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This paper lies within the field of discourse analysis. It seeks to examine the WL A
- .- . . . E)
influence of beauty products advertising labels on consumers, especially
women, and to analyze how writers of labels are trying to hoodwink women into 2021/3/3 M) jyls
modifying their potential behaviour and purchasing the targeted beauty products 2021/3/22  + Josatll Ayl
in the light of advertising labels used by writers of these labels. To this end, a = &
qualitative approach was adopted to analyze randomly the collected data from 2021/3/28  :, il Joid
various shops in the Iraqi local markets in the city of Basra. In order to analyze 2021/11/20  :call e ybte
the data, the analytical framework adopted is Fairclough’s (2001) discourse
analysis. The findings revealed that the producers of_the _advertising labels of : A2l LS
beauty products target women and try to capture their minds by using catchy - -
language and positive elements to influence the women for purchasing the discourse analysis
beauty products. The study revealed the ways that the writers of the beauty labels,
labels used to manipulate the women’s minds via adopting flamboyant elements women,

to promote their beauty products and captivate the women’s attentions towards
the products. It has been indicated that the writers of advertising labels avoided
elucidating any negative side effects of these beauty products. It has been found
that the concept of beauty is constructed and reconstructed via flamboyant
positive linguistic features as well as promoting how beauty products are
associated with an ideal perfect beautiful and garish skin.

beauty products,
flamboyant elements,
linguistic features
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1. Introduction

A plethora of studies has dealt with beauty
products labels as advertising discourse. Kotler
and Armstrong,2001; Durant and Lambrou, 2009
in their recent articles concerning the important
role of the labels of beauty products show that the
writers of these advertising labels use expressions
or discourse markers so that they can promote the
customers and bring their attention towards these
productions. On the same argument, other studies
have emphasized the social aspects of these

The text producer of beauty products labels
-as advertising discourse- try to promote their
beauty products so as to bring the customers'
attention. Most of these beauty products are
targeted to women because all women buy such
products to look more beautiful and attractive. The
investigation of beauty products labels as
advertising discourse has been an important
research topic due to its vital role in understanding
why people, particularly women, make certain
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decisions to purchase these beauty products and
how much effort they put into those decisions.
Moreover, these decisions depend mainly on the
persuasive language functionalized and used by the
text producers of beauty products labels.

e i oY aleJff

advertising labels and the influence of the catchy
language used in these advertisements to bring the
customers’ minds particularly women and
encourage them to buy the intended beauty
products ( Benwell & Stokoe,2006; Chong, 2015;
Igbal, 2014; Kress & Leeuwen; Ringrow, 2016;
Talbot,2010; Tahseem & Hameed,2015; Vahid&
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Esmaeli,2012). Furthermore, Fairclough (1992:91)
has emphasized the social effect and the vital
impact of these beauty products labels as
advertisements in targeting women to persuade
them towards the beauty products.

However, very little research has been
conducted in Arabic particularly in the Iraqi
context. Thus, this paper aims at analyzing the
flamboyant elements used in the beauty products
labels, as advertising discourse, available in the
Iragi local markets. The second aim is to analyze
the elements used by the writers of the beauty
products labels and how these elements
functionalized to promote the customers of their
products to purchase them. As a result, this study
mainly focuses on how women seem to be
influenced by the beauty products labels.
Advertising label can be considered as a message
written to promote a product. Labels' text
producers tend to use catchy and appealing
language to entice women to buy their beauty
products.

In this paper, the language of beauty
products labels as advertising discourse will be
investigated based on Fairclough’s (2001) model
to analyze the flamboyant elements and
expressions used by the writers of the advertising
labels in order to persuade and encourage
customers before buying any kind of beauty
products. Thus, the analysis in this paper attempts
to explain how the language written in the labels as
advertising discourse creates attitudinal meanings.
These attitudes can be deduced from the writers’
ability to express their viewpoints so as to modify
the customers’ behavior and move them purchase
the intended beauty products.

Generally speaking, this paper lies within
the realm of discourse analysis. It aims at
evaluating the language of beauty products
advertising labels discourse markers and focuses
on the use of the elements in beauty products
labels employed by the text producers to
manipulate and influence their customers
especially women.

As studied above, in the field of discourse
analysis, little has been done to examine beauty
product labels as advertising in Arabic texts. Thus,
this study is meant to fill part of this gap in this
field. To fulfill the objectives of the study, this
paper attempts to answer the following research
questions:

1. To what extent can the flamboyant elements,
adopted by the text producers of advertising labels,
capture the customers’ minds, especially women,
towards the beauty products?

2.What are the micro-structural elements
dominated to entice the Iraqi customers’ attention
particularly women and encourage them to
purchase the beauty products?

