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Abstract

This dissertation deals with a Social Semiotic Multimodal analysis of women’s
representation in beauty catalogs in order to determine how various semiotic resources have
been utilized in representing particular meanings to a given audience. The study deals with
the opinions and reflections of Algerian designers of ORIFLAME catalogs on the design
process as well as on women’s representations. The corpus selected for this study is taken
from ORIFLAME beauty catalogs. It consists of ten images of women: five taken from an
Algerian catalog and five others taken from a British one in order to compare the way women
are represented in the two cultures. In order to carry out the Multimodal analysis of the
corpus, Kress and Van Leeuwen’s framework for the reading of visual images (1996, 2006) is
used as a methodological toolkit. The study reveals that despite some differences, women are
represented in the same way in the two catalogs. That is to say, both representations reinforce
certain stereotypes, mainly the ones which associate women with beauty and fairness and the
constant search for perfect body to become attractive. Additionally, both representations
reflect their respective cultures: Algerian women reflect the conservative nature of Algerian
people to keep customs and traditions;whereas,British women reflect the modern independent
status of the 21" Century European woman. In terms of compositional principles, the two
catalogs follow the same structures by using and positioning some semiotic resources namely:
gaze, colour, angle, body posters, and size of elements in the same manner and to achieve the
same outcomes. Interview data showed that these designers are more or less aware of the
importance of using and placing the different semiotic resources within the visual
representation in a way to achieve the desired goals (i.e. better adverting for ORIFLAME
products). They are also aware of the various stereotypes and cultural messages that
women'’s representations provide to the intended audience and know how to use these to serve
the objectives of their company.

Key terms: ORIFLAME catalogs, Advertisements, Women Images, Visual Grammar,
Metafunctions, Interviews, Content Analysis.

I



Liste of abbreviations

ALG : Algerian

UK : British




List of Tables

Table 01Classification of Distance in Photographic Images and its Social Interpretation 15

Table 02 Representational Metafunction in Algerian catalog’s Images 25-26
Table 03 Representational Metafunction in British catalog’s Images 26-27
Table 04 Interpersonal Metafunction in Algerian catalog’s images 28-29
Table 05 Interpersonal Metafunction in British catalog’s images 29-30
Table 06 Compositional Metafunction in Algerian catalog’s Images 31-32
Table 07 Compositional Metafunction in British catalog’s Images 32-33-34




Figure 1

Figure 2

Figure 3

The Dimensions of Visual Space

Front page of ALG catalog

Front page of UK catalog

List of Figures

18

21

22




Contents

DIEATICALION ..ttt ettt ettt et e e hb e e b e e ab e e bt e sab e e bt e e abeeebbesabeesbeesabeesbbeenbeesseeennes I
ACKNOWIEAZIMENTS ...eeiiiieeeiiiiie ettt e ettt e e e ettt e e e sttt e e e e sabbeeeesnateeesenssseeeennnsneeesnnneees IT
AADSITACE ettt ettt ettt et a e a e e bt e e bt e e e bt e e e bt e e e bt e e st e e nabaeens I
LSt Of ADDIEVIATION ..uveiiiiiiiiiiiiiiieeieei ettt sttt sttt et e sae e et e s e eanees v
LISt OF TADIES ..ottt ettt ettt et s bt e bt st esbe e e e e sneenaneenn \"
LISE OF FRGUIES ...ttt ettt st e b e et e bt st e e sabeeabeesaeeeaeeas VI
COMEILS .ttt ettt et e et e e ettt e s at et e eab e e e st e e e bt e e e abeeebbeeebbeeeabbeesabaeesabaeesanees VII

Statement of the ProDIEIM ..........coouiiiiiiiiii et 1
Aims and Significance of the STUAY ......cooiiiiiiiiee et 3
Research Question an HYPOThESES ........coouiiiiiiiiiiiiiieeeeee ettt 4
Research Techniques and MethodolOZY ..........ooiiiiiiiiiiiiiiie e 4
Structure of the DISSEITAtION ..........cocuiiiiiiriiiiierieeeeee ettt ettt e b e s e enee s 5

Chapter One: Review of the Literature

INEEOAUCTION ..ttt ettt ettt e b e st e e ebt e e bt e s b e e st e e sateeaneessaeenne 6
I. Advertisements and Women Representation .............oooueeeriieiiiiieniiienieeeieeeeeeeeee et 6
1. Definition of AAVEItISEIMENT c.eiiiiiiiiiiiieiitee ettt ettt e et e et e e st e e bt e e s baeesane 6
1.1. Types Of AdVEITISEMENTS .......eevviieriieiriieeniieeiteeeitee ettt e stteesbeeesbeeessbeeesabeeenaseessneesnneens 7

L.1. 1. WEbD AQVEITISING ...eeeeiiiieiiieiiieeeiee ettt et ettt e ettt e st e e et e e sabeeesabeeensbeeenasaesnsseesnneens 7

L.1.2. Print AdQVETTISINE . ....eeoiiiiiiiieeiieeit ettt ettt ettt et e st e st e e sabeeesabeessaeeenaeens 7

0 Periodical et 7

2. Women’s Portrayal in AQVETtiSEIMENTS .........eeiiiiieriieerieeeriiieeiieeereeeeireesareesaeeesseeessseeesnseessssessnnne 8
L. SOCIAL SEMIOTICS ..cuvieeiiiiieeiteeete ettt et ettt ettt e ettt e et e e et eesabe e e e bt e e sabeeesabeeenaseesanneesanee 9
IL1.SemMIOtIC RESOUITES .....uviiiuiiiiiiieeiiteeete ettt ettt ettt e et e e bt e e ettt e eibeesnbeeesnbeeeas 10
Lol MLOQE@ ..ttt ettt st ettt e b e ettt e bt et st 10

1.2, COLOTS ettt ettt ettt e b e et e h e et e s bttt e h e et e st e ereen 11




2. Visual as SEMIOIC MOAE ....ovuuueieiiiiiiiitieeeee ettt e ettt e e e ettt saareeeeseeeeesaans 11

2.1 IMIEAIUINL . ..ttt et e b e et e b e st e bt e et e e bt e et e e sbt e e bt e sbeeebeens 12
Y (o6 1 1 SRR 12
ITI. Analytical Framework: Visual Grammar .............cceeevieeriiieeniieesiieesieeeseeeesaeeesereeensveeennveesnsneens 13
III.1. Representational MetafunCtion .........ccccueeeiiieeriiieniieeniieesiee ettt e s 13
II1.2. Interactional MetafunClion.........cocueiiieriiiiiiinieeiceieee ettt 14
II1.3. Compositional MetafunCtion  ........ccccceeeiiiieiiiiienieeciee e e eeiaeeeeaee e 16
COMCIUSION ..ttt ettt e b e et e bt e e s bt e b e e et e e bt e ea bt e sbeeeabeesheeeabeesbbesabeenaaeenbeanns 19

INEEOAUCTION ...ttt ettt et bt e et esat e e e sat e e bt e saeeeneesaneenne 20
L RESEAICH STrAt@@Y ....veeeuiiiiiiiieiiiie ettt ettt et e st e et e e et e e etbeeensbeessneeenns 20

IL DAt COIECTION ....ueieeiniiiiiiieeeitee ettt ettt ettt et e s bt esbreesbaeeeaee 20

I1.1 Description Of the COTPUS .....cooviiiiiiiiiiiieiiieeeiie ettt 21

TL2 TIEETVIEW ...ttt ettt st es 22

IIL DAta ANALYSIS ..veeeuiieeiiieiiiieeiteeeitee et e ettt e st e e steeesteeessbaeesabeeessseeensseeesseesnsseesnsseesnsneennns 23
COMNCIUSION ...ttt ettt ettt e st e e s ab et e st e e e s be e e abe e e bt e e eabbeeeasbeesabbeesabeeenaneeens 24

INTEOAUCTION ettt et ettt et et e sb e et e esae e e bt e sbaesabeesaneeaneens 25
I. Women'’s representation in Algerian and British ORIFLAME Catalogs ........c.cccocceevieniienicnnenn. 25
1. The Representational Metafunction = ....oociiiiiiiiiiiicceeeeeceeeeee e 25
2. The Interactional MetafunCtion ...........cooceeiriiiiiniiieiniie ettt 27
3. The Compositional MetafunCtion ...........cc.cevvuiiiiiiiiiiieiieeeiecese e 31
I1. Content Analysis of the Interview to Algerian ORIFLAME Catalog ..........cccccveevvieiriieenieennnnn. 34
CONCIUSION ittt ettt et et e bt e st e b b e e s bt e sbb e e bt e sateeabeesbtesabeenaaeenreenns 36




Chapter Four: Discussion of the Findings

INEEOAUCTION ...ttt ettt ettt e b e et e bt e e s bt e sbe e e abeesabeeabeesbbeeabeenaaeenbeeas 38

I. Discussion of the Results Obtained from Visual Analysis of both Algerian and British Catalog................ 38
1. Representational MetafunClioN..........coecvieiriieiiiieeiiee et eie e e e e eteeesaeeesbeeesaaeeessseeesssaessseesnsseens 38

2. Interactional MEtafUNCIION ......c...oocuiiriiiiiiiiiieeitee ettt ettt et sae e st e s enee e 40

3. Compositional MetafunCION .......cc.veiiriiiiiiiiieiiieeeiee ettt ettt e e sateesabeesbbeesbaeeeane 43

II. Discussion of the Results Obtained from the INtErview ............cooceiiiiiiiiiiiiiiiieeee e 46
COMNCIUSION ...ttt ettt e bt e e ab e e bt e sat e e bt e e bt e e bt e eab e e b e e eabeeasbeeabeenbaeeabeesbbeeabeesaneenbeenns 47
General CoNCIUSION ..............ooiiiiiiiiiiii ettt sttt 48
BiDLOZIAPRY ......cooniiiiiiii ettt ettt et e e bt e e ab e e abeeenreas 51
APPEIAICES .......ooiiniiiiiiie ettt et e ettt e ettt e et e et e e e bt e e s bt e e e bt e e e bt e e s abeeenabeeeenbeeenbeeenareeennee




General introduction

e Statement of the Problem

Advertisement is one of the media that is largely used in today’s communication.
Given the constant and urgent need to buy and sell products in the 21* Century
communities, advertisements have gained an important place and play a significant role
in modern globalized societies. Cook (2001) points out that the function of
advertisements is to inform, persuade and perhaps change the opinion and attitude of a
person toward something or someone. This implies that this widely used medium
promotes products and/or services and helps the consumers choose among an
abundance of products available in the market, the ones which best suit their needs.
Advertisement is addressed to various layers and categories of the society: children,
youngsters, old people, men women and people from different educational and
intellectual backgrounds. In fact, the visual content and design of advertisements has a
direct impact on the consumers as images attract one’s attention faster than other modes.
Hence, during the design process their inclusion of visual resources should be taken

seriously into account.

