 41

In Benefit, a ‘classic’ feminine identity is promoted, with the connotation that this 

will help you attain the ‘lifestyle’ that you desire. For example (fig.15);

      “ Dandelion will have them all wondering …how do you look so pretty at eight 

        in the morning?”.

The implication that these products will make you ‘socially admired’ is a powerful

message in relationship to identity construction (see 5.3 Messages).

Imagery

* The relationship between imagery an ‘ideology’ is closely connected, and in 

   Urban Decay, the presentation of the models in both booklets acts as a ‘visual 

   Summary’ of the look, and an invitation that ‘you can look like this’ if you purchase 

   the products. 

 * ‘ Desire/attraction’- the implication that the application of the products will 

    lead to you becoming ‘desirable’, is a persuasive social tool. In Benefit, the 

    emphasis on ‘attractiveness’ is firmly placed on the ‘product effects’. For example

    (fig.16);

        “ line your eyes with this extra soft, extra chunky pencil. Be bold. Be beautiful”.

     In Urban Decay, the emphasis is on the ‘impression’ that wearing their make-up

     will give you. In “Rock Superstar”, (fig.6);

       “ You asked for them, so here they are! A sextet of shades specially designed

         to look stunning on any Urban Decay groupie”. 

 * The ‘sexual messages’ interpreted from the images, create the ‘preferred’ identity,

    as one which is ‘irresistible, confident and in control’.
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4.5 The relationship between Images and Text

This section shall conclude (4.1 Imagery and Layout), I will look at specific instances of how imagery and text interact, and how this relates to identity. 

Urban Decay

“Rock Superstar”

On the product display page, the impression is placed on the ‘images of the 

products’ (fig.6). Previously, the reference to the products was made through the ‘arts 

faces’ and the accompanying texts, this provides a ‘visual verification’ of what the 

products claim to do and look like. The products used in creating the looks, are 

displayed at the top of the page, so that they are the first image to catch your eye. 

Underneath the box which ‘contains the products’, the text ‘advertises and appeals to 

opposite stereotypes of beauty’, which creates the promotion of an ‘individually 

conceived identity’. The ‘new’ products are referred to topic-specifically;

      “ Break out the lighters…

        Here comes the encore!”.

Urban Decay

“Side Show”

The four looks are ‘contained’ in four boxes, and open out to show the looks inside 

(fig.10). The products are ‘directed’ towards the arts faces, which provides ‘visual 

cues’ as to how you will ‘achieve’ the look. ‘Tips’ are given in the bottom right hand 

corner of each box, which is the only ‘textual’ construction in the booklet, besides 

from the front and back cover (fig.9,fig.13). In the looks ‘Freakshow’ and ‘Carney 
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Girl’, the ‘tips’ describe the products as well as ‘direct’ the consumer into ‘improving 

the look’. For example (fig.10);

      “ Surreal Skin Liquid Foundation creates a flawless face for any look”.

The interaction between text and imagery, acts as a ‘preview’ into the enclosed looks, 

and demonstrates the connections that can be drawn from ‘visual and textual cues’, 

into constructing (cosmetic) identities. 

Benefit 

On page 25, the images of the products ‘enclose’ the text, and take up the largest 

space on the page. The ‘Lip sketching Pencils’ (fig.25), stretch over onto the 

page, enhancing the impression that the products are ‘complementary’ to each other. 

The products are displayed as ‘ready to use’ and the range of colours (see ‘glosses’, 

fig.26) shown correspond to the ‘range of possibilities’ that can be created. 

In relationship to identity, Benefit provide the widest array of ‘choices’ that can be 

selected, all of which promote a ‘glamorous, high maintenance lifestyle’. The booklet 

invests textual and visual displays into the forum of ‘self improvement’, so as to 

provide a ‘manual’ for women.

Urban Decay ‘assumes’ that their target audience will have the ‘skills and 

knowledge’ needed to achieve the ‘cosmetic ideal’ that they strive for and, therefore, 

place less emphasis on the product ‘effects’. The marketing of imagery and text 

in both booklets, promotes a ‘self-assured, sexually attractive and powerful’ identity, 

which is not approached in Benefit. 
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4.6 Product Names

Here, I will select Three examples from each booklet of interesting and unusual 

names of products, and relate them to the construction of identities.

Urban Decay

“Rock Superstar”
* ‘Hotpants Urban FX’ (fig.4)- generates the impression of  ‘provocative naughtiness’, the name ‘Hotpants’ has connotations of wild behaviour. 

* ‘Buzzkill Lip Gunk’ (fig.2)- the colloquial name suggests a ‘nonchalant, 

   carefree’ attitude, which mirrors the look promoted in ‘Buzzkill’ (fig.3).

 * ‘Asphyxia Shadow’ (fig.4)- the name has connotations of ‘excess, danger 

   and apprehension’, which is comparable to the imagery in ‘Asphyxia’.

“Side Show”

* ‘Freakshow Nail Enamel’ (fig.10)- the name creates the impression of the 

   promotion of  ‘individuality and dramatic flair’, it connects to the booklet name and 

   the ideology of being ‘ risky and shocking’.

* ‘Shattered Liquid Liner’ (fig.10)- the subversive name uses an exaggerated  colloquialism for being ‘tired’, to suggest that the product will wake you up. 

