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Abstract

With the aging population and the development of multimodal media, the media representation of
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middle-aged and elderly women has gradually drawn attention. Simultaneously, under the dual in-
fluence of consumerism and media culture, cosmetic advertisements have evolved into multimodal
texts that combine commercial attributes with cultural transmission functions. This study examines
advertisements targeting middle-aged and elderly women as its research corpus. Employing multi-
modal discourse analysis (MCDA), it investigates the multimodal pathways, characteristics, and un-
derlying sociocultural logic within these advertisements. The study reveals that these cosmetic ad-
vertisements employ linguistic resources, visual resources, and multimodal integration strategies
to construct dual identities. It specifically reveals how discourses of empowerment coexist with dis-
ciplinary strategies in advertisements for anti-aging cosmetics, thereby deepening our understand-
ing of the complexity of age-related discourses in the age of consumerism.
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Table 1. The distribution and construction of two types of identity traits
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Figure 2. Screenshot of advertisement (1)
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Figure 3. Screenshot of advertisement (2)
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Figure 4. Screenshot of advertisement (3)
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Figure 5. Screenshot of advertisement (4)
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Figure 6. Screenshot of advertisement (5)
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