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ABSTRACT 

Advertising communication is a mix of arts and facts subservient to ethical principles. In order to 

be consumer-oriented, advertisement will have to be truthful and ethical for its credibility. The 

ethics of advertising has to do with an evaluation of the content and techniques deployed in given 

bits of advertising. Ethics means “good conduct” or “conduct which is right in view of the society 

and the time period”. Puffery or fraudulation, unethical or deceptive advertising, comparative 

advertising offensive or ads bad in tastes are some unethical practices in advertising. The Indian 

media have grown rapidly in scale, reach, influence, and revenues. But all stakeholders must realise 

that the ethical underpinning of professional journalism in the country has weakened and that the 

corrosion of public life in our country has impacted journalism. So what needs to be done? 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? That is the 

question we wish to deal with in this paper. Media law covers an area of law which involves media 

of all types (TV, film, music, publishing, advertising, internet & new media, etc.), and stretches 

over various legal fields, including but not limited to corporate, finance, intellectual property, 

publicity and privacy. The important concepts are- self regulation by advertisers and agencies, 

self-regulation by trade associations, self-regulation by business and self-regulation by media. This 

paper is to overview the portrayals of women in very existence of traditional, sexual and 

progressive Indian advertisements that implies a profound change in the way parts of Indian 

society and women in the last few decades; and will focus on ethical issues pertaining to women’s 

advertising along with some suggestions for the advertising industry to adopt a new paradigm that 

emphasizes values which women hold to be important. 

KEY WORDS- Media Ethics, Puffery, Progressive Advertisements 

 

INTRODUCTION 

 

“The world has never yet seen a truly great and virtuous nation because in the degradation of 

woman the very fountains of life are poisoned at their source.” -Lucretia Mott  

 

Advertising is first of all a sales pitch. Advertising plays an important role by creating primary 

demand for the product or service and its usage rate thus increase in customers. Advertising is a 

well-known and important part of the marketing world for any business. Magna Global predicts 

the global advertising market to grow by 3.0 per cent this year, to $486 billion, thus slowing down 

from 2012 (by 3.9 per cent), and then accelerate by 6.1 per cent in 2014, to $515 billion. The 

advertising market in India is expected to grow by 7.8 per cent in 2013, with television and print 
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contributing over two-thirds of all revenue, as per Magna Global's advertising forecast. According 

to the forecast, digital media will grow by 31 per cent, faster than any other category, with mobile 

and video outgrowing traditional display. Radio and out of home advertising will grow by 8 per 

cent in 2013. In its April report, IMF forecast 5.7 per cent of real GDP growth this year and 6.2 

per cent in 2014. ( afaqs! news bureau,  June 14, 2013 )Television and print will contribute over 

two-thirds of all ad revenues generated in India in 2013. Madison Media, the largest homegrown 

media agency in India, predicts the advertising market to grow to Rs 37,000 crore in 2014 from 

Rs. 31,877 crore last year in its latest Pitch. (Pritha Mitra Dasgupta, ET Bureau Feb 20, 2014 ) 

 

Objectification of woman in advertising has been an area of interest for both academicians and 

practitioners. ‘Women are, on the one hand, an important target group for media; on the other 

hand, images of women are all pervasive. In fact images of women are constructed and used by 

media in a big way to reinforce and to give public sanction to retrograde value systems. Thus, 

through soaps and other programmes the media also seeks to imprison women in traditional roles 

in keeping with so-called 'Indian culture'.  

“The Indian advertising industry’s gender insensitivity is proliferated through the gender 

stereotyping and the objectification of women. Gender stereotyping is subtle in advertising 

activities due to the lack of awareness, fatalism towards women’s condition in the society, lack of 

easily accessible redressal mechanisms and sometimes plain indifference on the society’s part.” - 

Amartya Singh 

THEORITICAL CONSEPTS 

Media - ‘Media’ the popular term inter-alia used as ‘Press’ denotes the print & electronic 

information carriers –the News Papers & Magazines, Radio, Television and currently includes 

Internet as new Media. Hailed as the ‘Fourth Estate’, media is the watchdog of the public affairs, 

informing the society and vice versa, acts as the forum to advocate the views of the society at large 

to those at the helm of public affairs. The word medium comes from the Latin word medias 

(middle).  