The focus in this research is on the beauty products advertisement that uses
women to promote their products through the pictures used to attract the consumers.
Nowadays, there are many beauty catalogs which commercialize a large amount of
cosmetic products over the world and which are supported by well-known figures as
models; i.e. singers, actors and public characters. Accordingly, consumers are
influenced not only by the products but by the hidden contents they deliver as well as
the way the latter are commercialized and designed in the different types of
advertisements from print to screen, to audio, and to video forms. Among the famous

beauty product advertisements in the world market, there is the ORIFLAME Company.
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General introduction

This multinational company offers a large amount of Swedish cosmetic products to

consumers of different sexes and ranges of the society.

This dissertation is concerned with the visual representations of women in
ORIFLAME catalogs. Specifically, it examines the way in which visual representations
are realized through three types of semiotic metafunctions introduced in the theory of
“Visual Grammar” set by Kress and Van Leeuwen (1996,2006): the Representational,

Interactional and Compositional metafunctions.

Some previous studies have dealt with the analysis of advertisements from
different perspectives. At an international level, at the University of BIRMINGHAM,
Sarah Ahmed Adham (2012) worked on a Semiotic Analysis of the Iconic
Representation of Women in the Middle Eastern Media. The research found that
different messages are emitted via the medium of advertising which may induce the

viewer into adopting a particular course of action.

At a national level, in their master dissertation, Hami and Hadjeb (2016) have
investigated the representation of gender in advertisements dealing with the
representation of gender in Dziri and Dziriet magazine and found that men and women
are not pictured in the same way and that women are associated with stereotypes at the
second and subordinate position. Also, Amir and Seddiki (2016) have discussed the
representation of women in Algerian and English perfume advertising and found that
women play a central role in the adverts belonging to both contexts in attracting the

consumers’ attention and inviting them to purchase the product.

These works show the role of the advertising medium in communicating different
meanings and messages. They all shed light on the crucial role of visual resources in

creating meaning in the different visual representations. This is thanks to the social
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General introduction

semiotic theory of Visual Grammar set by Kress and Leeuwen (1996; 2006) that aims at
analyzing the non verbal or extra linguistic modes and explaining the way it combines
with other modes mainly the linguistic one to construct the meaning of the whole
representation. Accordingly, this research tries to apply the same theory to investigate
an original corpus which refers to ORIFLAME catalogs visuals with its two versions:
the Algerian and the British ones published in 2017. It tries to look at women’s

representations in these visuals in relation to cultural and stereotypical issues.

e Aims and Significance of the Study

The aim of this research is to investigate the way women are visually represented
in beauty catalogs in two cultures: Algerian and British in order to figure out any
difference or similarity in the compositional patterns as well as the stereotypes and
cultural messages embodied in the visual representations. In order to achieve this aim,
we need to look into the various semiotic resources such as colours, gaze, body posters,
angles of interactions etc, used in these visual representations and the way they combine

to make the meaning of the whole composition.

Accordingly, the study sets 03 main research objectives. First, it attempts to
make a social semiotic multimodal analysis of the Algerian and British catalogs visuals
in order to figure out the compositional patterns that are crucial in reading and
interpreting women’s representations in these beauty catalogs. Second, it tries to look
into the cultural and stereotypical messages represented with the women. Third, it
attempts to examine the catalog designers’ perceptions and reflections on the design

process as well as on women’s representations.

Hopefully the present work will contribute to the literature on  women’s

representations in the media and the way these representations reinforce some

-



General introduction

established stereotypes and reflect some cultural messages to particular audience
through the use and interpretation of semiotic resources that are employed following
specific rules of composition. Therefore, this may lead to raising the awareness of both
the designers and viewers of these visual media about the valuable role visual resources

play in the construction of meaning such as cultural and commercial/business contents.

e Research Questions and Hypotheses

This research aims at addressing the following questions:

QO01: How are women visually represented in the two versions of ORIFLAME catalog:

the Algerian and the British ones?

Q02: To what extent does the representation of women reflect the cultural background

of each country?

In an attempt to answer these questions, we advance the following hypotheses:

Hyp01: The Algerian and British versions of ORIFLAME catalogs follow the same

compositional principles and use the same semiotic resources.

Hyp02: Both Algerian and British catalogs are loaded with cultural content and
stereotypes reflecting the respective cultures and which are used to fit the company’s

goals.

e Research Techniques and Methodology

This study adopts a qualitative research design as it is appropriate for investigating
the research problem. Qualitative data are obtained from two sources of data collection:
catalogs visuals and interview. The present investigation intends to use social semiotic

multimodal theory, namely Kress and Van Leeuwen’s (1996-2006) “Visual Grammar”

-
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as an analytical tool for the analysis of the selected corpus gathered from ORIFLAME
catalogs (Algerian and British). This primary data consists in ten printed images taken
from this beauty catalog. In addition to this, qualitative data are obtained from an
interview conducted with the magazine designers for the sake of commenting on the
representation of women in this catalog and the way the different semiotic resources of
gaze, posture, colour, size, angle are applied in the composition of these visual
representations. Issues of culture and stereotypes are sought after in our social semiotic

multimodal analysis of the visuals as well as the content analysis of the interview.

e Structure of the Dissertation

This dissertation follows the traditional complex model. It consists of a general
introduction, four chapters, and a general conclusion. The first chapter is a review of
literature that provides the theoretical background of the study and covers the main
points dealing with advertisements and women portrayal in relation to social semiotics
theory. The second chapter is entitled “Research Design” and deals with the description
of the corpus consisting in the selected ORIFLAME catalog’s visuals, the research tools
used to collect qualitative data, and the data analysis methods used to present and
interpret the results of the investigation. The third chapter is named “Research
Findings™ and presents the obtained data after the social semiotic multimodal analysis
of magazine visuals and the content analysis of the interview to magazine designers.
The fourth chapter is “Discussion of Research Findings” in which the results of the
work are interpreted and discussed in details. It also brings answers to the advanced
research questions and checks the accuracy of the hypotheses. The dissertation ends

with a general conclusion that includes a summing up of each part of the study.
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Review of the Literature

Introduction

This chapter is a review of the literature. It provides relevant concepts needed for the
analysis of women’s visual representation in ORIFLAME advertisements in two different
countries: Algeria and United Kingdom. It is divided into two parts. Part one deals with
advertisements and the way women are represented. Part two deals with a review of the
theoretical framework used, which consists in the visual grammar introduced by Kress and

van Leeuwen (1996; 2006) .

I. Advertisements and Women Representation

I.1 Advertisement

The word ‘advertising’ has its source in the word ‘adverter’ which means to ‘turn the
mind around’ (Pandey: 04). Advertising holds a special position within the economic
organization of modern society. It deals with ideas, attitudes, values and gives them a cultural
form. The social role of advertising involves a number of “interconnected relationships- those
between person and object use and symbol, symbolism and power, and communication and

satisfaction as it reflects the light of cultural expectations” (Kang, 1997).

Advertising is entrenched into social discourse by means of its widespread diffusion
throughout societies all over the world (Beasley and Danesi, 2002). Cook (2001) points out
that in contemporary societies advertising is everywhere; it is “both part of, and has helped to
create, a new global culture which ignores national boundaries”. According to McLuhan,
advertising has become the ‘art of the modern world’ (quoted in Danesi, 2004: 273). In all
media, both electronic and print advertisements promote multiple kinds of products from big

vehicles like cars to small stuff such as cotton bud.

-
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1.2 Types of Advertisements

Advertising reaches people through varied types of mass communication. In everyday life,

people face many kinds of advertising. web and print advertising.

1.2.1 Web Advertising

With the growth of the internet users, companies and corporations realize that internet is
the best opportunity to promote and sell their products. For Barbara Kaye and Norman
Medoff (2001), internet is a useful medium for both communication and advertising at the
same time. In addition, online advertisements have increased by more than four hundred

percent between 1996 t01997, according to the analysis of the global reach company.

1.2.2 Print Advertising

Print advertising is the ancient and well known category compared to other types. It may
include periodicals, newspaper, brochures, and posters ...etc. Even in the technological world

of today, print advertising stay the prominent medium.

o Periodicals
Periodicals are publications which come out regularly but not on a daily basis. These may
be published weekly, fortnightly, monthly, bimonthly, quarterly or even yearly. All these
periodicals have a large number of readers and thus, the advertisements published in them

reach a considerable number of people.
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2. Women Portrayal in Advertisements

From the 1890s up to now, women have played a starry role in advertisements. In
addition to this powerful economic role, women have been cultural icons, as well as icons in
advertising, embodying concepts from peace at home to nowadays glamour. During the 20th
century, women shifted their role from isolated domestic figures to business, political and
social players. Advertising served as a recorder of the century’s Cultural Revolution in the
external and internal lives of women. Advertising has shifted women’s image whenever the

need to create a market called for it.

According to Kurtz (1997), women appear as different embodiments: the homemaker,
the sex kitten and the independent woman. The Homemaker is the queen of the domestic
sphere. In the early years of the Industrial Revolution, she symbolized tradition. The
independent woman first appeared at the turn of the century and became a dominant figure in
the 1990s. Each culture has a set of general beliefs about what constitutes femininity and
beauty. According to Wood (1999), to be feminine in the United States is to be attractive,
deferential, unaggressive, emotional, nurturing, and concerned with people and relationships.
For Hofstede (1997), in Confucian cultures, femininity is associated with virtue and modesty.
In this study, the interest is put on the representation of women in advertising and the
different stereotypes that are associated with this representation.

Indeed, there are four stereotypes underlying the portrayed of women in advertisements
(Courtney & Lockeretz: 1971). The first one is that women’s place is at home with the family.
This represents women as mother, wives, daughters who are busy in taking care of the health
and hygiene of their family members. Their tasks are limited to performing domestic tasks
like cooking, cleaning aids, taking care of their home and protecting their family. In relation

to this, marketers and advertisers portrayed women as performing domestic tasks and using
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household products in their homes. Furthermore, the woman’s place is only at home and she
is born only to do the household work.