3. What is the role of non-linguistic features
utilized as a rococo sign?

2. Review of Literature

Beauty products advertising labels as a
discourse have been the subject of investigation in
a number of studies (Benwell & Stoke, 2006;
Durant & Lambrou, 2009; Kotler&Armstrong,
2001; Ringger, 2016; Talbot, 2010). As argued by
many researchers, using catchy expressions and
persuasive language in beauty products advertising
labels can have positive influence on customers’
minds.

Labrador et al. (2014) have dealt with the
rhetorical structure and persuasive language using
online texts of beauty products advertisements.
The data including one hundred samples collected
from Spanish and English advertisements. The
researchers analysed lexical and grammatical
features of these advertisements. The result of the
study showed that the grammatical and lexical
features of the advertisement have positive effect
on the customers. On the same argument, Kaur et
al (2013) discussed the discourse of beauty
products advertisements to see how the writers of
the advertisements functionalize a persuasive
language to manipulate or influence their
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customers. The results of their study show that
beauty products result in a better life. Moreover,
Walker (2007) states that advertising discourse has
the verbal and visual rhetorical elements integrated
with advertising discourse. The result of the study
demonstrates that the rhetorical elements promote
the customers and encourage them purchase those
beauty products. Indeed, as Lunyal (2015) put it,
the verbal and visual rhetoric devices in the
discourse of advertisements can have the influence
on the customers’ minds to purchase the beauty
products.

Although considerable research has dealt
with advertisements of beauty products in English
rather less attention has been given to beauty
products advertising labels as a discourse in Arabic
text particularly in lraqi context. This paper
initiates to examine and highlight the flamboyant
elements and catchy expressions used by the
writers of beauty products advertising labels
available in the Iraqi local markets in Arabic texts.
To do so, Fairclough’s (2001) model of critical
discourse analysis was adopted to analyse how
beauty products advertising labels as a discourse
construct the idea of beauty in the Iraqi women’s
minds and their attention is aroused then they are
encouraged to buy a beauty product.

3. Methodology

In order to do a further descriptive data
analysis, a qualitative analysis approach is more
appropriate rather than quantitative analysis. More
specifically, the data randomly collected for the
investigation including beauty products on skin
cream, beauty cream, beauty soap, and hair
colour...etc. Moreover, the data of the study was
randomly collected from the shops of the Iraqi
local markets. Every advertising label was
examined and analysed in detail. For the analysis
of the data, Fairclough’s (2001) model of critical
discourse analysis was adopted. This model has
three-dimensional framework including a concept
of discourse as a text ( micro-level), discourse
practice (meso-level) and social practice ( Macro-
level).The aim is to explore the relationships

among language, ideology, and power and to point
out how the writers of advertising labels persuade
the women to buy their beauty products. Thus, this
paper is a study that aims at analysing the
linguistic features and flamboyant elements of
beauty products advertising labels from the shops
in the Iraqgi local markets. In addition, the paper
focused on highlighting how the language of
advertising labels tends to manipulate women’s
minds and encourage them to purchase the
intended beauty products.

3.1. Procedures

Different beauty products were randomly
chosen from Iraqi local shops. The data were
examined and analyzed from critical discourse
perspective. The findings of the written discourse
on the labels of those products were compiled,
tabulated and analyzed qualitatively based on
Fairclough’s (2001) model. The findings helped to
answer the research questions. The study showed
how the writers of the labels functionalize the
flamboyant elements as catchy and attractive
language to rococo women's attention towards
these beauty products. A number of procedures
were followed:

1. Contrastive analysis was carried out.

2. Introducing stage aiming at clarifying the
linguistic features of writing discourse on
advertising labels.

4. Results and Discussions

The analysis indicated that the text
producers of ingredients on beauty products labels
target customers especially women and capture
their minds by using various positive linguistic
features and avoid referring to any negative
elements or side effects to their products so as to
manipulate customers to buy their beauty products.
As mentioned previously, a qualitative approach is
applied to analyze the data collected from the
different shops of the Iragi local markets following
Fairclough’s (2001) model of critical discourse
analysis in order to explore how the writers of
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advertising labels manipulate women to purchase

the beauty products.

Name of the products

English advertising label

Translation of advertising
label into Arabic

JEWELS: Smooth Care

Mask With Milk
Brighten & Whiten Skin
Skin Mask With Natural

Milk. Natural 100%
Facial mask very effective,
whitening the colour of the

skin and cleans and removes
oily secretions and dirt
accumulated on the face and
removes black heads,
nourishes and smoothes the
skin characterized by a direct
effect for the skin because it
contains natural milk and
useful materials for the skin.

s_uu\tb@
Bl Gy g i
%100 il

bl culall s il ol
Alle 4lad o ansllpld
Leibaiy 55l ()5l iy
Agaaall <l A Qs

an sl e A1l L
ol (s3r g el saall G M o s
aﬂ,\n (aug 9
A3V 5 pdll Hdlie Jgmiar el
culall e s sing

