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Resumo: Na atualidade, é comum que as mulheres sintam desconforto com a aparência de seus 

corpos, principalmente devido ao processo de envelhecimento da pele. Há aquelas que lutam pela 

beleza desde a juventude e que nunca conseguiram conceber o envelhecimento como um processo 

natural e também as que, com o passar dos anos, desenvolveram a negação da velhice, pela perda 

dos atributos físicos valorizados socialmente. Longe de ser natural, a dificuldade de autoaceitação 

tem seu embrião na Indústria Cultural. Esta, mediante a promessa de uma vida plena e feliz, 

conduz as pessoas à generalização e ao consumo alienado de produtos e serviços mecanicamente 

diferenciados. Com o propósito de compreender os mecanismos estéticos utilizados pela Indústria 

Cultural, este artigo, de caráter qualitativo e documental, analisa a propaganda de um produto de 

rejuvenescimento facial, veiculada em 2020, no Brasil. Para tanto, respalda-se em autores da 

Teoria Crítica, tais como Adorno e Horkheimer (1985), Debord (1997), Pacífico (2017), Pacífico 

e Gomes (2019). Os resultados indicam que, por meio da harmonização de cores, texturas, 

imagens e sons e pela fetichização da ciência, a propaganda do Cicatricure Gold Lift não intenta 

somente convencer o espectador – em especial, as mulheres – ao consumo do produto, mas 

difunde a ideia de que o envelhecimento natural da pele é um processo triste e doloroso, de modo 

a interferir em questões subjetivas, atinentes à identidade feminina. Nesse sentido, a busca 

constante pelo “corpo perfeito” traz benefícios consideráveis à indústria da beleza, que fica cada 

vez mais rica e estável no mercado; às mulheres, resta lidar com os transtornos emocionais 

adquiridos na luta contra seus corpos objetificados.  
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Feminine body, Aging and Cultural Industry: an analysis of an 

propaganda from the point of view of Critical Theory 
 

Abstract: Currently, it is common for women to feel discomfort with the appearance of their 

bodies, mainly due to the skin aging process. There are those who struggle for beauty since their 

youth and who have never been able to conceive of aging as a natural process, and also those 

who, over the years, have developed a denial of old age, due to the loss of socially valued physical 

attributes. Far from being natural, the difficulty of self-acceptance has its beginnings in the 

Cultural Industry. This, through the promise of a fulfilling and happy life, leads people to the 

generalization and alienated consumption of mechanically differentiated products and services. 

In order to understand the aesthetic mechanisms used by the Cultural Industry, this qualitative 

and documentary article analyzes the propaganda of a facial rejuvenation product, published in 

2020, in Brazil. To do so, it relies on authors of Critical Theory, such as Adorno and Horkheimer 

(1985), Debord (1997), Pacífico (2017), Pacífico and Gomes (2019). The results indicate that, 

through the harmonization of colors, textures, images and sounds and through the fetish of 

science, the propaganda of Cicatricure Gold Lift does not only aim to convince the viewer – 

especially women – to consume the product, but spreads the idea that the natural aging of the skin 

is a sad and painful process, in such a way as to interfere with subjective issues related to female 

identity. In this sense, the constant search for the “perfect body” brings considerable benefits to 
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the beauty industry, which is increasingly rich and stable in the market; for women, it remains to 

deal with the emotional disorders acquired in the struggle against their objectified bodies. 

Keywords: Cultural Industry. Feminine Body. Propaganda 

 

Introduction  

We live in the society of the looking. If during the beginning of capitalism the 

have surpassed the be, now a days, more than have, is the look that really matters. Under 

this context, the image is the main mediator of social relations (DEBORD, 1997) where 

the bodies should be showed, appreciated, desired and envied, or just be noted (ALBINO; 

VAZ, 2008).  

The visibility where the social space uses the female body is even more intense 

and exigent. Taken as the “beautiful sex”, the woman is pressured to pay attention for her 

looking, being convinced about the necessity to stay young and attractive. Therefore, the 

body care is considerate essential to mold the kind of femininity defined as legitime and 

suitable, where women are pressured to stay young and according to the aesthetical 

pattern, a struggle which intensifies with the passage of time and the natural signs of 

aging.  