 

Advertising - Any place an "identified" sponsor pays to deliver their message through a medium 

is advertising. Advertising or advertising in business is a form of marketing communication used 

to encourage, persuade, or manipulate an audience (viewers, readers or listeners; sometimes a 

specific group) to take or continue to take some action. Most commonly, the desired result is to 

drive consumer behavior with respect to a commercial offering, although political and ideological 

advertising is also common.  In Latin, advertere means "to turn toward”. The purpose of 

advertising may also be to reassure employees or shareholders that a company is viable or 

successful. The model of Clow and Baack postulates six steps a consumer or buyer moves through 

when making a purchase: Awareness, Knowledge, Liking, Preference, Conviction and Purchase.  

http://www.afaqs.com/news/reporter/index.html?reporter=afaqs!-news-bureau
http://economictimes.indiatimes.com/topic/Madison%20Media
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Types of Advertising 

Virtually any medium can be used for advertising. Commercial advertising media can include wall 

paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema and 

television adverts, web banners, mobile telephone screens, shopping carts, 

web popups, skywriting, bus stop enches, human billboards and forehead advertising, magazines, 

newspapers, town criers, sides of buses, banners attached to or sides of airplanes ("logojets"), in-

flight advertisements on seatback tray tables or overhead storage bins, taxicab doors, roof mounts 

and passenger screens, musical stage shows, subway platforms and trains, posters, and the backs 

of event tickets and supermarket receipts. A new form of advertising that is growing rapidly is 

social network advertising. It is online advertising with a focus on social networking sites. Aerial 

advertising using aircraft, balloons or airships , Skywriting etc. and Digital signage are poised to 

become a major mass media. Advertising on the World Wide Web is a recent phenomenon. 

Unsolicited bulk E-mail advertising is known as "e-mail spam".  

 

Media Ethics- Media ethics is one of the new branches of applied ethics in a democratic society. 

‘This professional ethics, concerned with a whole range of social issues such as – honesty and 

integrity in media coverage, objectivity, freedom of speech and expression, the media law, political 

influence, warfare and terrorism special conditions and national interests, issues connected with 

sexual or racial bias or stereotyping, the weighing of individual privacy against public interest, and 

censorship’ (Thompson, 2002). 

The Power of Advertising to Influence Behavior 

There are many levels of influence in our society and media plays a major role in dispensing 

influential images to us. The media is so intertwined in our lives that we do not truly 

comprehend on a conscious level how much influence it really has over us Melanie R. 

Salome(2009).Advertising industry has perhaps the single biggest impact after films on the 

society. It is counted as one of the premier culture forces in modern society. The advertising 

industry as a whole has been subject to contents sex and gender objectification, aesthetic values 

and its fall out on society(Sharda Prasad) People do not typically admit that they are influenced 

by advertising though advertising has been called “the most influential institution of 

socialization in modern society.’’ Advertising has the power to change a set of values held by 

the collective majority. It can influence people to switch their attitude regarding things which 

they might ordinarily think of as morally wrong – to an attitude that it’s morally right or 

acceptable. 

A Review  of Literature on Objectification Of Women In Advertisement 
The earliest study of women’s role objectification was done by Courtney and Lockeretz (1971). 