The second stereotype is that women are portrayed as sex objects in the majority of
advertisements. Goffman (1979) argues that body positioning in advertisements’ images is
symbolic and expressive. It means that in most advertisements women are depicted as a sex
object in order to sell products; and this is done through emphasizing their physical
appearance and their beauty rather than the product itself.

The third stereotype depicts women as dependent on and in need of men’s protection and
acceptance. Goffman (1979) states that woman is nothing more than a product for male
pleasure and conception. This stereotypical portrayal of woman in advertisements introduces
woman as weaker sex who is not able to take any important decision. Thus, she is viewed as
dependent on man and as having a lower status since she needs security and assurance, help
and protection from man.

The last stereotype states that in the last few decades and due to globalization thus to the
development of commercial markets, and the evolution of education, there is a visible change
in the status and the role of women in the modern society. To put it differently, The shift
from the domestic sphere and from men’s dominance and control to a modern sphere where
the woman gains a new status as a career dependent of the 21% century so she is shown in
professional roles making decisions other than household, hygiene or beauty products.
II-Social Semiotics

Social semiotics originates from the work of Michael Halliday’s systemic functional
linguistic (1978). He points out a number of key features which are related to language which
are according to him “... a product of social process” (Halliday, 1996: 89). This means that
language and society are interrelated and that language is a meaning making resource used by

individuals to communicate meaning in a given social context. Therefore social semiotics is




Review of the Literature

basically concerned with the study of meaning in society. In this respect, Hodge and Kress

(1988: 261) state that “social semiotics is primarily concerned with human semiosis as an

inherently social phenomenon in its source, function, contexts and effects”. This

view

maintains that semiotic systems do not deal with fixed meanings in isolation but with meaning

in social contexts.

1. Semiotic Resources

The term semiotic resource is a key notion within social semiotics. It originates
from Halliday’s work argues that “the grammar of language is not a code, not a set of
rules for producing correct sentences, but a source for making meaning” (Halliday,
1978: 192). This means that a resource is used for constructing meaning; it is not a
stable system of rules. Semiotic resources are not restricted to speech, writing and
picture making, but they are concerned with everything that individuals make or use in
everyday life to convey meaning in multimodal society. Accordingly, Van Leeuwen
(2005: 03) defines semiotic resources as “Semiotic resources are actions and artefact we
use to communicate, whether they are produced physiologically-with our vocal

apparatus”.

According to Van Leeuwan (2005), this notion of semiotic resource can be
considered as almost everything that individuals make or do to convey meaning. Thus it
is used to refer to means for meaning making that is simultaneously a material, social,

and cultural resource.
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1.1 Mode

Mode is a term that allows getting away from using language for everything.
According to Halliday (1978), a mode is a set of resources used to articulate content
matter (ideational meaning), construct social relations (interpersonal meaning) and

create coherence (textual meaning).

Bezemer and Kress (2006:171) define mode as “the socially and culturally shaped
resources for making meaning”, therefore it is a channel of representation or
communication of meaning which is socially and culturally specific. It means that
modes differ from one society to another. As Kress (2003) states, modes are created

through social process and they are not autonomous, they change over time.

1.2 Colours

Colours are considered as a semiotic resource and a mode in their own right which has
its own communicative purposes and are carriers of meaning. Hence, colours can denote
things; for instance, the ‘white’ colour in Europe is a symbol of purity and happiness, though
in China it symbolizes morning. From this example, colours’ connotation is social and
cultural (Kress and Van Leeuwen, 2006). Thus, studying colours should be done from
intercultural and intracultural sides to avoid ambiguity. To say it differently, colours are a
kind of language and a means for transmitting what is not verbally transferred (from visual to

linguistic).
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1.2.1 Visuals as Semiotic Modes

The visual mode has become the prominent mode used in contemporary
communication. It includes photographs, drawings, pictures and paintings which are utilized
in our multimodal communication to perform specific communicative functions. In their book
“Reading Images the Grammar of Visual Design” (1996), Kress and Van Leeuwen suggest
three interrelated systems which govern the design and interpretation of visuals. These are

known as patterns of representation, patterns of interaction and principles of composition.
1.3Medium

Medium is a means, tool or device used to communicate, express or distribute
meaning. Berger and Kress (2008) claim that medium has a material aspect in which meaning
is realized and through which it becomes available to others in the process of communication.
A medium can be an image, text, TV, radio, smart phones, catalogues, newspapers, and so on.
Nowadays, media are characterized by the use of visuals rather than language. That is to say,
images are increasingly gaining a dominant place among other modes of representation,

mainly language.

1.4 Modality

According to Hodge and Kress (1988: 124), modality “refers to the status, authority
and reality of a message, or to its ontological status, or to its value as truth or fact.” In social
semiotics, which adapts Hallidayan grammar to the analysis of other sign systems, modality
refers to the degree to which things are represented “as though they are real, as though they
actually exist in this way, or as though they do not — as though they are imaginings,
fantasies, caricatures, etc.” (Kress and Van Leeuwen 2006: 156). Modality is expressed
visually through resources indicating increases or decreases in “how real” the image should be

taken’ (Van Leeuwen 2005: 166). Visual Modality has three main types: Naturalistic,




Review of the Literature

Sensory and Abstract. Naturalistic Modality refers to the truth of perception. It involves the
naturalistic criterion in which an image depicts the participants and the objects, the way one
would see them in real world (Yassine: 2012). The naturalistic typically found in
photographs. Sensory Modality refers to the effect of pleasure and the emotions created by
different qualities of the image. Abstract Modality refers to the abstract truth criterion; i.e.
the more the image shows the deeper meaning of what it represents the higher its abstract
modality (ibid).

II1. Analytical Framework: Visual Grammar

Kress and Van Leeuwen adopted the metafunctions of systemic functional grammar in
order to describe how the elements of the image are joined together in a visual representation.
Halliday’s theory of metafunctions postulates that language fulfils three metafunctions
simultaneously, namely ideational, interpersonal and textual. The same metafunctions have
been extended to visual resources by Kress and van Leeuwen (1996; 2006) and renamed as
representational, interactive and compositional. They consider that “the visual, like all
semiotic modes, has to serve several communicational (and representational) requirements, in

order to function as a full system of communication” (2006: 41).

1. Representational Metafunction

Representational metafunction is interested in the representation of interaction (object,
persons ....) and deal with the relation between the elements depicted in the image. Kress and

Van Leeuwan (2006) make a distinction on narrative and conceptual processes:

1.1 Narrative processes

According to Kress and Van Leeuwen (2006:76) the narrative process refers to the

situation in which the represented participants are connected with vectors. The latter refer to




Review of the Literature

actions and lines of emotions. The participant that creates a vector is called “actor” and the

received one as a “goal”. Within this narrative process there are three action types:

e Transactional action: it is when a participant (actor) performs an action to
another participant (goal) (Kress and Van Leeuwan, 2006:50)

e Non-transactional action: it is one participant performs an action and
plays a role of an actor.

e Reactional action: is a situation where a participant reacts in the image
and this by gazing to another participant or phenomenon (Kress and Van

Leeuwan, 2006, 67).

1.2. Conceptual Processes

This process is static since the image does not include vectors and the participants do not
perform any action and show no agency. Therefore, it is the state rather than the focus that is

important in conceptual process.

2. Interactional Metafunction

Patterns of interaction is the way in which participants in the image interact with the
viewer; and this interaction is structured through semiotic resources: the gaze of
participants, distance, size of the frame, and angel of interaction (point of view) Kress and

Van Leeuwen (2006).

2.1Gaze

Gaze is a crucial component in the interpretation of an image because it reflects a kind of

interaction between the viewer and participant. The gaze has two types:
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a- Demand: is when participants look directly at the viewer; they demand that the

viewer enter into some kinds of imaginary relation with them (Kress and Van

Leeuwan, 2006:118).

b- Offer: it means when participants do not direct their gaze towards viewer, and

refers to when representations are presented to the viewer as items of information

and as objects of contemplation because their gaze is taken away (Ibid, 119).

2.2 Size of the Frame and Social Distance

Social distance is influenced by different sizes of frames, mainly close-up, medium or

long. They also lead to different relations between represented participants and the viewers

(Kress and Van Leeuwen, 2006: 124-129). This social distance is translated in the image

through the choices in size of frames. To help classify these distances, Kress and Van

Leeuwen (2006) adopt a schema from Edward Hall (1966). The classification of social

distance is represented in the table below:

The different types of
camera shot

The different types of
Represented/Spatial
distances

What these represented
/spatial distances mean in
social terms, according to

Hall

‘Close shot’/’Close-up’

Close personal distance: ‘the
head and shoulders [can be

seen]’

‘one can hold or grasp the other

person’

‘Medium-close shot’

Far personal distance: ‘[we are

shown] from the waist up’

3

extends from a point that is just
outside easy touching distance
by one person to a point where
two people can touch fingers if

they both extend their arms’
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‘Medium-long shot’

Close social distance: ‘[we are

shown] the whole figure’

a little further away, the
distance of ‘impersonal

business’

‘Long shot'

Far social distance: ‘[we are
shown] the whole figure with

space around it’

‘the distance to which people
move when somebody says,
‘Stand away so I can look at

29

you

Public distance: ‘shows the
torso of at least four-five

people’

‘the distance between people
who are [unknown to each

other] and [who] are to remain

strangers’

‘Very close shot’/ ‘Extreme Intimate distance: ‘we see the

close-up’/ ‘Big close-up’ face or head only’

Table01: The Classification of Distance in Photographic Images and its Social

Interpretation. (Hall, 1966:110-120 cited in Ahmed Adham, 2012: 20)

2.3 Angle of Interaction (Point of View)

Point of view is the last dimension of the interactive metafunction; it is also called
angle or perspective. The angle has two types: horizontal and vertical. The first one refers to
whether the viewer sees the depicted participants from the side or the front. Also, it is
associated with involvement and detachment that the viewer has toward the people in the
image which is the difference between the oblique and frontal (Kress and Van Leeuwen,
2006). Therefore, frontal angle refers to ‘‘what you see here is part of our world, something
we are involved with’; whereas the oblique angle refers to something we are not involved
with (ibid, 136). In other words, the frontal angle represents the viewer in maximum

involvement where the viewer is directly confronted with the picture; unlike oblique angle in
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which the participants are viewed from low, above or at eye level and it is detached from who

or what the participants see. Hence, vertical angle assigns power to interactive participants.

3. Compositional Metafunction

The last metafunction refers to the meaning of composition, being related to “the way
in which representations and communicative acts cohere into the kind of meaningful whole
we call ‘text’ (Kress & van Leeuwen 1996: 181). Meaning is built by three interrelated

systems: information value, salience and framing.

