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ABSTRACT

Today everyone needs to advertise their products to inform the customers about the product,
increase the sales, acquire market share, and attain top position in their respective industry.
Every business spends lot of money for advertising their products but the money spent will lead
to success only when the best techniques of advertising are used for the product. In recent
years, advertising has witnessed a significant transformation in attracting customer to buy/use
their products/services. The need for advertisements has risen to great levels in print and visual
media. One among the transformation is the way women are depicted in advertising, with
changing times, reflecting the transformation taking place in society. Advertising is one of the
major media that affect our daily life consciously and unconsciously and are responsible to play
a significant role in shaping the society in a much broader perspective. Women today are no
longer consolidated behind kitchen walls. Their aspiration for stepping out in the world made
society to think differently. Marketer wisely utilized this transformation process to launch their
product and advertisement strategically. This paper is a part of research work and the report will
seek to define the portrayal of women in advertisements and its effect on cultural values. Survey
research method is used for the analysis on the basis of gender and age. The literature review
indicates that the women are portrayed mainly as an object of attraction. The results argue that
the portrayal in advertising is changing the concept of respect about women, spreading
uncultured values and also indicate women's physical beauty as an instrument to induce the

products demands.
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INTRODUCTION

The role of women has been
changing over the years in various fields
around the world like advertising,
academics, politics, etc. Today more than
30% of employees in the software industry
are women. They are also distinguishing
themselves as professionals in different
walks of life. Advertising is one of the
major media that affect our daily life
consciously and unconsciously and are
responsible to play a significant role in
shaping the society in a much broader
perspective.

Women today are no longer
consolidated behind kitchen walls. Their
aspiration for coming out of the door also
taught society to think differently. Marketer

wisely utilised this transformation process
to launch their product and advertisement
strategically. The way women are depicted
in advertising changes with times,
reflecting the transformation taking place
in society. But has the representation of
women advertising changed over a period
of time in advertisements? Or does it
confirm to some of the traditional notions
about women and their role in society? Do
the role of women in advertisements have
an effect on the culture? That is the
question we wish to deal with in this
paper.

REVIEW OF LITERATURE

Mary Lou Roberts and Perri B.
Koggan (1979) ,"How Should Women Be
Portrayed in Advertisements?-- a Call For
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Research", in NA - Advances in Consumer
Research Volume 06, eds. William L.
Wilkie, Ann Abor, MI : Association for
Consumer Research, Pages: 66-72. The
author concentrates on how a women
should be showed in advertisements and
the ways of positive portrayals to the role
of women in advertisements.

Portrayal of Women in Indian
Advertising: A Perspective Sumanta Dutta
Dinabandhu Andrews Institute of
Technology & Management; March 1,
2013.International Journal of Marketing
and Technology, Vol. 3, No. 3, pp. 119-
226, 2013.The author has explained the
general tendency of using a woman to
lend glamour and visual appeal to an
advertisement which has become quite
common.
Source:http://projectbee.wordpress.com/2
008/01

The Changing Roles Portrayed by
Women in Indian Advertisements: A
Longitudinal Content Analysis -- Y L R
Moorthi ; Subhadip Roy; Anita Pansari ;
Indian Insitute of Management Bangalore
January 2014; The authors concentrate on
the role of women in Indian Television
advertising.

The Portrayal of women and the
impact it has on Society. Elena Duch
Balust, IE University, Bachelor of
Communication, November 14, 2013.The
Author has concentrated in looking at the
portrayal and the representation of woman
in our society and what image the media
gives of them, and then also examine the
impact of this on the public. The Author
has also argued whether is a positive or a
negative effect on the society.

OBJECTIVES

To examine female role portrayals
in present day advertisements;

To study whether the role of
woman in advertisements has an effect on
our cultural values;

SCOPE

Everyday consumers are exposed
to thousands of voices and images in
magazines, newspapers, on billboards,
websites, radio and television. Every
brand attempts to steal at least a fraction
of an unsuspecting person’s time to inform
him or her of the amazing and different
attributes of the product at hand.

The challenge of the marketer is to
find a hook that will hold the subject’s
attention.

India is having high population of
youngsters and children. So the
advertisers are in the need to attract them
to buy their products. But they have gone
for the extreme limit of portraying women
as an object and a content in the
advertisements.

So the researcher has planned to
exhibit the portrayal of women in
advertisements and how it has affected
the cultural values through such
advertisements. The study mainly targets
the public of Bangalore city.

LIMITATION

As the research topic itself states
the research work is mainly concerned on
portrayal of women in advertisements.

This research works aims on how
women are been portrayed in
advertisements.