They studied 112 ads in magazines and concluded that the ads reflected stereotypical roles like 

http://en.wikipedia.org/wiki/Mural
http://en.wikipedia.org/wiki/Mural
http://en.wikipedia.org/wiki/Billboards
http://en.wikipedia.org/wiki/Street_furniture
http://en.wikipedia.org/wiki/Rack_card
http://en.wikipedia.org/wiki/Web_banner
http://en.wikipedia.org/wiki/Pop-up_ad
http://en.wikipedia.org/wiki/Skywriting
http://en.wikipedia.org/wiki/Human_billboard
http://en.wikipedia.org/wiki/Forehead_advertising
http://en.wikipedia.org/wiki/Logojet
http://en.wikipedia.org/wiki/In-flight_advertising
http://en.wikipedia.org/wiki/In-flight_advertising
http://en.wikipedia.org/wiki/Tray-table
http://en.wikipedia.org/wiki/Cabvision
http://en.wikipedia.org/wiki/Balloon_(aircraft)
http://en.wikipedia.org/wiki/Airship
http://en.wikipedia.org/wiki/Skywriting
http://en.wikipedia.org/wiki/Digital_signage
http://en.wikipedia.org/wiki/E-mail_spam
http://contributor.yahoo.com/user/553615/melanie_r_salome.html
http://contributor.yahoo.com/user/553615/melanie_r_salome.html
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“women’s place is in the home, women don’t make important decisions or do important things, 

and women are dependent and need men’s protection, men regard women as sex objects and 

are not interested in women as people”. Role portrayals in advertising are different in Asia, as 

compared to the rest of the world (Cutler et al., 1995). Belkaoui&Belkaoui, (1976) and Sullivan 

& O’Connor (1988) in their study conducted in United Kingdom conclude that women in 

advertisements are portrayed as; being dependent, need the protection of men, home makers, 

sex objects, etc. Similar results have been found in other studies around the world like Japan 

(Ford et. al., 1998), Korea (Cutler et. al., 1995), Hong Kong (Sengupta, 1992). Considering, the 

prevalence of stereo type portrayal of woman in other nations, and also considering the fact that 

advertisers in Asia have not been as sensitized to gender-role stereo typing as those in western 

nations (Cutler et. al., 1995).  

There have been very limited studies on woman role portrayal in India. The studies are Matthew 

(1990), Munshi (2000) and Das (2000). All these studies have focused their study on the print 

advertising. Matthew (1990) studied the segmentation of men and the advertisements preferred 

by various segments. Munshi (2000) examined the role of housewives in advertisement. These 

two studies are limited in their scope. However, Das (2000) conducted a study on the role of 

both men and woman in Indian magazines over three years 1987, 1990 and 1994 and also 

compared these to the ads from other countries.   

 McArthur and Resko (1975) also observed that the percentage of males used in television 

advertisements was higher even for situations where they would not be the primary users of a 

product or service. The authors of the sex portrayal articles of the 1970s concluded that women 

are not portrayed as independent, human beings, but are primarily sex-typed (Courtney and 

Whipple 1974 )  

 In the 1980s, Courtney and Whipple (1983) found that women were being portrayed in the 

home settings and men appeared in business settings, although the difference was less than 

those found in the studies of the 1970s commercials. Sullivan and Connor (1988) studied the 

role portrayals in magazine advertising from 1953- 1983. They reviewed 364 advertisements 

over 15 product categories. The results of their study were similar to the study of Courtney and 

Whipple. They also concluded that the difference in role portrayals of men and woman had 

reduced from 1970s. They further said that 52% women were portrayed as employed, 77% in 

non -working roles and only 6.67% were depicted in family environment.   

Objectification Of Woman In Indian Television From 1980s To 2010 

The Changing Roles Portrayed by Women in Indian Advertisements: A Longitudinal Content 

Analysis study was carried out by Prof. Y L R Moorthi  ( 2014) from IIM, Bangalore  with the 

aims of fulfilling the gap by analyzing the role of woman in Indian Television over three 
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decades from 1980. Thethree main results of  this study indicate a major differences in the 

portrayal of woman from 1980s to 2010 as bellow: 

1. In the 1980s and the 1990s women were objected either as a home maker or as a professional. 

This was not the case in the 2000. In 2000, 13.34% of advertisements portrayed woman in the 

role of both a professional and home maker. However, some variables have not changed over 

the years like the objectification of woman as a product user or presenter. Although the 

percentage of woman objected  in the non- traditional role comprised of professional, 

professional and homemaker, girlfriend, women superior to men or equal to men has increased 

from 1980s – 2000, the stereo typical way of portraying woman in the traditional role comprised 

of  Wife, daughter, mother, home maker and decorative has been dominant in the television 

advertising.   

