APPENDIX A - 1
PART ONE

This survey is meant for an academic research on advertisements. Your

honest response is much appreciated. Thank you.

Name :

Occupation :

Race

Age Group : [ ] 20-25 [ ]31-35
[ ] 36-40 [ ]41-45

Complexion : [ ] Fair [ 1 Dark [ |

Unsure

You are a reader of (tick one only) :
] Her World

] Female
] Both
]

None

fr—  p— e
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Definition
Collocates :  Words that can be associated together.

Connotation - Feelings or ideas suggested by a word.

Melanin - Dark pigmentation.

NB : All lexical items and sentences have been extracted from facial or

slimming product advertisements.

Indicate whether the following words have Positive Connotation (P),

Negative Connotation (N) or Neutral Connotation (U) when used in facial
product advertisements.

1 refreshing [ ] 30 moisturising [ ]

2 radiance [ ] 31 gentleness [ ]
3 protect [ ] 32 results [ ]
4 pores [ ] 33 pigmentation [ i
5 loosens [ ] 34 age [ ]
6 lines [ ] 35 melanin [ ]
7 freckles [ ] 36 spots { ]
8 flake [ ] 37 revealing [ ]
9 enhances [ ] 38 creases [ ]
10 elasticity [ ] 39 wrinkles [ ]
11 dead [ ! 40 smoother [ ]
12 blocked [ ] 4] damage [ ]
13 blackheads [ ] 42 repair [ ]
14 clarify [ ] 43 fair [ ]
15 improve [ ] 44 preserve [ ]
16 restore [ ] 45 spread [ ]
17 soothe [ ] 46 purifies [ ]
18 rejuvenates [ ] 47 evens [ ]
19 glowing [ ] 48 lighten [ ]
20 cleanses [ ] 49 reduces [ ]
21 replenishes | ] 50 firming [ ]
22 fine [ ] 51 stop [ ]
23 premature [ ] 52 brightens [ ]
24  oily [ | 53 fade [ ]
25 dries [ ] 54 nourishes [ ]
26  beauty [ ] 55 assure [ ]
27 new [ ] 56 sensation [ ]
28  dark [ ] 57 clogged L ]
29 old [ ] 58 irritation [ ]
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Indicate whether the following words have Positive Connotation (P),
Negative Connotation (N) or Neutral Connotation (U) when used in slimming
product / centre advertisements.

39 weight [ 1 80 unsightly [ ]
60 elasticity [ ] 81 accelerate [ ]
61 dieting [ ] 82 enhances [ ]
62 loss [ ] 83 slimming { ]
63 results [ ] 84 fat [ ]
64 contours [ ] 85 tummy [ ]
65 body [ ] 86 care [ ]
66 reducing [ ] 87 texture [ ]
67 shape [ ] 88 metabolism [ ]
68 pounds [ 1 89 treatment [ ]
69 sponginess [ ] 90 crash-diets [ ]
70 cellulite [ 1 91 power [ ]
71 energy [ ] 92 health [ ]
72 optimal [ ] 93 remarkable [ ]
73 perfect [ 1 94 figure [ ]
74 vitality [ ] 95 tightens [ ]
75 flat [ i 96 regains [ |
76 bulging [ ] 97 refreshes [ ]
77 trim [ ] 98 smoothes [ ]
78 refines [ ] 99 lipid-removal [ ]
79 streamlines [ ] 100  orange-peel [ ]

Indicate whether the following adjective clusters have Positive Connotation
(P), Negative Connotation (N) or Neutral Connotation (U) when used in
facial product or slimming product / centre advertisements.

101  new confident [ ] 114 light gel [ ]
102  truly modern [ ] 115 vital food [ ]
103  fantastic post-natal [ ] 116 firmer, toned [ ]

]

104  slimmer more beautiful [ ] 117 extralarge [

105  body contouring [ ] 118 soft, young-looking[ ]
106  excess body [ 1 119 visibly healthier [ ]
107  reliable, long lasting [ ] 120 clear, even [ 1
108  new, fresh [ ] 121 more radiant [ ]
109  soft, supple [ ] 122 premature fine [ ]
110 visibly firmer [ ] 123 rough, old [ 1]
111 moisturising antiage [ 1 124 never ending [ ]
112 exfoliating dead [ ] 125 highly active [ 1]
113 moisture quenching [ ]

------------------ The End Thank you
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APPENDIX A -2

PART TWO
This survey is meant for an academic research on advertisements. Your honest

response is much appreciated. Thank you.

Name :

Occupation :

Race

Age Group :

Complexion :

Unsure

You are a reader of :

[
[
[
[

]
]
]
]

Her World
Female
Both

None

]

]

20-25 [ 131-35
36-40 [ ]41-45

Fair [ ] Dark [ ]
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Definition
Collocates :  Words that can be associated together.

Connotation - Feelings or ideas suggested by a word.

Melanin - Dark pigmentation.

NB : All lexical items and sentences have been extracted from facial

advertisements

Indicate whether the following words are the collocates of Fair (F), Young (Y),

Old (0), Dark (D). If they do not belong to any one of the previous collocate,
indicate the words as Others (O).

1 refreshing [ ] 33 loosens [ ]
2 radiance [ ] 34 lines [ ]
3 pores [ ] 35 freckles [ ]
4 enhances [ | 36 elasticity [ ]
5 dead [ ] 37 blocked [ ]
6 blackheads [ ] 38 clarify [ ]
7 improve [ ] 39 restore [ ]
8 soothe [ ] 40 rejuvenates [ ]
9 glowing [ ] 41 cleanses [ ]
10 replenishes [ ] 42 fine [ ]
11 premature [ ] 43 oily [ ]
12 dries [ ] 44 beauty [ ]
13 new [ ] 45 dark [ ]
14 old [ ] 46 moisturising [ ]
15 gentleness [ ] 47 pigmentation [ ]
16 age [ ] 48 spots [ 1
17 creases [ | 49 wrinkles [ ]
18 smoother [ ] 50 damage [ ]
19  repair [ ] 51 fair [ ]
20  preserve [ 1 52 purifies [ ]
21 evens [ 1 53 lighten [ ]
22 reduces [ ] 54 firming [ ]
23 brightens [ ] 55 fade [ ]
24 nourishes [ ] 56 assure [ ]
25 sensation [ ] 57 clogged [ ]
26  irritation [ ] 58 new fresh [ |
27 soft, supple [ ] 59 visibly, firmer [ ]
28 moisturising antigae [ ] 60 exfoliating dead[ ]
29 moisture quenching | ) 61 soft, young-looking []
30  visibly healthier { ] 62 clear, even [ ]
31 more radiant [ ] 63 premature fine ]
32 rough old [ ]
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64
65
66
67
68
69
70
71
72
73
74
75
76
77
78
79

B

NB All lexical items have been

advertisements.

extracted from

slimming

Indicate whether the following words are collocates of Slim (S), Fat (F). If they
do not belong to any one of the collocates, indicate the words as Others (0).

contours {
shape [
sponginess [
perfect [
flat [
trim [
streamlines [
enhances [
fat [
tightens [
refreshes [
new confident [

body contouring [
lipid-removal [

orange-peel [

]
]
]
]
]
]
]
]
]
]
]
]
]
]

Please indicate to state whether you Agree (A), Disagree (D) or are

loss [ 1] 80
reducing [ ] 81
pounds [ ] 82
cellulite [ ] 83
vitality [ ] 84
bulging [ ] 85
refines [ 1 86
unsightly [ ] 87
slimming [ ] 88
tummy { ] 89
regains [ ] 90
smoothes [ ] 91
slimmer more beautiful [ ] 92
excess body [ ] 93
firmer, toned [ ] 94
extra large [ ]

C
Unsure (U)..

