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INTRODUCTION:

ABSTRACT

Advertisements of both
kinds, print as well as television is an
influential method, used by the
marketers to persuade, manipulate
and shape the psychology of the
viewers. This is known as media
ecology. The marketers create a
delusionary environment, which
influences most of us. The images

WOMEN IN
INIDEAN
SOCIETY

and videos of women in such
advertisements are objectified in a
manner, which has a negative
influence on the society, leading to
problems such as lower self-esteem,
depression, distractions,
psychological disorders and sexual
crimes. Objectification happens
commonly in advertisements in
magazines, on billboards, in music
videos and on television, revolving
mostly around the sale of a product,
ranging from cosmetics and clothes,
to cars and tools. The present paper
will consider the objectification of
women, the mounting pressure to
which she lives uncomfortably in her
own skin and in what manner does it
affect the young girlsand women.

KEYWORDS :media ecology, adverti-
sements, sexual objectification and
depression.

To begin with, it is relevant to ponder over what environment is. The sum total of all
surroundings of a living organism, including natural forces and other living things, which provide
conditions for development and growth and also of danger and damage is what we call environment.
Over last many years the influence of mass media has grown with the advancement in technology. It's
not unusual to wake up, check the cellphone for messages and look at the TV or newspaper for news,
read emails, take meetings, make phone calls and take decisions based on the information that we
gather from the television as well as print media sources, through out the day. In short, both television
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and print media form an integral part of our environment today, shaping our opinion in different ways
depending on the content. The present paper takes into consideration the effect of this media portrayal
ofwomen as an objectand itsimpact on the society as well as on the psychology of females.

Media Ecology, a term introduced by Neil Postman (1970), is defined as the study of media and
its role in human affairs. Many media ecologists have studied media environments and their impact on
culture and social settings. For example, Postman’s (1985) classic book “Amusing Ourselves to Death”
suggests that in America, television transforms information into entertainment. Other such studies on
media ecology are Harold Innis’s (1951) “The Bias of Communication”, Marshall McLuhan’s (1962) “The
Gutenberg Galaxy”, Walter Ong’s (1982) “Orality and Literacy”, and Lance Strate, Ron Jacobson, and
Stephanie Gibson’s (2003) “Communication and Cyberspace”. These studies discuss the influence of
mediaon culture.

Obijectification can be defined as when “a woman’s body, body parts, separated out from her,
reduced to the status of mere instruments, or regarded as if they were capable of representing her”
(Fredrickson, 2009). Inaddition to being reduced to just a body, objectification places value on women
inrelation to their body’s use to others (Fredrickson, 2009).

Women in advertisements are portrayed as fair, young, thin, blemish free and absolutely
perfect. They have toned body, flat stomachs, beautiful faces and curvy hips. They are portrayed as the
perfect ideal that all other women should strive to be like. This perfection, which is depicted in the
advertisements, is near impossible to achieve and makes sure that cosmetic industries continue to
make profit. Now, it is airbrushing or photo-shopping or technical manipulations that achieves the
perfect imaging of female models in such advertisements. Airbrushing can be defined as “the process
of manipulating a photograph to hide flaws and create a better image” (Tartakovsky). Tartakovsky
states “often, magazines defend their retouching decisions by saying that these airbrushed photos are
just images”. It gets difficult for a woman to identify what exactly has been airbrushed and what is
untouched. The problem is not only such technical manipulations but that, the photo-shopped images
replace the original faces and slice off the extra fat of an actress to make her look more curvy, revealing
our difficult relationship with the female body and infusing a sense of low self esteem when compared
to the near impossible figure. The problem is that, in their pervasiveness, photo-shopped images have
changed our standards of comparison.

PORTRAY OF WOMEN IN INDIAN ADVERTISEMENTS:

In 1970’s women were portrayed as homemakers and rarely as professionals. Studies have
shown that advertisements portraying women as homemakers may activate the belief that, women are
nurturing, communal and domestically minded (Clifton, McGrath, & Wick, 1976; Nose Worthy &Lott,
1984; Six &Eckes, 1991).

In 1980’s the feminist movement that started in America had a great influenceon the world
including India. Indian women finally had the potential to portray herself at places besides the kitchen.
Advertisers realized that their audience would react best to advertisements that portrayed
empowered women. “Changes in advertising are, of course, changing as society changes” (Taflinger,
1996). The marketers were very closely scrutinizing factors that influenced women consumers. The
advertisementsin 1980's introduced the attractive independent woman.