2.  The results regarding Modified Female Role Categories by Decades indicate   women were 

mostly used in advertisements of products which were of common use like snacks, chocolates, 

beverages, etc. Women were used minimal in products which are for male and for children.  

3. The results regarding Product Categories indicate the household/woman dominant products 

comprise of cleaning products, food products, home appliances, beauty products, essentials. 

The neutral products comprise of snacks, beverages, clothing, pharmaceutical products and 

others. The male dominant products would comprise of travel, automobiles, banks, alcoholic 

beverages. In 1980s here were only 6% of advertisements which portrayed woman in a male 

dominant product, but 8.92% advertisements in the decade 2000 portrayed woman in a male 

dominant product category. The number has risen over the decades. The percentage of 

advertisements portraying woman in a neutral product has been the highest (57.76%) in the 

current decade. In the current decade, only 33.32% of advertisements portray woman in the 

woman dominant products as compared to 40 % in 1980 and 65.70% in the 1990s.  

Objectification Of Working Women In Indian Advertising  

In the article on Indian Women in Advertisement a Look At 2012 by Aparna V. Singh 

specifically look at working women in India and their place in advertising. Did advertisers 

recognize the growing importance of Indian women at work?  

She noted some interesting findings –  

1.  The recent HDFC Women’s Plan ad that shows a young woman sending her parents on a  

     holiday to Europe.Clearly, the ad is an acknowledgement of the growing purchasing power   

     of working women and taking care of their families, something new in a tradition in India. 

 

2. The rise of women entrepreneurs in India is something we have been covering, and brands   

    are slowly waking up to it. Some ads that cover this trend in different ways are  

    the Tupperware ad with the Founder of BPO Desicrew, Saloni Malhotra and Google India’s    

http://www.womensweb.in/articles/women-entrepreneurship-in-india/
http://www.youtube.com/watch?v=o_Oz9rQA5Yk&feature=share&list=UUqN_kWZfCrXCgkV1e2PO81g
http://www.youtube.com/watch?v=mIDVc2o-5MQ
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    commercial with noted food blogger and home-based Chef, ArchanaDoshi. 

The Objectification of Women And Men In Indian Magazine Advertising 

The study by Mallika Das(2000) examined the portrayal of women and men in over 1,100 

Indian magazine ads from a wide range of magazines in 1987, 1990, and 1994. Results indicate 

that although the portrayals of women and men in Indian magazine ads have changed over the 

period, they are still portrayed in stereotypical ways and ads seem to be influenced by the nature 

of the product being advertised.   

Going by above track record, Indian advertising industry has rarely shied away from straight-

jacketing gender roles. Numerous advertisements have portrayed women as hollow beings who 

measure their worth through their skin tone, body weight, beauty quotient and the likes. Scores 

of advertisements of brands including Axe, Close up, Fair and Lovely, Tuffs shoes, Lux 

Innerwear have blatantly resorted to showing women in poor light - pushing the image of 

women to the brink. Advertising visuals have objectified women to the extent of portraying 

women as a mere sum of their body parts, denigrating their intelligence and individuality. The 

advertisements make girls and women feel inadequate if they do not conform to the image 

projected in the advertisements. Stereotyping of women is a widespread phenomenon in the 

Indian media extending beyond the realm of marketing. The typical stereotypes include the 

naive/dependant housewife whose sole purpose is to keep her husband/kids/in-laws happy, the 

unmarried girl whose existence can only be validated by a suitable marriage and the village 

belle who has no means of livelihood and is a burden on her family. 

