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ABSTRACT 

This study entitled "Endorsement Power: A Multimodal Analysis on Korean Beauty 

Product Advertisements in Malaysia" aims. in analysing the Korean beauty product 

advertisements and identifying the power of endorsement in the advertisements in the views 

of Korean beauty product consumers. Fifteen Korean beauty product advertisements were 

analysed using O'Toole's (1994) framework to describe the representational functions by the 

modes of communication, and short interviews were held to investigate the power of 

endorsers in consumers' purchase intention of the products. From the analysis, two modes of 

communication, static images and texts were found. All the advertisements has an image of 

the endorsers and most of it were K-Pop idols. The most dominant theme found in the 

advertisement is nature and most advertisements had an outdoor setting. All the 

advertisements had a goal in captivating the viewers' attention with a few exceptions that had 

an additional goal of showing the product is based on natural ingredients. The written texts 

mostly showed the brand name and name of product. Data from the interviews showed that 

more consumers are attracted to the endorsers in the advertisements. This study can be 

extended via the use of other functions as stated in O'Toole's (1994) framework. 
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ABSTRAK 

Kajian bertajuk "Kuasa Endorsmen: Satu Analisis Multimodal lklan Produk 

Kecantikan Korea di Malaysia" ini bertujuan untuk menganalisis iklan produk kecantikan 

Korea dan mengenal pasti kuasa endorsmen dalam iklan berdasarkan pandangan para 

pengguna produk kecantikan Korea. Sebanyak Zima belas iklan produk kecantikan Korea 

dianalisis menggunakan rangka kerja O 'Toole (1994) untuk memerihalkan fungsi 

representasi oleh mod yang wujud dalam mod komunikasi, dan temu bual ringkas telah 

diadakan untuk melihat sejauh mana kuasa endorsmen dalam niat pembelian pengguna 

produk kecantikan Korea terhadap produk. Hasil analisis mendapati dua mod komunikasi 

iaitu imej statik dan teks telah ditemui. Semua iklan mempunyai imej endorser dan 

kebanyakannya adalah idola K-Pop. Tema yang paling dominan dijumpai dalam iklan-iklan 

ialah tema alam semula jadi dan kebanyakan iklan menunjukkan prsekitaran luar. Semua 

iklan mempunyai matlamat dalam menawan perhatian penonton dengan pengecualian 

beberapa iklan yang mempunyai matlamat tambahan iaitu menunjuk bahawa produk 

menggunakan bahan semula jadi. Tek-teks bertulis pula kebanyakan merujuk jenama dan 

nama produk. Data daripada temu bual menunjukkan bahawa lebih ramai pengguna tertarik 

kepada endorser dalam iklan. Kajian ini boleh digunakan sebagai bat loncatan untuk 

analisis lanjut mengenai fungsi-fungsi lain dalam rangka kerja O 'Toole (1994). 
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CHAPTER ONE 

INTRODUCTION 

1.0 INTRODUCTION 

The first chapter is a discussion about the background of the study, aim and objectives of the 

study. It also includes the operational definitions of the terms used in the study, the 

significance and scope of the study. 

1.1 BACKGROUND OF STUDY 

1.1.1 Introduction to Advertisements and Multimodal Analysis 

Advertisements are everywhere at this millennium age. It is found in shopping malls, schools, 

on the roadsides, in the subway stations, televisions as well as the internet. Seeing 

advertisements is no longer a new phenomenon. The use of advertisement is seen as an art of 

persuasion whereby awareness about the product or service being offered is concerned and its 

main goal is to persuade people to buy (ul-Hassan and Jamil, 2014). 

According to Oxford Learner's Dictionaries, advertisement is defined as a notice, picture or 

film which tells people about a product, service or job. In an advertisement, images are 

usually accompanied by descriptive language or imperative. to persuade readers to buy the 

product advertised (Verstergaard and Schroder, 1985). Over the past decade, the usage of 

advertisements in the market has increased tremendously due to stiff competition to attract 

potential customers. 
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In advertisements, the manufacturers, consumers and advertising agencies are the major 

stockholders. Advertisements are spread out through various mediums such as the internet, 

magazines, brochures or pamphlets, posters, television, radio and newspapers. Multiple 

mediums or modes were used in order for the advertisements to reach the target group 

effectively. 

Cook (2001) pointed out that the use of advertisements can persuade, inform, influence, 

remind as well as change the opinions, emotions and attitudes of the viewers or readers. Cook 

(2001) believes that products are not only sold through the use of advertisements but the 

society's mindset is also influenced which makes them want to purchase the products 

advertised without the consideration of wanting or needing those products advertised. Cook 

(2001) also stated that advertisements give warnings or information to people. Thus, 

awareness can be created and. identities and attitude can be constructed with the help of 

advertisements. 

The term 'multimodality' was first adopted by the school which was inspired by the 

linguistics of Halliday, and then tools and methods for multimodal discourse analysis were 

developed (Bauldry and Thibault, 2006; Hodge and Kress, 1988; van Leeuwen, 2005, as cited 

in van Leeuwen and Kress, 2011). A multimodal analysis is an approach to analysis whereby 

visual and verbal means of communication are analysed (Young and Fitzgerald, 2006). In 

advertisements, there is an interplay between visual and the verbal modes of communication. 