For this way, the youth is concepted as positive value, which should be conquered 

and perpetuated, and the elder age considered a negative value, related to illness, body 

negligence and demotivation to live, and so should be opposed to any cost (YOKOMISO; 

LOPES, 2019). This occurs by a phenomenon called ageism. It is a terminology used to 

indicate the prejudice related to age advance.  

In a society where social relations are mediated by images, the media presents - 

through the television, magazines, and social media – body patterns that cannot relate to 

reality, in a way to extimulated in the people - especially women - the uneasiness with 

their own body and the emotional suffering as consequence.  

The massive and intense elevation of the youth has its core in the goals of self-

improvement, recognition, prestige, and power, which exposes the difficulty to accept 

and values the elder age (BARBOSA; MATOS; COSTA, 2011; VILIONE, 2016, 

YOKOMISO; LOPES, 2019). Such difficulty indicates problems with body image that 

should be classified under two groups: the women that struggles with beauty since the 
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youth and will never be able to accept the aging, or who deny the aging during the passage 

of the time (YOKOMISO; LOPES, 2019).  

Facing the fear to age and the social expectations related to the beauty pattern, 

various media vehicles presented products and services that promises to control the time 

effects over physical appearance, inducing people to accept “unreal feminine beauty 

patterns as able to be obtained” (YOKOMISO; LOPES, 2019, p. 295). These products 

are spread through advertisement that create necessity, stimulating people to consume 

and alter the thoughts with “its aesthetical force, imperative discourse and seduction 

capacities” (PACIFICO, 2019, p. 13).  

The overmentioned mechanisms belongs to what Adorno & Horkheimer (1985) 

called Cultural Industry. The term was created to view the form culture was known under 

capitalist society, consisting in a group of technologies which are commercialized to 

control consciences, uniform behaviors, and change people into consumers.  

By this context, the search for the ideal body is now a form of capital, where the 

woman assumes a role of consumer for her own objectified body, keeping for herself the 

impositions from the media and the culture. Therefore, we can see the production process 

of subjectivities, considering the elements of Cultural Industry are internalized and 

became object of desire for women, interfering under their perception of themselves and 

their identity, by consequence. This is submitted to the appropriation of consume signs, 

molding and legitimizing behaviors, values, actions, and lifestyles under the capitalism 

logos (SOUZA; LOBOS; SILVA, 2014). 

Following the exposed here, this article analyses - under the guise of the Critical 

Theory - the advertise for a product with a proposal to fight against age signs. Therefore, 

will be developed through the concept of Cultural Industry, highlighting its effects in 

society. Next will present the methodology used for text writing, consisting in a 

documental analysis. After all, will be fulfilled a critical study of the advertise, based on 

Adorno & Horkheimer (1985), Debord (1997), Pacifico (2017), Pacifico & Gomes 

(2019), along other Critical Theory authors. 

 

 



Theoretical reference  

The pedagogy of the looking have its origins in the Cultural Industry. The concept 

coined by Adorno & Horkheimer between 1944 and 1947, in the book Dialect of 

Enlightenment, was created to depart from the ideological associations related to the term 

mass culture. The authors understood that this expression only should be used if popular 

classes could produce different cultural manifestations related to cinema, television, 

music, and other artistic productions.  

Otherwise, Adorno & Horkheimer (1985) propose the term “Cultural Industry” to 

refers in a dialectical sense to the changing process of culture into merchandise and source 

by initiative of big corporations. Thereby, “[…] express the real movement from the 

modern capitalism as a whole under the aspect of values and subjectivity attributed to 

people and institutions” (RUDIGER, 1998, p. 18).  

With purposes to entertainment and amuse, the Cultural Industry creates a bunch 

of artifacts that suggests biased ideas, blocking the thought autonomy and conducting to 

massification and unquestionable consumerism. “The capitalist production imprisons 

them in mind and body with such efficiency that they succumb without resistance for 

what is offered” (ADORNO; HORKHEIMER, 1985, p. 110).  

This occurs by the familiarity of the products, elaborated thought experiments 

made before. There, the Cultural Industry “spin without leave the place” (ADORNO; 

HORKHEIMER, 1985, p. 111), erasing any product that offers risk or obstacle its 

ascension, even so its purpose is to aggregate a larger number of consumers.  

