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Abstract—This qualitative research examines the construction
of masculinity in men’s perfume advertisements through the
employment of visual images and verbal elements. Fifteen
advertisements from Cosmopolitan, ELLE, Men’s Health and
Men’s Fitness magazines 2015-2016 edition were collected online
and analysed using O’Halloran’s (2008) Systemic Functional
Multimodal Discourse Analysis (SF-MDA) framework. The
results demonstrate that both verbal and visual modalities are
used effectively as a medium for representing the proposed
masculinity, in which masculinity is portrayed as men being
intense, serious, stylish, adventurous, sporty while at the same time
elegance and pure, as the concept of newmannist proposed by
Gregorio-Godeo (2009) has taken the lead. In addition, being
masculine is nowadays separated from men’s role in relation to
women or family life.
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I. INTRODUCTION

Fashion magazine has been one of the important media in
advertising industry, especially as a channel to disseminate a
particular belief, in which its readers are submitted to when it
comes to constructing their identities [1]. Discussed in this
paper is the construction of discourse of masculinity in the
selected fashion magazines particularly from men’s perfume
advertisements published in the magazines. It is observed that
the visual images and verbal language are employed together to
portray the masculine lifestyle. These multimodal semiotic
resources are brought together by the advertisers to influence
their potential buyers’ decision about purchasing the advertised
items.

The study of masculinity lies under the study of gender. The
study of gender in advertisement is firstly introduced by
Goffman [2] through the representation of the male and female
models, their social roles, and their position towards the concept
of family. For many years, in general, men are portrayed to be
on higher power position showing the patriarchal stereotype, to
take lead in the relationship with their female counterparts, and
to be portrayed with family touch [2]. This is how the traditional
masculinity is depicted. The concept of masculinity is slowly
growing and is depicted differently from once it is used to be.
Several previous research claimed that men are then associated
with alcohol [3] - [5], sport car [6], and other sport activities [7]

- [8], which posits them to be macho, strong, adventurous and

are related to dangerous activities.

The portrayal of masculinity is also grounded and
popularized in fashion industry. Being a commodity,
masculinity is treated as a trading goods, in which its possession
can be obtained through buying the carrier of masculinity-value
products. In fashion industry, moreover, masculinity has been
closely related to consumption, and excessively to addiction of
lifestyle [9]. Gregorio-Godeo [9] proposed that the employment
of male participants, supported with other semiotic resources
such as linguistic elements, angle, colour, and composition, are
promoting the newmannist perspective of masculinity. Thus,
this study is aimed to provide further corpus-based
investigation on the concept of masculinity proposed in the
original study by addressing two questions:

1) What visual and linguistic elements are employed in the
selected male-fragrance’s advertisements?

2) How does the interplay between linguistic and visual
elements create a coherent meaning-making system in the
discursive representation of masculinity in the selected
male-fragrance’s advertisements?

Il. METHODS

The advertisements analysed in this study were selected
online  (from  https://archive.org)  comprised  from
Cosmopolitan, ELLE, Men’s Health and Men’s Fitness
magazines, published and distributed throughout the USA,
England and Australia from 2015 to 2016. This study employed
longitudinal data collection, aiming to describe the trend of the
perceived masculinity in the advertising campaigns where male
models are employed in most of the advertisements.

The descriptive analysis will be given under two points of
evaluation, including 1) the employment of visual and linguistic
elements, and 2) the interplay between the elements in decoding
the discourse of masculinity in the perfume advertisements. In
doing so, Systemic Functional Multimodal Discourse Analysis
(SF-MDA) framework [10] is utilized to analysed the linguistic
elements of the advertisements, with reference to the theory of
grammar of visual design [11] - [12] to analyse the
representations, engagements and compositions between the
linguistic and visual elements of the advertisements.

Copyright © 2019, the Authors. Published by Atlantis Press.

This is an open access article under the CC BY-NC license (http://creativecommons.org/licenses/by-nc/4.0/).