Facial product advertisements convey the message that :

95  a healthy complexion is desirable.

96

97

98

99

a fair complexion is desirable.

a dark complexion is undesirable.

an aging complexion is undesirable.

a youthful-looking complexion is desirable.
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Slimming product advertisements convey the message that :

100  being slim is a desirable quality. [ ]
101 being fat is an undesirable quality. [ ]
102  being slim is healthy. [ ]

103 Facial product advertisements liken beauty to a fair and youthful-looking

complexion. [ |

104 Slimming product advertisements liken beauty, confidence and sexiness to a

slim figure. ’ [ ]

105 In general, Asian society sees an ideal beauty as one who is slim, fair and

who looks youthful. [ ]

Thaak you for your cooperation,
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APPENDIX B -1

RESULTS OF SURVEY TEST 1

QUESTION A

Percentage
No Lexical Items Neutral | Positive | Negative
1 refreshing 37 63 0
2 radiance 22 78 0
3 protect 86 14 0
4 pores 0 0 100
5 loosens 35 65 0
6 lines 0 0 100
7 freckles 0 0 100
8 flake 58 0 42
9 enhances 31 69 0
10 elasticity | 43 57 0
11 dead 39 0 61
12 blocked 23 0 77
13 blackheads 0 0 100
14| clarify 2 58 0
15 improve | 41 59 0
16 restore 43 | 57 0
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17 soothe 12 88 0
18 rejuvenates 9 91 0

19 glowing 0 100 0
20 cleanses 45 55 0
21 replenishes 17 83 0
22 fine 43 0 57
23 premature 43 0 57
24 oily 5 0 95
25 dries 5 0 95
26 beauty 0 100 0
27 new 34 67 0
28 dark 0 0 100
29 old 0 0 100
30 moisturising 13 87 0
31 gentleness 0 100 0
32 results 86 14 0
33 pigmentation 34 0 67
34 age 0 | 0 100
35| melanin B 0 45
36 spots | 0 | 0 100
37 revealing | 100 0 0
38 creases 0 0 100
39 wrinkles 0 0 100
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40 smoother 0 100 0
41 damage 38 0 62
42 repair 23 67 0
43 fair 0 100 0
44 preserve 12 88 0
45 spread 100 0 0
46 purifies 3 97 0
47 evens 47 53 0
48 lighten 0 100 0
49 reduces 44 56 0
50 | firming 0 100 0
51 stop 96 4 0
52 brightens 0 100 0
53 fade 32 68 0
54 nourishes 21 79 0
55 assures 42 58 0
56 sensation | 48 52 0
57 clogged 0 0 100
58 | irritation 0 0 100
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QUESTION B

Percentage
No Lexical Items Neutral | Positive | Negative
59 weight 58 33 9
60 elasticity (slimming) 68 32 0
61 dieting 86 0 14
62 loss 31 69 0
63 results 75 25 0
64 contours 0 100 0
65 body 100 0 0
66 reducing 4 96 0
67 shape 17 83 0
68 pounds 0 0 100
69 sponginess 0 0 100
70 cellulite 0 0 100
71 energy 100 0 0
72 optimal (100 0 0
73| perfect 25 75 0
74 vitality 0 100 0
75 flat 13 87 0
76 bulging 0 0 100
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71 trim 0 100 0
78 refines 41 59 0
79 streamlines 48 52 0
80 unsightly 0 0 100
81 accelerate 66 34 0
82 enhances 47 53 0
83 slimming 0 100 0
84 fat 0 0 100
85 tummy 0 0 100
86 care 80 20 0
87 texture 100 0 0
88 metabolism 100 0 0
89 treatment 100 0 0
90 crash-diets 56 0 44
91 power 60 40 0
92 health 100 0 0
93 remarkable 33 47 0
94 figure 53 ‘47 0
95 tightens 0 100 0
96 regains 3 97 0
97 refreshes 0 100 0
08 smoothes 0 100 0
99 lipid-removal 0 100 0
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100 orange-peel 19 0 81
QUESTION C
Percentage
No | Lexical Items Neutral Positive Negative
101 | New confident 0 100 0
102 | Truly modern 67 33 0
103 | Fantastic post-natal 100 0 0
104 | slimmer more beautiful 0 100 0
105 | body contouring 13 87 0
106 | excess body 4 0 926
107 | reliable, long lasting 76 24 0
108 | new, fresh 0 100 0
109 | soft, supple 0 100 0
110 | visibly firmer 0 100 0
111 | moisturising antiage 0 100 0
112 | exfoliating dead 24 76 0
113 | moisture quenching 0 0 100
114 | light gel 100 0 0
115 | vital food | 100 0 | 0
116 | firmer, toned 0 100 0
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117 extra large 43 0 57
118 | soft, young-looking 0 100 0
119 | visibly healthier 0 100 0
120 | clear, even 0 100 0
121 | more radiant 0 100 0
122 | premature fine 0 0 100
123 | rough, old 0 0 100
124 | never ending 100 0 0
125 | highly active 100 0 0
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APPENDIX B - 2

RESULTS OF SURVEY 2
QUESTION A
Percentage
No | Lexical Items Fair Young | Old Dark | Others
1 | Refreshing 0 100 0 0 0
2 | Radiance 0 100 0 0 0
3 | Pores 0 0 10 0 90
4 | enhances 0 0 0 0 100
5 | dead 0 0 77 0 23
6 | blackheads 0 0 12 0 88
7 | improve 0 0 0 0 100
8 | soothe 0 0 0 0 100
9 | glowing 0 34 0 0 66
10 | replenishes 0 79 0 0 |21
11 | premature 0 0 12 0 88
12 | dries 0 0 0 0 100
13 | new 0 84 |0 0 16
14 | old 0 |0 100 |0 0
15 | gentleness 0 74 0 0 26
16 | age 0 0 100 |0 0
17 | creases 0 0 | 100 0 0
18 | smoother 0 |88 0 0 12
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19 | repair 0 0 0 100
20 | preserve 0 92 0 8
21 | evens 59 0 0 4]
22 | reduces 0 0 0 100
23 | brightens 100 0 0 0
24 | nourishes 0 23 0 77
25 | sensation 0 0 0 100
26 | irritation 0 0 0 100
27 | soft, supple 0 100 0 0
28 | moisturising antiage 0 83 0 17
29 | moisture quenching 0 0 17 83
30 | visibly healthier 0 0 0 100
31 | more radiant 0 100 0 0
32 | rough old 0 0 100 0
33 | loosens 0 0 0 100
34 | lines 0 0 100 0
35 | freckles 0 19 0 81
36 | elasticity 0 67 0 33
37 | blocked 0 0 0 100
38 | clarify 32 0 0 68
39 | restore 0 74 0 26
40 | rejuvenates 0 1100 0 Q
41 | cleanses 23 0 77
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42 | fine 0 0 0 0 100
43 | oily 0 0 0 0 100
44 | beauty 0 6 0 0 94
45 | dark 0 0 0 100 |0
46 | moisturising 0 62 0 0 38
47 | pigmentation 0 0 12 69 19
48 | spots 0 0 17 0 83
49 | wrinkles 0 0 0 100 0
50 | damage 0 0 4 0 96
51 | fair 100 0 0 0 0
52 | purifies 0 0 23 0 67
53 | lighten 100 0 0 0 0
54 | firming 0 83 0 0 17
55 | fade 61 0 0 0 39
56 | assure 0 0 5 0 95
57 | clogged 0 0 0 0 100
58 | new fresh 0 88 0 0 12
59 | visibly, firmer 0 92 0 0 8
60 | exfoliating dead 0 |0 4 0 |9%
61 | soft, young-looking 0 | 100 0 0 0
62 | clear, even | 57 0 0 0 43
63 | premature fine 0 | 0 36 0 64
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QUESTION B