Bl Baie ol 5 g (apdall

Table (1): JEWELS: Smooth Care sl &is  : ) 52

The table (1) indicates above, the beauty
product advertiser functionalizes flamboyant
linguistic features to bring women’s minds and
capture their attentions. To promote and make their
products more persuasive and attractive, linguistic
features such as “smooth care” "decl dje ) ”
Brighten & whiten the skin" " el (g 38 " "
natural milk" " aphll sl " "yseful materials for
the skin™ " _.ull sade ) 5" ™ direct effect” " Js=ie
" are very attractive and convincing
expressions targeted women to be encouraged for
buying the intended beauty products. Furthermore,
certain expressions are written in bold, coloured
and capital letters to be prominent for promoting
women. Syntactically speaking, short sentences

and phrases are utilized in order to capture the
attentions of women and avoid feeling fatigue of
long sentences. In addition, a picture of very
beautiful and attractive white face has been drawn
on the beauty products enhanced with encouraging
linguistic features. This garish face of the woman
may make woman dream to be like the modal
woman of the beauty product advertising label.
Using non-linguistic features such as number
"100%" suggests to the customers, women, the
concept of trust of the intended beauty product. It
means also that this product is the only beauty
product that can give the woman  100% of the
ideal face and make her skin flawless and make
her cheeks the most beautiful and garish.

Name of the products English advertising label Tranf;EgF inn'?of Zdr\égggsing
Sabaya L
Sabaya ANTI-FRIZ Al s 8 A 5
Extra Strength Formula sl jall s
ANTI-FRIZ HAIR SERUM
HAIR SERUM | SERUM Silk Proteis fsan s
extra-strength hair serum for | ) soill das s o5 o o
coarse and frizzy hair. Itisa | *8E858 5 a5 me sl Slids
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high-potency blend of
silicones infused with Aloe
Vera and Vitamin E instantly
transforms unruly frizz for
supper-shiny results.
Eliminates dry, defiant hair
extremely supple, easy to
manage and healthy-looking.
It helps extend the life of
color-treated hair and also
contains sunscreen.

e zie Aana A el
E Ol s ) o 5101 5 0 sSaladl) (44
G dadll =l ) e Jsa
el A i) 4 ASAT) Cimay
el g el el e iy
5an 2l 4 oSl Camay (53
s 4 aSadll Jeuw 5 Gl alaay
sla ) e aeloy 43l Lla
Ll (5 i s L llaall il
sl e g e

Table (2) Sabaya: ANTI-FRIZ

In table (2) above, the advertiser of
advertising labels of beauty product of Anti-Frizz
Hair Serum shows the hair serum focussing on
clearly and briefly stating the purpose and the
material of the hair serum " Sabaya" as an “extra
strength formula”. The writer of advertising label
tries to capture the women attentions by
functionalizing and utilizing flamboyant linguistic
features such as “extra strength formula™ " <13 4. 53
a@ls & " high-potency blend" " dlledll Je 3™
" super-shiny results" " plaalll 481d Z5 " ete. All
these attributes suggest that by having rich and
colourful hair, women would be beautiful and
impressive. By getting this beauty product, you
can accomplish this. As it stated in the labels, the
major aspect is the use of adjectives to give a
positive and resplendent attribution to the beauty
product so as to hoodwink the women’s minds
towards the product. To demonstrate the beauty
product's positivity, encouraging linguistic features
are functionalized. Thus, these positive features are
used to give women such eminent qualities by
using this serum to have perfect hair results.

aaall edll dlaa: Llua

PERFECT Jiaill g o lagall
LOOK. Ol e daala
PENNPRC )

[Ees

Name of the English Translation of
product advertising label advertising
label into Arabic
Fair Joelle Bends in ol Jig>
. . perfectly with
Cinematic : e L
your skin and Glo puz 529k
Water Body .
cover dark circle T
Powder . -
and blemish
spots. Alter your | & JUe IS gean
skin tone in Sloll Jaiy g 5l
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Table (3) Fair Joelle o ds

As seen in table (3), the name of the
product "Fair Joelle" " A=) Jisn" starts with an
attractive linguistic feature "fair" as a dream to
every women for having an ideal beauty. This
suggests that this beauty product will give the
women, as a customer, the fairness. Moreover, the
name of the product is written in a red colour to, as
a non-linguistic feature, make it more prominent
for the customers. This colour as well as the slogan
of the product is eye catching and convincing for
other women to purchase the intended product.

Other eye catching linguistic and
grammatical features are functionalized for
persuading and tempting the women to have the
product “fair Joelle“ “ blends in perfectly with
your skin and cover dark circle and blemish spots.
Alter your skin tone in PERFECT LOOK* J s> @it
slagadl i) gall haias 55000 e (e JS0 ey AN
Ll | ylae Lgniay s i o5 aay Al el

The expressions have been selected by the
advertising labels writers to make them very
persuasive and attractive for women to have such
product. For enhancing the positivity of this
product, the linguistic phrase “PERFECT LOOK"
has been capitalized and written in bold to
encourage and bring the customers’

attentions
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indicates that having this product will give them,
i.e. the women the perfect beauty and the ideal
skin. In addition, repeating the possessive
adjective “your" twice in the advertising label of
the product as an emphatic linguistic feature
elucidates the positivity of this product and results
in encouraging women for purchasing the product.

