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Abstract

The paper presents the evolution of femininity from the 1990s to the 2020s based on the
analysis of beauty advertisements. The theoretical framework of the research is grounded in
Critical Discourse Analysis (CDA), Feminist Critical Discourse Analysis (FCDA), and
Multimodal Discourse Analysis (MDA). The data was obtained from the digital archive of
Vogue and consists of 20 beauty advertisements (10 from the 1990s and 10 from the 2020s),

which were examined through linguistic and visual dimensions.

The research has revealed that the representation of femininity has changed significantly over
the last three decades. Advertisements from the 1990s focused on appearance, maintaining
youth, and socially accepted ideas, while advertisements from the 2020s promoted ideas of
confidence, diversity, and self-expression. The changes are evident both linguistically, through
the use of a tone oriented toward equality and support, and visually, as reflected in a growing
sense of freedom and individuality. These shifts are mirrored in metaphorical structures as
well, where the traditional narratives of power give way to expressions of emotional support

and empathy.

The paper confirms that advertisements not only reflect, but also actively contribute to the
construction of femininity discourse. Furthermore, the findings of the research reveal that
despite linguistic and visual transformations, advertising discourse, in its contemporary form,

continuous to perpetuate and reinforce certain gender ideologies and traditional expectations.

Key Words: beauty advertising, femininity, feminist discourse, critical discourse analysis,

multimodal discourse analysis.
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