Percentage
No Lexical Items Slim Fat Others
64 loss 100 0 0
65 reducing 100 0 0
66 pounds 0 100 0
67 cellulite 0 86 24
68 vitality 0 10 100
69 bulging 0 100 0
70 refines | 62 0 38
71 unsightly 0 59 41
72 slimming 100 0 0
73 tummy 0 100 0
74 regains 0 0 100
75 smoothes 0 0 100
76 slimmer more beautiful 100 0 0
77 excess body 0 86 14
78 firmer, toned 73 0 27
79 extra large 0 63 37
80 contours | 100 0 0
81 shape 83 0 17
82 sponginess 0 100 0
83 perfect 8 0 92
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84 flat 100 0 0
85 trim 100 0 0
86 streamlines 100 0 0
87 enhances 25 0 75
88 fat 0 100 0
89 tightens 78 0 22
90 refreshes 0 0 100
91 new confident 37 0 63
92 body contouring 100 0 0
93 lipid-removal 100 0 0
94 orange-peel 93 0 7
QUESTION C
Percentage

Question No. Agree Disagree Unsure

95 100 0 0

96 31 38 31

97 60 40 0

98 86 10 4

99 96 0 4

100 100 0 0

101 88 5 | 7

102 86 0 | 14
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103 100 0
104 100 0
105 83 15
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1.1
1.1.1
(1)
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(20)

APPENDIX C

List of words similar in meaning or having different forms
Facial Product Advertisements.

skin, skin-type, fingertips, face, complexion, appearance, eyes
proven, effective, breakthrough, ability
formation, combination, combines, formulated
effects, effectiveness, answer, results, difference
rays, sun, sunscreen, water

technology, power, system, discovery, research
barrier, denied, prevent

process, way, system
today, beginning, day, night

needs (noun), needs (verb), want, requires
contains, consists

reveals, bring, works, provides, delivers

keeps, maintains

making, make

rub, spread, use, using

reduces, maximizes

beauty, beautiful

rejuvenation, rejuvenates

light, luminous

lighten, lighter
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(21)  brighten, brighten

(22) assures, ensures

(23)  firm, firmer, firming

(24)  young-looking, younger, youthful
(25) age, ages, older

(26) dries, hydrated

(27) produce, secretion

(28)  soft, gentleness

1.1.2 Slimming Advertisements
(1)  programme, system, advice, guidance, plan, care, technique
(2)  crash-diets, drugs, supplements, diet
(3)  skin, hips, thigh, chin, abdomen, buttocks
(4) technology, discovery
(5)  solution, results, improvement, difference
(6)  minutes, weeks
(7)  dream, love, wish
(8) firms, firmer
9) trims, trim
(10)  slim, slimming
(11)  lost, get rid of, loss, reduce, elimination
(12) shape up, shaping up, shape, figure

(13)  contours, contouring
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2.1

Neutral connotative words in facial product advertisement.

No | Neutral Connotative word (s) No. of occurrence
1 Major 1
2 Brown 1
3 Skin (+ similarities) 71
4 High |
5 Proven (+ similarities) 5
6 Asian 1
7 Melanin 6
8 Natural 5
9 Dramatic 1
10 | Advanced 1
11 | Formation (+ similarities) 9
12 | Lost 1
13 | Unique 1
14 | Luminous (+ similarities) 3
15 | Effects (+ similarities) 12
16 | Radical 1
17 | Rays (+ similarities) 4
18 | Emulsion 2
19 | Area 4
20 | Treatment 5
21 | Technology (+ similarities) 6
22 | Barrier (+ similarities) 9
23 | Genius 1
24 | Process (+ similarities) 6
25 | Produce (+ similarities) 7
26 | Today (+ similarities) 10
27 | Balance 1
28 | Range 12
29 | Signs 5
30 | Envy 1
31 | Perfector 1
32 | Enlightening 1
33 | Ladies 1
34 | Years 2
35 | Opportunity 1
36 | Plugs 1
37 | Plants 1
38 | Needs (+ similarities) 9
39 | Care ' 4
40 | Properties 2

139




41 Supply 1
42 | Level 1
43 | Types 1
44 | Know-how 1
45 Protect 5
46 | Season 1
47 | Role 3
48 | Texture 1
49 | Contains (+ similarities) 5
50 |Lies 4
51 | Reveals (+ similarities) 10
52 | Flake 1
53 |Live ]
54 | Grows 1
55 | Pile 2
56 | Keeps (+ similarities) 5
57 | Making (+ similarities) 5
58 | Look 4
59 | Caused 2
60 | Open 2
61 | Rub (+ similarities) 1
62 | Leaving 1
63 | Maximizes (+ similarities) 6
64 | Help 7
65 | Offers 4
66 | Stay 2
67 | Give 3
68 | Notice 3
69 | Becomes 1
70 | Feels 6
71 | Exposed 1
72 | Slows 3
73 | Removes 4
74 | More efficient 1
75 | Reliable, long lasting 1
|76 __| Most important 1
77 | Long term 1
78 | Specially-formulated 1
79 | High performance 1
80 | Deeper surface 1
81 | Never ending 1
82 | Truly modern 1
83 | Optimum continuous 1
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2.2 Table of positive connotative words in facial advertisements.

No Connotation No. of occurrence
1 Refreshing 3
2 Radiance 4
3 Replenishes 2
4 Smoother 1
5 New 2
6 Preserve 2
7 Soft,supple 1
8 Moisturising , antiage 1
9 More radiant 1
10 Elasticity 1
11 Restore 3
12 Rejuvenates 4
13 Moisturising 4
14 Firming 5
15 New, fresh 1
16 - Visibly, firmer 1
17 Soft, young-looking 1
18 Young-looking 9
19 Evens 4
20 Brightens 6
21 Fair 4
22 Lighten 8
23 Fade 3
24 Clear, even 1
25 Fairer, fine 1
26 White 2
27 ' Enhances 1
28 Improve 1
29 Soothe 1
30 Glowing 1
31 - Repair 1
32 - Reduces 1
33 Nourishes 1
34 Sensation 1
35 Loosens 1
36 Clarify 1
37 Cleanses |
38 ' Beauty 1
40 Purifies 1
41 Assures 1
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2.3  Negative connotative words in facial advertisements.