The massive participation belonging to this industry imposes reproduction 

methods that necessary conceives - in different and numerous places - standardized 

necessities, that are satisfied offering uniformized products with mechanical differences.  

The patterns are originated from the consumers necessity: that is why 

they are accepted without resistance. In fact, which explains it is the 

circle of manipulation and retroactive necessity, where the system unity 

is more and more cohesive. The unsaid is that place where the technique 

that gains domain over society is the strongest economic power 

(ADORNO; HORKHEIMER, 1985, p. 100).    

Under this context the individuality is just an illusion, considering that the 

individual “[…] is only tolerated if its unconditional identity with the universal is out of 
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question” (ADORNO; HORKHEIMER, 1985, p. 128). Therefore, exists a 

pseudoindividuality where individuals “[…] are not individuals anymore, but just 

crossing tendencies from the universal” (ADORNO; HORKHEIMER, 1985, p. 128).  

Despite the superficial exaltation of subjectivity, the Cultural Industry, along its 

discourses through a variety of diffusion ways, promises a happy and fulfilled life, while 

forces the subjects to generality and unification of their tastes. Thereby, elects a standard 

pattern of look that serves as a reference for others, which means models made to 

transform people into “[…] what the system, grinding them, force them to be” 

(ADORNO; HORKHEIMER, 1985, p. 127).        

Is exactly where does not exists space to be unique anymore that the commerce 

becomes a totalitarian force, considering “the human expressions related to the 

subjectivity sphere is emptied of its emancipatory sense to reproduce values align with 

the instrumental reason and with the market” (PACÍFICO; GOMES, 2019, p.167). Then, 

ideals like authentic existence, happiness and acceptation were assumed by the Cultural 

Industry, presented as products when, in reality, such attributes are subjective and, in 

consequence, impossible to buy.  

Related to this issue, Adorno & Horkheimer (1985) consider that,  

The Cultural Industry does not cease to cheat its consumers when refers 

to the promise made for them. The expectation about pleasure, received 

with plot and rehearsal, its delayed without end: maliciously, the 

promise now reduced to spectacle means that we never will find the real 

thing, that the guest must resign with the menu reading (ADORNO; 

HORKHEIMER, 1985, p. 115).    

Around this context, the Cultural Industry never satisfied the necessities that itself 

creates in individuals, working through a logic perpetuated in an existential void and 

alienating the spectator. Under this scope, the subject is unable to differ a real necessity 

from a will created by Cultural Industry, considering the thought control does not occur 

in a coercive manner, bur through the seduction provided by a subtle aesthetic, that 

directed the technical capacity to made desires concepted under sensations (PACÍFICO, 

2019).  

There, even staying in the same movement, was created a distancing under the 

negation of the body in its natural conditions, to promote an ideal and unreached body 



type, where the emotional tension will fade, but never satisfied, by supporting the 

consumerism agenda related to products from the beauty and fashion industry. 

One of the most frequent resources from Cultural Industry to power up the 

publicity of its products is the advertisement. This, in the context of a competitive society, 

have the intention to conduct the buyer and introduce products in the market. Now a days, 

its function is to block, because everything without its seal is economically deviated, 

invading the Cultural Industry style.  

Just as technique as economically, the advertisement and the cultural industry 

mistake themselves. Here and there, the same think shows off in countless 

places, and the mechanical repetition of the same cultural product already is 

the repetition of the same adverse slogan. Here and there, under an imperative 

efficacy, the technique changes into pyrotechnics, in a proceed to manipulate 

people. Here and there, the norms of the surprise reign, but in the familiar, the 

easy, but remarkable, sophisticate, but simple. What matters is to submit the 

client concepted as distracted or reluctant (ADORNO; HORKHEIMER, 1985, 

p. 135). 

Facing the immense range of possibilities offered by the marketing and others 

stimulus and sensations generated by announcements, the fear of aging, that before was 

considered an anxiety over the perception of life frailty, during the modernity gained new 

shapes, marked by apprehension to not be noted, valuated, and socially accepted.  

Methodology  

This research has a qualitative approach with documental nature. It analyses a 

piece of video advertisement for a cosmetic product through the Critical Theory.  

