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ABSTRACT
TITLE : GENDER REPRESENTATION IN FRAGRANCE
ADVERTISEMENTS
BY : NARTTAYA SRIDA
DEGREE : MASTER OF ARTS
MAIJOR : ENGLISH AND COMMUNICATION
CHAIR : SAISUNEE CHAIMONGKOL, Ph.D.

KEYWORDS : FRAGRANCE ADVERTISEMENTS / VERBAL LANGUAGE /
NON-VERBAL LANGUAGE / MAGAZINES / GENDER

This study aims to investigate the extent to which the verbal and non-verbal
language use in male and female fragrance advertisements reflects gender stereotypes.
The samples consist of 14 fragrance for males and 13 for females which were
published in male and female monthly magazines regarded as today’s most popular
fashion magazines: GQ male magazine and ELLE female magazine, from January
2010 to July 2011. What was analyzed was fragrance names and taglines together
with the models’ facial expressions, posture and clothes as well as the advertisement
background.

The results revealed that the selected fragrance advertisements somewhat
reflected gender stereotypes through language use. About two-fifths of the selected
advertisements did not represent gender characteristics partly because they focused

more on their brands,
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CHAPTER 1
INTRODUCTION

This chapter introduces the rationate, research uestion, purpesc of ihe

study, significance of the study, scope of the study, and definitions of key terms.

1.1 Rationale

In the pas, women were more concerncd about their looks than men.
Female characters in advertisemenis presented their beauty, but man characiers
emphasized or represented achievement and fun (Gauntlett, 2008). This perception is
a tesult of gender roles which have become cultural prefcrences (Fox, 1997).
Currently, however, both men and women arc increasingly concerned about their
styles and looks. As a result, grecoming products for men are growing, According lo
Prance (2006), sales of the US maie products rose from $26.3 bitlion in 2005 to § 29,7
billion in 2006. This implies that males pay more attention to their crooming, It thus
happens that there is a great urge for market-leading companies around the world to
targef this growing male consumer market,

One of the interesting grooming products is fragrance, The fragrance has
been used by men and women in order-to fascinate the apposite scx since the Middle
Ages (Perfumeshrine, 2009). Moreover, the fragrance is uscd as s message to
represenl an identity. Therefore, choosing fragrance is important because odors can
identify users’ personalily, The fragrance manufacturers, thus, create dillerent sconts
for varicus groups of customers. According to the analysis of Global Industry
Analysts, Inc. (GIA), the fragrance market tends to be growing from 2007 through
2015 {PRweb, 2011). As the fragrance industry is highly competitive, fragrance
advertisements play an jimportant role in presenting product identity for great salcs.

An advertisement is “a form of communication whose purpose is to inform

potential customets about products and services and how to obtain and use them”




(Mishra, 2009: 78). It has long been reparded as z tool to persnade audiences to use
the advertised products although they do not really need them. T'o create an elficient
advertisement, target audience is a key factor. The target awdience for [Tagrance
preducts falls into two groups: malcs and femalcs. Although both male and female
[ragrance products have a similar purpose - giving users pleasant odor, neither verbal
nor nonverbal language used in adverlisements for persuading audiences s the same.

In most socicties, men and women are cultivated by gender stereotypes.
The same words may be used with different meanings when describing men and
women duc to gender perceptions of the society (Fromkin et al., 2003: 434-435),
For example, as the word “handseme” is used to describe a man who is good looking
whereas the word “beautiful” is used to describe a good locking woman, the word
“handsome”, when used to describe a woman, does not mean ‘good looking’, but
‘having masculine fealures’ {Bergdahl, 2009). Morcover, Williams and Best {1993}
found that men used stronger and more active adjectives than women such as
adventurous, loud, pragressive and serious.

Although males and females have the same basic list of needs for survival,
they are different in consumption behavior such as choosing food, clothing, and
personal items (Sheth and Mittal, 2004: 43, 50). The purchase decision of customers
concerns “the product involvement’ which is divided into two groups: high-
involvement products and low-involvement products. The former are defined as high
capital value pmducté that customers wanl more information about and need careful
constderation of before purchasing such as a car, land estates and a house while the
latter refer to consumable products that cusiomers do not want more inlormation about
and involve low consideration such as toothpaste, shampoo and soap (Sutherland,
2008).

The product involvement influences advertisement ereation. In adverlising,
“the more rational, informational appesls are used when advertising high-involvement
products or services while the emotional, image-based appeals are uscd for low-
involvement products or services” (Koekemoer and Bird, 2004: 146).  Although
fragrance is a low involvement product which requires emotional, image-hased

appeals, due to time limitations this study aims to analyze language use, especially




verbal language, in male and female fragrance advertisements found in male and

female most popular life style magazines, which are GQ and Elfe respectively.

1.2 Research Question

To what extent does the verbal and non-verbal language nse in male and

female fragrance advertisements reflect gender stercolypes?

1.3 Purposc of the Study

The purpose of this study is to investigate the extent to which the verbal and
non-vetbal language use in male and female fragrance advertisements reflects gender

stereolypes.

1.4 Significance of the Stady

This study is intended to provide useful and interesting information on
gender reflection through language, verbaily and non-verbally, in magazine

advertisements for other students, researchers and people who are interested.

L5 Scope of the Study

This study explores only 27 male and female fragrance advertiscments
published in GQ and Elle magazines during January 2010 to July 2011: 14 for males
and 13 for {emales. The fragrance brands that target only one gender are not included
as samples. More than onc advertisement of the same product name found in the
magazines arc eounted as one item. Also, owing to time restrictions, the study focuses
mainly on names and taglines of the products which are interprefed by word
definitions together with advertisement images including such non verbal language as

facial expressions, posturcs, clothes and coloers.




1.6 Definitions of Key Terms

1.6,1 Verbal language in this study ref‘exzs principally 1o fragrance names
and taglincs. |

1.6.2 Non-verbal language refers lo what is represented ihmugh the
advertisement images such as facial expressions, postures, clothes and colors.