No | Connotation No. of occurrence
1 Lines 8
2 Wrinkles 8
3 Age (+similarities) 14
4 Freckles 2
5 Spots 2
6 Blackheads 1
7 Pores 1
8 Fat 1
9 Irritation 1
10 | Pigmentation 1
11 Creases 1
12 | Clogged 1
13 | Blocked 1
14 | Damage 1
15 | Dries (+ similarities) 2
16 | Fine 2
17 | Darkening 3
18 | Premature 1
19 | Dead ' 4
20 | Premature fine 2
21 | Rough old 1
22 | Moisture quenching 1
23 | Oily 1
24 | 0ld 1

3.1  Neutral connotative words in slimming advertisements

No | Connotation No of occurence
1 Body 7
2 | Programme (+ similarities) 27
13 Crash-diets (+ similarities) 7
4 Skin (++ smilarities) |23
5 Partner 1
6 Gel 3
7 Texture 1
8 Privacy 2
9 Trend 3
10 | Metabolism 5
11 | Areas 11
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12 | Solution (+similarities) 19
13 Devotion 1
14 | Session 4
15 | Minutes (+ similarities) 3
16 | Day 3
17 | Dream (+ similarities) 4
18 | Exercise 1
19 | Groups 1
20 | Chemistry 1
21 Promise 4
22 | Mechanism 1
23 Power 1
24 | Experience 3
25 | Plus 1
26 | Agents 1
27 | Accumulate 3
28 | Energy 4
29 | Health 1
30 | Customer 1
31 | Husband 1
32 | Plans 1
33 | Baby 1
34 | Events 1
35 | Life 4
36 | Weight 9
37 | Call 1
38 | Lifestyle 1
39 | Vital food 1
40 | Truly modern 1
41 | Optimal, easy-to-do 1
42 | Natural body 1
43 | Sensible nutritious 1
44 | Strenuous 4
45 | Selected 2
46 | Dangerous 1
47 | Unrivalled 1
148 | Tailor-made 1
49 | Visible 3
50 | Each 1
51 | Optimal 1
52 | Full 1
53 | Remarkable | 1
54 | Double 1
55 | Elasticity t
56 | Latest 2
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57 | Concentrated 1
58 | Active 2
59 | Entire 1
60 | Selected 1
61 Fast 1
62 | Revelation 1
63 Double 1
64 | Targetted 1
65 | Natural body 1
66 | Well-balanced 1
67 | Hard exercise 1
68 | Amazed 1
69 | Benefits 3
70 | Bears 1
71 | Based 1
72 | Develop 2
73 Absorbed 1
74 | Decision 4
75 | Suit 1
76 | Deserve 1
77 | Enjoy 1
78 Tell 1
79 | Family 1
80 | Light gel 1
81 | Pure plant ]
82 | Advanced 1
83 Experts | 2
84 | Nutritious 1
3.2 Positive connotative words in slimming advertisements.

No | Connotations | No of occurrence
1 Lost (+ similarities) 3
2 Firms (+ similarities) 4
3 Regain 2
4 | Enhances 12
5 | Slimming (+ similarities) 3
6 Shaping up (+ similarities) 6
7 Better toned 1
3 Contouring (+ similarities) 3
9 Trims (+ similarities) 4
10 | Refines 1
[l | Streamlines 1
12 | Refreshes 2
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13 | Smoothes 3
14 | Tightens 4
15 | Beauty 4
16 | Vitality 1
17 | New 2
18 | Perfect 2
19 | Ultra-soft 2
20 | Silky-smooth 2
21 | Moisturized 3
22 | Flat 1
23 | Fat-fighting 1
24 | New confident 1
25 | Slimmer, more beautiful 2
26 | Firm, toned 2
27 | Weight loss 2
28 | Body firming 1
29 | Trimmer, sexier 2
30 | Lipid-removal 1
31 | Body contouring 1
32 | More beautiful 2

33

Negative connotations in slimming advertisements.

Connotations

Pounds

No. of occurrence

Inches

Sponginess

Fat

Cellulite

Tummy

Lipids

xooo\)o\u:.z;um,-az
(o]

Orange-peel

Unsightly

—
(]

Bulging

P
i

Excess body

N

Spongy appearance

—
w

Extra large

ot it k[ s [t |t [t [0 PN [N G0 ot § s
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4.1 Types of adjectives in facial product advertisements

Positive Negative
Type of | No % No %
Adjective
Single 28 60.8 19 82.6
Cluster 18 39.2 4 17.4
Total 46 100 23 100

4.2 Types of adjectives in slimming advertisements

Positive Negative
Type of | No % No Y
Adjective
Single 20 57.1 6 66.7
Cluster 15 42.9 3 33.3
Total 35 100 9 100

4.3 Table of collocates of “youth”.

No Collocate No. of occurrence
1 Refreshing 3
2 Radiance 4
3 Replenishes 2
4 Smoother 1
5 | New 2
6 Preserve 2
7 Soft,supple 1
8 Moisturising , antiage 1
9 More radiant 1
10 Elasticity 1
11 Restore 3
12 ' Rejuvenates 4
13 Moisturising 4
14  Firming -]
15 New, fresh 11
16 Visibly, firmer ]
17 Soft, young-looking 1
18  Young-looking L
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4.4 Table of collocates of “fair”

Collocates

No. of occurrence

Evens

Brightens

Fair

Lighten

Fade

Clear,even

Fairer, fine

|| nip|wiN|—Z
o

=] lWlco |0V

4.5

White

Table of other positive collocates in facial advertisements

Collocate

No of occurrence

Enhances

1

Improve

Soothe

Glowing

| Repair

Reduces

Nourishes

Sensation

Ol |ajun|slwvin|—~|Z
)

Loosens

Clarify

Cleanses

Beauty

Purifies

Assures

1
1
1
1
1
1
1
1
1
1
1
1
5l

5.1

Table of collocates of “old”

Collocate

' No of occurrence

Lines

Wrinkles

Age (+similarities)

Creases

Dead

Rough old

QO nih | NI—1F
of.

Old
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5.2 Table of collocates of “dark™

No | Collocate No. of occurrence
1 Dark 2
2 Pigmentation 1

5.3 Table of other negative collocates in facial product
advertisements

Collocates No. of occurrence

Freckles

Spots

Blackheads

Pores

Fat

Irritation

Clogged

Blocked

\DOO\]O\MANM—-Z
o

Damage

—
<

Dries (-+ similarities)

—
ot

Fine

_—
[

Premature

—
w2

Premature fine

—
S

Moisture quenching

ot ot It ESTESTESE B ol B Eel o el bl L

p—
L%

Oily

6.1 Table of collocates of “slim”

Z
o

Collocate No. of occurrence

Lost (+ similarities)

Firms (+ similarities)

Slimming (+ similarities)

Shaping up (+ similarities)

Better toned

Contouring (+ similarities)

Trims (+ similarities)

Refines

Streamlines

Tightens

—il— oiiwloiun|n|wt]—

— O

—inl=l=inlnl=lunjwlialw

Flat
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12 | Fat-fighting 1
13 Slimmer, more beautiful 2
14 | Firm, toned 2
15 | Weight loss 2
16 | Body firming 1
17 | Tnmmer, sexier 2
18 | Lipid-removal 1
19 | Body contouring 1
6.2  Table of ather positive collocates in slimming advertisements
No | Collocate No. of occurrence
1 Regain 2
2 Refreshes 2
3 Smoothes 3
4 Tightens 4
5 Beauty 4
6 Vitality 1
7 New 2
8 Perfect 2
9 Ultra-soft 2
10 | Silky-smooth 2
11 | Moisturized 3
12 | New confident 1
13 | More beautiful 2
6.3  Table of collocates of “fat”

