CHAPTER V
CONCLUSION AND SUGGESTION

5.1 Conclusion

Dior beauty product advertisements on YouTube construct meanings and convey
messages about beauty and luxury by strategically blending language, visuals, and
social practices to shape and reinforce modern beauty standards and societal
perceptions. Linguistically, the advertisements emphasize attributes like "24H
hydrating glow," "no transfer,” and "multi-use glow star filter," suggesting that beauty
is not only about appearance but also about enduring perfection and versatility. The
visuals, often featuring global icons like K-pop's Blackpink member Jisoo, further
solidify this message by associating luxury with the glamour and influence of celebrity
culture. These visual elements, combined with the diverse representation of skin tones,
signal inclusivity while also reinforcing the exclusivity of luxury. Social practices
within these advertisements emphasize the pursuit of both physical and moral
excellence, intertwining external beauty with inner virtues, and setting high standards
that reflect societal expectations of perfection. By linking luxury with-both accessibility
(through diverse representation) and exclusivity (through the use of high-end products
and global celebrities), Dior reinforces the idea that modern beauty is a holistic ideal—
an attainable aspiration for some, yet a marker of status and privilege for others.
Through this intricate interplay, Dior's advertisements effectively shape and perpetuate

contemporary ideals of beauty and luxury.

5.2 Suggestion

The researcher has several suggestions for further research related to the topic being
discussed, by conducting a comparative analysis of advertising strategies employed by
other luxury beauty brands on YouTube. Future research could compare the linguistic
strategies used by luxury beauty brands like Dior, Chanel, and Estée Lauder on
YouTube, identifying common themes and unique approaches in their advertisements.

Investigating the impact of these linguistic elements on consumer behavior through
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surveys or focus groups can reveal how language influences purchasing decisions and
self-perception. Additionally, analyzing how different demographics perceive these
linguistic strategies can provide insights into the effectiveness of targeting diverse
audiences. Research could also examine the psychological impact of the language used

in these advertisements, particularly on self-esteem and mental health among younger
viewers.
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