
vii

TABLE OF CONTENT

TITLE PAGE ............................................................................................................ ii
APPROVAL PAGE ..................................................................................................iii
LEMBAR PENGESAHAN ....................................................................................... iv
APPROVAL PAGE .................................................................................................. v
STATEMENT OF ORIGINALITY ........................................................................vi
ACKNOWLEDGMENTS .......................................................................................vii
LIST OF TABLES .................................................................................................... x
LIST OF CHARTS/FIGURES ................................................................................xi
LIST OF PICTURES/PHOTOS .............................................................................xii
ABSTRACT ............................................................................................................. xiii
ABSTRAK .................................................................................................................xiv

CHAPTER I INTRODUCTION ............................................................................. 1
1.1 Background of the Study ...................................................................................... 1
1.2 Problem Formulation ........................................................................................... 11
1.3 Objectives and Significances ............................................................................... 12
1.4 Literature Review .................................................................................................14
1.4.1 Advertisement ................................................................................................... 15
1.4.2 The Role of Language in Branding from a Linguistic Perspective .................. 16
1.4.3 Vaseline .............................................................................................................18
1.4.4 Multimodal Critical Discourse Analysis ...........................................................19
1.5 Theoretical Framework ........................................................................................22
1.5.1 Discourse of Advertisement ..............................................................................22
1.5.2 Critical Discourse Analysis ...............................................................................24
1.5.3 Multimodality ................................................................................................... 25
1.5.4 The Concept of Beauty ..................................................................................... 32
1.6 Methodology ........................................................................................................35
1.6.1 Data Collection ................................................................................................. 35
1.6.2 Data Classification ............................................................................................ 37
1.6.3 Data Analysis ....................................................................................................38
1.7 Systematic Presentation ....................................................................................... 39

CHAPTER II MULTIMODAL DIFFERENCES DISPLAYED ON
VASELINE US AND INDONESIA BEAUTY ADVERTISEMENTS ............... 41
2.1. Linguistics features displayed on Vaseline US and Indonesia Advertisements... 41
2.1.1 Lexical Level .................................................................................................... 42
2.1.2. Syntactic Level .................................................................................................52

MULTIMODAL CRITICAL DISCOURSE ANALYSIS OF BEAUTY ADVERTISEMENT IN VASELINE U.S.
AND VASELINE
INDONESIA WEBSITES
Agata Filia Dei Gratia, Dr. Merry Andriani, S.S., M.L.C.S
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



viii

2.1.3 Rhetorical Level ................................................................................................66
2.2. Visual features displayed on Vaseline US and Indonesia Advertisements...........94
2.3. Summary multimodality contrast between Vaseline US and Indonesia
advertisements ...........................................................................................................107

CHAPTER III THE DISCOURSE PRACTICE AND SOCIAL CONTEXT
OF THE US AND INDONESIA............................................................................. 113
3.1. Beauty Standardisation & Stereotypes ...............................................................113
3.1.1 Beauty Standard & Stereotypes in the US ....................................................... 114
3.1.2 Beauty Standard & Stereotypes in Indonesia ...................................................119
3.2 Social Stratification .............................................................................................124
3.2.1 Social stratification appeared in the Vaseline Indonesia advertisements ........ 125
3.2.2 Social stratification appeared in the Vaseline US advertisements ...................131
3.3 Social Prejudice .................................................................................................. 133
3.3.1 Social prejudice appeared in the Vaseline US advertisements ........................ 134
3.3.2 Social prejudice appeared in the Vaseline Indonesia advertisements ..............145
3.4 Representation .....................................................................................................148
3.4.1 Representation of American Society ............................................................... 149
3.4.2 Representation of Indonesian Society ..............................................................153
3.5. Summary of social discourse contrast between Vaseline US and Indonesia
advertisements ...........................................................................................................160

CHAPTER IV CONCLUSION.............................................................................. 165
4.1 Conclusion............................................................................................................ 165
4.2 Recomendations ..................................................................................................171

BIBLIOGRAPHY.....................................................................................................172

APPENDICES .........................................................................................................180

STATEMENT OFWRITTENWORKS PUBLICATION .................................200

MULTIMODAL CRITICAL DISCOURSE ANALYSIS OF BEAUTY ADVERTISEMENT IN VASELINE U.S.
AND VASELINE
INDONESIA WEBSITES
Agata Filia Dei Gratia, Dr. Merry Andriani, S.S., M.L.C.S
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/