1.6.3 Tagline in this study means a word or phrase in adverisements

which suggest an idea of products to convinee audiences {(Homby, 2006).




CHAPTER 2
LITERATURE REVIEW

This chapter presents the meaning of language, language and gender,

language and advertising, fragrance and previous studies.

2.1 Language

Language is a basis ol communication. It is the way to transfer information
from whomever to others. The effective communication skills depend on the mutual
understanding of messages which the senders send to the receivers {Pearson et al.,
2000). According to Jamison et al. (2004), language as a way of communication
consists of two types: verbal and non verbai.

2.1.1 Verbal language

Verbal language refers to language used among people in order to
communicate both face to face and ihrough mass media (Benneit, 1998). Verbal
communication consists of sounds and words in writing and speaking. The verbal
language reflcets class, gender, profession, age group, and other social factors
{Jamison el zl., 2004),

2.1.2 Nonverbal language

Nonverbal language means communication without words. People can
communicate with others by using various forms of non-verbal communication such

as postures, facial expresstons, clothing and colors (Jamison et al., 2004; Jandt, 2007),

2.2 Language and Gender

Language is viewed as a tool of communication (Fromkin et al., 2003), and
it also conveys the social structure of each society at a particular time, as partly
reflected by male and female language use (Goddard et al.. 2600). Aecording to the
Sapir-Whorf hypothesis (1956), humans can define their ideas on everything arournd




them through language. For cxample, men and women have different characteristics
which influence their language use as well as languape used 1o describe them.
For instance, a word used to describe different genders such as “healthy” denotes
differcnt meanings; that is, the picture of a healthy woman includes a good figure,
clear skin aud the bright face while that of a healthy man involves strong muscles.
It is evident that the idcology of cach gender leads to different interpretulions of
words. Morgover, the choice of word is controlled by gender stercotypes. For
example, the vocabulary about unmarried adult males and unmarried adult females are
different: ‘bachelor’ for men and *spinster” for women. ‘Bachelor’ shows that men are
dominant as it means “a man who has chosen not to marry” while *spinster’ shows that
women are inferior as it means “a woman who has failed to find a husband” (Goddard
et al, 2000: 28). Furthermore, Williams and Best (1993) who studied gender
stereotypes by having university students in more than thirty countries choose words
that can show male and female characteristics associated with their culture from a list
of three hundred adjectives, The result of the study found that characteristics of men

WETE strenger, more energetic and positive than women as shown in the table below:

Table 1 ‘The 100-kem Pancultaral Adjective Checklist

Male-Associated Adjectives Female-Associated Adjectives
Active Loud Affected Modest
Adventurcus Obnoxious Affectionate Nervous
Agpressive Opinionated Appreciative Patient
Arrogant Opporlunistic Cautious Pleasani
Autocratic Pleasure-secking Changeable Prudish
Bossy Precise Charming Self-pitying
Capable Progressive Compiaining Sensitive
Coarse Quick Complicated Sentimental
Conceited Rational Confused Sexy
Confident Realistic Curious Shy
Courageous Reckless Dependent Softhearted




Table 1 The 100-Item Panculural Adjective Checklisi (continucd)

| Male-Associated Adjectives Female-Associated Adjectives
Cruel Resourceful Dreamy Sophisticaled
Cynical Rigid Emotional Submissive
Determmed Robust Excitable Suggestible
Disorderly Serious Fault-finding Superstitious
Enterprising Sharp-witted I'earful Talkative
Greedy Show-aff Fickle Timid
Hardheaded Steady Foolish Touchy
Humorous Stern Forgiving Unambitious
Indifferent Stingy Frivolous Unintelligent
Individualistic Stolid{detached} Fussy Unstable
Initiative Tough Gentle Warm
Interests wide Unfriendly Imaginative Weak
Inventive Unserupulous Kind Worrying
Lazy Witty Mild Understanding

Based on cultural views of gender, Wood (2009} discussed language and
gender with the findings as follows:
2.2.1 Male generic language excluiles women
Compound words used in daily life such as businessman, spokesman,
maiiman, and mankind meclude the word ‘man’ although they also refer to women.
2.2.2 Language defines men and women differently
Wood (2009 118) stated “Women are frequently defined by
appearance or by relationships with others, whereas men are more typically defined by
activities, accornplishments, or positions.”. For instance, when deseribing a woman
who is an athlete, the focus is on her appearance rather than her athletic skills.
2.2.3 Language shapes awareness of gender issnes
There were no speeific words used (or sexval hatassment in the past.
Howcver, there were some phrases describing sexual viclence such as making

advances, geffing out of fine, or being pushy. The result was the general public did net




realize the danger ol sexual violence. After both sexual harassment and date reipe
were coined, people’s awareness of the sexual abusiveness was raised.
2.2.4 Language organizes perceptions of gender
Stereotyped and polarized thinking involves and influences gender’s
perceplions and language use between males and females, For example, women are
stereotyped as emotional and weak whereas men as rational and strong. Thus, in
speech, when women show their thinking in an aggressive way, lhey are oftcn
described as rude.  Also, when men say something with emotional language, they are
often described as wesk.
2.2.5 Language evaluates gender
Our perceptions of gender values are controlled by language. For
example, ‘slut® refers to a woman who is sexually active whereas men are called
“stud’. From this case, it shows that the society evaluates gender value through verbal
language.
2.2.6 Language allows self-reflection
Verbal language reflects not only gender perception in society but also
our-self; for example, women in the 1950s who woere 57 5” and weighed 140 pound

were regarded as pood looking while tn 2610, such women are considered as fat.

2.3 Langnage and Advertising

The aim of advertisements is an immediate action of custemers to purchase
their products (Goddard, 2002). Thus, the language used in advertisements is
principally for persuading the target audiences to buy their products. Both verbal and
nonverbal languages used in advertisements can draw customers” attention in different
ways. Verbal language such as words is used in adveriisements te convey the message
to the audience dircetly, while non-verbal language such as images and colors can
arouse audience’s emotion and indirectly convey the message of producis to the
audience.

