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In the feminist discourse we encounter so many theories regarding the place a woman 
is supposed to have or rather she is allotted by the Patriarchal Social structure.  The first 
attempt at bringing forward the real situation of a woman in the society is credited to Simone 
de Beauvoir. When she gave the statement in her book The Second Sex (1949) that “One is 
not born, but rather becomes a woman,” which turned the whole thought process of the 
twentieth century Europe, upside down, it was considered that after this at least theoretically 
the women, especially the well educated women will try to establish a different identity for 
themselves; the identity of being an intellectual being and not just a liability for the man and 
a piece of decoration in the home. De Beauvoir believed that woman’s reproductive role has 
worked to entrap her within the immanent whilst man has been free to transcend the purely 
biological through philosophy, art and science, all of which differentiate him from the other 
animals. But she believed that as science and technology progressed, woman could be freed. 
From this utopian vision of female emancipation through technology, de Beauvoir formed her 
image of ‘the modern woman’. “Though de Beauvoir is an ‘equality feminist” (Waugh), The 
Second Sex contained the seeds of many different feminisms. After her various writers came 
in the second wave of the feminist debate like Kate Millet (Sexual Politics, 1969), Luce 
Irigaray (This Sex Which Is Not One, 1977), Elaine Showalter (A Literature of Their Own, 
1977), Mary Dally (Gyn/Ecology, 1978), Alice Walker (In Search of Our Mother’s Garden 
1983), Judith Butler (Gender Trouble, 1990) etc.  

All these feminisms advocate the empowerment of women. After studying all these 
feminisms we often tend to think that now in the modern times we do not have the old image 
of the woman. We know that technology and science have played an important role in giving 
the women time for their intellectual side also. Today woman is liberated, at least in the 
cities, she is working and she is intellectual rather than being just a symbol of beauty and a 
thing of desire. But when we consider her representation in the media especially visual media 
we find it just partially true. Since television is a very powerful medium to reach out to all the 
classes of the society, in this paper my interest lies in exploring the approach of this medium 
towards women. Whenever a product is to be promoted by a production company the easiest 
method is to hire an advertising company and launch a promotional ad for it on T.V., radio 
and print media. But here I have limited my study to the visual medium of T.V. and 
especially its advertisements only. Now while dealing with the ads of T.V. we have to  keep 
in mind that they are made keeping the general public in mind and especially from a 
consumer’s point of view. So these companies require catering to the taste of the consumer, 
attracting their attention as well as impressing them. And the most important thing that they 
always pay heed to is that the people may be able to identify with the characters of the 
advertisement because then only will they purchase that product or make it a part of their life.  

 These advertisements are related to various walks of life be it health, economical 
needs, educational needs, security, or just daily routine. On this basis we can divide these 
advertisements in various broad categories like-  

• Medicine and health related. 
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• Home and kitchen related. 
• Cosmetics related. 
• Money management related. 
• Exceptions.  

 During my research for this paper I noticed that most of the ads do project women 
whether those products are directly related to female needs or not. The reason behind this is 
the human psychology and its psychosexual development. Now I would consider the 
advertisements category wise and prove my point.  

Medicine and health related ads- 

 In the ad industry these days the OTC medicines also are being promoted 
commercially and we will consider some very popular brands for a study. For example the ad 
of Dettol shows a small child playing in the ground gets hurt and goes to his mother and his 
mother being a well educated lady treats him with Dettol for it is the perfect antiseptic. It 
conveys the idea that a mother knows the best for her child. In this way the ad tries to 
convince a modern day educated mother that if she is concerned for her child she is expected 
to use the product. But the meaning doesn’t end here; it also implies that it is the woman who 
is supposed to be taking care of the child for home is her presupposed area of specialisation. 
Then we come to the ad of quite well known aspirin brand Disprin (slogan- dard ka ant 
turant). In this ad a woman apparently quite well educated has a severe headache and is at her 
wit’s end when her husband comes and gives her a tablet of Disprin and she becomes well. 
Then she is shown as going out with her husband seemingly to her job. On the other hand in 
the ad of Mederma, a mark removing gel, we find the ad shows a female T.V. news anchor 
presenting the benefits of getting her marks diminished by the gel, and getting a job in a well 
reputed news agency. Although in the latest ad of the same product we find a slight 
difference including a boy and a girl but the importance of mark is still only for the girl not 
for the boy.  