Refer to Table 3.3.
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A SKINCARE REVOLUTION AGAINST
WRINKLES AND FINE LINES

INTRODUCING

LINE ERASER DAY

PURE RETINOL ~NEW

—_concentrate___
LT - PLENITUDE
PLENITUDE | |NE ERASER
. PURE RETINOL
L'OREAL SKINCARE RESEARCH INTRODUCES AN EXTREMELY LINE ERASER concenirei
EFFECTIVE RETINOL CONCENTRATE THAT'S OPTIMISED FOR =PURR RETIROL= N'GST T't\E»:}-:\N
SERIQUS DAYTIME ANTI-WRINKLE ACTION, DAY CREAM Top Acta
THE POWER OF RETINOL Dyt
& Rermatubugis!
Retinol, the purest form of Vitamin A works within the skin’s Denmatologis o
surface to reduce fine lines and wrinkles caused by ageing, Tested
sun damage and other factors. And the earlier you start the better,
SPECTACULAR RESULTS ‘ﬂ)
e ———

In just four weeks, you'll see a real difference.
To achieve even more spectacular effects,
use Line Eraser Day with Line Eraser Night BRESERCrT 4T THE

for 24-hour anti-wrinkle action. AMERICAN ACADEMY OF DERMATOLOGISTS
’ IN MEW ORLEANS, MARCH 1999,

L'OREAL #1 ANTI-WRINKLE BRAND WQRLDWIDE

LOREAL
PARIS
Because I'm worth it ‘ “ www.lorealparis.co
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(Diagrum I) !
Blackheads are caused by the pores being clogged by deud skin;

which blocked the secretion of fat, resulting the:tormation ot~ -
plugs. To remave bluckheuds radically you must uge W G{mn -
Marvel Gel daily. o

K

(Dingram 2) : v ‘ N Moving
Do not let aging and dead skin have the opporlunity [ pilu u e AR B (oo, ofTic cocle "‘“ 'sk‘!‘ -
on your face, making you look older, ' L \a!m sﬁ'\'t‘\w:‘“"‘m d faimr\
| Other¥itier'
! exc“;&ang w,}\,,\n.()%..
BB,
(Diagram 3) i ~ \!/

Use @ Ginvern Marvel Gel duily to rub aw
aging und dead skin, giving wuy to new and sugple
your skin becomes fairer. muking you fook 5

| \n established France Laboratory - Dermscan haé : E el
esenrch & study on & Ginvers Marvel Gel, it is evide 5. M{/
{1 This product brings instunt results upon application.
(2) Regutar use of this product will necelerate skin mu.llmlu.um ‘ LTONEK CELL REVITALIZING HOVAL JELLY
: ) ' B  CREAM OK'
() This produet is sale to use & will not haem (he dermis, ‘ i W’%‘vﬂ‘ JELLY

{4) Skin looks thinner (S0%), cleaner (64%) and sapplee (5H% NOURISHING CREAM

oty Wiiling 5 (0 TLMHMN LMK = e Dan « B 0000 Eanail 5 gl erawiiniaelaig ity Pehisets 68 100 Wissin Gemp
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Avallabte at Watson's Personal Cars Store. Guardian Pharmncy.

Apex thrmucy. Unity NTUC Heulchure Robinsons & other leadlng outlet:
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New. Retinol Treatment
LW for Lines, Spots, Wrinkle

Visibly reduces 4
the appearance of ~
fine expression
lines, age spots
and deeper
surface wrinkles.
WIROLIL Titéition

Breakthrough Px
technology
comoines the
power of pure
Vitamin A Retinol
with a patentedg*
Thalasphere™
delvery system
and 15 key

natural ingredients
t0 maximize

Retinol effectiveness,
assure gentdeness.

The LSW Effect
Reduces the look
of expression lines
and deeper

surface wrinkies

by Up to 45%.

Fades the appearance
of age spots and
gvens skintone by
up to42%.
Strengthens skin’
moisture tarrer by
upto8l%

improves skin
smaothness by up (o

36%, softness

“up to 48%.

‘Use every night A oy
and your skin : oo g,‘\f}‘f’?fﬁ?‘”“w"” ’
begins to look and ’*‘*"’\gr'i,f:{"ﬂ”{ﬁ

act younger. ‘ I

+ * Paented i the LS

and Ewepe

. Exclusively available from
i 17 April *98 &t Robinsons
and from | May '98 at lsetan Scos,
 Tangs and Tangs Studio,

Px Fast Acting For the skin

PRES




i : ~ . WA preserve the skin's youth[ul
Offer your Skln IlydmN(Ie;rZhnce ; qualities, suppleness
. 5 a-bald ‘ and radiance 24-hours a day.
anever endlng Skin Care Essemial‘ski’n care for
water Supply Made-to-measure allsiin bypm,
: : moisture. Did you know...
It Wl].l never b(‘"l Clarins extensive know-how

has always made it
possible Lo discover new
ingredients with
o very specilic properties.

thirsty again.

Your skin requires
L anoptimum, continuons moisture
balance. Tn order to
constantly maintain this moisture
level, Clarins uses two
surprising plant extracts. Plants
capuble ufregul:nling their
awn moisture level
depending on their needs.

ot Clarina Anti-Pollutiun
Cimplise allengy tested, novsconndogeniv,

[t's a fact. With Clarins,
life's more beautiful,

CLARINS

; This made-tlo-measure, imoisture Gy ; PARIS
quenching care helps ‘ vevew. olaving com




FOR A GLOWING, CLEAR AND LUMINOU§ COMPLEXION

N . S e—
Through advanced research, CHANEL brings you Blanc Pur, a range of 5 spacially-formulated products
with Lumingine C to maximisa your skin's naturai radiance regardless of age and skin-type.

* Blanc Pur Serum * Blanc Pur Emulsion Protectrice SPF 15
It helps lighten and even complexion and pravents the A high performance emulsion that prolects the skin from
appearance of dark spots. the harmful effects of UV rays, even for the mast

* Blanc Pur Lotion sensilive skin.

A salt and relreshing lolion that helps soothe signs ol Blanc Pur Protection Yeux SPF 8
skin irritalion and clarify and brighten the complexion, A gel emulsion 1o brighten the eye area and protect
* Blanc Pur Masque against damaging rays and free radicals.

It purifies and refreshes skin for a clearer complexion,

The CHANEL Blanc Pur range offers you a solution to restore your skin's
natural glow for optimum luminosity and transparency.

BLANC PUR:
MASQUE

.':!

HITENING 4
WSk A

BLANC P,
~ LOTION

WHITENING:
LOTION

o S S
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An amazing skincare’dis ry right;at your fingertips
1d smoothiVolr face.
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See the light

And let Clinique open your exes; about freckles and
dark spots.

Like how to make them fade away. And how your skin
can look lighter and brighter.

it's really very simple.

Just use Whitening Care Essence Treatment Formula

morning and night. And any time after your skin has been
exposed to the sun.

No, it's not a sunscreen.

It's a skin perfector.

It slows down your skin's production of melanin.