To sum up, language in advertisements is suggested to include the foilowing

aspects (Skaflari et al., 2003);




2.3.1 Attenfion Value

One of the techniques of attracting buyer’s interest is to represent
surprising information by using unorthodox langnage, inventing new words, and
playing with the meaning of words.

2.3.2 Readability

Advertising language should be casily understood by audiences

through the use of simple, personal, colloquial and familiar vocabulary.
2.3.3 Memorahility

Consumers recognize a target product easily by recalling its slogan or
unique style of writing. Some samples of distinctive language include repetitions,
afliteration and paralielism.

2.3.3.1 Repetitions

Repedtions means “an instance of using a word, phrase, or
clause more than once in a short passage™ (Nordguist, 2012} such as “Cosmopolitan
We wanl ... we wani™ and “FHM Bionic chule ... chute” {McLoughlin, 2008: 84).

2.3.3.2 Alliteration

Alliteration means the repetition of consonants such as “Top
People Take The Times™ and “For a moment, Morecambe became Madrid” {Myers,
1994: 32-33).

2.3.3.3 Parallelism

Parallelism means using the same pattern of words 1o show
that two or more ideas have the same level of importance such as “pay and price®,
“bear any burden™, and “meet any hardship®.

2.3.4 Selling Power _

Advertising language should have power {o stress products’ specialty
such as the use of such phrases as “No other™, “There’—stnuthjng like”, “The best in the
world™ or “The best you can buy”. Some examples are “There’s no other mascara like
it.”, “Either way, liquid or spray, there’s nothing clse like it.”, and “Tests confirm one

mouthwash best against mouth odor.” {Schrank, 2012).
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2.4 Fragrance

Fragrance means “a liquid that you put on your skin in order to make
yourself smell nice” (Horby, 2006: 590). In the 18™ century, both males and females
in every class wore fragrance for nice body odor. In the carly 20 century, fragrance
was used as fashion and became an accessory for the middle classes. Fragrances are
mostly dominated by one or several types of flowers, Thus, fragrances arc mosily
feminine and popular with women. Then, women are a target group for fragrance
product advertisements rather than men (Mclaughlin, 2007). Fragrance is like an
image enhancer for males and females (Tuna et al., 2012). Although the smells of
fragrance products reveal nothing about gender, the name of the fragrance and the
tagline in a fragrance advertiscmenl are used to describe gender character of each
fragrance (Tuna ct al., 2012: 105).

Fragrance is classified into seven types depending on the concentration of
essential oil each of which contains: perfume {15-40% of cssential oil cotnpounds),
esprit de parfam (15-30%}, eau de parfum {10-20%), eau de toilette (5-15%), cau de
cologne (3-8%), perfume mist (3-8), and splash and afiershave (1-3%) (Wikipedia,
2012b).

2.5 Previons Studies

Studies on pender influence in mass media have been conducted
continuously beeause it reflects cullural values at that (ime. The toliowing studics are
concerned with language use in advertisements.

Doring and Poschl (2006) analyzed imapes of men and women in German
television advertisements based on Goffman’s ltamework. They lound that mobile
phone advertisements still widcly used the techniques of emphasizing slereotypes such
as ferninine touch, canting of head and body, ieaning on others for support, giving
a broad smile and showing the degtee of females’ nudity, Furthermore, women were
shown in feminine settings such as rclaxing and decérative; on the other hand, men

were portrayed in masculine seitings of paid work, sports and out and ahout.




Tangthong (2007) presented the analysis of language used in advertisements
in gender-oriented English magazines showing that sentence structures used in men
magazines werc similar to those in women magazines. However, speech styles of the
two genders were different; that is, femmale-oriented English magazines tended to use
paraliclism as the form of writing while male-oriented English magavines tended to
convey their messages by nsing incomplete sentences or phrases,

Moeran (2009) cleimed thal advertisements in magazines such as Elte,
Vogue and Marie Claire used words such as radiant, soft, fresh, sexy and young-
looking, and images of women to persuade women to purchase the products,
Magazine reader interviewing was used (o learn that women somehow believed in
enchantment presented in the advertisements, leading to the purchase. That mcans
words used werc altractive enough to influence cansumers.

Tuna and Freitas (2012) analyzed verbal and visual signification modes in
magavine adverlisements during 2010 and 2011 to find out recurrent themes, form of
representation and motifs of males and females. They found that the scent of
fragrance arc described through emotional words such as love, seduction, pleasure,
sensation, and fenderness (p.102) to reveal fragrance brand irriage. Moreover,
advertisers still used a female model to present the product even though nowadays
using fragrance by males is acoepted by the socicty, In addition, the use of male and
fernale models in the same fragrance advertisement implies that the fragrance can be
uscd by both genders.

In this study, the rcsearcher aims lo investigale the language use in male and
female fragrance advertisements (o find ouw how much it represents  pender

stercotypes.




CHAPTER 3
METHODOLOGY

This chapter describes mcthodology nsed in this study, in¢luding data

coliection and data analysis.

1.1 Data Collection

The samples uscd in the study were 27 fragrance advertisements out of 68
found in male and female monthly lifestyle magazines, GQ and Elle, from January
2010 to July 2011, totally 38 issues. The two magazines were selected due to their
availability and their being rcgardéd as today’s most popular fashion magazines (Al
You Can Read, 2011). The fragrance advertisements in this study were chesen by
purposive sampling, That is, only advertisements of the brands available for both
males and females in the magazines were selected. They include Giergio Armani,
Burberry, Calvin Klein, Chanel, Dolce and Gabbana, Express, Gueci, Mare Jacob,
Perry Ellis. The advertisements chosen are classified according to the brands and

genders as illusirated below:
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Table 2 Selected Fragrance Advertisements

Fragrance Brands Number of Advertisements
GQ Elle
Giorgio Armam 5 5
Burberry 1 1
Calvin Klein ] 1
Chanel i -
Dolce and Gabbana 3 3
Express I 1
Gucei 3 -
Marc Jacob ] 5
Perry Ellis 1 ]
Total 14 =
Total 27
3.2 Data Analysis

To find out the exteni to which gender slereotypes were evident in the
selected advertisements, the data were drawn from both verbal and nor-verbal
langnage. As for verbal language, the names and taglines were investigated., The
advertiser’s intended messages through names and taglines were interpreted by using
dictionaries and exploring [ragrance brands® websites.  Reparding non-verbal
language, the models’ facial expressions, postures, and clothing were examined.
In addition, the advertiser’s use of color and background were taken into
consideration.  Then the frequency of fragrance advertisements with gonder
representation was counted and compared with the frequency of those with non-gender
representation. Finally, the major issues arising from the data were summarized and
discussed,




CHAPTER 4
RESULTS AND DISCUSSTONS

This chapter presents the findings of ihe study together with discussions
which show how much language use in male and female tragrance advertisements in

magazines from January 2010 to July 2011 reflect gender stereotypes.