3.1Information Value

Kress and van Leeuwen (2006:177) define information value as ‘the placement of
elements in different positions relative to each other and to the viewer in order to convey
meaning’. Information value is associated to three main visual areas: Left Vs right; top Vs

bottom; and centre Vs margin.

In the case of left and right, the composition is structured along the horizontal axis.
The left side is related to a given information, which is assumed to be familiar and already
known by the viewer. As opposed, the right side is reserved to new information, to something
unknown or requiring special attention (Kress & van Leeuwen 2006: 179-185). It refers to

unfamiliar information.

To continue, information can be structured along a vertical axis as well. Kress and Van
Leeuwen (2006) state ideal Vs real to refer to top Vs down structures respectively. This
implies that the information placed at top is presented as essential or ideal whereas the

elements placed at the bottom are real or more specific and practical information.
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Furthermore, different values are attributed to the information following a centre-

margin alignment. The centre is reserved for most important information, whereas the margin

includes elements that are similar, dependent and subservient to the centre.
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Figure 1 ‘The Dimensions of Visual Space’ (Taken from Kress and van Leeuwen, 2006:197)

3.2 Salience

Salience is an important system in the composition of visual meaning. These visual clues

indicating salience are: size, sharpness of focus, tonal and colour contrast, placement in the

visual field, perspective and specific cultural factors (Kress & van Leeuwen 2006: 201-203).

3.3 Framing

In view of Kress and Van Leeuwen’s Grammar of Visual Design (1996; 2006), framing is

another system that connects the representational meaning to the interactive one. It has to do

with the connection or disconnection of visual elements in the image. Moreover, connection

can be emphasized when the elements are connected to each other, they will be read as

belonging together in one way, if they are disconnected they will be read as separate and

independent ( Kress and Van Leeuwen, 2006:210).
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Conclusion

In sum, this chapter reviewed, on one side, women portrayal in advertisements and
some key concepts which are related to advertisements. On the other side, it dealt with the
theory of social semiotics highlighting many key notions. This frame is a useful tool to
analyse visuals systematically. It also presents visual grammar with its patterns of
representation adopted by Kress and Van Leeuwen in order to examine and interpret the
resources used in the construction of images and it answer the question formulated in the

general introduction.
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Introduction

This chapter is methodological and deals with the research design of the study. First, it
includes the description of the research method employed to understand the representation of
women in ORIFLAME beauty products catalog in both Algeria and Britain. Then, it describes
the corpus of the investigation: ORIFLAME’s catalogs (ALG.UK).In addition to the two parts
that include: data collection which contains the collected data from both catalogs and the
handed interview for designers of the Algerian catalog. The data analysis deals with the tool
used to analyse the data is Visual Grammar, developed by Kress and Van Leewen (1996-
2006) within social semiotic theory along with the content analysis used to analyse interview

data.
1. The Research Strategy

The study follows a qualitative research design in order to compare and analyze the
way women are represented in both Algerian and British beauty products catalogs. Qualitative
research is a type of social science that seeks to understand the social aspects of life.
Accordingly, this study aims to analyze the images of women represented in beauty products
by applying the social semiotic theory of “Visual Grammar” (1996-2006) in which Kress and
Van Leeuwen set for three metafunctions: the representational, the interactional, and the
compositional metafunctions. An interview which is employed to collect qualitative data is

added .
2. Data Collection

The data of the present study are gathered from ORIFLAME catalogs taken from both
the official website as well as the printed catalogs. The first catalog, which is the Algerian

one, is taken from the printed version published from April 1* to June 30" 2017. Whereas the

2
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British catalog is taken from the digital version published in the website
(http://uk.oriflam.com) issued in September 29" to October 19™ 2017. From these catalogs ten
(10) images are selected to be analysed, five (5) from each version. These visuals are analysed
by applying the theoretical framework of Kress and Van Leeuween in order to describe how

they are designed to communicate meaning to the intended audience.

2.1 Description of the Corpus

ORIFLAME is a beauty company founded in 1967 in Sweden by the two brothers
Robert and Jonas Af jocknik. It is now an international beauty products company selling in
more than sixty (60) countries. This company uses catalogs to promote their products. Each
country has its own version of the catalog accessed through the web site or the printed one.
Among the sixty (60) countries we choose Algerian and British catalogs to study the
representation of women in order to sort out the similarities and differences in the
representation of the visuals.

During the six years of the existence of ORIFLAME company in Algeria the variation
of catalogs appear each semester during the year. Thus, our focus is on the catalog published

in the second semester of this year (2017). (fugure 02)

Figure 02: Front Page of ALG ORIFLAME Catalog
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Whereas, the British version is designed monthly for their consumers. Our study sheds light

on the one published between September 29™ and October 19™ 2017. (figure03)

A heritage of beaup

A destination tolyour
dreams.

Figure03: Front Page of UK ORIFLAME catalog

2.2 Interview with ORIFLAME Catalog Designer

Another tool of data collection is the interview which is conducted to gather
information about the designer’ perceptions of the catalogs’ design and the role women play
inside them. Therefore, the interview is used to get more details and opinions on the issue

discussed in the previous chapter. Kvale (1996:14) regards the interview as:

...an interchange of views between two or more people on a topic of mutual
interest, sees the centrality of human interaction for knowledge production,
and emphasizes the social situatedness of research data.

This means that the interview is an instrument used to collect data and gain knowledge
from individuals that can be used to answer the research question of a given study. The
interviews may be a: face to face conversation, telephone’s conversation, or written form
between the interviewer (who asks questions) and the interviewee (who answers questions).
To achieve the desired outcomes and get clear information, the questions of the interview

should be clear and appropriate so that they fit any research objectives. As Holy, Harris and

4
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Judd (2005:145) argue, “...proper training and proper interviewer behaviour can help greatly
in achieving the goals”.
3. Data Analysis

This study employs the analytical tool of social semiotic theory introduced by Gunther
Kress and Theo Van Leeuwen in their Grammar of Visual Design (1996; 2006). This
framework is applied to analyse the collected data figured in the visuals of women
represented in the catalogs. It is mainly concerned with the visual analysis of the women
portrayal in both Algerian and British catalogs relying on the three metafunctions

(interactional, representational and compositional).

According to Stemler (2001), Content Analysis is a technique which is used to
compress numerous words of a text into fewer categories by means of coding. That is to say,
the key principle of content analysis is the coding and the categorization of the data. Since
content analysis deals with anything that is able to be interpreted into texts, so even interview
recordings can be dealt with. This analysis follows these systematic steps: (1) copying and
reading through the transcript, (2) making brief notes in the margin when relevant information
is found, (3) listing the different types of information found, (4) categorizing each items, (5)
identifying major categories and minor categories, (6) comparing and contrasting the various
major and minor categories, and finally (7) reviewing all of the categories and ascertaining
whether some of them can be merged or if some of them need to be sub-categorized.

This data analysis method was selected as the aim of the interview is to figure out the
designers’ perceptions and opinions about the catalogs and the way women are represented
inside them; not to figure out conversational patterns or any other pattern related to the

designer’s talk.

2
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Conclusion

This methodological chapter involves a number of steps that are followed in this study
to investigate the research issue. It starts with the qualitative research method. Then, it
describes the corpus of the study which refers to ORIFLAME catalogs used in Algerian and
British societies respectively. Furthermore, it deals with the procedures of data collection and
data analysis. Research data or findings are presented in the following chapter which is

labelled the presentation of the findings.

2
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Introduction

This chapter presents the findings of the research. From the corpus which consists in
ORIFLAME beauty catalogs, ten images are selected to be analyzed using Kress and
Leeuwen’s theory of Visual Grammar (2006). A structured interview is conducted with the
designers of the catalog in Algeria. Accordingly, this chapter is divided into two sections.
Section one introduces the social semiotic analysis of women representations in the Algerian
and United Kingdom catalogs, whereas the second part covers the content analysis of the

interview designed for Algerian ORIFLAME Catalog designers.

I. The Representation of Women in Algerian and British ORIFLAME

Catalogs: A Social Semiotics Multimodal Analysis

1. Representational Metafunction

Kress and Van Leeuwen (2006) recognize two sub-categories within the visual system:
narrative and conceptual processes. The former has to do with dynamic processes; the latter
refers to the static features of visual elements. The tables below present the analysis of

ORIFLAME visuals relying on the representational metafunction.

ALG

Appendix Process Type: Conceptual Vs Narrative

In this picture, a young woman is represented. She looks happy with her open
mouth. Only her head and neck are visible in this image. The process here is
narrative; i.e. there is an action as the woman looks like jumping in the air
Image 01 given the direction of her hair and her raised arm. This posture shows joy and

satisfaction.
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Image 02

This image generates a conceptual meaning. The woman who is represented
with a traditional clothes reflects this meaning. The whole body of the
woman appears in the image; her eye level is direct to the viewers in addition
to the white balloon on her hand. She is on the left side of the image whereas

the products are presented on the right side.

Image 03

In this picture, the woman is dressed with an Algerian traditional dress as
well; she takes a golden ribbon between her hands. She is put on the left. Her
posture is directed to the right side whereas her gaze is directed to the
viewers. The product is far from the woman and placed on the right side.

Hence, it expresses conceptual meaning as there is no agency.

Image 04

In this picture, a woman is represented with the traditional dress in a lending
posture and put in the left side. Her gaze is directed to the viewer with a smile
on her face. She puts her right hand on her shoulder. Thus, it expresses

conceptual meaning as the woman performs no action.

Image 05

The woman in this picture is surrounded by the cosmetic products. She is in
stand up position; her right hand is on her shoulder while the left hand is on
her chip by gazing directly the viewers. Therefore, it refers to conceptual

process as the represented woman shows no agency.

Table 02: Representational Metafunction in Algerian catalog’s Images

The table 02 presents the images of the Algerian catalog .All the images contain static

participants (woman) which stand for conceptual meaning.

Images Process Type: Conceptual Vs. Narrative
This image depicts a woman on the left side who touches her chin with her
Image | jndex and middle fingers, whereas on the right side a lipstick beauty product is
06 presented. It is a conceptual process since the two elements (woman and
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product) perform no action in the representation.

Image
07

The right side of the picture presents a woman who looks like a bride; she
holds her neck with her hand. A skin cream beauty product is shown  on the
left side. A conceptual meaning is shown because both the woman and the

product are static and show no agency.