Name of the English Translation of
product advertising label advertising
label into Arabic
Kenza Removes dark s5S
Beauty C circle, acne,
cauty LTeam 1 wrinkles, el )8
Removes dark | freckles and
circle, acne, other signs of slagadl Slaall s
wrinkles, ageing. It duelzilly Gleadl oy
freckles and moisturizes o0 Lagés Lieills
other signs of Sk:c?, mdakes SKIN | ) s e, a0l el
ageing. It soft and young. L
moisturizes Protects skin dazmy wd=ll by

skin, makes skin
soft and young.
Protects skin
against sun rays,
look pretty and
gorgeous than
ever with Kanza
Beauty Cream.

against sun rays,
look pretty and
gorgeous than
ever with Kanza
Beauty Cream.

ala g Aeels 3,00
il oo Bydl) oy
3o Trelang (ol
&3 e Jleddl 338
S oS po i
Jlaxdl

Table (4) Kenza: Beauty Cream  Jleadl ay S 0 35

The advertiser of the label functionalizes

rather catchy words and phrases in Table (4) in
order to grab women's attention and hoodwink

their minds towards this beauty product such as ”
New look 7 7Jwas xbe ” ” Beauty in 3 days ”
L L) 4536 8 Jwal) ” encourage and tempt women
for having the intended product in order to appear
good and new looking face. Moreover, these
nominal phrases can be considered as a lure
utilized by the advertiser of the label to tempt
women for having this product and appear in good
and new look. The nominal phrase "Beauty in 3
days" « L oLl 336 & Jleall" invites women to get
this beauty product as a unique product that in just
three days will give the women the perfect and
ideal Dbeautiful face. In addition, the use of
number'3 ‘improves the vital value of the
commodity in making the dream of beauty come
true, as seen in the displayed picture of the girl in
the product. Other linguistic features such as ‘dark
circles’slagull ¥l all ¢ acne’uedll ¢ wrinkles” <
<Ll “freckles’ Uil and ‘signs of ageing’ <ldle
43 .50 are negative features that cause problem
and snag for women to get the entire beauty. Thus,
in order to get rid of all these problems, the
solution is to get ‘Kenza Beauty Cream’ a1 S o )
Jleall¢ because this product moisturizes
skin’aall by ‘makes skin soft and young® dax
LS 5 deeli s i and it gives the skin ‘look pretty
and gorgeous’ Jleall 35 Jwa s¢hae’ | Thus, all
these linguistic and grammatical features have
emphasized the positivity of the product as well as
its typicality as one of the unparalleled products.

Name of the product

English advertising label

Translation of advertising
label into Arabic

Johnson’s Soft Cream

Johnson’s 24 hour
moisture soft cream helps
stop the 3 signs of dryness.

Johnson’s 24 hour
Moisture Soft Cream with
Shea butter, gently
delivers 24 hour hydration
to help stop the 3 signs of
dryness to:

DOI:10.52113/uj05/021-14/2468-248
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* reduce skin tightness * e
reduce skin flakiness *
refresh dull looking skin

pdds JIa* 5ydall ad Jlay ¥
el A8l Bdull has * 5l

Table (5): Johnson’s Soft Cream

As seen in table (5), the writer starts the
labels with a statement 24 hour moisture" ** <
delu 24 s e to convey the positivity and
genuineness of the product as well as making it
plausible to the customers. In this advert, two
colours are functionalized to capture the women’s
attentions towards this product. The first colour is
the red which can be associated with the happiest
feelings. It is inherently exciting and draws
attention (Spence and et al. 2006). This colour was
adopted by the advertising label writer to bring
women’s attention towards the intended product.
Furthermore, another colour was utilized in this
advert. It is the blue colour which symbolizes the
trust and confidence of the product as a
trustworthy one.

pelll O pmuign ay S

This label also focuses on stopping the
three signs of dryness that most women suffer
from. The advertiser directly addresses women to
have this product to get rid of the dryness and then
get soft younger looking skin. This was enhanced
by using the verbal phrases such as ‘reduce skin
tightness’ ‘sl 2% Jiy | ‘reduce skin flakiness’
) juiss J&y | ‘refresh dull looking skin’, ¢ (fiab
ekl &3aly 35401 These linguistic phrases invoke a
desire in women to purchase this product in order
to get an ideal and bright lovely young skin
without dryness. Moreover, using the adjectival
phrase such as ‘soft cream’ ‘a=l a8 and also
using the adverbial phrase ‘gently delivers’ ¢ <laia
ekl Ly 5can provoke women to purchase the
product.

