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ABSTRACT 

Much is known about the Western female body. In a non-Western context, such as 

Malaysia, it remains relatively unexplored. This paper explores the representation of the 

female body in the Malaysian context. For this purpose, a corpus of slimming advertisements 

was collected over an eighteen-month period (July 2007 - December 2008) from The Star, 

one ofMalaysia's leading English language daily newspapers. It examines both visual and 

textual material in selected slimming advertisements portraying the fat female body as 

unhealthy, ugly and repulsive. Using Kress and van Leeuwen's (1996) visual social semiotics 

framework, the analysis demonstrates how producers of text position themselves as the 

authorial voice and engage their readers by several means, especially threats and warnings. 

The findings show some of the fat-phobic strategies used in the slimming advertisements 

and how they work to 'scare' women into the relentless pursuit of body slimming. At the 

same time, it shows how overweight women are marginalised and discriminated against. 

The slimming advertisements, in this light, can be seen as one of the carriers of a dominant 

ideology offeminine beauty. It defines what forms offeminine beauty are acceptable and 

desirable. Experiences that contradict with prevailing values of those given are either 

excluded or denied, thus reinforcing existing limited meanings offeminine beauty. 
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1. INTRODUCTION

Slimming advertisements featuring beautiful slim-looking models play a crucial role in 

affecting public perception of women and reinforcing the association of a slim female body 

with attractiveness, social acceptance, happiness (Stice and Shaw, 1994). They offer products 

and/ or services for losing weight and persuading women to conform to the promoted 'ideal' 

form by engaging in weight change behaviours (Albani, 2005; Ng, 2005; Lee and Fung, 

2006; Tan, 2010).The constant reminder that 'thin is beautiful' plays on women's fear of 

being overweight and is built on their insecurities about their bodies. When advertisements 

make room for the fat body, they stigmatise fatness among women and exemplify what it is 

that women should fear, the social stigma of being fat (Bordo, 1993). The images of fat 

bodies as undesirable and ungainly and thin bodies as desirable and beautiful make women 
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