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Symbolic Operation Research of Female-used Cosmetics Television Advertisement —

Endorser Gender Difference
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Abstract

In the modern society, the advertisement becomes an indispensable medium of
receiving news, it also being one kind of tool that reflects the social culture condition
at the time. One advertisement content is not only transmitting the information of a
commodity, but also imperceptibly broadcast certain values. In recent years, the

advertisement market come out with a trend which uses a male endorser to promote



on female-used cosmetics, and create a greater sales volume compared to the
female endorser. It reflects that female expense tendency of modern society has
changed. Women select the commodity no longer only decided by the use value, but
the symbolic significance of a commodity.

This research adopts textual analysis method, and focuses on cosmetics television
advertisement that broadcasting in Taiwan, Japan and South Korea during 2009 to
2010. The cosmetic advertisement has classified in to maintenance and cosmetics
two categories then compare the symbolic operation difference between male
endorser and female endorser. With these differences, the research wants to find out
how to use the sex difference coordinating different atmosphere in the

advertisement, attracts the feminine consumer's attention.

The results show that use female endorser advertisement often stressed the
feminine individual value to win feminine acceptation, for example what life manner
and values should a modern female have. Also the operation of social expectation
linking to the female character, for instance connects woman with flower. But the
male endorser advertisement uses man who has female recognized beauty to
endorse, and in the advertisement situation emphasize on the connect between
male and female in the life. The last is building the image of female use their beauty
for capital to dominate male.