According to Godoy (1995), the documental research consists in study material 

with diverse nature, that was not analyzed in a general matter. Arguing about this way of 

research, Severino (2011, p. 122) considers that documental research “have itself as 

source in a large sense, in other words, not only press documents, but also other kind […], 

like journals, photos, movies, records, legal documents”, that does not suffer any 

analytical treat, becoming “raw material where the researcher will develop its 

investigation and analysis”.  

With this research, an audiovisual product made for television and social media 

was taken as an object of analysis. The product was made in September 2020 and had the 

purpose fain a strong publicity to the Cicatricure Gold Lift, an ointment that belongs to 

Genomma Lab company.     



Founded in México 1996, the Genomma Lab is one of the greatest pharm 

companies of the country. Its products range sixteen brands. One of them is Cicatricure, 

which put together the skin products, classified as two categories: the gel line, proposed 

to diminish effects like scars and stretch marks, and the facial care line, that refers to a 

bunch of cremes with various functions (anti-wrinkle, moisturizers, to blemishes, among 

others) (GENOMMA LAB, 2021). 

Present in eighteen countries, including Brazil at least ten years (NASCIMENTO, 

2020), in 2020 the company demanded a commercial to Hogarth Brazil to advertise its 

new launch in 2020, the Cicatricure Gold Lift, that promises to fight again gravitational 

wrinkles in six weeks, remolding the facial shape. The product had two versions, being 

one diurnal and other nocturnal. Each bottle had 50 g of product, costing between R$75,00 

and R$90,00. 

The commercial, made with fourteen scenes and thirty seconds long, is like other 

two versions publicized in different Latin-America Spanish speaking countries, with 

acting of Valeria Mazza and Vanessa Graf. The Brazilian version had as protagonist the 

actress Letícia Spiller, which the physical attributes will be detailed later.  

To proceed in the advertise analysis we use the fundamentals of the Critical 

Theory, which have its origins in Marxism. However, different from Marx, its authors 

highlight how studies based only in economic relations are insufficient - indeed necessary 

- to understand the reasons why humanity does not orient itself to the emancipation, but 

crosses economic life with people’s psych development and the changes that occurs inside 

culture (NOBRE, 2004).    

Indeed, the Critical Theory is defined by the investigation of reality, not only to 

describe it, but to identify and analyze the obstacles and potentials to current 

emancipation in each historical moment. By this scope, reality is considered a product of 

action and human decisions, otherwise able to be modified. “If social reality is result of 

human action, this comes in a context of historical determined structures, belonging to a 

certain way of social organization” (NOBRE, 2004, p. 38). According to this context we 

will analyses the Cicatricure Gold Lift advertisement that consists in a Culture Industry 

production.  

 



Results and debates 

Here we execute the description and analysis of the Cicatricure Gold Lift 

advertise, a facial rejuvenation product, targeting the female audience who desires to 

interfere in the skin aging.  

Considering that “the society based on the modern industry was not just superficial 

or random spectacular, it is fundamentally spectacular” (DEBORD, 1997, p. 17), we 

perceive that the chosen of the actress mentioned above was not random. Letícia Spiller, 

47 years old, had the physical attributes praised by the Cultural Industry – white skin, 

blond hair, bright eyes, and athletic body -, being recognized nationwide as a successful 

actress who represented different characters in stage shows, soap operas and Brazilian 

movies, broadcasted between the end of nineties and along the two-thousands. The actress 

also was cover for magazines who privilege aesthetical body patterns, like Corpo a Corpo 

(Body to Body) and Boa Forma (Good Shape).  

Because of her media exposition, Letícia Spiller belongs to a conjuncture of 

women who dedicate themselves, every day, to take a time for appearance care, 

combining physical exercises and cosmetical use. “Besides moisturizing her body and 

never sleeps with makeover, the actress practices yoga and mediation and care well to 

clean and nurture the skin”, being the routine to use sunscreen since her thirty years 

(MARIE CLAIRE, 2020). There, is very unlikely that Letícia’s skin appearance belongs 

to the Cicatricure Gold Lift use.  

Besides her physical appearance, during the commercial the actress shows off as 

clearly prepared: skin, eyes, and mouth with makeup; brushed and downed hair; using a 

golden shining dress with low-cut.  