The research also looks in the
cultural effect by such advertisements

The research area covered is only
south Bangalore

The survey sample is limited only
to 100 respondents

Research work carried over is only
in the urban areas of south Bangalore and
not in rural areas

Almost all respondents are literates
and no Iilliterate people were taken as
samples.
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STATEMENT OF THE PROBLEM

Advertisements often depict the
woman as a sex object to be admired by a
man for his sake, especially in
advertisements for health and beauty
products.

SAMPLE

The sample size of the
respondents is 100 in the urban areas of
south Bangalore.

ANALYSIS AND INTERPRETATION

Based on the data collected it is
very clear that the respondents selected
from Bangalore city were classified into
men and women and are in different age
group. These respondents were asked
questions from the questionnaire.

All age group people has been
taken in order to evaluate their perception
towards the portrayal of women in
advertisements.

35% of the respondents are in the
age group of 16-20 years, 18% of the
respondents are in the age group of 21-25
years, 25% of the respondents are in the
age group of 26-30 years, 15% of the
respondents are in the age group of 31-40
years and 7% of the respondents are in
the age group of 41 & above years. It is
significant that as many as 78% of the
respondents are in the age group of 16-30
years.

78% of the respondents coming in
the age group of 16 — 30 years old, implies
that these may be the right audience for
the opinion survey. Perhaps, the
researcher wanted to focus on all the age
groups, and hence may have sought
opinion from this age group also.

Respondents below age of 16
years were deliberately left out, since their
maturity may not entitle them to be
judgmental in order to identify the contents
of the advertisements.

The above table shows that 42% of
the respondents are Male and 58% of the

respondents are female. It is significant
that both the genders appear to have been
given almost equal weight-age for seeking
their opinion.

The researcher seems to have
tried to get opinion from both Men and
Women equally.

Most of the respondents appear to
accept portrayal of women in
advertisements are as only an object and
some also have a opinion in regard to
such advertisements influence changes in
the cultural values.

Almost 62% of respondents feel
that there is an effect on the cultural
values on portrayal of women in
advertisements. Majority of the
respondents are having the opinion to the
need for regulation of the content of
advertisements.

HYPOTHESIS FRAMED

A research hypothesis is a
statement created by researchers when
they speculate upon the outcome of a
research or experiment. Every true
experimental design must have this
statement at the core of its structure, as
the ultimate aim of any experiment.

Hypothesis means a mere
assumption or some supposition to be
proved or disproved, framed without any
supporting data.

The purpose of framing a
hypothesis is to derive direction for the
research work. Hypothesis is always
framed in a pair, as given below:

NuLL HYPOTHESIS: HO

To study whether the portrayal of
woman in advertisements do have an
effect on the cultural values.

ALTERNATIVE HYPOTHESIS: H1

To study whether the portrayal of
woman in advertisements do not have an
effect on the cultural values.
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This research work is a sincere
effort to ascertain the truth in either of
these two hypotheses. Hypothesis is
tested using Chi-square test.

Chi-Square Test

Chi-square test is one of the
simplest and most widely used non-
parametric tests in statistical work. Chi-
square distribution has many applications
in situations that involve testing of the
hypothesis concerning discrete nature of
qualitative data.

The quantity X? describes the
magnitude of discrepancy between theory
and observation, i.e. with the help of X?
test, we are in a position to know whether
a given discrepancy between theory and
observation may be attributed to chance
or whether it test from the inadequacy of
the theory to fit the observed facts.

If X2 zero, it means that the
observed and expected frequencies
completely coincide. The greater the
discrepancy between the observed and
expected frequencies, the greater is the
value of X2.

Result

The calculated value is lesser than
the table value. If the calculated chi-
square value for the set of data (5.358) is
lesser than the table value (9.49), the
result of the test supports the
hypothesis.

There is no significant difference
between the data sets that can be due to
chance alone. In this situation, the
acceptance of the null hypothesis
means that the differences between the
expected frequencies and the observed
frequencies are not due to chance. i.e.,
they are due to chance variation; rather,

there is no real difference between them.
There is no difference in age in the opinion
of accepting that the portrayal of woman
in advertisements do have an effect on
the cultural values .

RESULTS

The collection of data , its analysis
and interpretation and the test proved on
basis of hypothesis indicate that portrayal
of woman in advertisements have an
effect on the cultural values. Most the
advertisements portrayed woman in the
role of an attractive object or in a sexual
content. Some have portrayed them as a
home maker or a role of being dominated
by men. The opinion by the respondents
bring out a clear picture of the need for
the change in content of advertisements.

CONCLUSION

Respondents of all age groups
seem to have been given an opportunity to
participate in the survey, though their
number varies in each age group. The
Researcher seems to have given equal
importance to both the genders for
seeking their opinion.

