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ABSTRACT

The purpose of this research is to 1) investigate teenage beauty product television
commercial’s construction the meaning of ‘beauty’ and 2) study the significant strategies used in
such commercials in order to convey beauty myth to teenage targets. The methodology used in
conducting this analytical research was based upon semiology, myth and narratology. This study
is a qualitative research, emphasizing on textual analysis of television commercials for teenage
beauty products. Five product-commercials, a total of ten samples, were studied, namely,
cosmetic product, facial care product, skin care product, deodorant and functional drink.

The findings of the research indicate that teenage beauty product commercials use of
signs, both verbal and non-verbal, to convey the meaning of beauty. The denotative meaning of
beauty suggests the use of beauty products as beauty enhancers and that beauty refers only to
pleasant and charming physical-look. The connotative meaning of beauty suggests that beauty is
something rewarding for girls and that beauty is manageable and possible. The commercials use
component of narrative to convey the significance of beauty. They consist of theme, plot,
character, conflict, setting, costume/locomotion and internal logic which includes story
development and narrator’s standpoint.

As for beauty myth, the findings indicate that the commercials offer the kind of
interpretation that identifies female value with her physical beauty. Physical beauty is like a
wishing-gem for girls. Beauty is possible and manageable with a little help of beauty products.
Besides, the white skin is related to higher social class. The commercials use 5 strategies to
convey beauty myth, namely, binary opposition, metaphor, metonymy, spatial and chain of event.

In conclusion, television commercials propel consumerism and are the creators of myth

or new cultural concepts that serve commercial purposes. Beauty myth is a tool that entrepreneurs



use in order to control the power relationship between themselves and the consumers. The beauty
myth predominates the thinking of the consumers and leads to misconception and a new type of
behavior where beauty products are something that one cannot live without and will be forever
necessary for modern living.

Key words: myths, television commercials, beauty products