The fragrance advertisements for men and women found in () and Elle
from Jannary 2010 o July 2011 include Giorgic Armani, Burberry, Calvin Klein,
Chanel, Dolce & Gabbana, Express, (Guecci, Mare Jacobs and Perry Ellis. TU is obvious
that the advertiscments all communicate their messages mostly through images
because fragrance product is a low involvement product which often uses emotional
and image-based appeals to persuade audiences (Kockemoer and Bird, 2004).
However, this study mainly focuses on the names and taglines nsed in fragrance
advertisements for both genders as demonstraled in the table below,




Table 3 Male and Female Fragrance Advertisements

15

Name and Tag fine ]
No. Brands Male Female
1 Giorgio Armani Acqua Di Gio Acqua di Ciota
(The new essence of joy)
Armani Code Armani Code
(The uliimate code of (The secret code of
seduction for men) women}
2 Burberry Sport Bril Sheer
3 Calvin Klcin Euphoria Beauly
{Ii touches everything)
4 Chanel BLEU DE CHANETL, No.5
{Be unexpected)
5 DoleedGabbana Lipght blue Light blue
The one The one
The one gentleman Rose the one
6 Express Honor Love Express
7 Gueel Sport -
Gucei by Gueei -
Guilty Guilty
3 Marc Jacobs Bang Daisy
(Eau so fresh)
- Lola
0 Perry Eilis Night Ierry Eliis

As shown in Table 3, considering merely the names of the fragrance

products, they fall into two groups: the same names for both genders

{8 advertisements) and different names for different genders (19 advertisements) as

shown in Table 4.




Table 4 Fragrances with the Same and Different Names

i6

No. Brands Same Names Different Names
1 (Giorgio Armani Armani Code (for men) Acqua Di Gio
Armani Code {for women) Acqua di Gicia
2 Burberry - Brit Sheer
- Sport
3 Calvin Klein - Beauly
- Fuphoria
4 Chanel] - MNo.5

Bley de Chanel

5 Dolece&Gabbana

Light blue (for men)

The one gentleman

Light blue (for women)

Rose the one

The one {for men)}

The one for {women}

. ) Express

Love Express

b - Honor
7 Gugei Guilty {for men) Spori
Guilty (for women) Gucci by Gueci
5 Marc Jacobs - Daisy
) - Lola
- Bang
S Perry Ellis - Peity Lllis
- Night
8 19
Total (29.63%) (10.37%)

It can be scen from the above table that fragrances using different names

{70.37%) outnumber the ones using the sarme name {29.63%). Each group will be

discussed in the following sections.




4.1 Male and Female Fragrances with the Same Names
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Three brands that name their (ragrance products for males and females the

same are Dolce & Gabbana, Gueci and Giorgio Anmani as shown in Table 5.

Table 5 Male and Femalc Fragrances with the Same Names

Name and Tag line
Ne. Brand Male Female
1 Dolce&Gabbana Light bine Light blue
The one The one
2 Gueci Guilty Guilty
3 (riorgio Armani Armani Code Armani Code
{The ultimate code of (The seccret code of
seduction for men) womern)

As can be seen in the table above, the fragrances targeting different penders
but sharing the same names are Light blue, The one, Guilty and Armani Code. It is
noticeable that these names tend not to represent typical characleristics of either
gender. The focus is on the characteristic of the product like Light blue, The Cne and
Guilty and the popularity of the brand like Armani Code,

For Dolce & Gabbana, ‘Light blue® is used as the name of fragrances for
both males and females under the same concept - “a inbute to the scorching sun, seq
and sensuality of the Mediterranean” (Dolee & Gabbana, 2012a). The fragrance
manufacturer wants to express passion when a man meets a worman, or vice versa, at
the Mediterranean,  Although blue color is nsed for male symbol {Goddard et ul.,
2000), this advertisement focuses on the meaning of ‘blue’ in lerm of cleanliness, air
and sky, water and sea. Dolece & Gabbana adds the word ‘light” to represent freshness
of blue color as it is aimed to altract both genders instead of only malcs. Tn fact, this
advertisement focuscs on the meaning of *Light blue’ in terms of ¢leanliness, reflected
by the sky and the sca surrounding the models (see figures 1-2). Tt shows that “Light
Bluc” does not reflect specific gender characteristic but they want to use only the

markcting opportunity to attract both males and females.
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Figure 2 Light Blue for women

“The One” is also used for both genders. ‘The One’ means ‘unique’. The
name itself is not sexist. The company website, www.dolceandgabbana.com, gives the
description of “The One” for eack gender. That is, “The One” for men reflects the
man who concentrates on self-confidence, elegance and sensualily {Dolce & Gabbana,
2012b) while “The One” for women reflecis the woman who has a strong personality,
modern sensuality and glamour as intended by Domenico and Stefano who are
designers of Dolce & Gubbana {Doice & Gabbana, 2012b). According to Maslow’s
hierarchy of needs, humans need sexual intimacy, confidence, achievement and
respect by others (Charles et al., 2010); thus, “The One” reflects the desire of ali
humans, males and females, to be unigue, or distinet from others so that they can be
outstanding, meeting the above necds,
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Figare 3 The One for men

Figure 4 The One for women

The word “Guilty” is defined as ‘being responsibie for something bad that
has happened’ (Hornby, 2006: 64) as opposite to the word ‘innocent’. “Guilly™ by
Gueci is used for both male and female fragrance products under the description from
online encyclopedia of perfumes, www.fragrantica.com, “the very scent of defiance,
for the most contemporary of rebels”. As delined by Oxford Advanced Leamer’s
Dictionary (2006), ‘defiance’ means “open refusal to obey somebody or something”
(p.384), and a ‘rebel’ refers 1o “a person who does not like to obey rules or who does
not accept normal standards of behavior, dress, etc” (p.1212). These negative feelings
are displayed through the facial expressions of the male and the female models in the
advertisements (see figures 5-6). They are expected to feel guilty as they exert the
dominated force on the opposite sex.