To stop the formation of freckles and dark spots. And

help the ones that exist fade away. By lightening, brightening
your skin. "

Replenishes lost moisture, too.
So your skin feels soft, supple. Looks clear, even.

And that's truly enlightening.
Clinique. ,, @
Allergy Tested. 100% Fragrance Free.

www. clinique. com




DI T
e

N et
b

o B

LANCOMF

PARIS

Your skin's greatest daily shield against UVA and UVB.

— Uv EXPE RT PATENTED FILTERING SYSTEM WITH

EXTRA LARGE DOUBLE PROTECTION PA+++ISPF 50 HEXORYL® SX + MEXORYL® XL

Whatever the season, UV rays damage your skin. UVA has a major role in the appearance

of brown spots, premature fine lines and wrinkles while UVB causes skin darkening. }
Patented filtering system with new Mexoryl® XL and Mexoryl® SX.
It ensures an extra large and more efficient protection against UVA and UVB. UV EXPERT y
combines high protection with a fine texture. It is non-greasy and spreads easily, leaving 2
your skin soft and hydrated, 1 2
PROVEN RESULTS ON ASIAN SKIN: every day, UV EXPERT provides your skin with a R

reliable long lasting protection o help keep it even-toned, clear and young-looking without
spots and freckles. o ‘

BELIEVE IN BEAUTY
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The secre‘r of

ghﬂng cellulite
revedaled

y more unsightly celliulite
t gives the orange-peel
searance on the hips, thighs.
domen and buttock araas

Endermologie technique
The anly US FDA approved
solution for cellulite frectment

sible Results Within 1 Month
yduration for each session is 35 minutes.

‘optimal results we recommaeand 14 full sessions at 2 sassions per weak
3 remarkable improvements within 6 to 7 sessions.




710 6 61 o UG 142 Upper Ground Floor, Ploza Low Yat, Jala ‘
u 1o Fadaral Hotel) Tel: 03-5621 4161 48, Jalon USJ t0E, Talpan Trn:mqla. ben
ingJaya Business hours: Mon 10 Fri 10 30om to 9pm, Sat 10.30am fe Bpm, Sun/Pubic FW@YW.&@Q
e Sranches: + Orchard 356 6161 30 Bigelord R, #0102 Ihong Sto Bulicling ¢ Katong K6 tarjon Kalong ﬁ‘“i
Hotel, Graund Floor + Bukit Timah 755 6181 271 Bukil Tienah Re, #01-06 Boimarol Ploza
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Make it your lifestyle




. Natural Way to Make
ight Loss Easier! '

olutionary Ultra Svelt™ Fucus Patch
Veight-Loss Plan is avoilable to anyone
| lo lose or maintain weight and stay slim. Ultra Svelt
atch Plus contains concentrated Fucus and a boost
aranine to double its effectiveness. The active
ents are absorbed by your body, through the skin, the .
loy and even while you sleep.

>

strenuous exercise ‘ fodd -

starvation diet

dangerous drugs

-vital food groups eliminated
.change to your natural body chemistry
i pie-in-the-sky promises \’ |

TRA"
ELT

- PATCH

; CV'I‘((“'.' b

We
heaf1

KLANG VALLEY: BANGSAR - 69, Jolan Bangkung, off Jin. Moa'ref « PUCHONG - 101

. bopping Cnire; 609, ”  Pork Cenire, Oné Stop
Burma, Lot 14, 4th Floor « Kompleks Bukil Jombul, Lot 4- 104A, 41h Floor, LABUAN 3 AD168 Podium Caval, Maln Cluck Twm, Finandiol LO i o, G-19;

« Loksure Moll, L6-02, Lower Ground » SRI KEMBANGAN - L) 54, Ground Floor, The Mines Sho
Hoor, JOHOR BAHRU: Pluzo Pelangi, Lot 4.28, Lavel 4. SEREMBAN: Torminol i

%yound Floor, KOTA KINABALU : Cenire Poinl Soboh Lof B-75, Ind Floor, KUCHING : Sarawak Ploge, Unit RLG 9, Lower Grounrl Floor, MELAKA BS‘IA Kotomas
Yopping Conire, Labuh Ayer Karch, 75450, Meloke,

Also availuble ar: APEX PHARMACY ® GEORGE TOWN CHEMIST M GUARDIAN PHARMACY = WATSON'S M PRIMAHEALTH




'mprove dermal
metabol%m

Body
Slimming

fo Order Call HQ'
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Flaving a Baby was one ol the grentest events momy ke,
Bt my only wishe wis o ser ston e oo again - fast!
With Expressians Navaral Weighe and Tncli Toss
Progvanune sd o well-balanced diet, T lost werght aond
inches and regained my Hgure st weeks, | onever
thadghy Fd make i hack 1o 111;' modeiling carcer s
guickivt You oo can experience the faniastic post-nanal

results thay 1 did an Expressions, Give them acall now!

purchase of Wellness Programme
{ Products worth RM150

| (Ngiv,.,Cust‘umérs‘ Only)

A Cﬁﬁdllhms Appiw
One Week Only

EXPRESSIONS

INTERNATIONAL

50-LG1-01, Lower Ground Floor
Wisma UOA Damansara

50 Jalan Dungun

Damansara Heights

50490 Kuala Lumpur

Tel: 03-254 3771 (5 lines)

vevegr gy MarCeddS O

Malaysia

Feaw Gansubtation Houes: Mon Pri 100 300m 1o §.30pm
Sat 2 300 1o A 30pm, Sun 9 J0am 100k 0pm

Visit our Internat Wab Site ot hitp: //www.axprassions-intlspa.com




sy 33) pue sdn-ssaud ‘sdn-us gg¢ - w::wU-ﬁc( .

TAmnb; T
¥ansdry Joqeg saiy SR vorses UG ¥ Zunwayg pue Bujuoy .« 'SSOUJIIAA JO SI3433S 312 P3IIA0ISIP
1sdi ieaIxg Buiuan
) | uing 34 . ey A
e198 o1 00t$ m”__vmyoumw.. ‘s1ea43 dny-adeys Buimojjo) sys woy g 19|eS PANSL ST SAUEDIEA S 153 S 4 Wi deams
01 snjy

a|qeliTAR 3WaYDs Juswked-1xa)4 “(uejd snonkany € yum) dn Buideys 1noqe weaup 01 aary

3344 suoissas dn (1SS +o3e /661 £3) i . .

-adeysg g 03 dn 398

J,uop :oxezwo,z auem Aaya reym asnf suswoasnd una SuiAld
pue mou dn ulig :

669$ Auo swweidouy dny-adeys

03 pPaedipep aue am ‘suorssasdxg 1y KEiA pue yijeay

yaim mo|3 pue adeys ug Aeas 01 s} weadp SUBWOM K19A3

—; wuun.ldlﬂllu\ln.lf\ 3 ) T4 P < l.lr\.y \.1\.\&..1.1. B s K =
ﬂuf‘, Lk - 2 2 - e >REFTEA > GRS F 4....‘WW..VH

S
= RN =P fid : R q
. = 23 . >

S0




Kk -
walld

- "

Rigasdun

- Phutographied /7 the he Fifatagos.