Image
08

On the right part of this image, there is a single woman who looks directly  at
the viewers and puts her palm behind her ear whereas the left part depicts
many beauty products for the face. These visuals express a conceptual meaning

and do not perform an action.

Image
09

This picture represents conceptual meanings since it depicts a woman (carrier)

and a bottle of perfume (possessive attribute) with no agency.

Image

A conceptual meaning is expressed in this image since the image contains a
woman who is smiling and holing her chin with her hands. She stares at the
product which is on the right of the image without performing any action

(absence of agency).

Table 03: Representational Metafunction in British catalog’s Images.

From the table above, it is clear that all the visuals are based on conceptual processes; as

the represented participants are static and do not perform any action.

2. Interactional metafunction

Interactional Metafunction is concerned mainly with social relations between the

represented participants and the interactive participants. Kress and Van Leeuwen explain this

social relation thought three makers; gaze, social distance and angle. The gaze has two types

demand and offer. The former is when the presented participants are engaged in eye contact

with the viewers. Contrary to offer, where there is no contact between participants as the

represented participants do not look directly at the viewers (Kress and Van Leeuwen, 2006:

122). Social distance is what or who is supposed to be close to viewer or distance from them
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(ibid). Angle is divided into two types: horizontal and vertical positing of the viewer in
relation to the represented participants. The tables bellow present the analysis of ORIFLAME

visuals relying on the interactional metafunction.

Images Gaze Angles of interaction Distance
. . Vertical Horizontal
It is a Demanding gaze as
the woman is directing her
The woman is at | The Frontal
gaze towards the viewers Intimate
eye level with the | horizontal
and smiles by showing her distance
Image viewers so there is | representation  of
01 beautiful teeth so as to (very close
a relationship of | the woman implies
invite them to use the shot)
symbolic  equality | involvement of the
same products as the ones
between the two. viewers
she uses.
It is a Demanding gaze as | The woman is at | The Frontal
ALG the woman is directing her | eye level with the | horizontal )
Far social
gaze towards the viewers | viewers so there is | representation  of
Image distance
02 and smiles to invite them | a relationship of | the woman implies
(long shot)
to use the same products | symbolic equality | involvement of the
as the ones she uses. between the two viewers
It is a Demanding gaze as | The woman is at | The Frontal
the woman is directing her | eye level with the | horizontal
Far social
gaze towards the viewers | viewers so there is | representation  of
Image distance
03 and smiles to invite them | a relationship of | the woman implies
(long shot)
to use the same products | symbolic equality | involvement of the
as the ones she uses. between the two viewers
It is a Demanding gaze as | The woman is at | The Frontal
Far social
the woman is directing her | eye level with the | horizontal
Image distance
04 gaze towards the viewers | viewers so there is | representation  of
(long shot)
and smiles to invite them | a relationship of | the woman implies
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to use the same products

symbolic  equality

involvement of the

as the ones she uses. between the two viewers
It is a Demanding gaze as | The woman is at | The frontal
the woman is directing her | eye level with the | horizontal )
_ _ _ _ Far social
I gaze towards the viewers | viewers so there is | representation  of |
mage o ' _ | distance
05 to invite them to use the | a relationship of | the women implies
(long shot)

same products as the ones

she uses.

symbolic  equality

between the two

involvement of the

viewers

Table 04: The Interactional Metafunction in Algerian catalog’s Images

As shown in the table above, the five images are demand ones. For the angle of interaction,

the horizontal angles are frontal for all images. For the vertical angle, all the images are

medium and at the eye level of the viewers. As concern distance, images (2, 3, and 4) create a

far social distance; image (1) reflects an intimate distance, whereas the last one (5) shows

close social distance.

Images Gaze Social Relation Angle
Distance Horizontal Vertical
Image | It is a Demand picture | Close This The Frontal | The woman
06 as the woman is | personal as | representation | horizontal iIs at eye
directing her  gaze | the woman | suggests representatio | level — with
towards the viewers so | is Intimacy with | n  of the | the viewers
as to invite them to use | represente | the viewers woman so there is a
the lipstick she is using. | d in a close implies relationship
She also opened her | shot involvement | of symbolic
mouth to attract the of the | equality
viewers’ attention about viewers between the
the colour of her two
lipstick.
Image | It is a Demanding gaze | Close This The Frontal | The woman
07 as the represented | personal representation | horizontal is at eye
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woman directs her gaze | distance as | suggests representatio | level  with
towards the viewers, to | the woman | Intimacy with [ n  of the | the viewers
tell them that she has | is the viewers woman so there is a
confidence  on  the | represente implies relationship
products. d in a close involvement | of symbolic
shot of the | equality
viewers between the
two
Image | It is a Demanding gaze | Close This The Frontal | The woman
08 as the represented | personal representation | horizontal is at eye
woman directs her gaze | distance as | shows a high | representatio | level  with
towards the viewers as | the woman | degree of |n of the|the viewers
she invites them to use | iS Intimacy with | woman so there is a
the products that she | represente | the viewers implies relationship
uses. d in a close involvement | of symbolic
shot of the | equality
viewers between the
two
Image |1 is an Offer image as | Close shot | This The Frontal | The woman
09 ) ) . )
the woman does not | which representation | horizontal iIs at eye
look at the viewers but | stands for | suggests a | representatio | level  with
at the bottle of perfume | close certain degree | n of the | the viewers
and smiles to show that | personal of intimacy | woman so there is a
she likes the product. distance with the | implies relationship
viewers involvement | of symbolic
of the | equality
viewers between the
two
Image | Offer as the woman | Close shot | This The Frontal | The woman
10 does not look at the | which representation | horizontal 18 at eye
viewers but at the | stands for | suggests representatio | level — with
product put on the right | close intimacy with | n of the | the viewers
of the image as a way to | personal the viewers woman so there is a
invite the viewers to | distance implies relationship
look at the product. involvement | of symbolic
of the | equality
viewers between the

two

Table 05: The Interactional Metafunction in British catalog’s Images.
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Table 05 reveals that images 6, 7, 8 and 10 are demand images whereas image 9 is an
offer one. In terms of distance, close personal distance is realized in all images and this
permits interaction with the viewers. Concerning the horizontal angle, in all five images the
participants are viewed from a frontal angle. For the vertical angle, all the images are at the

eye level of the viewers.

3. Compositional Metafunction
As it is explained in the previous chapter, the compositional metafunction is based on
three main components. The first one is information value which is attached to the various
zones of the image: left and right, top and bottom, centre and margin. Salience is the second
component that explains how the elements are made to attract the viewer’s attention like the
placement in the foreground or background. The third one is framing, it has to do with the
connection and disconnection elements of the image. The tables bellow present the analysis of

ORIFLAME visuals relying on the compositional metafunction.

ALG

Images Information value Salience Framing

The picture of woman is

The woman is in the | The woman is | presented as a separate unit
left side whereas the | foregrounded and | of information with no other
Tmage 01 product occupies the | represented in a big | frames in  order to
right side. size format emphasize on the beauty of
her face.
The picture of woman is
The Woman is presented as a separate unit
presented in the left | The woman is | of information with no other
Image 02 | side Foregrounded. frames in  order to
Whereas the Product emphasize on her beauty.

is in the right side.
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Image 03

The Product is in the
right side whereas the

woman is in the left

Foreground

Big size format

The picture of woman is
presented as a separate unit

of information with no other

Image 04

presented in the left

side and the product in

Foreground

Big size format

' frames in  order to
side. ‘
emphasize on her beauty.
_ The picture of woman is
The woman 1s

presented as a separate unit
of information with no other

frames in order to

Image 05

presented in the centre
while the products are
in the margin

surrounding her.

Both woman and the
products
forgrounded

made bigger in size

are

and

the right
emphasize on her beauty.
All the elements of the
_ image: linguistic texts in
The woman 18

different languages the
picture of the woman and
the products are
overlapping. There are no
boundaries separating them

so they are in connection.

Table 06: Compositional Metafunction in Algerian catalog’s Images.

The table above points out that in the ALG corpus, two types of information value are

found in the left, right and centre. In images 1, 2, 3 and, 4 we find that the woman is

forgrounded except the fifth image where the product and woman are forgrounded at the same

time. In addition, the framing devices of 1, 2, 3, and 4 images are disconnected whereas the

image 5 is connected.

UK

Images Information value Salience Framing
The image depicts a woman | In this picture salience | The picture of woman
who is placed on the left side is given to two and the lipsticks are
Image 06

to stand for given

information; i.e. pretty

elements: the woman

and the lipstick

put one near the other

with no sharp
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women’s lips. The new
information; i.e. the lipstick is
given on the right side as it is
something new for the
viewers. This aims at telling
the viewers that the secret of
those pretty lips is the lipstick

products.

product through
placing them in the

foreground and
making them big in

size.

boundaries to create
connection and
coherence between the
two elements so as to
say that the secret of
her pretty lips are those

lipsticks.

Image 07

The image depicts a woman
who is placed in the top left
side of the picture, and the
anti aging product is on the
bottom right. This means that
the product is something new
and concrete and its effects
are ideal as it adds shunning

to women.

In this picture salience
is given to the product
as it is placed in the
foreground with big

size.

The picture of woman
and the anti aging
product are put close to
each other with no
sharp boundaries to
create connection and
coherence between the
two elements so as to
say that the secret of
her shiny skin is on

this beauty product.

Image 08

The image depicts a woman
who is placed in the centre
left in order to show her
prominence and that she is
the focal point, rather than the
products that are presented on

the right side with small size.

In this picture salience
is given to the woman
through placing her in

the foreground.

This image depicts one
single woman who is
presented as separate

unit of information.

Image 09

The image portrays a woman

on the top right of the picture
and the bottle of perfume on
the bottom left. This means

that the perfume is something

In this picture salience
is given to the perfume
as it is made bigger in

size and foregrounded.

Although the two
elements (the women
and the perfume) are

separated, they are not

disconnected as there
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given and concrete and its
effects are ideal as it adds

elegance to women.

is no sharp boundary
between the two.
Moreover, the woman
looks at the perfumes
and smiles as a sign of

satisfaction.

The image depicts a woman
who is placed in the centre of
the left side staring at the
Tmage 10 product presented in the right
to communicate its

importance.

In this picture salience
is given to both
woman and the

product thus they are
placed in the
foreground and make

them big in size.

This image depicts a
woman who looks at
the product and smiles
as a sign of satisfaction
though the two
elements are

disconnected.

Table 07: Compositional Metafunction in British catalog’s Images.