Name of the product

English advertising label

Translation of advertising
label into Arabic

MIM Oval Sugar Past
New Look

Advanced Formula

MIM OVAL DOUBLE HAIR
REMOVER: 100% Natural
soluble sugar wax, easy and safe
to remove undesired hair from
roots without pain removes dead
skin cells and gives your skin
extreme smooth and shine.

Jlagl ,Sud! e e
e &
bigkae A4Sy

sy yaddl Jssa ,Sdl B> @sa
Ca s Jo5e 5 i JSdy (ialad
() %100 agdall 5 Lasll Sl
4d geya padl e dd) (e palil]
iy hagy Aagso 9 Ao Ayl
bl diady L duded glal 9 2agai
el sl s e Ly

Table (6): MIM Oval Sugar Paste Jégi Sl Lisae as

As indicated in table (6), there is an interesting
linguistic feature "Advanced Formula" ¢ S
3_ska" which makes it interesting and eye
catching. The name of the product "MIM™ "ax" is
more prominent in the label and written in golden

colour to promote that women’s skin will be
illustrious and lucent when they purchase this
product. As seen in label, there are a lot of
linguistic and grammatical features such as “easy
and safe to remove undesired hair" =&l e palaill
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Maial 5 Algws A8y Hhay 4l e el “gives your skin
extreme smooth and shine" * (laal 4 g2i &l Ji iy g
L JieY" that show that the writers of the label try
to tempt and convince women that they can create
their own perfect beauty by having this product.
Moreover, other attractive elements have been
written on the label of this product “100% Natural
Hair Remover* “%100 anh il i . This is

very attractive and convincing for women. Thus,
such expressions enhance the women’s trust in the
product and increase their desire to purchase the
intended product. Furthermore, the use of
“100%““indicates that this product is reliant and
trustworthy one. As a result, women become more
confidence and without hesitation or reluctance to
purchase the intended beauty product.

Name of the Enalish advertising label Translation of advertising label
product g g into Arabic
‘*5-\.3‘-‘ WS‘“:}'?‘“L“""

The best type of shampoo suitable for different glos! alisl sl saald il Jiad

types of hair (damaged, dry and oily). These sda debud (gaulls allly L)) e il

products, including charcoal shampoo, helptoclean |~ . ) o

the scalp and cleanse it, nourish the follicles of hair | %% =258 Jhe e2al suald ey Sl

from the roots, fight dry hair and excess fat, as well oo addl EMmy 46T e pas 9 el
SHAMPOO: as obtain smooth, soft and wrinkle-free hair. syl Ogall g yaidl Calan &ylms clajypdx
MAXLADY | shampoo of Charcoal Max Lady has a great global | o= Js peb pesl sad dle dyuasall 2LiS,

popularity. It is suitable for all types of hair
(normal, dry, oily and curly hair). It is characterized
by its beautiful strong aroma and its foamy speed. It
cleanses the scalp of head from dandruff, refreshes
it, and adds softness and strength to the hair.

e Ll

aﬁﬁﬂhwdéyw&pﬂﬂwu&
9 @aladl) yaidl ﬁ‘}j aliel Cowlio o8
Sliag .(.AA_?:.UJA.JJ\ elJis g @A.\J‘j Sl

Calaty 352, Ay 5 Zpall Alyerll dinily
a9 LS Ldiaig 9 5,aall e (el ) 89,9
.,.a.w.U‘ 53.5_”5 3LA}.LU|

Table (7) SHAMPOO: MAX LADY

As seen in this table, the writers of
advertising label try to mesmerize women as the
customers towards this product and lead them
about through functionalizing a lot of linguistic
and grammatical features such as “The best types
of shampoo suitable for different types of hair
(damaged, dry and oily) © swldll gl il
i) (ol g altll g calall) jalll & 5l Calisl

The use of superlative degree such as “the
best®, it gives the prominence to the product and
enhances the trust inside the women towards the

product to purchase this shampoo. In addition, this
product enhanced with the picture of a girl whose
hair is beautiful and long. The picture of the girl on
the cover of the product is very persuasive to make
the dream of getting like this hair come true. In
addition, other linguistic features are used to bring
the customers such as “help to clean the scalp and
cleanse it « la nekd 5 (el 558 ahai o aclus
“nourish the follicles of hair from the roots 4
W (pa padll Sy “fight dry hair and excess
fat “s31 0 Ggaall 5 =l Cilis 4 laa “obtain Smooth,
soft and wrinkle-free hair “ acb (alal j2di Je J o)
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veladll o J& 5 “It is characterized by its beautiful
strong aroma “4ysill dwall 4530y SBa “its foamy
speed “a3ge Aoy U “It cleanses the scalp of
head from dandruff 3 &8l e oal I 35 8 alay <
refreshes it “ld=u “adds softness and strength to
the hair® =il 558l 5 4o gill Canzmy | They all
appeal to women and they are very persuasive to
attract the women towards the product. These
features are quite astonishing how they associate
the product with the ideal and perfect beauty of the
hair. In order to make this product more prominent
to women, the writer of the advertiser
functionalizes a lot of attractive and bright

linguistic  features enhanced with positive
expressions for bringing the women’s attentions
towards this product. Thus, “clean the scalp and
cleanse “ la_ekai 5 sl 55 % Calati “smooth, soft
“ acli wulel“softness and strength to the hair*

“ =il 3 8l 544 g2l “these features describe that this
product makes the hair more beautiful and can
appeal fairness and attractiveness to women.
Generally, both the product's linguistic features
and the presence of the girl's image with long and
beautiful hair are very persuasive for women to
buy the intended product.