Just like the choose of the actress was intentional, the place where she shows off 

was strategic thinking to impact consumers. Considering it is a place socially recognized 

for shelter old nobles and important people, also have its beauty strengthened by the 

combination between the golden and white colors. The characteristics mentioned above - 

both to the place as for the actress - are presented in another version of the advertise 

mentioned before.  
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Inspired by the luxury of European castles, the production starts with the actress 

pushing the palace’s inner doors, entering one of its saloons. By three seconds of video, 

the actress said “Cicatricure presents its new discovery, Cicatricure Gold Lift”. During 

this moment, the camera focus on two bottles of the product, being one diurnal and other 

nocturnal.  

According to Adorno & Horkheimer (1985), under the scope of Cultural Industry, 

the novelty belongs only in discourse, observing that the repetition is the core. Therefore, 

besides the superficial innovation, Cicatricure Gold Lift is just another product in the 

rejuvenation market, promoting a happy life through opposing to the aging process.  

During her speak, the actress refers to a specific kind of wrinkles, that is not 

eliminated or attenuated by using “anti-wrinkle cream”. To feel satisfied with her own 

image, the consumer should eliminate the called gravitational wrinkles, buying the last 

launch by the Cicatricure branch. So, the commercial will use its aesthetical production 

to attribute negative value to the aging process, otherwise conceived as a biological 

process natural for humanity, and next presents the solution for the problem: a product 

that returns the female youth, through eliminating wrinkles. 

According to the production, the signs of aging are responsible to create a facial 

expression of sadness and oldness, expressed by this narration: “when the facial shape 

loses its stability, the face gains a characteristic of sadness and older age”. During this 

speak, is showed a horizontal image of a half female face that gradually changes by 

highlighting expression lines that starts from the noose basis until the side of mouth, knew 

as “nasolabial folds”.  

The narration and image sequence pass the idea that aging is a sad and painful 

process. In a critical analysis about the society of the spectacle, Debord (1997) make the 

following declaration: 

During advertise bombings is clearly forbidden to aging. Is just like exists some 

kind of attempt to maintain in every individual a “youth-capital” that, after being 

used in a mediocre way, cannot pretend to find the durable and cumulative reality 

of the financial capital. This social inexistence of death is identical to the social 

inexistence of life (DEBORD, 1997, p.108-109). 

Under this context, the Cultural Industry reprimes the fear of aging by offering 

products that “makeup” its effects, bringing the subjects to disregard the other factors that 



interfere in the aging process. Therefore, people, especially women, became consumers 

not only for the products, but in special for their own bodies, that are objectified and 

compulsively compared to social valued patterns.  

After, during eighteen seconds of video, the narrator continues: “The new 

Cicatricure Gold Lift combines Peptides of Golf, Calcium and Silicon, to reduce the 

gravitation wrinkles in six weeks”.  While the viewer follows the narration, fives scenes 

are showed in a time close to two seconds to each one.  

In the first scene, the Cicatricure Gold Lift bottle reappears, but is now the viewer 

that have a superior view of the product, which means the stopper. Here is written the 

word “Cicatricure”. The second represents an explosion of golden drops, quickly replace 

by a scene that shows a finger picking up a little sample of the product, like if will use it, 

while in the background the golden drops still fall. The fourth scene shows in the inferior 

side of screen Leticia Spiller’s face, covering from noose to chin, when she gives a little 

smile. In the last scene, she passes her hand in her cheeks, like it was stretching her skin.  

The time sequence that reunites five scenes brings the opportunity to reflects about 

the following aspects: the fetichism around the scientific knowledge; the strong presence 

of the element “gold”; the velocity from the presented scenes; the negative conception 

about the aging process. 

Following the actress speak about the product composition - that “combines 

Peptides of Golf, Calcium and Silicon” - we confirm the process to fetichizes science. 

This occurs when the scientific knowledge is equalized to the mystical knowledge or 

when it was presented to convince people to buy some product. There, science loses its 

essence to confront and bring reflection. Therefore, the use of technical terminologies 

which refers to cutting-edge technology pass - especially to an outsider public - the 

sensation of reliability in the conclusions that reinforces the believe - even ephemeral – 

about how acquiring the product will slow the aging process.     