In 1990’s advertisements attempted to construct multiple possible identities for women in an
effort to change their stereotypical image and enhance their spending power. Advertisements
projecting woman as sex object for promoting cosmetics, jewelry, fabrics, domestic gadgets or any
other product; started flooding the television. These advertisements started showcasing that if a
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woman wants to explore her talent she has to display her physical attributes. The investigators and
commentators have long speculated the impact of such images in advertising and media on broad
range of social problems, including sexist attitudes and beliefs, sexual harassment, violence against
women, eating disorders etc. (Beckwith, 1994;Kilbourne & Lazarus, 1987; Lazier-Smith, 1989).

In the current scenario, women are portrayed much as sexual and decorative objects. In a
research study conducted by Lin (1997) demonstrated that women more often than men were shown
in a state of undress, and exhibited more "sexiness", and were depicted as sexual objects. In an analysis
of women appearing in advertisements in time and vogue from 1955 to 2002, Linder (2004) reported
thatan average of 40 percent of advertisements featured women as decorative object.

EFFECTS OF OBJECTIFICATION:

The most common effect is the constant rise in women’s conflict with dieting and eating
anomalies. Kyra, Covell (1995) made an attempt to assess the influence of sexiest advertisement
portrayals of women by using four subscales of Burt’s (1980) and concluded that media portrayals of
women can influence sexual attitudes and beliefs. While males witnessing advertisements, where
women were objectified are most likely to evidence increased sex role stereotypic and rape myth
beliefs and are more likely to be accepting of interpersonal violence against women. In another study
conducted by Natalie and Covell (1997) the researchers came out with the findings that objectification
of women in an advertisement encouraged attitudes supportive of sexual aggression among young
adults. Based on the findings the researcher suggested that the continuous exposure to such
advertisements among young adults would hinder women’s effortsof obtaining true equality with
freedom from sexual aggression. Kilbourne (2000) in her study concluded that dismemberment
advertisement focuses on one part of the body. Sexist advertisements as well as dismemberment
advertisements employ female body parts for the purpose of selling a product. Such dismemberment
advertisements promote the idea of female body parts as separate entities. These advertisements
encourage women in viewing their body as many individual pieces rather than a whole and make them
feel that their entire body lacks attractive features. Females are conditioned from a very young age to
view their body as something in constant need of alteration. In a study conducted by Kuntjara (2001) it
was concluded that advertisements usually created artificiality that established an impossible standard
of physical perfection for women. Most women in advertisements were depicted as an object chosen
by men for their sexual gratification. Campbell (2003) conducted a research concluding that "the
respondents with high levels of exposure to fashion magazines advertisements exhibited significantly
higher degrees of liking for ultra thin fashion models than did those respondents with low levels of
exposure to fashion magazine advertisements”. In an attempt to match the idle type of image depicted,
women undergo through a lot of emotional pressure. This leads to the development of eating
disorders, negative psychological effects, such as depression, dejection and eating disorders among the
youth as well as the adults. This can give women negative self image because of belief that their
intelligence and competence are not being acknowledged.

Women begin to view themselves from an observer’s perspective, that is self-objectification
(Fredrickson and Roberts, 2009). Women become more aware of how they move and the amount of
space their bodies take up and they begin to worry. This, in turn, makes a woman'’s body movements
unsure and can hinder mental concentration (Fredrickson and Roberts, 2009).

Rates of depression in women and girls doubled between 2000 and 2010; the more women
tend to self-objectify themselves, the more chances of them being prone to depression and
hopelessness exist. Both the cosmetic surgery and the cosmetic industries (example anti-ageing
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products, fairness creams, slimming teas etc.) are growing fast. These cosmetic industries, along with
the fashion houses, the diet companies, and the food conglomerates combine to create a climate in
which females come to feel that their bodies are not okay.

CONCLUSION:

Both the dismemberment and the objectification of women in advertisement and media and
can be harmful to the women that view these images. The female model in advertisements is
airbrushed orphotoshopped or technically manipulated to make the women look perfect to sell the
product. The female viewer with least or no idea about such technical manipulations is negatively
affected about her own image after comparing it to her body. Self-objectification is detrimental to a
woman’s well being. Have the young urban girls and women of India started hating their bodies
because of reality TV makeover? There is a difference in the message of “being healthy” and “being
happy in one’s skin”. This paper is an attempt to impart the later. We need to unpick the media we
consume, and talk about it. Interactive programsin schools and colleges, encouraging young people to
speak out against the unrealistic ideals of beauty they see, should be encouraged.