However, ‘Guilty’ for men was launched under the concept “for men who
know what they want and who get what they want” (Fragrantica, 20121). This quote
can underline the men’s desire for everything that they want through their charm
created by wearing this fragrance. On the contrary, *Guilty’ for women is “designed
for the glamorous, daring, brave and very sexy gitls who like to party and enjoy
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themselves” (Fragrantica, 2012h). This can reflect the meaning of the word “guilly™
under the image of the women who have modern life style and differ from women in
traditional style. To sum up, “guilty” does not directly reflect characters of genders,
but the word is differently defined when applied to different genders.

Figure 5 Guilty for men

Figure & Guilty for women

Regarding “Armani Code™ by Giorgio Armani, the word ‘code’ refers to
“a systern of words, letters, numbers or symbols that represent a message or record
information secretly or in a shorter form™ {Homby, 2006: 274). The key word is
‘secrecy’, implying ‘mystery’. Being mysterious leads to the quality of being
charming because there seems to be something interesting and exciting 10 be found
(Hornby, 2006: 969). However, males and females have different codes; that is, they




21

secretly communicate through different means. That is why the taglines for male and
female fragrances are added. The tag line in the male advertisement is “the ultimate
code of seduction for men”. “Seduction’ means the qualities or features of something
that make il seem attractive (Homby, 2006: 1321), It signifies the nature of mules, as
stated by Niedenthal et al. (2006} thal “men are more obsessed with sex”. So, the
word ‘seduction’ is chosen to show how this frugrance can deeply atiract women.
In contrast, the tagline in the female advertisement is “the secret code of women.”
The emphasis is on the word ‘secret” which is equivalent to *mysterious’, the quality
requiring absolute attention. Besides, in the fragrance advertisements (see figures
7-8), the male model shows his sexy look while the female one has very tricky eyes.
That is, the different codes can be conveyed through their facial expressions.

Figure 8 Armani Code for Women

To sum up, fragrance products for males and females with the same names
are named with conception and inspiration of the perfumers, and they represent
identity of the products or brands rather than gender characters. However, some
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[ragrance products show gender stereotypes through taplines and images in the

advertisements.

4.2 Male and Female Fragrances with Different Names

The fragrances with different names for different genders are presented in
Table 6.

Table 6 Male and Female Fragrances with Differeni Names

Names and Taglincs
Ne. Brands Malg Female
1 (orgic Armani Acequa di Gie Acqua di Giola
{Thc new essence of joy)
2 Gucci sport -
Gueci by Gueci -
3 Burberry Sport Brit Sheer
4 Calvin Klein Euphoria Beauty
' {It touches everything)
5 Chanel BLEU DE CHANEI. No.5
{Be unexpectedy
& Dolce&Gabbana The one gentleman Rose the one
7 Express Honor Love
8 Mare Jacobs Bang Daisy
(Eaun so fresh)
- Lola
g Perry Ellis Night Perry Ellis

The names of male fragrances are Acqua di Gio, Sport, Gucet by Gueci,
Burberry Sport, Euphoria, Bleu de Chanel, The onc gentleman, Honor, Bang, and
Night and those for females are Acqua di Gioia, Brit Sheer, Beauty, No.5, Rose the
one, Love, Daisy, Lola and Perry Ellis. They will be separately discusscd in the
sections below:,

4.2.1 Male Fragrance Advertiscments

Based on the table below, the names of the male Iragrances are Acqua

di Gio, Blen de Chanel, The one gentleman, Horor, Bang, Night, Gueei by Gueei,
Gueei Sport, Burberry sport, and Euphoria.
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Table 7 Male Fragrance Numes

Name and Tag line )
Na. Brand Male
I Criorgio Armani Acqua di Gio
2 Chanel Bleu de Chunel
{Be uncxpectad)
3 Dolece&Gabbana The one gentleman
4 Expross Honor
5 Marc Jacobs Bang
6 Perry Eilis Night
T Gueei (iucci by Gueei
Sport
3 Burberry Sport
9 Calvin Klein Euphoria

Fragrance names for males can be divided into two groups. The first group
consists of names which signify men’s characters by meaning of names — Bleu de
Chanel, The one gentleman, Honor, Bang, Night and Gueci Spori. The second one
includes names which are the same as female fragrances but only male fragrances
advertiserments are found in magazine — Acqua di Gio, Gueci by Gueei, Euphoria and
Burberry Sport.

Chanel adds the word “Blen,” or “blue” in English, to the name of its
product. In this case, they may want to convey the sense of authority, calmness,
dignity, sincerity and spirituality attached to the color blue {Geer, 2012) as the identity
of this product. As Goddard et al. {2000 stated, darker and strong color such as blue
were oflen used in boys’ toys while pink was used in girls’ toys. Thus, using ‘blew’
for male fragrance also rcpresents characteristics of males. With the tagline
“be unexpected”, it additionally refers to men who dare to do anything unconventional
which cannol be expected {Chanel, 2012).  According to Hornby (2006: 1610),
“if something is uncxpected, it swprises you because You were not expecting it”.