Translation of advertising

Name of the product

English advertising label

label into Arabic

Berg Beauty Soap

Berg

White miracle

Beauty Soap
White youthful skin

REMOVES ACNE, DARK
SPOTS, BLEMISHES &
FRECKLE

Berg whitening soap for oily
& acne skin. This luxurious
lathering soap contains
Almonds, Honey and Milk
Extracts. It delicately
removes away dirt and
environmental pollutants
trapped in oily complexions
and removes all residual skin
secretion. Hypoallergenic
and dermatologically tested,
it can be used both on the
face and body.

¢
8 e eliay

Jlaall & gila
eliay L5 5yl

ol a5 STl il s o
& . ( {j

54l s il (apdll ¢ sla &
AU G plall s o) 5 Cludll s
3 ),}S\ Glaldiue e (g ging
gl daadl 5 culall 5 Juall
Aall )8 488 5 Al el slal)
On S (o anladinl (Say 5 dasiall
ol s an sl

Table (8): Berg Beauty Soap

Juaall Gsiba £

As indicated in table (8), the product title
seems to be really interesting and inspiring for
women looking for the ideal perfect flawless white
face. The name of the product "Berg White
Miracle" " y»xe ¢lian ¢ »" has been functionalized
to attract women’s minds towards the quality of
this product. The writer of the advertisement label

uses other linguistic features to attract their
attention to the attributes possessed by this
commodity such as “White youthful skin" "

slay 44LG 540 " Berg whitening soap for oily &
acne skin" a5 Amaall 5l pandll Gaba g "
"Ll | Furthermore more, the letter of the name
of the product as well as the letters of other
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linguistic features such as “REMOVES ACNE,
DARK SPOTS, and BLEMISHES & FRECKLE"
"Gl sy Al aadl o "are capitalized and
written in a clear pink font to make them more
prominent and brighter to women. That, in turn,
will contribute to encourage women to buy this
product. Other encouraging linguistic features
"luxurious lathering soap" "_Al &) oaba® "
contains Almonds, Honey and Milk Extracts" " "
Gulall 5 Jusadl 5 55l clialsio. e s 5isy have been
represented by the writer of the label to encourage
women to use this product so as to get bright
healthy face.

On the same argument, the linguistic
features in “REMOVES ACNE, DARK SPOTS,
BLEMISHES & FRECKLE" s sl a&ll Jy
"Uiadll g SLEN indicate that it is inevitable to use
this product if women want to free themselves
from shackles of skin problems. In addition,
through applying this product, the writer of the
label implicitly advises women to gain trust.
Generally, it seems that the writer of the label tries
to persuade women to gain this product in order to
have an ideal skin and solve the problems of acne,
dark spots, blemishes, as well as freckle by having
this product. In other words, using this product
helps women to overcome all problems of the skin.

Name of the . . Translation of advertising  label
English advertising label . .
product into Arabic
dzio Bydiy ydadl b 9590
NEW BORO PLUS HEALTHY SKIN 8yl Lliall @,
SKIN CARE CREAM ol e Js
FRAGRANCE FREE fns Slgs 305
NATURAL SHIELD COMPLEX
oz (e Bydutdl Lugu> Balatwly el dlezel|
NEW BORO Protects, Moisturizes & Restores Naturally Tl 5y
PLUS o
HEALTHY douzdl Dl 9590 aet
SKIN NEW BORO PLU_ShFRAC;IEANChE FREE s:](_nl\l Syas 33015 52y Zuliall sglanll e JUSJ
CARE CREAM wit .bre_a through Nature Shield LAY 5 pes el A Ty Slae
Complex has combination of Herbs known for T o
their Antiseptic and soothing properties. It is a Gl 8y all Bally 8ol Luaibiaiy A39,al]
fragrance free miracle cream with effectively bl my sslasll oo JUs Alasll il @S
protects from multiple skin problems and is an all g L o3 1 Sl (e dpuall e
in one cream for the entire family. It gives you a a1 31 psand Loh e suate [y
i !
Naturally Healthy Skin every day! S il Jlonlls 5 Apan 555 i,
log:

Table (9): NEW BORO PLUS HEALTHY SKIN

As seen in this table, the linguistic features
employed by the writer of this label are positive
adjectives that can be seen from the lexical items
such as “healthy” 4= "nature shield complex"
"Aaank o) g0 A€ " "miracle "ddladll mai Al these

linguistic features demonstrate the confidence and

daa By yaal) (udly 92

positivity of this product and that, in turn, gives the
women who use this product the impact of radiant
as a youth.