Table 07 shows that all images except the ninth one, place women in the central
position to demonstrate that they are the prominent elements in the images. But in image nine,
the elements are placed on top right (woman) and bottom left (bottle of perfume). This
indicates that the salience is given to the perfume which is placed in the foreground.
Concerning the framing, in all images the represented elements are disconnected and

introduced as a separate unit of information.

II. Content Analysis of the Interview with Algerian designers of

ORIFLAME Catalog

The designer of the Algerian ORIFLAME catalogs has stated that the women presented in
the catalogs are not famous figures like the ones presented in the British Catalog but they are
models or testimonials who are satisfied with ORIFLAME products and who want to share
their experience with the consumers. She explained that they mix between national and

foreign portrayals in their catalog in order to satisfy all consumers and consultants. That is to
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say, some of them prefer to see women with dark hair and brown eyes reflecting Algerian
beauty whereas others prefer blond women reflecting Swedish beauty. The reason behind
wearing the Algerian traditional dresses is to celebrate the fifth anniversary of ORIFLAME,
to show some of the Algerian culture to people from different parts of the world and to add an
Algerian touch to ORIFLAME advertisement.

The designer provided no systematic reason behind the choice of the different
composition or design strategies like the use of colours the different body poses, facial
expressions and gazing behaviour women made in the images. For him these are selected in a
way to highlight the product and direct it to the viewers; but in the majority of times, varying
the resources is done just to avoid repeating the same ones and to bring a kind of variety in the
catalog. Hence, they do it just for decorative and attractive purposes. However, when asked if
they follow any international rule when designing the catalogs, the Algerian designer clarified
that she cannot reveal all these rules for the sake of credibility. However, she provided some
examples like the places where to put the different details such as the product description, the
codes, the price, the language (s), the indexes, the police and so on and so forth.

As for the age of the represented women, the designer explained that they do not select
models on the basis of their age but on the basis of the product they are advertising. To word
it differently, some products like anti aging creams are best advertised with women more than
40 years old; whereas products for looking more slim are best advertised by twenty years old
women . The designer further adds that both the products and the represented women are of
equal importance; as it is very important to show the products they are selling with their
different characteristics as well as the effect of these products on women’s beauty; that is why
women are often made attractive.

Concerning the background of the photographs, the designer explained that the

original background (i.e. real environment) is removed and changed by a neutral one as a
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strategy to highlight the product and the women holding it. In the corpus under analysis, the
background is in a golden color to create harmony with the theme of the fifth anniversary of
ORIFLAME.

The designer confirms that they take culture into account in their designing process
and the proof is that in the catalog under investigation women are wearing traditional clothes
representing different regions of Algeria. Besides aiming at attracting Algerian consumers to
buy ORIFLAME products showing some cultural aspect is done for the purpose of sharing the
Algerian culture with foreign cultures. We can also add that the dress of women in Algerian
catalog is selected because of the conservative nature of Algerian people; i.e. the designers
were careful not to show women for instance with half naked dresses. As for the stereotypes
the visual representations reinforce, the designer assures that they are positive ones. She
explains that women are always used to reflect beauty and elegance so in their catalogs they
take profit of this stereotype to advert for their cosmetic products because there are some
shared characteristics or connection between women and the products they are advertising

like softness, fairness and beauty.

Conclusion

To sum up, the results obtained from the visual analysis of women’s portrayal in
ORIFLAME beauty catalogs show three important findings. First, almost all visuals depict
conceptual processes in which the represented participants are static and show no agency as
they were just posing in a way to attract the viewers to admire their beauty and to invite them
to have a look at the cosmetic products they are using. Second, in most visuals the represented
participants show a demanding gaze. This implies that the women were staring at the viewers
with a confident look in a way to convince them about the efficiency of ORIFLAME
products. Third, as far as the compositional metafunction is concerned, in all visuals salience
is given to the beauty of women and the products they are using either through foregrounding
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these two elements or putting them in a big size format. The results obtained from the content
analysis of the interviews to Algerian ORIFLAME catalog designer revealed that the
designers showed a certain level of awareness of the importance of using and placing the
different semiotic resources within the visual representation in a way to achieve the desired
goals (i.e. better adverting for ORIFLAME products). Moreover, they explained that the
representation of Algerian women in their catalogs is loaded with some stereotypes and

cultural messages that all fit the objectives of their company.
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Introduction

This chapter discusses the results obtained in the study from the social semiotic
multimodal analysis of ORIFLAME catalog’s visuals and the content analysis of the
interview to the Algerian designer of the catalogs. This chapter aims at answering the
questions formulated in the general introduction. It is divided into two main parts. The first
one discusses the results of the Algerian and the British advertisement visuals by establishing
a comparison between the two contexts highlighting the main similarities and differences. The

second one discusses the results of the content analysis of the interview.

I. Discussion of the Results Obtained from Visual Analysis of both Algerian

and British Catalogs

1. The Representational Metafunction:

The first metafunction consists of two main types of process namely the narrative
process and the conceptual process. The former has to do with dynamic features; the latter
refers to the static process of the visual participant as it is explained by Kress and Van

Leeuwen (2006)

In image 01 the represented young woman looks happy with an open red mouth and
she looks like jumping in the air. The woman is put on the left page of the catalog. Such
representation involves a process of interaction that the represented participant (woman) is
looking directly to the viewers to catch their attention. The product is found on the right side.
Here, the woman is wearing the colour of the lipstick presented to make the viewers know

how the colour looks like.

For images 2, 3 and 4, the women are represented with the traditional dress with different

postures but with the same gazing. The woman portrayed in the second image stands up
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position and her eye level is straight to the viewers. She also handles a white balloon in her
left hand, whereas; the product is put far from the woman, always on the right side of the

catalog.

Concerning the third image the woman is also in a stand up position but a little bit
hunches on the right side. She is gazing directly to the viewers. At this level, the woman
invites the viewers and attracts them to use the product even if it is placed far from her (right
side). But there is a connection between them. The model presented here is an Algerian one;
this makes the consumers in assurance to buy the product because they share similarities in

their physical appearance (skin’s colour, the hair colour...).

For the forth image, the woman is always represented on the left side of the page she
makes her gaze directly to the viewers to catch their attention, whereas; her body is oriented

to the left side. She is on a sidewise position, only her face is direct to the camera.

Image fifth shows one woman but, this time she is surrounding with cosmetics products.
She is always in a stand up position with a direct gazing .All the images represent a

conceptual meaning and portrayed only one woman.

Additionally, these images 2, 3 and 4 can be considered as symbolic attributive processes
since the women are in this position to show their cultural identity by wearing the local

traditional dresses to be distinctive from other cultures such as the British one .

Concerning images 6, 7, 8, 9 and 10 presented in the British ORIFLAME catalog they
are based on the conceptual process, since each visual depicts one single woman in a static
state who does not perform any action. That is to say, the represented participants are not
acting but they just pose and gaze either to the viewer or to the product therefore they show

no agency. The aim behind this depiction is, perhaps, to identify to the viewer that the models
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are confident, serious and proud. The women who smile in images 9 and 10 show that they

are happy and satisfied with the use of such beauty products
2. The Interactional Metafunction

This metafunction is concerned with the interaction system between the images and
the target viewers. This relationship between the viewers is realized through three factors

which are as follows: gaze, social distance and angle of interaction.

In relation to gaze , Kress and Van Leeuwen.(2006:116) states that “there is, then, a
Sfundamental difference between pictures from which represented participants look directly at
the viewer’s eyes, and pictures in which this is not the case” . In this sense, the gaze is an

important semiotic resource whether it is demand or offer it always influences the viewers.

All images 1, 2, 3, 4 and 5, all women directed their gaze toward the viewers by
smiling to them, they are demanding images. In the case of pictures 6, 7, and 8 the represented
women look directly at the viewers thus, they are demanding images. In other words, these
participants use direct gaze to interact with the viewers and to say that there is a strong
relation between the audience and the represented women. These demanding images, where
women stare directly at the viewers not at the products, aim at inviting the consumers to come
closer and persuade them to buy the products. Their direct gaze may be interpreted as the
models having total confidence toward the products, hence inviting the viewers to buy and

test them.

Concerning images 9 and 10, the depicted women look away from the viewers. Kress
and Van Leeuwen (2006:119) suggest that this type of gazing connotes an offer on which the

participants are depicted as item of information, and as objects of contemplation. Therefore,
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these images are offer ones since the model’s eyes are directed at the products not at the

audience; this entails that they offer information to the viewers.

Image 9 represents a woman who smiles and looks down at the perfume bottle. Here,
the gaze to the product suggests detachment from the viewer and the model reflects emphasis
to the perfume bottle; additionally, the big smile may show that the woman is happy and
satisfied with this product. This leads the viewers to follow her look which is directed to the

bottle of perfume.

Image 10 depicts a woman who looks directly at the product with large smile. Thus,
the woman’s representation may be interpreted as if she invites the viewers to use the same

perfume she uses.

Social distance refers to the distance between the represented in the images and the
viewers. For Kress and Van Leeuwen (2006: 124-125) “the choice of distance can suggest
different relations between represented participants and viewers. At far social distance we see
the whole figure’ with space around it” In images 2, 3, 4 and 5, the far social relationship is
used to show that women preserve their intimacies. As it is seen, all their bodies are covered
and they are two portrayals who are wearing the scarves. Woman is represented far from the
viewers to create a given curiosity and know more about the given products that are

advertised.

In the images mentioned (1,2,3,4 and 5) the whole bodies of women are shown
because they appear in a stand up position .Whereas in image 1 the intimate distance is
present. The face of the portrayed woman is very close to the viewers to show the beauty of

the lady and attract the viewer’s attention.

In ORIFLAME British catalog, all the images (6 tol0) represent a close personal

distance. The latter is the distance at which “one can hold or grasp the other person” and also
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the distance between people who have an intimate relation with each other (ibid: 124). In the
advertisements under investigation, the women are represented in a close shot that shows the
head and the shoulders of the models. These visuals suggest intimacy with the viewers since
the women are shown as if they are close to the viewers. The aim behind this representation of
the models as intimate personal distance is to create connection between the image and their

viewers and to show that they are close to the consumers.

Angles are of two types in visuals, vertical and horizontal this makes the participant
and the viewer have different attitudes toward each other. The horizontal angle is related to
the position from which the photographer takes the picture. Each image includes degrees of

angles. It may include frontal, oblique, as quoted in Kress and Van Leeuwen (2006:136):

The frontal angle says, as it were, what you see here is part of our world,
something we are involved with. The oblique angle says, ‘What you see here is
not part of our world; it is their world, something we are not involved with.