-

fil

TG :”:w ik
taln ranga, she Hirfal
ign a wior-made Bragear 1o sl your body shape, iestyle and metaborism. Expect no
8. hard exurcise reqines. harmiul druga or dietary supplements,

% France Bodyling wanht lnas/figure control syntem, was developed in Switzertand and ] T R B ™
18 of tha st elloctive praggeung in A Expen advien, guitkanes and o gonsible nutition mﬂr Ie F ronce‘ BOdgilne

u‘mfa Ihal pouricls ane iesias thal coma olf, stay off Call Marie France today lor stimming T SLIMMING PROFESSIONALS ™
o laat, : .



.. Apply.

2. See the difference.
3. Feel great. |

The fest body treatment 1o inelude NC\’Y .
entraets ol Goernninm B“‘l{)’ l-"“
Comgzho Root 1o help stioalate the (:()l']i,()lll“ (:0““'0!
hodys twa Key lipid-removal Doubleoa e ol
mechanisims, Other selected botanieals aclion Zl{.’;ili!lﬁl
aceelerade the elimination of cellulite™

these exeess lipids while promoting
fiemer skin, The skin's “spongy™
appeavanee is visibly minimizel,
hody contours are

better toned and shaped.

Body Lill Contonr Control is o
truly modern, advanced .

treatment. [ not only benefits ; rl,),

Moy the fatest diseoveries in

the power ol plant extracts, it also

bears witness Lo more than

40 years of unrivalled suceess in .

body contouping treatments, , ;-W
-

Did you know...Based on

years of expericnee in our beauty ™
instituts, Clarins developed the
“Sell-Massage Body Contouring Me
This optional, easy-to-do Lechnique
will help you achieve faster resulis,
a real Claring “plus”.,

H”n-l,rlln-rw iy lh'mmlnhh};ul teonbonef

.

Batonnt po b e <
A
s a fact, !
With Clarins,
life's more
heautilul,

CLARINS

PARIS

wiwwv chiirns. com




Fortysomething women who buy cosmetics are finally being shown role

models of their own age. About time too, says TWIGGY.

HEEN you reach your 305

you feel that you've

carned your wrinkloes.

You're proud of them.
Given this faet, 1 was thrilled to
hear that [lilm star Catherine
Denewve - o d7-yearold grand-
mother — was recently appointed
the new face of L'Oreal. Stipulating
a "no airbrushing™ clause in her
contract. Dencuve looks poised to
storm the acvertising world, using
her timeless beauty to promote a
range of huir products for older
wormen.

For me, a woman in my early 50s,
Deneuve’s appointment is a hugely
welcome move. Like many of my
peers [ have always felt that the use
of teenagre madels to advertise anti-
ageing  products  seems rather

idiculous.

Research has shown that the
main constmers for the cosmetics
industry are women over the age of
40, who are happy to pay through
the _nose for expensive moisturis.
enOYat while the cosmetics firms
obviously recognise the spending
power of my age group, they have
often patronised us by using girls
to promote anti-wrinkle cream.
This suggests that the industry
sees women as gullible — ag
though we honestly believe an A-
level student needs to slather on
heavy night eream to escape laugh-
ter lines and crow’s feet.

Not that [ have anything against
young models. I think it's great
when they're used to sell products
that appeal to young women, just
a3 [ wag during the 1960s. The point
is that products should be madelled
by the kind of women who actually
use them. When advertising
images feature only incredibly
young, thin women it has a real
impact on the way women view
themselves,

Az a model who became known
for being slim, V'm often deawn into
the debate on anoresin and the
media. Although 've never haet o
problem with fowd. | reeogisise that
magazine topses harve oy offect on
WOmen il can pronmpt excrinive
behaviour stiely ax eating disreders

I this respect | think that con
Stantly ustmg voung women

advertising is almost — perhaps
cqually — as damaging as using
very thin models. This is supported
by the recent surge 1n plastic
surgery, which has seen some peo-
ple go to extreme lengths to look
younger than they are,

A few weeks ago 1 was with my

husband at a function and notice a_

couple of women who had had so
much surgery that they looked like
goldfish. Their lips were pumped
up, their skin peeled and their eyes
so surgically enhanced that they
looked as though they were pop-
ping out. Their noses, too, had been
worked on, and were absolutely
tiny — so narrowed-down they'd
almost disappeared. The effect was
[rightening. In pursuing the cult of
youth, these women had obviously
tost all perspective,

Not that | don't respect a person's
right to plastic surgery — some
procedures have very subtle effects
and a great impact on self-confi-
dence. It worries me, though, that
some women seem prepared to
damage themselves,

The biggest new trend in cogmet-
ic surgery is Botox, which involves
injecting one of nature’s most
potent poisons, botulism, into wrin-
kled skin. This toxin smoothes
away furrows by immobilising the
muscles that create them. All well
and good. The only problem is that
nobody really knows what the long-
term side effects of the treatment
are. | personally think that there's
something scary about injecting
poison Into your face,

Recently, I filmed an episode of
Absolutely Fabulous that poked fun
at the Botox trend. In it, Joanna
Lumley's character, Patsy Stone,
has her entire face Dotoxed and
ends up with her features com-
pletely frozen. The episode is hilar-
tous, and what makes it so lunny is
that it's almost true to life. We've
all seen women who have had so
much surgery that they look as
thauglt they've been froned before
standing ina wind tunnel.

The invisibility of older women
i aalvertisiog iy particwlarly
steaerie when you eonsider the
Seltevements of ug baby boomers.
Bhesre nr than at any tow in history,

.3_ e a q

a1l

older women are living wonderl'ul.';
independent lives. Most of my
friends are having a great time - -
they're financially stable, their
children have moved away and,
they've ready to enjoy an active.

social life, with or without an other:

half,

Women in their 50s are younger '

in their outlook now than they've
ever been and they have a charisma
that radiates as a result. It scems
crazy that they should have been
airbrushed out of so many cam-
paigns before now.

One of the most notable exam-
ples of ageism in the beauty indus-
try was Isabella Rossellini’s
replacement as  the face of
Lancome at the age of 41. I found
this outrageous. Rossellini is an
ageless beauty and a remarkable
woman; typically, she turned the
rejection into an opportunity.

Last year, she launched her own
range of cosmetics, which has been
an almost instant success. One of
her first decisions at the helm was
to.produce advertising that reflect-
ed the full range of women who
might use her products — a young
girl with braces, a black woman
and a beautiful modal in her 60s.
She also, naturally, was proud to
model her own products, just as I
was when [ launched my own
Twiggy skincare range this year.

Happily, the days when a beauty
such as Rossellini could be consid-
ered too old to model seem to be
nearing a close. Deneuve's appoint-
ment is the biggest signal so far of
a sea change in the cosmetics
industry. With Lumley topping
Vogue's survey of the most stylish
women in the world last year (beat-
ing young icons such as Britney
Spears) advertising executives are
being forced to wake up to the
power and glamour of older
women. Recent campaigns have
seen  fortysomethings Madonna
and Melanie Griffith plugging cos-
metlcs to great effect, and Dencuve
will no doubt emulate their suc-
cens, Aflter yoars of being sold anti-
wrinkle creams by Leenagers, older
models are finally stealing the
Himaelight, 1t's about bloody time, —
Thu Times
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TIMES EXTRA

Society
et-togothe’
or fine fool

TEAT ennatitutes Brauty® A
prewty faem, g ~exy Ouure?
Many posple sevm o thank
M5 AL Imast, Lnat'y whal

moat metla amd cullueal messages
axsnmas Ut Daingg bemutstul and sexy
weill buast a waman'y sil confidenen,
g, suepride, SNrprive.  Wamen
thamsalves dag 1o dilfer, A Jurvey con.
ducted by Awin Produets Ine revenbad
that women plack mare unpartaney en
Innae beauty than wstepnal appasrs

anees,

Yhe Avon Glabal Women's Survey
conducted laat year spoke to morn
30,000 women i1 K1 countres.