It is important here to give a thought on what Madhavi Gokhale (2013) has criticized about 

objectification Of Women In The Indian Media: “In advertising one sees an inexplicable 

element of irrelevance as far as the “use” of women in selling products is concerned.  One 

would understand if a lovely lady shows off diamonds and gives viewer a come-hither look in 

gorgeous saris.  But how does a skimpily clad model fit in an advertisement of a macho bike 

and a rider with a swagger?  How much would I look forward to an advertisement that shows a 

grateful widower gazing fondly at a photograph of his dead wife who thoughtfully bought him 

a life-insurance policy so that he can live the rest of his days with dignity rather than the other 

way round!  The woman is only seen reminding her husband to buy such policies but does not 

buy one herself; the man is still the provider and the woman the nurse!” 

RESULT  

The literature review above, highlights that the role of women has been changing over the decades 

around the world be it the print advertisements and television advertisements. Based on it the 

following three parts is a brief analysis of how women are portrayed in contemporary Indian 

advertising and what that means for Indian women:1. Traditional, 2. Sexual, and 3. Progressive. 

These categories, however, are not mutually exclusive. The traditional and progressive find some 

surprising overlaps, as do sexual and progressive, and more rarely traditional and sexual.  

http://www.youtube.com/watch?v=mIDVc2o-5MQ
http://link.springer.com/search?facet-author=%22Mallika+Das%22
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1. Traditional Advertisements 

Traditional advertisements portray women in age old and rigidly kept gender roles from the 

past, such as home-maker, cook, shopper/budgeter, child bearer, etc. The obvious tropes here 

are those of the mother and wife. 

2. Sexual Advertisements 

Sexual advertisements are those which make women into sexual objects, or at least focus on 

sexuality. Generally these advertisements are contrary to feminist ideals, but they can also 

show aspects of progressiveness where a woman is both sexualized and yet still independent. 

Common tropes here are beauty, intimacy/sex, and the acquire ability of the female by the 

male. The increased presentation of 'sex and violence' is a matter that specifically concerns 

women because of the importance of women's images in such presentation. A commercial ad 

for Wild stone deodorant, for the VIP Bra brand and for Amul Macho underwear pushes the 

notion that brand sexualization of the self should be a priority for women and it is also hurtful 

to the value of women as something beyond a sexual object.  

 

3. Progressive Advertisements 

Progressive advertisements portray women as breadwinners, change-makers, economically 

liberated, independent of family obligations, independent of men, self-interested, and 

generally young. Overall, however, the very existence of progressive advertisements such as 

ad for Nirma washing powder, for Scooty, for Stayfree implies a profound change in the way 

parts of Indian society have viewed women in the last few decades. 

Need To Do More For Progressive Advertisements? 
The rise of progressive advertisements is a positive sign for feminist causes in India, but there are 

a few grains of salt to be taken with the obvious benefits. India’s rapidly growing middle class has 

no doubt helped spur the development of higher levels of gender equality, with many of these 

progressive ads being targeted at that audience. Obviously even middle and upper class women 

still face numerous challenges, but the climate has shifted as far as what they can and cannot do, 

and these advertisements reflect that. Home-maker is still an option, but so is student, pilot, soldier, 

sports star, politician, academic, and so on. And yet ultimately this is a relatively small audience 

in a country where around three quarters of the population is still rural.  

 

The vast majority of Indian women are not included in the audience for these progressive ads. The 

ages targeted tend to be teenage to thirties and the audience is never the lower classes. 

Furthermore, not a single one of the progressive ads displayed showed a woman with a family or 

long term relationship, subtly implying a sort of mutual exclusivity between 

independence/empowerment and family life. This message is quietly subversive to the otherwise 

empowering tone, and also ignores the reality of both outside work and domestic life as being the 

dual responsibilities of countless women. Essentially, these ads imply that a woman can only be 

empowered/independent etc. if: she is young, single, middle to upper class, does not have 
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family/home obligations or children, etc. If, however, economic stabilization increases and more 

women acquire a higher level of purchase power, progressive ads may well reach a wider audience 

with their message of empowerment. Despite this shift, the challenge of sexism is still firmly 

entrenched in the majority of Indian society, leading to a message of both progress and massive 

challenge for women in India. 

 

Fresh Norms Soon On Objectification of Women In Advertising 

To provide a more sanitized atmosphere for women, the government plans to draw up a set of 

guidelines for objectification of women in mass media like films, television programmes, 

advertisements, radio and print. 