  In these ads we can notice very easily that it is only the woman who is responsible for 
the health and well being of the family within the walls of the home as well as outside. And 
she is the one who is beauty conscious and is supposed to be so. 

Home and kitchen related- 

 In this category we shall consider some very popular ads. First of all let us take up the 
ad of toothpaste, the most common thing used in the family. The ad of Sensodyne, toothpaste 
for sensitive teeth, shows a female dentist practicing abroad promoting the paste saying it is 
the best thing for the sensitive teeth. Although sensitive teeth is a common problem still it is a 
well known fact that it is the women who purchase the household things and it is they who 
have bone related problems more often than men so they are the target consumer for the 
production company so they should be addressed by a person with whom women will 
identify themselves easily. Next product is a brand Tops instant mix which shows a woman 
who prepares food quite fast and her husband is surprised. This ad also presents the common 
image of a woman as a kitchen lady and it is her job to prepare meals for the family. Out of 
kitchen we come to clothes here in the ad of Ezee, a mild detergent for woollens, we see two 
women on the screen one is fed up with her old detergent which shrinks her woollens and the 
other more well informed and educated looking lady suggests her to use Ezee for a smart 
washing. This ad also presents women in a stereotypical role. Something similar is shown in 
the ad of Tide, a surf brand, here a man is convinced by the shopkeeper to purchase Tide to 
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make his wife happy for if she would get tired by washing clothes the whole day how would 
she make him happy. So the traditional thinking of the wife’s ideal role is to make her 
husband happy is followed here. After these we come to some other household needs like a 
well known milk brand Amul. In this ad apart from children for whom it is a need we find a 
sexy girl, representing a health conscious modern girl and a shy bride taking the milk. It 
shows that basically milk is not only the need of all but it is the health manager of the family, 
the lady of the house, who is to be targeted as the prospective buyer and who is to be 
convinced to purchase the right thing. Then even in the ad of a biscuit brand Tiger, biscuit is 
obviously basically meant for children, shows a mother with her well growing son and it is 
the mother’s choice to give the child the right biscuit. The slogan of the biscuit also says “ 
maa se behtar koi nahin jane”, which means mother knows the best for her child. This ad not 
only presents the motherly and feminine quality of a woman but also promotes it. Then in the 
ad of Colgate, a toothpaste brand, a sexy girl challenges the guys to tell the exact taste of the 
paste and if they win they would get a chance to go to a movie with her. This ad presents the 
beautiful and sexy side of woman who is a thing of desire and to get her a man has to prove 
himself. While considering various fields we will take an ad of a well reputed DTH brand 
also. The Videocon D2H shows in its ad four beautiful young girls  demonstrating the digital 
quality of the d2h to a couple in a car, but the interesting thing that we notice is that the car is 
being driven by the man and the lady is sitting beside him. It shows that the decision of the 
exposure of the outer world in the home is taken by the man and he is in the driving seat. So 
here it is the man who is targeted consumer and for him the sexy girls are there for we know 
that for a man what he sees is just like what he gets. So the girls are used as an eye candy 
here. Not only in this ad even in the ad of a car brand like Hyundai we see that the car is 
being gifted to a woman by a man but what we find later is that it is the man who is driving 
the car not the woman. So the woman is shown as a possession of the man not an individual 
separate being, showing the male dominated social image of a woman that she is always at a 
secondary position. Now we move to the next category of ads. 

Cosmetics related ads-  

 Now when we come to the ads related to cosmetic brands we find only women 
targeted ads majorly. First we take a multinational brand Olay Total Effects. It shows a 
woman in her thirties worried about her looks and after using Olay she becomes younger 
looking and happy and confident about herself. Now it is not that only women are worried 
about aging and marks but men also are worried about them equally but it is against male ego 
to show this publicly. And the ad company knows the psychology so it projects only the 
woman not the man. Not only a cream even in the ad of a soap, which is generally used by 
the male and the female both, we find this mentality. In the ad of Lux a woman uses the soap 
and becomes the thing of desire for everyman. This also shows that a woman’s ultimate goal 
is to get the Mr. Right for her and for that she must be beautiful. The ad of a heal repair 
cream Krack shows a woman getting embarrassed before her husband for having cracked 
heals which shows her carelessness. Then after using the cream she is envied by the other 
women. Now the fact is that men also have cracked heals and they also feel the pain but they 
cannot be shown on a public front as beauty conscious or worried about pain for they can 
tolerate pain like a Macho.  