REFERENCES:

1.Beckwith, J.B.(1994).Terminology and social relevance in psychological research on gender. Social
behavior and Personality, 22,329-336.

2.Burt, M. R. (1980). Cultural myths and supports for rape. Journal of Personality and Social Psychology,
38,217-230

3.Campbell (2003). The objectification of women in advertising: what are the affects on society?
w.itcconline.net/lukas/handouts/paperl.doc

4 Clifton, A.K., McGrath,D., & Wick, B.(1976). Stereotypes of woman: A single category? Sex Roles, 2,
135-148.

5.Fredrickson, Barbara L. and Tomi-Ann Roberts. “Objectification Theory: Toward Understanding
Women’s Lived Experiences and Mental Health Risks.” Psychology of Women Quarterly 21(1997): 173-
206.22 Apr2009

6.Innis, Harold A. (1951). The bias of communication. Toronto: University of Toronto Press.

7 Kilbourne,J & Lazarus, M.1987. Killing us softly, aCambridge documentary film.

8.Kilbourne (2000) "The objectification and dismemberment of women in the media, research journal,
capital university http://www.kon.org/urc/v5/greening.html

9.Kuntjara (2001), Beauty and the beast: Images of women in advertisements, Nirvana, volume 3, No.2,
July 2001:pp97-106

10.Kyra, Covell (1995),”Images of women in advertisements: effects on attitudes related to sexual
aggression”.sexroles, A journal of research, volume 32, issue 9/10, pp 639-649.

11.Lazier-Smith, L.(1989) Advertising : Women's place and image. In P.J.Creedon (ED.), Women in mass
communication: challenging gender values. Newbury Park, CA: Sage.

12.Lin,C. (1997). Beefcake versus cheesecake in the 1990’s: Sexiest portrayals of both genders in
television commercials. Howard Journal of Communications, 8,237-249.

13.Linder, K. (2004) Images of women in general interest and fashion advertisements from 1955 to
2002. SexRoles, 51,409-421.

14.McLuhan, Marshall. (1962). The Gutenberg galaxy. Toronto: University of Toronto Press

15.Natalie and Covell (1997). The impact of women in advertisements on attitudes towards women,
sex roles, volume 36,N0.9/10, pp573-583

Available online at www.lsrj.in 4



16.Nose Worthy, C.M., &Lott, A.J. (1984). The cognitive organization of gender-stereotypic categories.
Personality and social Psychology bulletin, 10, 474-481.

17.0ng, WalterJ. (1982). Orality and literacy: The technologizing of the word. London:Methuen.
18.Postman, N. (1970). The reformed English curriculum. In A. C. Eurich (Ed.), High school 1980: The
shape of the future in American secondary education (pp.160-168). New York: Pitman

19.Postman, N. (1985). Amusing ourselves to death. New York: Penguin Books.

20.Six, B., &Eckes, T.(1991) A closer look at the complex structure of gender stereotypes. Sex Roles, 24,
57-71.

21.Strate, L., Jacobson, R., Gibson, S. (1996). Communication and cyberspace. Cresskill, N.J.: Hampton
Press

22 Taflinger, R.F. (1996). Taking Advantage, You and Me, Babe: Sex and Advertising.
http://public.wsu.edu/~taflinge/sex.html, accessed 27-06-2010.

23 Tartakovsky, Margarita. "The Art of Airbrushing."” PsychCentral. 9 Dec 2008. 22 Apr 2009

Available online at www.lsrj.in 5



Publish Research Article

International Level Multidisciplinary Research Journal

For All Subjects

Dear Sir/Mam,

We invite unpublished Research Paper,Summary of Research

Project,Theses,Books and Book Review for publication,you will be pleased to
know that our journals are

Associated and Indexed,India

*x International Scientific Journal Consortium
*x OPEN J-GATE

Assoclated and Indexed,USA

Google Scholar
EBSCO
DOAJ
Index Copernicus
Publication Index
Academic Journal Database
Contemporary Research Index
Academic Paper Databse
Digital Journals Database
Current Index to Scholarly Journals
Elite Scientific Journal Archive
Directory Of Academic Resources
Scholar Journal Index
Recent Science Index
Scientific Resources Database
Directory Of Research Journal Indexing
Indian Streams Research Journal
258/34 Raviwar Peth Solapur-413005,Maharashtra
Contact-9595359435

E-Mail-ayisrj@yahoo.in/ayisrj2011@gmail.com
Website : www.isrj.org




