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Abstract : Subjectivity in advertisement is a ‘power’ possessed by advertisements to construct trend, concept, truth, and
ideology through subconscious mind. Advertisements, in performing their functions as message conveyors, use such visual
representation to inspire what’s ideal to the people. Ambient media is advertising medium making the best use of the
environment where the advertisement is located. Miracle Aesthetic Clinic (Miracle) popularizes the visual representation of its
ambient media advertisement through the omission of face-image of both female mannequins that function as its ambient
media models. Usually, the face of a model in advertisement is an image commodity having selling values; however, the faces of
ambient media models in Miracle advertisement campaign are suppressed over the table and wall. This face concealing aspect
creates not only a paradox of subjectivity but also plurality of meaning. This research applies critical discourse analysis method
to analyze subjectivity in obtaining the insight of ambient media’s meaning. First, in the stage of textual analysis, the
embedding attributes upon female mannequins imply that the models are denoted as the representation of modern women,
which are identical with the identities of their social milieus. The communication signs aimed to be constructed are the women
who lose their subjectivities and ‘feel embarrassed’ to flaunt their faces to the public because of pimples on their faces. Second,
in the stage of analysis of discourse practice, it points out that ambient media as communication media has been
comprehensively responded by the targeted audiences. Ambient media has a role as an actor because of its eyes-catching
setting, and taking space over the area where the public are wandering around. Indeed, when the public realize that the
ambient media models are motionless -unlike human- stronger relation then appears, marked by several responses from
targeted audiences. Third, in the stage of analysis of social practice, soap operas and celebrity gossip shows on the television
become a dominant discourse influencing advertisement meaning. The subjectivity of Miracle Advertisement corners women by
the absence of women participation in public space, the representation of women in isolation, and the portrayal of women as an
anxious person in the social rank when their faces suffered from pimples. The Ambient media as the advertisement campaign of
Miracle is quite success in constructing a new trend discourse of face beauty that is not limited on benchmarks of common
beauty virtues, but the idea of beauty can be presented by ‘when woman doesn’t look good’ visualization.
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