* ‘Carney XXX Shine Lip gloss’ (fig.10)- the name connects to the ideology 

presented in the booklet ,the name ‘Carney’ is a direct representation of the ‘fairground’ and the women acknowledged as ‘possessing the characteristics that 

Side Show promotes’. The repetition of  ‘X’ (acting as a written ‘kiss’), implies the 

product will impact upon your image, and is connection to ‘desirability’.
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Benefit

* ‘mr.frosty’ (fig.16)- personification of nature, suggesting that you can 

    become ‘light, pure and striking’.  Unlike Urban Decay, the products are 

    heavily described.

* ‘dr.feelgood’ (fig.17)- personification of an emotional response, suggesting 

    a ‘rescue aid’ that you ‘cannot be without’. The ‘assigned role’ of a doctor is to 

    help you ‘recover’, which is strongly implied in the imagery and text. 

* ‘show offs’ (fig.22)-  connotations of a ‘positive impression’  of being the 

    centre of attention , and wanting to be ‘noticed and desired’. 
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4.7 Messages

This section will summarise all that I have discovered in the analysis, furthermore, 

I shall look at the ‘messages’ that are noticeable from the booklets, and correspond

them into my investigation into the construction of identities. 

* ‘Desirability’- As I have mentioned throughout the investigation, the impact of 

   cosmetics shaping and guaranteeing ‘Desirability’, is noticeable from both Urban 

   Decay and Benefit. The products that are promoted in each booklet, promise that 

   you will not go ‘Unnoticed’ and that by choosing to use them will guarantee 

   ‘cosmetic success and attractiveness’. 

* ‘ Self-assurance/ Sexual Confidence’- This is observable from the Urban Decay 

     booklets, where the presentation of imagery and identity verges towards the risqué,

     provocative and suggestive. In “Side Show”, there is the inference that the ‘selfish,

    confident’ woman ‘gets what she wants’. This is connected to the ideology of being 

    ‘noticeable, socially admired and envied’ by being self-assured and ambiguous, 

     and  corresponds to the 21st century admonition of a reclamation of ‘female power’ 

    through behaving in a stereotypically ‘masculine’  manner.

* ‘Group and Individual Identity’- In “ Side Show”, the presentation of a constructed 

    world is strongly linked to a ‘group identity’, which has connotations of ‘strength, 

   resourcefulness and desirability’. For example (fig.13);

         “ the women of the Side Show steal hearts and minds out on the midway”.

The possibility to ‘join’ this world, is only offered through purchasing the products, 

and ‘taking on the identity/identities available’. 
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The affirmation of being ‘individual and noticeable’ is approached in both brands, 

Benefit create the opportunity for women to ‘enhance’ their appearance through 

many methods, and from using a variety of products, all of which promise that you 

will be ‘envied, admired, glamorous and unique’ .For example (fig.26);

      “ wear these patent leather shines Solo or with Someone you love, lust after,

        flirt with, lunch with, smile at …you can’t go wrong”.

In conclusion, the messages gathered from the booklets, help towards an 

understanding of the role that cosmetics plays in constructing and creating identities 

in women . I shall now move onto my discussion, where I will readdress my research 

questions, aims, address any problems that I faced, before concluding the 

investigation.
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5. Discussion

5.1 Research Questions 
* How are gender identities constructed by women through the use of cosmetics  

   booklets?

 - Throughout the dissertation I was keen to relate my hypotheses to the construction 

    of identities, discussing the move away from ‘feminine’ stereotypes, and towards a 

    broader and more ambivalent understanding of ‘feminine identity’ . In the analysis 

    section, I was able to clarify my understanding of how identities can be constructed 

    within the framework of language, imagery and messages ( 4.2 Vocabulary, 4.5

    The relationship between Images and Text and 4.7 Messages) and found that 

    the interaction between different modes of communication play a role in the 

    construction of identities. 

* What messages do these companies and their booklets send out to women?

 - In (4.7 Messages), I looked into the notable messages that can be drawn from 

   the presentation of identity and imagery in the booklets, and found that they provide 

  ‘mixed visual and textual’ cues in to what is a ‘desirable, attractive or socially 

  admired’ identity to possess. The impact this may have on women is impossible to 

  determine without a quantitative study, with detailed questionnaires and interviews, 

  but it appears that the messages inferred relate to the ‘individual identity’ of women,

 even if this is only achieved by the purchasing of the products advertised. 

Page 49

5.2 Limitations    
When beginning this investigation, I was uncertain about how to tackle the obvious 

limitations from investigating a research area which is relatively untouched. The main

limitation of my project was the lack of literature specific to the construction of identities in women. However, I made use of literature from a wide accolade of topic areas; from sociolinguistics, women’s studies and advertising. This helped me progress into my methodology and analysis with a clear focus and I feel that it did not pose as a fundamental problem.
Furthermore, my qualitative analysis made it difficult to present conclusive findings, they suggest general trends which I have discovered, but this dissertation is by no means categorical.
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5.3 Conclusion

From my investigation, I have gained a greater understanding surrounding the ideology of identity construction in women, relating to gender and gender studies. I have presented a qualitative study, whereby I have analysed three cosmetics booklets, marketed from Urban Decay and Benefit and discovered a range of insightful findings from how they use and manipulate Vocabulary, Imagery, Text,

Product names;  to “sell” their products to women. From my analysis section, I

can conclude that the identities constructed for women by the two cosmetics brands,

insist upon the importance of ‘confidence, desirability, glamour and prestige’. This was the premise of my literature review, where I discussed how make-up ‘impacts’ upon women and their ‘sense of self’. If I were to further this investigation, I would look into other cosmetics companies from a variety of markets and price ranges and discuss the role that ‘social status’ plays on women’s identity construction through the use of cosmetics. This would entail a quantitative study, using questionnaires to ascertain a wide collection of information from a range of women.