Therefore all the selected images in both catalogs are captured from horizontal frontal
angle, since the participants have an interactive meaning of involvement. This means that, the
viewers are involved with the represented participants in equal way as if they belong to the

same world and they are part of it.

Concerning the vertical angle, images 2, 3, 4 and 5 present women in close shot
which stand for far social distance. That is to say,the woman is at the eye level with the

viewers so there is a relationship of symbolic equality between the two.

Whereas the depicted pictures 1, 6, 7, 8, 9 and 10 are at the eye level (medium vertical
angle) since the represented women and the viewers are equal in power. That is to say, both
the models and the viewers are sharing equal power; i.e. no one is more or less powerful than

the other.
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3. The Compositional Metafunction

This metafunction is concerned with the visual space. This refers to the way the image
is created in terms of structure and composition. Kress and Van Leeuwen (1996) propose

three main components of this metafunction: Information Value, Salience and Framing.

The information value is the arrangement and the placement of the elements in different
positions within one image to make meaning as mentioned in Kress and Van Leeuwen
(2006:197-198)

One common mode of combining given and new with Centre and Margin is the

triptych. The triptychs in modern magazines and newspaper layouts are generally

polarized, with a ‘Given’ left, a ‘New’ right, and a centre which bridges the two and
acts as ‘Mediator’.

It means that the notion of right is used to the ‘known’ information, whereas left is for
the ‘new’ information. For center and margin, it refers to the nucleus and secondary elements.
The last notion is top and bottom one, which refer to the ideal real element in the visuals.

It is noticeable that in images 1, 2, 3 and 4 there is a notion of left and right
distribution of elements that contain the represented women on the left side (known) and shed
light on the product which is on the right side (new). Both elements are forgrounding to
attract the viewers.

The fifth image, the woman is in the center surrounded by the products that are in the
margin. The emphasis is on the woman (slimmer) to show the results of the product used to
attract the attention of the viewers. The latter, is attracted by the perfect body of the woman so
that they can buy the product to make themselves as the model in the image.

In images 6, 7 and 8 the women are placed on the left side whereas the products are

placed on the right side. Therefore, the women are ‘the given information’ whereas the

products are ‘the new information’ that the viewer should observe. This arrangement and
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placement of the elements shows a new collection of beauty products that women should
purchase.

Image 9 however portrays a woman on the top right side of the advertisement so it is
her who stands for ‘new information’ and provides key information. The intended message is
that the viewers are required to pay special attention to the represented model rather than to
the perfume bottle which is placed at the bottom left side. Said differently, the product is
something given and concrete since it occupies the left side. This placement of the elements
aims at showing that the perfume bottle adds elegance to woman and contributes in her
fashion.

Image 10 depicts a woman who is placed in the centre of the left side to suggest that
she 1s considered as the important and valued element of the image. The woman is staring at
the product in the right side as if she is inviting the viewers to recognize the cream product
and transfer this connotation to the product so that the audience compile to observe it.

Thus, the visuals selected from British catalogs (6, 7, 8, 9, 10) represent women on
one side, and the advertised products on the other side.

Salience is the second component of the compositional metafunction which is related
to the positions of the represented participants in the image in a way to convey important

meanings. According to Kress and Van Leeuwen(2006:202):

Salience results from complex interaction,between a number of factors: size,
sharpness of focus, tonal contrast colour, placement in the visual field ,perspective ,
and also quite specific cultural factors, such as the appearance of a human figure or a
potent cultural symbol.

Accordingly, the results obtained from all images 1 to 10 are represented with great
salience. In other words, the results show that salience is given either to one or two elements
which are often forgrounded and made bigger in size format to differentiate them from the

rest of elements that are placed in the background of the visuals.
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Images 1, 2,3,4,6 and 10 give salience to both woman and the product through placing
them in the central part in each side and making them big in size to show that both are focused

and are considered as the heart of the advertisement.

Whereas in image 8, the woman is forgrounded on the left side of the image with big
size format and the products are backgrounded in the centre right side; this makes her more

attractive and eye catching rather than the small products.

Unlike images 5, 7 and 9, where salience is given to the products as they are placed in
the forground and made bigger in size. Therefore, it is the products which are attractive rather
than the backgrounded models. In whole, advertisements give particular salience to the

represented products rather than the models alone to invite the viewers to use them.

Finally, framing refers to the combination of elements that make sense all together, as
mentioned by Kress and Van Leeuwen (2006:203-204) “The more the elements of the spatial
composition are connected, the more they are presented as belonging together, as a single
unit of information.”. Therefore, framing is related to the degree of making the elements of

the visual representation connected or disconnected.

In images 1, 2, 3 and 4, all the space is used to introduce both the woman and the
product in big size and forgrounded to show for the viewer the importance of each element
separately, as introduced in Kress and Van Leewuen (2006), the more the elements are

separated the more the frame is strong.

On the contrary, the fifth image reveals that the woman is connected with the product.
In fact, all the remaining images depict women and beauty product that are placed in a
separate way, this composition makes the two elements complete one another. It means that

although the two elements (the woman and the product) are separated, they are not
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disconnected; as there are no sharp boundaries between the two elements which are often

made close to each other.

The use of this frame aims at making connection between the participants to create
coherence between them. All represented images depict women and beauty product that are
placed in a separate way. Such framing indicates that each one completes the other. It means
that although the two elements (the woman and the product) are separated, they are not
disconnected; as there are no sharp boundaries between the two elements which are often
made close to each other. The use of this frame aims at making connection between the
woman and the product and creates coherence between them so as to say that the secret of her
beauty is those presented products even though they are placed as a separate unit of

information.

III- Discussion of the Results Obtained from the Interview

The findings of the interview with Algerian ORIFLAME catalog designer reveal that
the women presented in the catalog are testimonials not famous models like the ones
presented in British catalog. The designer states that they are aware of the importance of the
different semiotic resources like gaze, colours, position and size of elements in the visual
representation. And, it is done just to avoid repetition of same poses and bring new strategies

in each picture.

She shows that the goal of employing these resources in a way to attain their
objectives and better advert for their ORIFLAME products without necessarily being able to

provide explicit explanations of the design rules and the composition principles.
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The designer adds that both the products and the models are both important in the eye
of the viewers. And to highlight these participants, a neutral background is used, for instance

the use of the golden background feats the celebration of the fiftieth anniversary.

The mix between the national and foreign portrayals aims at satisfying all consumers
and consultants. Therefore, the Algerian models are wearing the traditional dress, to show
their belonging and tradition and to add an Algerian touch. Additionally, they explained how
the representation of Algerian women in the catalogs is loaded with cultural content and
reflects certain stereotypes that all serve the goals of their business. It means that the models
are used to reflect beauty and elegance which is taken as a profit for using this stereotype to

fit the objectives of the company.

Conclusion

This chapter discussed the results of the findings relaying on the way on which women
are depicted in both Algerian and British ORIFLAME catalog. Basing on the proposed
analytical framework, the results show that the selected visuals share many similarities and
some differences in their depiction of visual elements. It means that both catalogs follow the
same social semiotic basis and strategies while presenting the participants, as they also meet
some differences mainly in the depiction of models in term of social distance. In addition to
the cultural feature that is revealed in the Algerian models and show their belonging and
culture. Therefore these results come to answer back the research question asked in general

introduction.
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General Conclusion

The present dissertation has dealt with a social semiotic multimodal analysis of
women portrayal in advertisements. It has particularly dealt with the visual representation of
women in ORIFLAME beauty catalogs including both Algerian and British female pictorials

following Kress and Van Leeuwen’s framework of “Visual Grammar” (1996; 2006).

In order to realize the research objectives and answer the research questions, a
qualitative strategy has been applied for data collection and analysis. The primary source of
data consists in ten images taken from ORIFLAME catalogs: five from the Algerian and five
from the British versions. Additionally, the second source of data collection is ‘the interview’
designed for Algerian ORIFLAME magazine designers which is used as a support to
understand and interpret the results of the visual analysis of the corpus. The latter (i.e. visual
analysis) allowed us to establish a comparison between the Algerian and British catalogs and
helped us to figure out the main shared similarities and differences. Despite some differences,
women are represented in the same way in the two catalogs. That is to say, both
representations reinforce certain stereotypes, mainly the ones which associate women with

beauty and fairness and the constant search for perfect body to become attractive.

Additionally, both representations (Algerian and British) reflect their respective
cultures: Algerian women reflect the conservative nature of Algerian people and they are
proud to keep customs and traditions ;whereas, British women reflect the modern independent
status of the 21* Century European woman. In terms of compositional principles, the two
catalogs followed the same structures by using and positioning some semiotic resources
namely: gaze, colour, angle, body posters, and size of elements in the same manner and to

achieve the same purposes.
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General Conclusion

Other important results revealed from the social semiotic pictorial analysis are as
follows: almost all the selected images present ‘conceptual processes’ since the represented
participants show no agency and are static. The interactional metafunction shows that the gaze
is present in all the visuals as a prominent and important resource used to demand something
to the viewers. In addition to the distance in which all the depicted images shared the close

personal distance permitting interaction with the viewers.

Concerning the ‘angles of interaction’, all the visuals are seen from the medium
vertical angle since the participants are at eye level with the viewers; whereas the frontal
horizontal angle that suggests involvement of the participants with the viewers is presented in
all of the selected pictures. Regarding the compositional metafunction, the results show that

different compositional elements are used in different positions.

First, Information Value attached to various zones in the images hence the selected visuals
are found in the left/right position in some images, and centre position is also present in some
images like image 05 of the Algerian catalog where the woman is placed in the middle
position which entails that she is the most valued element. Second, Salience is another
composition element that is realized through foregrounding elements or making them big in
size. The results show that salience is given to the women in some images or to the presented
products in other images; and in most images it is given to both the women and the products
by foregrounding them or/and making them big in size. The last component is framing which

is related to the degree of making the elements connected or disconnected.

From the analysis of the selected visuals, the results reveal that all the represented
images depict women and beauty product that are placed in a separate way but not

disconnected since they are close to each other with no separate boundaries and this created

Connection between them.
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General Conclusion

Additionally, the findings of the interview with Algerian ORIFLAME catalog designers have
added more insights to the results of the visual analysis. They have shown that different
semiotic resources like gaze, colours, position and size of elements are used in the pictures
under analysis in order to fulfil specific functions. The main function behind using these
semiotic resources is to reach their objectives and attract consumers more. Besides, they
explained how the representation of Algerian women in the catalogs reflects some cultural

and stereotypical values.