Money management related- 

 In this category we will consider ads of the insurance companies. Just one example 
will be sufficient to present the scenario. The ad of Max life Insurance emphasises the fact 
that when it comes to the investment of the family income and the future planning of the 
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family it is the decision of the male head which matters so this ad is prepared keeping in mind 
the target male consumer who should be convinced. For according to the typical male mind it 
is only a man who can give the correct advice to a man and only he is reliable for him. The 
same is the case with the ad of LIC too. 

Exceptions- 

 But now-a-days we find some ads which represent the modern changes in the society 
also. In the ad of Cadbury Gems we find a noticeable change, in the old ad some children 
and women were shown enjoying the colourful gems but now in the latest ad we see a man is 
standing in an exhibition of art but unable to resist his liking for his favourite colour he picks 
the blue gem out of the thing and it causes the collapse of the whole work of art, and two 
other men show a surprise at his behaviour but he is forgiven on ground of human weakness. 
This ad does not show any woman and quite contrary to the tradition shows that man is not 
only a macho but he also is a human being just like the woman and he too can have some 
weakness. In the ads of the gadgets like mobile brands, Nokia one of the most well known 
brand of mobile has in its latest ad promoting Nokia Lumia has shown some young girls and 
boys simulating a kiss with their hand symbolising their mutual contact through a mobile. 
This ad contrary to the other old and new woman projecting ads presents the girls and the 
boys at the same level without any dividing lines of their roles. It shows that today girls also 
are as free and independent as the boys and they are not a thing of desire anymore rather they 
have their own desires. 

 It is significant that in all these ads the women have an eye candy value. Although 
some men also are quite handsome but we find that in any female use product ad even if men 
are used they are used to emphasise the feminine and desirable qualities of women and in 
some ads they do not appear at all. While on the other hand the product ads of male use make 
sure to project a sexy girl on screen not necessarily to promote the desirable quality of a man 
but, we notice with surprise, to attract the attention of the male consumer to the ad. This also 
shows the general image of women in the social mind set. 

 These ads referred to above make us think why is it that a man is not shown as 
washing clothes at home or making breakfast for children or cleaning the floor? The answer 
lies in the fact that we live in a male dominated society where from the very beginning the 
boys are taught to play with a car or a gun and a girl is taught to play with a doll and a toy 
kitchen set. This is called the ‘Girling of the Girl’ or rather I would prefer the ‘Manning of 
the Boy’. This shows that the ads being dependent on the social response cannot cross the 
limit of the social stereotypes. We can also say that just like literature social media also 
mirrors the society. We like to see on screen what we would like to do in our daily social life 
and if we see anything deviating from the set norms we are taken a back and blame media for 
spoiling the society.  

 On the other hand if we see the other side of the coin we find that in the modern 
progressive society in the new generation we hardly find such completely docile domestic 
women, still the ads are projecting them in that image. It shows that the male ego is still not 
ready to accept them in that image and in order to send an indirect signal the image is being 
projected again and again on the screen especially in the ads for they are repeated many times 
a day. And from the study of psychology we know it very well that something shown 
repeatedly makes a permanent mark in ones memory and then in one’s subconscious mind. In 
this way it feels that by repeatedly projecting the image of a woman as a womanly being we 
are promoting the concept of the ‘girling of the girl’ and also directly or indirectly we are 
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trying to make the woman become a woman without recognizing her intellectual side. 
Moreover even if we accept that she is intelligent this also leads to the betterment of her 
house management skills, not as a contribution to the society but as an asset to the family life 
be it her parental family or her husband’s.  

 My aim in this paper is to bring to light some such facts as skip our notice in our daily 
life but if we pay attention we find that all these big theories are found in the very day to day 
life of ours and we can even notice the impact of these theories also in the form of some very 
exceptional ads. We hope that with the coming times we will be able to see women projected 
in some other image than just a feminine being only. The ad agencies need to research in the 
field of representation of women and not just blindly ‘Womanise the Woman’. 
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