Consequently, ‘being unexpected® makes men interesting and charming,
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Figure 9 Blen de Chanel

“The one gentleman™, the Dolce & Gabbana male fragrance product,
combines the meaning of ‘the one’ and that of ‘gentleman’. “The one” reflects
‘uniguencss’, and ‘gentleman’ refezs to “a man who is polite and wel] educated, who
has excellent manners and always behaves well” (Hornby, 2006: 621). According to
the meaning of ‘gentleman’, it is associated adjective with male such as
‘sharp-witted”, ‘unscrupwlous’ and *witty’ which are show in the study of Williams
and Best (1993}, Besides, the concept of gentieman is obviously demonstrated in the
illustration below (see figurs 10) where the model is dressed neatly in a suit with
a bow. He does not look sexy, but charmingly smart as described in Dolce & Gabbana
wehpage as “a new fragrance for the contemporary charmer with a spirit of dashing
masculinity” {Deolce & Gabbana, 2012c).

Figure 10 The one gentleman

The name “Honur™ is used by Express. “Honor™ in this case is equivalent to
“confident, bold, edgy and raw™ (Express, 2012a) which is regarded as male (rait
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(Goddard ct al.,, 2000). This new fragrance is inspired by “onderground swank™,
which refer 0 4 city of freedom. That means people in underground swank can live
their lives with freedom and confidence. In addition to being confident, honor also
reveals the sense of boldness and rawness, which reflect the characleristics of men's
bravery and wild nature that enable them to live freely. Therefore, the description of
this product reflects men’s identity as stated in the study of Williams and Best {1993)
thal men have confident and adventurous characier.

Figure 11 Henor

To draw the audiences” attention and rouse their interest, advertisers can use
various word tactics such as metaphors and ambiguity (Goddard, 2002). In this case,
the fragrance named “Bang” by Marc Jacobs is ambiguous in meaning. 1t can mean
“a sudden loud nvise” or “to be very attraclive” or “to be stylish” or “very
successfully” or “1o have sex with a women” (The Online Slang Dictionary, 2012;
Homby, 2006: 102). With its various meanings, the word ‘Bang’ coupled with
the facial expression of the mode! leaves andiences to interpret by (hemselves what
"Bang” means. That is, this advertisement seemingly uses the ambiguous word to
arouse the audience’s interest by aflowing them to decode the hidden meaning of the
word {Goddard, 2002). Nonetheless, as this fragrance is created for “eonfemporary
guy, who, even if he isn’t young, has a younger spirit” (Fragrantica, 2012b;
Marc Jacobs, 2012a}, ‘Bang’ most probably implies attractiveness and stylishness with
obsession in sex as Hlustrated in the advertisement (sge figure 12) where the model
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poses aude on a silver background and shows fragrance flacon in his hand. Nudity can

represent raw spirit of men without decoration {Definitions, 2012).

Figare 12 Bang

“Night” of Perry Ellis shows the character of men in a calm and confident
manner (Fragrantica, 2012j). “Night' is normally associated with black: this color
suggests authority, power, beldness and seriousness which reflect identity of men
{Goddard et al., 2000; Williams and Best, 1993). Morecver, the word ‘night’ can
mean “the time or condition marked by absence of moral or ethical values™ (The Free
Dictionary, 2012b) which conveys the sense of mystery or secrecy (Thesaurus, 2012).
As mentioned above, mystery can attract the opposite sex (Hornby, 2006: 969).
Therefore, “Night™ is used to represent a mysterious manner of males which can be

regarded as a seductive way of drawing women's interests.
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Figure 13 Night

Gueei sells their product for males under the name “Sport” which represents
one of men’s activities. Doing sports makes men strong, vigorous and well-built — the
features desired by all men. This is visible in the illustration (see figure 14} which the
model shows his sportsmanship through his post which emphasizes the participation of
sports. Doring and Poschi (2006) have found that male stereotypes are portrayed
through masculine setting such as working, traveling and sport. Moreover, ‘sport’
implies being ‘active’, “adventurous’, ‘capuble’, ‘quick’, ‘robust’, and ‘tough’ as
shown in the study of Williams and Best (1993).

Figure 14 Guecei Sport

The other four male fragrances - “Acqua di Gio”, “Gucei by Gucci”,
“Burberry Sport™ and “Euphotia™ gre also available for women under the same names.

The reasons why only the male products were advertised are discussed as follows.
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Giorgio Armani “Acqua Di Gio” was launched for males in 1995 and for
fernales in 1996, *“Acqua™ is used to represent the beauty of Pantelierie which is
a relaxing place that inspired the fragrance manufacturer (Fragrantica, 2012a).
Considering the word “Gio’, it is the nickname of Giorgio Armani {Fragrantica,
2012a), so the meaning of “Acqua di Gio” is the fragrance of Giorgio Azrmani, which
shows brand identity more than gender identity. The reason why only “Acqua di Gio™
for males was advertised is probabilily because it won the *Best Men’s fragrance 2010
award winner’ from Women’s Health magazine {Giorgio Armani Beauty, 2012} based
on bestselling, Besides, Giorgio Armani created the fragrance for only females under
the name “Acqua di Gioia™ in 2010. It is assumed that the manufacturer wanted to
continuously promole the best fragrance product for men and the new ones for women.

Thus, “Acqua di Gio” for women is not present in women’s magazines.

Figure 15 Acqua i Gio

(hucct by Gueei was launched in 2007 and 2008 for females and males
respectively (Fragrantica, 2012f). Using the same name for both genders, it can be
assumed that the fragrance company - Gueci ~ wants to emphasize their brand instead
of the identities of the products targeting customers of either gender. This may be
because they are confident thai the products can be well sold under their brand names
which have long been popular and trusted. The reason why the adverlisement of
“Gmeci by Gueei” for female is absent may be because in 2010 Gucel created new
female fragrance named “Guilty” so the old fragrance advertisement for fernales was
not advertised,
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Figure 16 Gucci