-

The noun phrase "healthy skin" “ 3 &
iaa" thus carries the sense of softness and
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fairness that women possess at a young age.
Furthermore, the text producer of the label (9) tries
to enhance the trustfulness of women in the beauty
product and encourage them to purchase it via
using expression such as “it gives you a naturally
healthy skin every day!" Gl Laa 3 i claiy”
"las JS Jlall, As seen in this expression, using the
pronoun “you" is a reference to address women
and it is functionalized to persuade “you" as a
“customer” to have this product and to confirm
what this written in the babel is true.

The good quality of the intended product is
demonstrated by the positive linguistic features of
the product. Thus, for example “healthy skin™
"Laa s " is a positive expression that constructs
a strong intimacy with women to emphasize the
trustfulness in the product. This has been
demonstrated by the use of the pronoun "you" in
which this pronoun implies a personal presence of
women as consumers of the product and this
pronoun "you" also appears to explicitly target
women in order to convince them to buy the
product.

Name of the product

English advertising label

Translation of advertising
label into Arabic

b

Parley

Beauty Cream

Parley beauty cream
10 problems 1 solution
Stain & Spots, Blackheads,

Dark Neck, Acne, Dark feet,
Dark Elbow, Dark fingers,

Side effect of makeup & Sun.

Parley Beauty Cream makes
your colour fairer and
protects your skin from the
side effects of sunlight and
make up. Its few days usage
makes your skin smooth and
naturally fairer.

Jlezell 0)$
Klie 1041 >
Ciji 4;—‘35;«.” wjé‘).”‘a.@.ln tE_Jl
2
ezl e 8yLall ¥ de Ll
oldd) g il

ey by il Jaz Jlezdl 00,8 L)L
Ll SN e ity (eomag bl
dalazeisl oz LSUly uedd) Aasd
ASTy Aagad AST cliy iy Jamy plif 2aiadd
b Sy Yo

Table (10): Parley Beauty Cream  Juaadl a8 (AL

As indicated in table (10), the advertiser of
this product uses simple direct lexical items to
make the product more prominent and to promote
women towards the product. For example, the
linguistic features or the lexical items “Stain &
Spotsiislall "asdl " " plackheads", slasadl Gas3l
"dark neck", "ad,l Flasi" "acne" " Cldll s et
have been enhanced with an image for a women
with a very beautiful and ideal face. This strategy
of using a picture of a beautiful woman has been
functionalized by the text producer of the label so
as to strengthen the benefit of the product in

solving the entire problem, i.e. "10 problems 1
solution"dstis 10J 1 d~ " . It means that this
product can solve these problems to achieve the
women’s dream in getting a perfect beauty because
the dream cannot come true unless women get rid
of the problems of the skin. To do so, then the
solution is to purchase the product "Parley Beauty
Creamdieadl s S 4",

The use of cardinal and ordinal numbers
in order to maximize and highlight the high quality
of this product is also emphasized on the label. In
addition, the possessive pronoun “your" was
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repeated three times on the label to create a
familiarity with women as consumers and to
increase their confidence in the intended product

as the only ideal product to achieve the dream of
women's perfect beauty.

Name of the product

English advertising label

Translation of advertising
label into Arabic

COLLAGEN PRO HAIR
COLOR SYSTEM

Unique formula of hair
colouring cream which
contains lowest Ammonia
Percentage possible
enhanced with collagen
which penetrates the hair
cuticles during colour
operation to rebuild the
damaged hair from inside
to outside. Collagen serum
can be added to hair colour
to nourish the hair and to
make the hair softer after
colouring, no side effect to
the hair and scalp.

bl (sls @S (e Butsyd AuS S
o0 Tz AE Bwd e (oims
Jilin g ce¥sSIL 0 3300 Liga]
Coslal) flee IS eI LS 3
JIds 1l e Calladl pa sl ey
e Jomy (2¥5SI1 a0 !
Logad AST die Jazmy 9 paddl Bpdss
e 2usle LT 4 ey ¢ aslill g
sl 9589 ya il

Table (11): COLLAGEN PRO HAIR COLOR SYSTEM _x& daua ¢pads

In this label, the name of the product is
encouraging to women. A lot of nominal and
adjectival phrases are utilized to target women and
hoodwink their minds towards the product such as
"Anti-Breakage" "—s<sill xil" | "Natural Tones"
"laanl oSl Long-Lasting™ *t aeY) Akt v
100% Grey Coverage" " oanY) sadll dllS 4k
%100" . Thus, with an image of a stunning
woman, whose hair is golden blond, this product
has been enhanced so as to draw women's attention
to the product and encourage them to purchase this
product. The woman with golden blond hair
advises you, as a customer, that you can have
golden blond hair like the woman in the picture
and you can be as young as she is; just hurry and
buy this product and then use it to get this
attractive hair, as it appears in the picture. These
visuals are utilized by text producers in order to
appeal women towards the intended beauty
products.