“Despite cultural messages to the
COALEATY, Wam¥n (Tm MARY COuntries
are tolllan us that their wilestrem
comes {rom a sanse of nner beauty,
not external appaarances.” sayy Lynn
Erruncly, AVON'S deniue Vicepredudent,
glabal marketing,

Indeed, rospondenty say that having
sellonfidence (59 per centl and fet
inx valuad and respectad (34 pae cent)
are the most impartant factors for (el
iy gond about themyeives.

Ty beabtitul and sexy are nat all
that important lo women. Just 11 par
sung of the reapondents say that being

reetvad ar Besutiful Is tmportant.

nly seven per cent say that being
coasidered sexy ls signafican.

By contrssl, 43 per cent report that
they praler to be seen a4 confident;
nataral (34 per centk: healthy and
happy (34 par cent) or Iniellrent £33
per cunt),

Interestingly, this perspective car-
rias over a0 how women use beauty
praducts. For example, respondents
report (hat they use (ragrance primar.
Hy to feel closn and {resh (69 per cent);
coalident (60 per cent); lemunine (48
par canik of la exprass personal siyle
(43 per cent),

By contsnst. unly 16 per cenl say
they use fragrance to please othars,
and Just 1A per cent use {tagrance to
Fees] sany.

The survey, dona via @ self-adminis.
tered questionnaire, also shows that
women the world gver share a surpris-
Ing unlty of opinion aboul their most
\mportant life challenges and aspira
1ions.

Women everywhere want greater
secutity and control regarding family,
financial and work circumstances,
regardiess of national, cultural or eco.
nomic differences.

Fulty 73 per cont of those queried
say that balancing work and family Is
thelr greaiest challenge. lollawed by
achieving financial Independence (33

¢ cont) and having & greater roly in

sinass (37 per centl.
Morsover, women globally give
almast uqual welght 1o the interplay of

family, inancial and work concerns tn
thelr lives. Respondenta rate 8 goud
family WMe, financial security and
{ health as easantial building

jacks for persanal happiness.

Says Emmwlo; “Th
share & remarkable unity of oplnion as
1 o Groductive, fuls

-~ 7
e ————
g

Vanity hegone. An Avon survey of women in -3
countries says there's more Lo life than just
loakiny henutiful, They have even redefined
heauty. PANG YIN FONG reports.

15aues, Clwmly, WOMENR'S aspirationg
are advancing Ln a more givhal, inte
A el coneuat,”

The survey also Inlicates that
wonsen Jround the wockd feel murs
stronily about dertai yaality of hin
wauey than their counterparts in
Noeth Amenca,

For pragple, Tt poe cant ol women in
the Midle East und &1 per cunt in
Continental Eurnpe mpart that having
financial independence 1s their bigest
chisllenge, compared with 34 pur cent
ol women 1n Narth Amernea,

In addition, wonien in the Muddle
East (&Y per cent), Africa {85 per cent),
Eastern Europe (48 per cent) and Latin
Amenca (4 per cent) sav that having 3
Rreater rote in business)s a signifieant
challenge,

And 1n Eastern Europes, women
appear to be (inding thair volees with
regard to making the glass ceiling a
relic of the past,

Fully &2 per ¢ent and 48 per cent of
fastern European wamen want

greater Infiuence \n government and

business, respectively. This is com-
pared with 22 per cent and 36 per cent
of women in North America,

Similarly, % per cent of women in
Eastern Europe wunt more progressin
breaking down the barriers ol previe
nusly meledaminnted jobs.

“Women everywhers want opporiu-
nitles to make a difference.” says
Emmolo. "The world is getting small-
er, and women everywhere are jeeling
the same currents of change that
wornen in North America have been
addressing for decades.”

Of the 0,374 women queried in the
‘WN(T&ET!%“'“P"' The
respondehts, major om were
sged betwean-25-and 49, came feam
vary !

Accarding 10 a few women Inter-
viewed by this writer, the survey
pesulls correctly reflect thelp own con-
cerns in e,

Says Jullana Voon, 42, 3 sps mem-
bership manayer: “1'm also facing the
same sort ol challenyges as Lhe women
invelved In this survey, in fact, as &
ungle parent, N Ind d

natueal and happy. il a persan
In snnlident, she san wear a
simpie T-ahirt and & pair of
Jeans and yet exwde salts
confidence. el
asteem  does  not

come from wearing
xpenstve clothes

or looking ean.
il and sexy”

Being n lend-
oy dicect suiler
of beauty and
rylated  prod-
ucts, Avon alsa
wanted to Mind
aut about
wnmen-“s
beauty reg-
imens,

Tha sur
vey revealed, for exampls, that .
women globally spend on average of
up 10 30 minutes per day on their
skin eare and makeup routines, This
amount of time {eels right for 68 per
cent ot m%ondunu.

But another 32 per cent sald that
they would like to spend at leostone [/ - =
hour per day on their besuty rou. - e
tines. A woman's beauty regimen
Is an Important part of her life,
but this time compromise sug:
gests the Increased demands
placed on women's lives,

Anscther Interesting revela:
tion {rom this firstever Avon
su 3. that_aoseh-snid
thag (]
coufdn”
included 1 per
went); Hiolstu: T
per centl glénnser (M8 /
per
¥

,/ Vet cu:\,-"c

LT
‘ﬁ‘-"”‘aeoﬂ”
‘/"'qu{“ kb
Uiy wo

.

centi - The prod.
ucts least lmpor-
lant to the world’s |
women were nail
enamel (10 per
cent) and blush -
and rouge (seven '
per cent).
‘The survey
results  Indl

i3 very iImportant to me.”

Magazine writer Vatricia Anthony,
9, on the other hand, fels that belng
single. she encounters no Eroblem n
terms of balnncing her work und fam)e

W

*Good health and fnancial indepen-
dence are more important to meat this
siage. M | were martied, perhaps |
would face the chalienge of Juggling
carver domands with that of ralsing 2
(amily.”

Clhient services executive Elleen Yap,
95, olso feels that ar & single woman,
hee priority s In achieving finsncial

10 what [t {!
filing life. Ax we spproach the milien
nium, It appears thal women are cub-
Agreing arotnd the same quality af lilv

“Generally, | agree with the resulis
of this survey. For fnstancu, iK's impor-
1ant ta me that | be ennNdant, healthy,

that despite reglonal '\ i D 4 - N

and cuitural differ-
ence, women share
many common Yiews.
Yet, there are st} many differing
opinions among women In different
cultures,

The resulls are complled injo two
sections: How women aroufil the
world are unified ax well as different
in their opinions, and » detulled com-
pilation of the survey data.

The survey 18 part of Avon's efforts
tn Joorn more about womun's needs,
gonls ond aspirations. .

O Beauty through the eyes of
womer{, Page 6
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