The fragrances “Buphoria” for females and males of Calvin Klein were
lounched in 2005 and 2006 respectively. Defined by Longman Dictionary of
Contemporary English (2001: 466). ‘euphoria’ means “a short but extremely strong
feeling of happiness and excitement™, As happiness is what all humans, both men and
women, want (Charles et al., 2010), wearing euphoria is believed 1o make the wearers
extremely pleased or satisfied. That is why this fragrance name does not reflect any
characteristic of genders. However, the reason why “Euphoria™ for females was not
advertised in magazines in 2010 may be because in that year Calvin Klein produced
2 new female fragrance “Beauty”, so the old fragrance ‘Euphoria’ was not promoted

through advertisements,

Figure 17 Euphoria

Similar to “Sport™ by Gueci, “Sport” by Burberry which is created for hoth
males and females illustrates the feelings of movement, dynamics, energy, and

liveliness (Fragrantica, 2012g), which are helieved to be morc atiached to the identity
of males than females. As found by Goddard et al. (20003, Williams and Best (1993}
and Wood (2009}, the characteristics of males are stronger and more energetic than
females as conveyed through the words wetive, adveniurous, and gquick. Thus, this
may be the reason why the female fragrance advertisernent ol this product disappears

Jm

from the women magazines.
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4.2.2 Female Fragrance Advertiscments
Based on the table below, the names of the female lragrances are

Acqua di Gioia, No.5, Perry Ellis, Brit sheer, Beauty, Rose the onc, Love, Daisy and
Lola.

Table 8 Female Fragrance Advertisements

No. Brand Name and Tag line L
Female
i {iiorgio Armani Acqua di Gioia
2 Chanel No.5 ]
3 Perry Ellis Perry Ellis
4 Burberry Brit Shecr
5 Calvin Klein Beauty
(It touches everything)
& Bolce&Gabbana Rose the one
7 Express Love
8 Marc Facobs Daisy
{Eau so fresh)
Lola

Giorgio Ammani created fragrance for women named “Acqua di Gioia™ in
2010. The werd “Gioia” in Italian refers to ‘joy’ (Oxford Dictionaries, 2012), and the
word ‘joy’ is repeated in the (ag line for the female fragrance — The new essence of
joy - showing dilferences between male and female fragrances by using the word
“joy” which means “happy” {Ilorby, 2006: $03). The emotional word rellects a
characteristic of wommen who often express their feeling more than men (Niedenthal
et al., 2006; Williams and Best, 1993). Thercfore, “Acqua di Gioia” reficeis liveliness

and joy as woman characters,
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Figure 19 Acqua di Gioia

Among female fragrances, “No. 57 is an upmarket fragrance product of
Chanel created from the floral-aldehyde group under the econcept “smells like
a womarn.” The preduct was named after Chanel’s lucky number {Wikipedia, 2012a)
when she chose the fragrance sample No. 5 out of the samples Nos. 1 to 5 and 20 to
24. *No.5" is portrayed by the phrase “Inimilably huurious and infinitely sedunetive”
as a symbol of good taste (Fragrantica, 2012d) because many celebrities have been
shawn wearing this fragrance since 1954 such as Marilyn Mounroe who was a sexy
superstar. As shown in the advertisement (see figure 20), the fragrance conveys the
image of an elegant woman. Although “No.5” is created especially for women and it
is a signature to females, from the concept and its name, no gender stereotype appears.
Therefore this advertisement is excluded from gender-oriented group because its name

CONveys no gender stereotypes.

Figure 26 No.5




33

In 2003 and 2004 Buzberry created the fragrance named “Brit” to show the

English dignity of both British males and females respectively (Burberry, 2012). “Brit
Sheer” was created in 2007 to show the concept of British women who are glamorous
like traditional high-class adies. This stereotyping “Brit” or British manner has the
 implicit meaning of good looking and politeness (Barrow, 2009). Adding the word
‘sheer’ mnakes it different from traditional British because the word ‘sheer’ means
“bright and shining™ (An Encyclopedia Britannica Company, 2012). That means the
name signifies the new look of a British lady who wears a casual clothes, but still she

is glamorous style as shown in advertisernent (see figure 21).

Figare 21 Brit Sheer

“Beauty” by Calvin Klien was created in 2010. Calvin Klien “Beauty™ aims
te show the internal beauty of women in maturity such as strength, seH esteem and
spitit {Fragrantica, 2012¢) as shown through the mode! in the advertisement who
wears an elegant white dress, posted in & feminine manner (sce figure 22).
Furthermere, the tag fine “It touches everything” conveys the power of “Beauty”
which can dominate everything. So, the name and the tag line of this fragrance
product show the power of women’s internal beauty (strength, self esteem and spirif)
that can vontrol everything they want. The word “Beauty” means “a characterisiic of
a person, animal, place, object, or idea that provides a perceptual experience of
pleasure meaning, or satisfaction” (The Free Dictionary, 2012a). This word is used
only or specifically for women, not men. Thus, the word “Beauty” reflects the true
women characteristic (Gauntlett, 2008).
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Figure 22 Beauty

It is noticeable that names of flowers are often used for fermale fragrances.
¥or example, “Rose the one™ for females by Dolce & Gabbana is 2 continual fragrance
line of ‘The One” with the word “Rose” added. Rose is 2 flower with a sweei smeil
that grows on a bush with thoms (Homby, 2006: 1273). Il is a symbol of love and
passion (Squidoo, 2012), so the fragrance clearly portrays the identity of fomales.
As shown in Urbun Dictionary Oniine {2009¢), rose represents a girl who is usually
hot and has a greal feminine personality as posted by the moedel in the sdvertisement
{see figure 23).