Media seems to greatly impact
opinion & attitude of media users.
Objectionable content in advertisements
seem to be influencing the cultural values,
leaving an immutable mark in our minds.
The response for the question based on
portrayal of women in advertisements

makes us conclude that most of the
people are unhappy with the contents of
advertisements

However, it has not covered all the
advertisements and hence future
researchers could cover more number of
advertisements. Further, the portrayal of
men could also be studied and a
comparative analysis would add more
insight to the study. A comparative
analysis could be done with the
advertisements of other nations as this
would help the multinational organizations.
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Appendix
Questionnaire For Collecting Primary Data

Demographic Details
1. Which age group do you belong to?

a) 16-20 d) 31-40
b) 21-25 e) 41 & Above
c) 26-30
2. Gender of Respondent?
a) Male ’ b) Female

3. Have you seen the following advertisements?

a) Yes b) No

4. Do you think that now-a-days advertisements use women only as decorative objects for
influencing and diverting the mindset of people

a) Agree b) Disagree
5. Does most advertisements over-emphasize physical beauty and sexuality of women in an

exaggerated manner.

a) Agree b) Disagree

6. Does portrayal of woman in advertisements affect our cultural values
a) Yes b) No

7. Do you think there is a need for regulation of the content of advertisements.
a) Agree

b) Disagree
¢) Don't Know
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PICTURES SUPPORTING THE STUDY

CHI-SQUARE TEST WORKING

‘ The portrayal of woman
The portrayal of woman in . .
Null ) Alternative in advertisements do not

advertisements do have an
Hypothesis Hypothesis have an effect on the
effect on the cultural values.
cultural values.
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OBSERVED FREQUENCY EXPECTED FREQUENCY
Age Yes | No | Total Age Yes | No | Total
16-20 Years 18 117 35 16-20 Years | 182 | 16.8| 35
21-25Years | 7 11 18 21-25 Years | 9.36 | 8.64| 18
26-30Years | 17| 8 | 25 2630 Years | 13 | 12 | 25
3-40Years ) 8 ) 7 | 15 3140 Years | 7.8 | 7.2 | 15
41 & Above Years | 2 > 7 41 & Above Years | 3.64 | 3.36 7
Total 52 | 48 | 100 Total 52 | 48 | 100
CALCULATED VALUE
O] E [ O-E [ (O-E) [ (O-E)/E Comtent Age
18| 18.2 | -0.2 | 0.04 0.002 Significance Level 50,
17 (168 | 0.2 | 0.04 0.002
7936 | -2.36 | 5.5696 | 0.595 Degree of Freedom !
11 8.64| 236 | 55696 | 0.645 Calculated Value 5358
171 13 4 16 1.231 Table Value 9.49
8 | 12 -4 16 1.333
8 1 7.8 | 02 0.04 0.005 Result: The calculated value is lesser than the
7172 -02 | 0.04 0.006 | table value. If the calculated chi-square value for the
2 |3.64 | -1.64 | 2.6896 | 0.739 set of data (5.358) is lesser than the table value
5 13.36 | 1.64 | 2.6896 | 0.800 (9.49), the result of the test supports the
Total 5.358 hypothesis.
DATA COLLECTION
Table-1: AGE OF THE RESPONDENTS
SI. No. | Age Range of the Respondents | No. Of Respondents | Percentage
1 16-20 Years 35 35%
2 21-25 Years 18 18%
3 26-30 Years 25 25%
4 31-40 Years 15 15%
5 41 & Above Years 7 7%
Total 100 100%
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Table-2: GENDER OF THE RESPONDENTS

Sl. | Gender | No. Of | Percentage
No Respondents

I Male |42 42%

2 | Female | 58 58%

Total 100 100%

Table-3: NOW-A-DAYS ADVERTISEMENTS USE WOMEN ONLY AS DECORATIVE
OBJECTS FOR INFLUENCING AND DIVERTING THE MINDSET OF PEOPLE

SI. No. | Responses | No. Of Respondents | Percentage
! Agree 58 58%

2 Disagree | 42 42%

Total 100 100%

Table-4: MOST ADVERTISEMENTS OVER-EMPHASIZE PHYSICAL BEAUTY AND

SEXUALITY OF WOMEN IN AN EXAGGERATED MANNER.

SI. No. | Responses | No. Of Respondents | Percentage
1
Agree 58 58%
2 Disagree | 42 42%
Total 100 100%

Table-5: PORTRAYAL OF WOMAN IN ADVERTISEMENTS AFFECT OUR CULTURAL

VALUES
SI. No. | Responses | No. Of Respondents | Percentage
1
Yes 62 62%
2 No 38 38%
Total 100 100%

Table-6: THERE IS A NEED FOR REGULATION OF THE CONTENT OF

ADVERTISEMENTS.
SI. No. | Responses | No. Of Respondents | Percentage
1 Agree 52 52%
2 Disagree 19 19%
3 Don’t Know 29 29%
Total 100 100%