136


mailto:lailyharti@unesa.ac.id

£

ATLANTIS
PRESS

I1l. RESULTS AND DISCUSSION

The results and discussion will be presented to directly
answer the two main questions of this study in two sections.
Under the first section, this corpus-based study presents the
discussion on purpose, medium and design underpinning the
result in construing the concept of masculinity.

A. Visual and Linguistics Elements in the Advertisements

Following Cheong’s classification of linguistic and visual
elements [13], the generic structure potential of print
advertisement is composed by Lead, Display, Emblem,
Announcement, Enhancer, Tag and Call-and-Visit Information.
However, Enhancer element is absent in all advertisements.
Cheong [13, p. 173] describes Enhancer as linguistic element
that “details the advertisers’ reasoning/ argument as to why the
product is worth the customers’ attention and money [in other
words, its function is] to persuade and influence viewers to
purchase the product”. This element is usually written in a long
paragraph. The absence of Enhancer in the men’s perfume
advertisements shows that the advertisers prefer to make the
campaigns short and precise, by avoiding putting more
information about the product. This also indicates that the
discourse of masculinity is portrayed as being simple and
uncomplicated.

The linguistic and visual elements simultaneously
employed in the advertisements to complement each other
according to their own affordances, to create meanings that
might be unable to be represented by one mode only [12]. In
addition, as the purpose of these advertisements is to promote
the products to the targeted audiences, while at the same time
to infiltrate remarkable masculinity concept, these elements are
designed and enhanced with colour and positioning. Detail
explanation on the design and the interplay between linguistic
and visual elements is presented in the next section.

B. The Interplay between Elements in the Advertisements

This section discusses the interplay between linguistic and
visual elements in the advertisements. The interplay between
the linguistic and visual elements are discussed in terms of their
representations, engagements, and compositions employed in
the advertisements.

1) Representations

Representation encompasses the ideational metafunction of
the multimodal text. It is related to the participant, process and
circumstances that play role in the advertisements. It is
observed that the participants of the perfume advertisements are
the advertised products (in all selected advertisements) and the
male models (all advertisements except ad 6). The male models
are depicted in attractive pose, some of them are fashionably
dressed up (advertisements 1, 2, 3, 7, 8, 12, 13, 15) or pictured
in sportswear (advertisements 11, 14), slightly showing their
chest (advertisement 5), and even some are topless
(advertisements 4, 9, 10). Most of the models are represented
alone, far from its original portrayal of men which was related
to their role in family.

The advertisers employ symbolic processes in representing
the visual element. Symbolic process tells “what a participant
means or is” [11, p. 108]. To be precise, the male models act as
the Symbolic Attribute in which they represent the identities
suggested by the perfume itself, while the advertised products
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act as Carrier of the proposed manliness value. In other words,
the male models have the projected value of what being men
means, as the result of using the perfume.

It is observed that the advertisements use ellipsis on the verb
Process (in bold).

Mercedes-Benz (is) the star fragrance
Man
[Carrier] ([relational [Attribute]
attributive
Process])
(advertisement 2)
Cédrat (is) a force of freshness
[Carrier] ([relational [Attribute]
attributive
Process]
(advertisement 6)
In addition, material Processes are found in the

advertisements, in which the value that the male models
represent are the goals obtained as the effect of using the
perfume.

Itall starts with a dream
[Goal] [material Process] | [Actor]
(advertisement 9)
Success isn’t born It (success) ’s made
[Goal] [material [Goal] [material
Process] Process
(advertisement 15)

Thus, it can be said that not only the visual imagery
represents the value of represented manliness, the linguistic
representation also indicates that these fragrances have essential
role in constructing masculinity value. In addition to the
processes mentioned earlier, the use of adjective new in half of
the advertisements (advertisements 1, 3, 4, 6, 8, 9, 13, 14) enacts
that men are becoming the active consumers of this grooming
product, thus there is a need to introduce the new version of the
product. This shows that men also care about their personal
appearance. This issue has been of great research interest as
male-grooming concept is on the rise.