The gold is highlighted during the first three scenes. Besides being a high-cost 

metal and difficult to obtain, its exaggerated presence in production does not generates 

any obstacle to create an image about the product. In contrary, implies an idea of 

“accessible glamour” considering that gold passes an image of polish, luxury, and power.    



About the scenes quantity played in a short period of time, Adorno & Horkheimer 

(1985) understand that during audiovisual productions made by Cultural Industry the 

speed around image presentation blocks the intellectual activity of the viewer. Otherwise, 

he will lose “facts that marches in high speed under his eyes” (ADORNO; 

HORKHEIMER, 1985, p. 105). 

The last two scenes – created with techniques of digital edition – turn clear the 

negative aspects around the time effects to the skin and highlight the “efficacy” of the 

product. First, the skin falls slowly, just like in the natural process of aging. After, we see 

the inverse movement, in other words, the rejuvenated skin is represented with the use of 

Cicatricure Gold Lift. 

Adorno & Horkheimer considers that technique use had the objective to captivate 

consumers, deviating the focus in the content that is empty and stereotyped. In the authors 

words: 

There is a reason why the interests of countless consumers are related to 

technique, not to the content that persists in repetition, empty and partially 

abandoned. The social power that spectators loved is better asserted in the 

omnipresence of the stereotype imposed by technique instead of faint ideologies 

responsible by the ephemeral content (ADORNO; HORKHEIMER, 1985, p. 

112).  

In the commercial activity the technique was also used to other goals: to maintain 

the final product just as planned. Initially the video should be recorded with Letícia Spiller 

inside a palace in São Paulo. However, because of the covid-19 pandemic, the 

composition format was changed. It was elaborated with a combination of technological 

elements and advanced post-production techniques which put the actress inside the palace 

scenes (GRANDES NOMES DA PROPAGANDA, 2020). 

In the last four seconds of video, Letícia reappears in the palace’s salon and said, 

“a splendor of youth for your skin”, During the actress speak, the golden drops reappear, 

moving in the scene backgrounds. The video closes focusing on the product’s bottle 

without stopper while the narrator reinforces: “New Cicatricure Gold Lift”.   

The harmonical artistic composition, combining scenes of the actress, the palace, 

and the product, instrumental tunes and narration, reveals a utilitarian concept of Art, 

whose finality is to value the product’s image. About this factor, Adorno & Horkheimer 

(1985) highlight that the budget values of the Cultural Industry are linked to the 



production, not to the objective sense around consumer objects. There, beyond the 

product’s function, what matters is to represent inside the consumers imagination.   

Final thoughts  

Its common to women to feel uneasy when face the decrease of physical attributes 

that are value in society, something that happens when observer their own image in front 

of the mirror and see the signs of aging process. Besides being frequent, the difficult to 

assumes the own body is far to be a natural process. On contrary, it is a sociohistorical 

construction which had its origins in the Cultural Industry, proved by the advertise 

analysis of the Cicatricure Gold Lift product.  

The harmonization of aesthetical elements – colors, textures, bright, sound – and 

the science fetishism are elements presented by the mentioned advertise. They not only 

intent to convince the viewer to buy the product, but also pass the idea of loosing the 

facial shape – result of the skin natural aging - is a sad and painful process, creating in 

women discomfort with their own image.  

By this sense, the Cultural Industry creates necessities and offers products to 

supply it in some moment. Their productions are thoroughly planned to guide the public 

to the uniformization – by the female body pattern that is praised – and to the 

consumerism, in an unquestionable way. Therefore, at the same time promotes happiness 

and youth, the beauty industry alienates the subject of its own identity, linking products 

to subjective questions, leading women to use technological interventions to interrupt 

“imperfections”. 

To the meanings of conclusion, we affirm that the constant search for the “perfect 

body” brings huge gains to the beauty industry, that becomes even more rich and stable 

in the market. For the women only left the emotional disturbs contracted in the struggle 

against their own objectified bodies.     

References  

ADORNO, T. W.; HORKHEIMER, M. Dialética do esclarecimento: fragmentos 

filosóficos. Rio de Janeiro: Zahar, 1985. 

 



ALBINO, B. S.; VAZ, A. F. O corpo e as técnicas sobre ele, no sentido do 

embelezamento: sobre os esquemas da Indústria Cultural na revista Boa Forma. Revista 

Movimento, Porto Alegre, v. 14, n. 1, p. 199 – 223, 2008. 
 