Modes are the medium of communication which are used to convey different forms of a 

language. Forceville (2009) presented that modes include (1) written language; (2) spoken 

language; (3) static and moving images; ( 4) music; (5) non-verbal sound and (6) gestures. 

Various semiotic modes such as language, visuals, music, animation and so on are viewed by 

2 



multimodal discourse approach to be combined together whereby the meaning in 

communicative events or multimodal texts are multiplied (Li, 2016). 

1.1.2 The Korean Wave in Malaysia 

According to Cho (2010), the Korean Wave which is also known as the Hallyu Wave is 
%' 

believed to have hit the shores of Malaysia as early as in the year 2002 with the airing of the 
e 

Korean drama Winter Sonata on television. In Malaysia, the Korean Wave has contributed to 

the enhancement of positive images of Korea which then increases the interest of Malaysians 

towards the society and culture of Korea; for example, the language and lifestyle (Cho, 2010). 

The Korean Wave has brought about a change to the way Malaysians think and live, as well 
l • as a change in the Malaysian society's; economy by influencing their preference to purchase 

J 

goods from South Korea (Cho, 2010). 

In the 2000s, Korean popular music (commonly known as K-Pop) became a huge hit in South 

East Asia and in the Western countries in the later years (Leung, 2012). According to 

Deschenes (1998, as cited in Leung, 2012), "to be a fan of a type of music, one must identify, .. 
even if only partially, with the cultural models that characterize it". Fans of K-Pop were 

drawn to know more about the Korean culture with the influence of K-Pop and this shows the 

beginning of the addiction towards K-Pop and the K-Pop celebrities or idols. 

After K-Pop, Korean beauty (K-Beauty) products came into the picture. Roll (2015) stated 

that Korea is believed to be the current model for Asian beauty by women from Southeast 

Asia and China from a survey conducted. Many Korean beauty products are renowned to have 
, 

health benefits which became its leading selling feature (Roll, 2015). Korean beauty products 

have a reputation of being made using natural ingredients from flowers; tea leaves, sea kelp, 
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snail mucin, and even volcanic scoria from Jeju Island in order to differentiate the Korean 

beauty products from other beauty products from other countries especially the Western 

beauty products. Women from the Western countries preferred tanned skin whereas women 

from Asian countries opt for fair complexion with the help of whitening creams or cosmetic 

treatments (Roll, 2015). 

Nowadays, in the advertisements to promote beauty products, beautiful people are recruited. 

The people recruited to promote the beauty products in the advertisements are known as 

endorsers. Brand endorsement as defined by Roll (2006), is a "persuasive communication 

strategy used by companies, by using a spokesperson to represent their products and 

services". A connection can be established between a brand and the consumers by using 

celebrities to endorse the brand. Thus, the most prevalent advertising strategy in 

advertisements for Korean beauty products currently is the endorsement of Korean idols and 

celebrities. 

Advertisements for Korean beauty products are mainly endorsed by celebrities especially 

popular idols from Korean boybands or girl groups. Prieler (2012), stated that K-Pop 

celebrities featured in more than half of the Korean commercials and advertisements 

compared to the usage of celebrities in advertisements in North America with an approximate 

of 10 percent of the time. Generally, people are attracted to people or things that are beautiful 

and pretty. It is a smart marketing ploy of using idol endorsements for beauty product brands. 

Fans - especially the female population- will be the main target for the brands endorsed by 

their favourite idols. 
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Although a majority of the consumers consist of the female population, the male population 

are as well part of the target consumers. Beauty product companies do not cater to only the 

females with the increase of usage of beauty products by males in the 21 centrury. Besides 

their endorsements, the daily use of beauty products by Korean male idols for their activities 
p 

and performances daily shows that females are not the only consumers of the beauty products. 

According to Erdogan (1999, as cited in Gan, 2006), in order to differentiate products from 

competitors in saturated markets where is a clutter of heavy advertising and little place for 

differentiation between products in markets, an effective competitive strategy can be by 

endorsing a 'right' celebrity. 

1.2 STATEMENT OF THE PROBLEM 

It is crucial to capture the readers' attention in the field of advertising. Thus, multimodal texts 

have been a norm in advertisements. In advertisements, images and words are utilised to 

create a bigger impact towards the readers. However, how does the images and words convey 

their meanings in the advertisements? 

Furthermore, the use of celebrity endorser in advertisements has increased tremendously over 

the years which caused an influx in celebrity endorsements. Images of pretty and handsome 

celebrities are now commonly found in advertisements. Thus, the questions which drove this 

study is how is the message of the Korean beauty product advertisement communicated 

through the different modes used in the Korean beauty product advertisements; and are 

consumers of the Korean beauty products allured to purchase those beauty products due to the 

beauty products advertised or due to the celebrity endorser of those beauty products in the 

advertisements. 
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