Moreover, other linguistic features are
functionalized to confirm the good quality of the

product and to bring the women’s minds and
attentions towards the intended product. For
instance, the following expressions enhance this
argument “Unique formula" “3u,4 4S5 <«
“enhanced with collagen" "a¥ s 6 ) jas"|

" penetrates the hair cuticles" =l L& & Jalaiy ",
"rebuild the damaged hair™ " <l il mllay™ |
" nourish the hair' ™ =&l 4,35 " no side effect
to the hair and scalp" " =&l Je duils U 1 Ll
ol 35585", In general, the writer of the label uses
all these terms to highlight the confidence of the
product and to increase consumer trust in the
intended product.

5. Conclusion

After analyzing the linguistic features as
well as visuals that are written on the labels of the
beauty products, it can be concluded that the
language used by the writers of these advertising
labels are catchy language enhanced with
flamboyant and attractive elements in order to
bring the women’s minds towards the intended
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beauty products. Three research questions were
poised Dby the researcher. The first research
question concerning the extent that flamboyant
elements adopted by the writers of advertising
labels can capture the customers’ minds, especially
women, towards the beauty products, this paper
revealed how the different linguistic features as
flamboyant elements are functionalized through
different techniques realized on the labels of
beauty products by the writers of the advertising
labels as a discourse in order to entice women for
getting the intended beauty product. The text
producers of advertising labels of beauty products
functionalize flamboyant positive elements in the
language adopted in these labels to capture and
control women’s minds as well as captivating their
attention towards the beauty products especially
women who look for such products to embellish
themselves and get a perfect beauty.

Regarding the second question, it is about
the microstructural elements that are dominant in
the advertising labels to entice the Iragi customers’
attentions particularly women and encourage them
to purchase the beauty products, it can be
concluded that the writers of the advertising labels
showed these elements by using positive adjectival
phrases and avoiding any negative side effects of
the products to target women towards the intended
beauty products. Furthermore, the use of numbers
employed in these labels was to strengthen the
quality of the product. Also, the use of the pronoun
‘you’ was adopted to give the sense of advice to
the customer and create an intimacy with women
to buy the beauty product. In addition, the
possessive pronoun ‘your’ was functionalized by
the writer of the advertising labels to make a
friendly relationship with women as customers as
well as enhancing the trust and confidence of the
product. For the third question, it is the use of non-
linguistic features as a rococo sign; beautiful
women were depicted within the majority of
rococo by the writers of the labels in which the
women were perfect images of the grace. Other
non-linguistic feature such as colours as well as the
font of letters was employed as a rococo women

beauty guide in order to encourage women for
purchasing beauty products.

The findings of the research showed that
the text producers of the advertising labels of the
beauty products employ a lot of linguistic and non-
linguistic features features to shape the ideal
concept of women’s beauty. This can be achieved
by emphasizing on the positive adjectives and
trying to avoid using negatives adjectives.
Moreover, the study demonstrated that the writer
of the advertising labels utilize the pronoun ‘you’
as well as the possessive pronoun ‘your’ to make
interpersonal intimacy with customers and to
enhance their trust and confidence of the product
illustrated by ideal pictures of women to enhance
their description of the product.

It seems that the writers of the advertising
labels try to get rid of mentioning elements that
can give any side effect or give any negative
description of these products. Positive attitudes
seem to be dominated so as to hoodwink the
women’s attentions and bring their minds towards
the positive element of the intended products. It
can be concluded that the main aim of the
advertising labels writers of beauty product was to
encourage women to purchase the intended beauty
product.

7. Limitation of the study

This paper is limited only to women's
beauty products and the results can obviously not
be applied to men's beauty products because all the
linguistic, non-linguistic features and visuals are
functionalized to attract women towards these
beauty products.

8. Recommendation

It is recommended that a similar study to
evaluate the beauty products of men. It is
necessary to deal with the attitudes of men towards
the beauty products targeted men.
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Appendix 1: Name of Beauty Products in
English

1. JEWELS: Smooth Care

2. Sabaya: ANTI-FRIZ

3. Fair Joelle

4. Kenza: Beauty Cream

5. Johnson’s Soft

6. MIM Oval Sugar Paste

7. SHAMPOO: MAX LADY

8. Berg Beauty Soap

9. NEW BORO PLUS HEALTHY SKIN
10. Parley Beauty Cream

11. COLLAGEN PRO HAIR COLOR SYSTEM

Appendix 2: Name of Beauty Products in
Arabic

Lecl Aley i yales 1
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