BARBOSA, M. R.; MATOS, P. M.; COSTA, M. E. Um olhar sobre o corpo: o corpo 

ontem e hoje. Psicologia & Sociedade, Portugal, v. 23, n. 1, p. 24-34, 2011. 

 

CICATRICURE BRASIL. Cicatricure® Gold Lift. 2020. Disponível em: 

https://www.youtube.com/watch?v=e_5fZgPJ4qA. Acesso em: 15 de maio de 2021. 

 

DEBORD, G. A sociedade do espetáculo. Rio de Janeiro: Contraponto, 1997. 

 

GENOMMA LAB. Cicatricure: cuidados com a pele. 2021. Disponível em: 

https://marcas.genommalab.com/cicatricure. Acesso em: 09 de junho de 2021. 

 

GODOY, A. S. Pesquisa qualitativa: tipos fundamentais. Revista de Administração de 

Empresas, São Paulo, v. 35, n.3, p, 20-29, 1995. 

 

GRANDES NOMES DA PROPAGANDA. Com Leticia Spiller, Genomma Lab lança 

Cicatricure Gold Lift. 2020. Disponível em: 

https://grandesnomesdapropaganda.com.br/anunciantes/com-leticia-spiller-genomma-

lab-lanca-cicatricure-gold-lift/. Acesso em: 15 de maio de 2021. 

 

MARIE CLAIRE. Letícia Spiller divide 3 cuidados da sua rotina de beleza em casa: 

hidratar o corpo, investir em produtos de tratamento para a pele e sempre passar protetor 

solar estão entre os cuidados diários da atriz. 2020. Disponível em: 

https://revistamarieclaire.globo.com/Beauty-Tudo/noticia/2020/07/leticia-spiller-divide-

3-cuidados-da-sua-rotina-de-beleza-em-

casa.html#:~:text=Let%C3%ADcia%20Spiller%20revelou%20como%20%C3%A9,roti

na%20ap%C3%B3s%20os%2030%20anos. Acesso em: 06 de junho de 2021. 

 

NASCIMENTO, V. Genomma Lab aposta na categoria de lágrimas artificiais. 2020. 

Disponível em: https://guiadafarmacia.com.br/genomma-lab-aposta-na-categoria-de-

lagrimas-artificiais/. Acesso em: 06 de junho de 2021. 

 

NOBRE, M. A. Teoria Crítica. Rio de Janeiro, Zahar, 2004. 

 

PACÍFICO, M. O espetáculo de si como tônica da vida no contexto da sociedade 

excitada. 2017. 205 f. Tese (Doutorado em Educação) – Universidade Federal de São 

Carlos, São Carlos, 2017. 

 

PACÍFICO, M.; GOMES, L. R. O espetáculo de si: uma proposição sobre a atualidade 

da sociedade do espetáculo. Comunicações, Piracicaba, v. 26, n. 1, p. 165-179, 2019. 

 

RÜDIGER, F. A Escola de Frankfurt e a trajetória da crítica à Indústria Cultural. Estudos 

de Sociologia, São Paulo. v. 3,  n. 4. 1998, p. 17-29. 

 

SEVERINO, A. J. Metodologia do trabalho científico. 23 ed. São Paulo: Cortez, 2007. 

 



SOUZA, T. M. C.; LOBO, B. T. F.; SILVA, F. S. O olhar sobre o corpo feminino: uma 

análise da revista Corpo a Corpo. Nucleus, São Paulo, v. 11, n. 1, p. 265-274, 2014. 

 

TAVARES, M.C.C. Imagem corporal: conceito e desenvolvimento. São Paulo: Manole, 

2003. 

 

VILIONE, G. C. C. Análise crítica sobre o envelhecimento na perspectiva de totalidade: 

o cotidiano pós-moderno. Serviço Social & Realidade, Franca, v. 25, n. 2, 2016. 

 

YOKOMIZO, P.; & LOPES, A. Aspectos socioculturais da construção da aparência no 

envelhecimento feminino: uma revisão narrativa. Revista Kairós-Gerontologia, v. 22, 

n. 26, p. 285-317, 2019.  

 

     

  

    

     

        

       

      

 

     

        

 

       

 