Our research has hopefully contributed to add insightful knowledge to the literature
about women visual representation in media, more particularly in advertisements. However,
further research needs to be conducted to explore new issues such as gender differences
within the same catalogs in relation to the Algerian culture. It will also be interesting to
investigate the representation of women in ORIFLAME catalogs based on both the visual and

the linguistic levels.
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Appendix 1 : Algerian ORIFLAME catalog
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Appendix 2 : British ORIFLAME catalogue
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INTERVIEW

Appendix 3

Interview Question

1. Are the women in the catalogue famous persons or not?

2. As one of the designers of the catalog, why do you mix between national
and foreign portrayal?

3. Are the women with the traditional attires Algerian one?

4. Why do women in ALG catalog wear the traditional dress? What is the
purpose?

5. Why do women pose differently from one photograph to another?

6. Is the age important when advertising cosmetic products? Women seem
older in the ALG catalog contrary to the UK one

7. We noticed that the women in ALG catalog are from nearly the same age,
is it done by purpose?

8. For you as designer, what is important in advertisement the women or the
product?

9. The women are looking directly to the viewer, why don’t you change their
gaze direction?

10.Are the design strategies used in both catalogs similar or different?

11.Do these visuals reinforce any stereotype?

12.1s there any connection between the selected women with the product
promote in the catalog?

13.Why the backgrounds of the photographs are not real environment?

14.We notice that the white color is omnipresent in the women’s clothes,
why?

15.Are there any international rules that govern the catalogs’ design over all

countries?
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Interview Transription

Nawal: So the first question is: are the women in the catalogs famous persons or not?

Designer: ...ce... it depends sometimes ...aaa ...we have...hum...partnership with famous
person globally ...heeh... few years ago it was for example with Monika Blotchy, Demi
Moor. It depends but actually in Algeria for our catalog it’s not...eeem ...famous persones it
is just ...eeemm...modals and for...eee ...C2 for example in the cover it was three of our
consultants

Nawal: great! The second, as one of the....as you are the one of the designer of the catalog,
why do you mix between the national and foreign portrayals?

Designer: portrayal?? Les... euumm... we try as much as we can to ...eemm...to put in our
catalogs modals that looks like the local women sooo0...we often choose to have more women
with dark hair...dark brown eyes ...eeee... because the consultants and consumers needs to
...eemmm... to...to...see modals that looks like them, so that’s why we...eee...you have
added the foreign portrayals...eee...ex...exactly and some consultants for example are asking
us to keep blond modals, because we are Swedish brand and they told us don’t put dark hair
and brown eyes , but just keep Swedish modals because ...eee...it ..It’s more attractive
....yes, because it’s Swedish.

Nawal: are the women in ...eee...wearing the traditional attires Algerian ones? ...the
traditional

Designer: ah ...yeah exactly ...aaa... it’s the top fifteen of our consultant in Algeria and they

are all Algerians

Nawal: ok ...aaa so why do you... do women in Algerian catalog wear traditional dress?

What is the purpose of wearing this traditional dress??
Designer: In the catalog??

Nawel: yes

Designer:euh...mm , because... heumm... Weeee. It was the fifth anniversary of
ORIFLAME, so it was ...aaa...aam... as ...hee... for the weeding or for the anniversary it
very nice. It’s always nice to wear traditional clothes and we also want to ...aaa..Highlight
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...aaa.. the traditional side of Algerian and to show too....to the people all around the world in
ORIFLAME and also for our co...consumers that is very important to us to keep our roots
and ...aaammm... to keep to show our traditions.

Nawal: ok, great! Why do women pose differently from one photograph to another? From
one photograph to another the poses of the women are different there is something behind
this?

Designer: Huummm... no, because ...aaa.. it depends. Eee...when ...eee... sometimes the
modals are handling the product it is important to highlight the product and show it to the
photographer when hee,he is doing the shooting .heee.... but for the other models its just to
not repeat always the same poses and bring some diversity in the catalog

Nawal:Ok .Is the age important when advertising cosmetic products? Why Algerian women

do seems older than British ones?

Designer: heemm... we don’t have lot of Algerian women in our catalog ,as I told you in C2
it was just the consultants and ...ummm... usual for exam eeemm... it depends on
...eaaamm...the product for example when we have skin care for women 40+ so we will sure
not take ...aaa...modal...eee... twenty years old ...aaa...ii it must much the picture must
much the product so when ...eee... for example ...eee... we are talking about ...eee...
product to look more slim as the anti cellulite gel for sure we will take the slimmer modal that
we have we will take modal ...emmm... yes..... Yes, with some curves .hiihih

Nawal:ok ,we notice that the women in Algerian catalog are for...from nearly the same age?

Designer:ad ...in the consultants??

Nawal: yes

Designer: hee... for the consultants we don’t ...emm... the mmm the selection was made
based on heee.... Mmm... the ranking in... among our consultants in Algeria so we we don’t
have ....we didn’t choose them based on their ages

Aziza: in random way it’s done in random way?
Designer: exactly

Nawal : Ok .for you as designer what is important in advertisement the women or the

product?
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Designer: ehaaamm.... Both it’s of course we are selling cosmetic products it very important
to show the product because if we juste put a modal they will not understand what is the
purpose, what we are selling ..... Yes!!!

But it’s also important to show the modal because ...hemm... it’s very attractive to see
beautiful women wearing for example this lipstick and ...aaaa... we ...we immediately have
an idea how it will look so ...eaaaa... it’s very important also

Nawal: Ok ...aaa the women are looking directly to the viewer why don’t you change their

gaze direction? They look directly

Designer: aaa ... I because when ...ann a modal look directly straight to the photograph is
more attractive and eeemm ,so they catch more easily ...aaa... the attention ... exactly

Nawal: Ok are the disgners strategies used in both catalogs similar or different?

Algerian and British, in your opinion?

Designer: which strategy?
Nawal: strategies, the poses, the colors, and so on....

Designer:hummm... for aaaamm... not realy because ...amm for...aaa the Algerians the
consultant that we choose for the C2 ...aaa... it was ...aaaa...more ...aammm... to show
...aaam..th cloths and ...aaammm... we are conscious and the consultants are conscious that
they are not professional modals ...aaammmbhbh... they were all moste in the catalogs to share
also their stories and experience with ORIFLAME ,... within ORIFLAME.

So ...aamm so ...aamm it’s not the same

Nawal: Ok and have you taken the place of women in Algeran culture into account? The
Algerian culture do you want to show this culture?

Designer: yeah... of course through the cloths we ...aaaaa... that’s what I told you it was

very important to...to share our culture to the clothes

Nawal : Ok and any connection between the selected women and the products presented in

the catalog?

Designer: hum...aa... no...aaa not in C2 they are not handling products ,but you will notice
in the C3 that consultant are handling the products in their hands ,so...aammm... because
...aaammm... each product ...eemm was also ...aa... in the testimonials for example
consultant are handling the wander lash mascara for example ...hem.... Aaammm... in the
testimonial...sh...she for example Saliha Said ....aaaa... she said that was her ...aaa...best
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product for her, her favorite product so ...emmm... the... the... the picture ...aaa match
the...the testimonial also.

Nawal: why is the bachround of the photographs not real environment? The background not

real

Designer: ah...ok! ...aamm... the picture where taken in ...aaa... real environment ...amm..
and we sent the picture ...it was... aa [ can show you in few minutes it was totally different
the backround ....aammm..but ..aamm...to ... ammm... have ....ammma... ????armony
,harmony with the ..the...the page and the page which ....aammm.. Where we can fined the
produc they choose to....aammm.... make the same background, because it..it will look
wearied if for example we keep the ...the real backround and even for the product we can’t
put the real backround because the product then are not highlighted so just to...to have keep
the focus on the product we choos neutral backround ....aaaa... a little bit gold ...aaahhhh...
yeah... because it was the theme of fiftieth anniversary

Nawal: great! We notice that white color is omnipresent
Designer: ah yeahh... ammm..... you mean the backround??
Aziza: aaa... backround and the dress also

Designer: ahh... eeemmm.... Yeah it its ...ammm always ...aaam more to have
...aaammm... the modal wearing lighter colors and not specially dark colors .

You mean the modals or Algerian....for both??

Nawal &Aziza: both, both

Designer: aammm... yeah for the Algerians it’s the partnership with famous designer it was
Karim Kaddid so it was traditional clothes and ...aaaammm.... It’s it was... we don’t make it
....aaamm ... expré ??In purpose we don’t make it in purpose it was just ....aaamm...
Boukerrouni it’s in dark, yes she was wearing black and gold .....yes but for the modals
...aaa... they always choose lighter color because ....ehhhaaammm.... it’s nicer on the
modals to have lighter colors .for the background is as I told you to ....aaa;; focu more on the
products

Nawal: ...aahhh, are there any international rules that govern the catalogs disigne over all the

countries?? Over the world, there is any.....

Designer: yes of course, a cannot..aaa...give you all the rules in details because we have
credibility in also they are handling all the conception and design of the catalog and
....aammm... of course they have rules where they put product description they have to put
the codes the price in both language it depends on the countries or not. Ammmm... the
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products for example it’s always nice to have ....aaaa.... the flowers that we can find in
fragrance near to the bottle ...aaammm.... And also the police the....aaa... so there is lot lot
of rules also start with indexes in the beginning of the catalog ...ahaamm.... The..The catalog
is devided in ...aaa... categories we always ... yes start with novelties sooo....

Nawal: good, and do these visuals reinforce any stereotype? The woman does show any
stereotype??

You answer....

Designer: ....aaammm... ammm.... The modals in the catalog are ....aammm...here for good
reasons for example when it’s cosmetic we always....you can always.....aaa.....fined the
faces....aaaa....and they are ...the makeup are made with the ORIFLAME cosmetic products
that you can find on the same spirit for example we are ...we have the..aaa...the lipstick
....aaaa...picture of lipstick you will see the modal is is wearing this color and this
....aaaammm.... amm....ammm.. brand this lipstick.soooo.... for the.e..e fragrances for
example you can see that we are presenting Love Potion ....aaaa... with...aammm... it’s
sensual fragrance so ..y...you will find modal really sensual modal near to the fragrance. The
modals are always connected with the the product .here to... make it nice and... but it’s
more...to...t0o...aammm..to..to..to reinforce the mode of the product the the...aa.. the
message that we want to ...to communicate to the consumers to the consultant to everyone
who can see the catalog

Nawal:Ok great! I thank you very much for your participation. Thank you.

Designer: you were welcome