2) Engagements

To engage the potential buyers, the advertisers make use of
some variables such as modality, gaze and the social distance
through the angle of shot. Regarding to the modality, the
advertisers employ various colour differentiation and
saturation. The use of blue-black hue shows the peaceful,
serious, male principle while at the same time being sharp [14,
p. 354]. In advertisement 6, the designer uses green to campaign
the purity side of the manliness. These backgrounds are used in
contrast to the advertised perfume bottle to attract the readers’
attention.

Most of the models are shot in medium proximity, creating
space or social distance between them and the readers. Depicted
in staring position, this shows the connectedness between the
readers and the models. This result shows that it is the
advertisers’ attempt to engage the readers in intimate nuance
[9]. As the Attribute, the models are depicted in doing active
activities such as sailing, acting, racing, footballing and even
gambling. These activities indicate the adventurous
characteristics of men.
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As for the linguistic element, the advertisers specify the
targeted market of the products, which is indicated by explicitly
mentioning the new fragrance for men (advertisement 3, 4, 5,
6, 11) and even making the attribution as the product’s name,
as seen in advertisement 1 L’HOMME PRADA. The lack use
of modality markers in the advertisements enact the
presumption that there is a writer-reader personal and eye to eye
communication. This makes engagement with the readers
stronger as the readers will feel as if the products and the models
are directly sharing the value of masculinity with them. From
marketing viewpoint, this will increase the readers’ affirmative
decision to buy the product.

Compositions

Compositions relate to the information value, salience and
positioning or layout of the advertisements. Information value
is depicted through the positioning of the information inside the
text, especially those located in the centre position. It is most
likely that the male models, as the symbolic attributive that
carry the value of manliness from the perfume they use, are
positioned in the centre. It indicates that central position is the
most attention-attractor [11], [15]. In addition, as discussed
earlier under the engagements sub-section, the advertisements
make use of contrast colour between the advertised perfumes
and the background. This employment makes the models and
the products salient in the advertisement. It makes the readers
commit themselves to those two entities in the advertisement,
indicating that the advertisers deliberately compose their
advertisements in a way that the value of manliness is addressed
directly to the readers.

In advertisements 6, 10, 11, 12, 13, the perfume products are
placed in central position. Shown in advertisement 10, 11, 12
and 13, these two-page advertisements posit their products and
the male models in the same central position, showing the
equality of value between the product and the model. While in
advertisement 15, what posits in the central position is the
model and the linguistic element “SUCCESS ISN’T BORN. IT’S
MADE”” with the product located beneath the words. It indicates
that the product itself will help the users to become success just

like the model.

1V. CONCLUSION

As presented in the result and discussion section above, the
linguistic and visual elements employed in the selected
advertisements are Lead, Display, Emblem, Announcement,
Tag, and Call-and-Visit Information. With the absence of
Enhancer, this indicates that being simplistic is considered to
best describe masculine value. In addition, the interplay between
those elements are evidenced in the representation, engagement
and composition of the advertisements, in which all aspects are
working together to create a deeper impression towards the
targeted audience of the potential buyers. Overall, the elements
in the selected men’s perfume advertisements support the
newmannist value of masculinity, in which men are portrayed to
be intense, serious, stylish, adventurous, sporty while at the same
time elegance and pure. This value of masculinity has changed
from the traditional viewpoint in which men are portrayed as the
lead of family only.

As this study only employed limited number of data, thus to
make a description on the trend of masculinity to date, especially
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to the change in trends and perceptions of masculinity, it is
suggested that further research is to be conducted in the area of
current advertising campaigns and even to other genre of
discourse in which male models are employed in its text
production.
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APPENDIX

1. L Homme (by Prada):
magazine UK, October 2016.

ELLE

2. Mercedes-Benz Man (by Mercedes-
Benz): Men’s Health magazine AU,
October 2016.

4

Visual Emblem:
the company’s
logo

Linguistic
Emblem: the
company's

3. The Brilliant Game (by Davidoff):
Men’s Health magazine AU,
September 2015.

Announcement:
Primary

Gomp.LoA :
Complement to Locus
of Attention: the

badd LA advertised product

s Locus of Attention: the
model
Announcement:
Secondary

b

DAVIDOFF

4. TH Bold (by Tommy Hilfiger):
Men’s Fitness magazine USA,
December 2015.

Lead: LoA Locus of
Atientian:

Announcament;
Secondary

Announcement:
Primary

Wisual & Linguistic
Emblem: the
company's Bgo

Comp.LoA
Gomplement to Locus
of Attention: the
advartised product

Call-and-visil information

5. Voyage (by Nautica): Men’s Fitness
magazine USA, April 2016.

Lecus ol Anention:

Announcement
Primary

Compamant 1
Locus of Anenton:
The advartised
peoduct

6. Cédrat (L’occitane): Men’s Health
magazine UK, February 2016.

Lead: LoA
Locus of Attention: the
advertised product

Comp.LoA
Complement to Locus
of Attention: the hand

Emblem; the
company’s logo

Calkand-visit
information
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7. Instinct (by David Beckham): Men’s

Health magazine AU, March 2015.

Lowad: LoA
Locus of Asention:
the mode|

Comp.LoA
Compirment 1
Locus of Atlention:
he sdvenised
product

INSTINCT 10 YEAR ANNIVERSARY]
L —

=

Annaunce ment:
Secondary

8. Intenso (by Dolce & Gabbana):

Men’s Health magazine AU, March
2015.

Emeiam: he
company's ioga

Arnouncemant:
Secondary

9. Beyond (by David Beckham): Men’s
Health magazine AU, September

2015.
Lead: LoA
Locus of Attention: the model

LY

]

Comp.LoA
Gomplement to
Locus of Attention
the advertised
product

Announce ment:
Primary

DAVIE ”
BECKH-~.

Annaunce ment;
Secondary
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10. Acqua di Gio (by Giorgio Armani):
Cosmopolitan magazine USA, June
2016 (left page).

Call-and-vistt
Information

Comp.LoA
Complement to Locus
of Attention: the

advertised product Lead: LoA [
Locus of Attention: the |
model

1 y
1 Tl .
i ! Linguistic Emblem: the company's
1 logo

Acqua di Gio (by Giorgio
Armani): Cosmopolitan magazine
USA, June 2016 (right page).

Locus of Attentian: the
adverised product

ACQUADI

(1O

GIORGIO ARMANI

| _. I’
11.Polo Red (by Ralph Lauren):
Cosmopolitan magazine USA,

September 2016 (left page).

uuuuu

Polo
Cosmopolitan
September 2016 (right page).

Red Lauren):

USA,

(by Ralph
magazine

12.Man of the Day (by Boss Hugo
Boss): Men’s Fitness magazine
USA, April 2016 (left page).

LoA
Locus of Atlartion: the maded

Men’s Fitness magazine USA, April
2016 (right page)

AncUnCc Mot
ocondary

Linguistic Emblem
T COMOBNY'S K30

FMANOFTODAY |— m
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13.Sauvage (by Dior): ELLE
magazine UK, June 2016 (left

page).

LoA
P Locus of Attention: the model

Sauvage (by Dior): ELLE magazine UK,
June 2016 (right page).

Anrsaunce mant: Primary

Linguistic
Emblam: the
company's loga

14.Luna Rosa Sport (by Prada): Men’s
Health magazine UK, June 2016
(left page).

LoA
P Locus of Attention: the model

/

/
/
/

A r'

/
L
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Luna Rosa Sport (by Prada): Men’s Boss (by Hugo Boss): Men’s Health
Health magazine UK, June 2016 (right magazine AU, June 2016 (right page).

page).
Linguistic
. 24 Erolem:the
cOmpAny's kgo

Call-and -visit
information

Linguistic Emblem:
the company's logo

ANNDUNCE Men;
Primary

Comp.LoA
Complement to Locus of
Attention: the adve ttised
product

Comp.LoA
Camplementary ta
Locus ol Attantion: tha

advertised product =
Announce ment:
[ 3 Secondary

15. Boss (by Hugo Boss):
Men’s Health magazine AU, June
2016 (left page).

( LoA
/' Locus of Attention: the model

o~
/

@
e

Call-and visit E
information
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