Figure 23 Rose the one

“Daisy™ and “Daisy eau so fresh™ are fragrances of Marc Jacobs which were
created for o woman who is “a sophisticated, seéductive, and dazzling woman, which at
the same time sirives to simplicity” {Fragrantica, 20| 2e). Considering the word
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“Daisy”, it refers to a kind of flower which is composed of white petals and vellow
carpel. Daisy opens out at sunfight. It can symbolize innocence and purity {Wikia,
2012).  Daisy refers to a woman who is attractive, talented, and cute (Urban
Dictionary, 2009). With the phrase “ean so fresh”, ‘fresh’ means “looking clear,
bright and attractive™ or “full of energy™ (Hornby, 2006: 596). Thus ‘fresh” in this
advertisement is used to portzay women in a playful bright style {Mare Jacobs, 2012b).
As shown in figure 24, models are in the field under the sunshine and blue sky like the
daisy flowers which blossom during the sunshine. So “Daisy”™ represents typical
characters of a young girl (innocence and purity) as well as sophisticated characters
(attractive, talented and cute) thut a woman has (Williams and Best, 1503),

aLAE )
HARE agowE

Figure 24 Daisy

“Love” by Express shows the concept of sexy, playlul and glamorous
women (Express, 2012b). “Love” is an emotional word which is often used in female
products (Tuna ct al,, 2012). “Love” means “a strong feeling of affection for
somabody that you are sexually attracted to** (Hornby, 2006: £78). As shown in figure
23, the model in 2 pink dress is surrounded by sexy handsome men. She expresses
herself as a confident and dominating character. All the men tend to have a feeling of
intense desire and attraction toward her. Moreover, ‘love’ is one of the female
emotions as claimed by Neidental et al, (2006) that females express more love than
males. Thus, “Love” reflects the character of women who pays more allention to

expressing her feeling.
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Figure 25 Love

“Lela” is another female fragrance product of Marc Jacobs. “Lola™ is
a weman’s name (Urban Diclionary, 2009b). In 1955, “Lola” was used for a girl’s
name in the novel Lolila by Viadimir Nabokov. Lola becomes a symbol of a sexually
precocious young girl (Wikipedia, 2012b). Following the concept of this fragrance,
Lola conveys the image of a woman who is “sexy with a fun flirtations wink™
{Marc Jacobs, 2012¢). In other words, the woman who flirts has to be confident and
sirong as the rueaning of the word ‘Lola’ in Sparish is “strong woman” (Behind
The Name, 2005). Thus, “Lola” reflects characters of women who are sexy, playful,
flirtatious and confident.

Figure 26 Lola

The other female fragrance - “Perry Lllis™ is also available [or males under
the sume name. The foliowing part will discuss the reason why only the [emale
product was advertised.
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“Perry Ellis” by Perry Ellis was first lauﬁched in 1985 for both males and
females (Fragrantica, 2012k). The name “Perry Ellis” does not reflect gender identity.
It is used simply to show the brand name identity. The reason why “Perry Ellis”
adveriised female collection may be because of the decrease of women’s wear
collection in 2003 (Fragrantica, 20121y Therefore, the manufacturer needed to
promote female products more than male collection,

Figure 27 Perry Ellis

In short, it can be seen that most female fragrances were named in relation
to lemale characteristics, implying that women are stereotyped as humans with
attraclive figures.

Based on the discussions above, the answer to the research question is
demonstrated in the tables below.

Fable % Gender Representation by Fragrance of the Same Names

Gender Nnn-ﬂ-cnd er
Fragrance name Taglines
Representation | Representation

Light blue for men /
Light blue for women /
The one for men !
The one for women f
Guilty for men /
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Table 9 Gender Representation by Fragrance of the Same Names (continued)

Gender Non-Gender
Fragrance namc Taglines
Representation | Representation
Gilty for women !
Ammani Code for men / ‘The ultimate
code of seduction
for men
Armani Code for women ! The sceret code
of women
Total P 6
(7.41%) (22.22%:)
Table 10 Gender Representation by Fragrance of the Different Names
Gender Non-Gender
Fragrance name Taglines
Representation | Representation
Acqua di Gio !
Burberry Sport /
Euphoria /
Bleu de Chanel / Be unexpected
The one gentleman /
Honor !
Gucci Sport /
Gugeel by Gueet ! ]
Banp !
Night /
Acquz di Giecia / The new essence of
- joy
Brit Sheer /
Beauty / It touches everything
No.5 /
Rose the one !
Love /
—ﬁaisy / Fau 50 fresh
Lola /
Perry Eliis !
Total 14 !
(51.85%) (18.52%)
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Table 11 Gender Representation in Fragrance Names

Number of
Percentage
fragrance names

Gender representation 16 389.26%
Non-Gender representation i1 44).74%
Total 27 104%%

The fables above show that a little more than half fragrance products
(16 out of 27 or 59.26%) reflect characteristics of gender throngh their names and
taglines. The results of this study are cousistent with the {inding of Doring and Posch!
(2006) which indicated that advertisers still used the techniques of emphasizing
stereotypes in their advertiscments. This may suggest that gender stereotypes are
somewhat reflected through language in the selected advertisements.

The next chapter will conclude the study.




CHAPTER 5
CONCLUSION

This chapter states the conclusion, limitations of the study and
recommendations for further study.

5.1 Conclusion

This study aims to examine the extent to which male and femaie fragrance
names and laglines in ihe selected advertisements reflect gender stereotypes.
The results indicate that the fragrance products somewhat reflect gender stereotypes
mainly by using different names for male and female products. Although some usc
the same mames for male and fernale products, their taglines and images in the
advertisements reflect different identities or characteristics of eenders.” These
fragrance advertisements also show that men are depicted as authority with physical
abilities whereas women are depicted as sexual objects with physical beauty,

The siudy also reveals that two — fifihs of the fragrance producis in the
selected advertisements-do not represent gender stereotypes due to their emphasis on
the popularity of their brand and the marketing strategies.

5.2 Limitations of the Study

The results of the sludy seem nol to be conclusive due fo the following
limitations. The samples consist of onfy 2 small number of advertisements coilected
from only two magazines: GQ and Elle, during a rather short period of time
(January 2010 to July 2011).

3.3 Recommendations for Forther Study

Duc to the limitations mentioned above, further study should take into

consideration a wider variety of magazines to coilect advertisements of more brands of
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fragrances. Iurthermore, other types of perfumed products such as body lotion, hand
cream, cte. arc intercsting as samples of the study hecause these products use more
verbal langnages than fragrance products.  Most Importantly, nonverhal language
abunduntly found in male and {emale advertisements is worth studying as it wilt give

clearer pictures 1o the iopic investigated,
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