 Officials in the I&B ministry have held separate rounds of informal discussions with 

representatives of regulatory bodies, including Central Board of Film Certification, Advertising 

Standards Council of India, News Broadcasters Association, Indian Broadcasting Foundation, 

private FM radio channels and PrasarBharati on steps to be taken to curb commodification and 

stereotyping of women in soap operas, advertisements, films. 

 Nudged by the ministry, the Censor Board has agreed to organize a seminar on 

objectification of women in films during the week-long celebrations marking the 100 years of 

Indian cinema in Delhi. PrasarBharati is working on putting together a campaign highlighting 

these issues to be broadcast on Doordarshan and All India Radio. 

 The BCCC — the self-regulatory body for non-news TV channels set up by the Indian 

Broadcasting Foundation — has organized interactive sessions with creative and programming 

teams of its member channels to sensitize them. The ministry has in the past objected to certain 

deodorant advertisements saying the objectification of women in these ads are overtly sexual 

and had written to the Advertising Standards Council of India, an independent regulatory body, 

to ensure the commercials were modified or taken off air. 

 National women organizations, including AIDWA have also submitted a memorandum to 

the Minister outlining a comprehensive approach on Media policy. - ManjeetRathee (AIDWA 

CEC member, 2004). Their campaign against the Fair and Lovely ads for example elicited a 

response from the previous Government who had issued show-cause notices to the company 

concerned forcing them to at least modify some of the ads, though as far as we are concerned 

the advertisements are still highly objectionable based on racial and sexist bias.  

 Media law covers an area of law which involves media of all types (TV, film, music, 

publishing, advertising, internet & new media, etc.), and stretches over various legal fields, 

including but not limited to corporate, finance, intellectual property, publicity and privacy. 

 The important concepts are- self regulation by advertisers and agencies, self -regulation by 

trade associations, self- regulation by business and self- regulation by media. 
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CONCLUSIONS AND RECOMMENDATIONS 

It is important to act us as what Devid Ogilvy (2007) has suggested: 

“Never write an advertisement which you wouldn't want your own family to read. You wouldn't 

tell lies to your own wife. Don't tell them to mine. Do as you would be done by.”       

 

The following recommendations to assist in a paradigm shift for the advertising 

industry. First, some broad recommendations: 

1. Advertisers should hire consultants familiar with the ethical issues of advertising to provide 

input on ads which may be viewed as potentially offensive to women.  

2. Agencies need to do soul-searching as to what images they use in defining popular culture. 

What are the overt and hidden messages (about gender, age, and consumption) in these images? 

Are these images sexist, violent or degrading to people in general or women in particular? 

3. Companies can encourage their creative teams to transform negative images to ones which 

empower women.  

4. Media should screen advertising and refuse material they deem unethical. Managers might 

evaluate the overall status of an ad by asking, “Is the content of this piece consistent with 

promotion of human dignity?” 

Some specific content-oriented suggestions for the advertising industry: 

1. In print advertising for fashion, cosmetics, perfume, etc., creative teams  

should hire models who are of diverse ages, of imperfect weight and size. Models should look 

healthy, vibrant, and should be depicted as being connected to other models in the scene rather 

than alienated or fragmented. 

2. Photography is a classic art form which, together with creative lighting, can  

be deployed to capture classic poses and more natural expressions on the faces of models. 

3. Printed messages of factual nature, still life photography, and other  

minimalist approaches can have a broad demographic appeal. Many products are suited to this 

treatment, such as food, soap, health care products, financial products, and fashion industry 

products. For instance, what could be more beautiful than seeing a still life picture of a diamond 

ring in a glass of champagne, or a beautiful bar of sudsy soap in a classic soap dish? These can 

be accompanied by a brief slogan or minimalist statement in text. 

4. Advertising need not “give up” sex appeal, but can be more inclusive by  

depicting older women (and men), with less than perfect figures, together with a more natural 

look. This can cover a broad range of appearances: For instance, an advertisement for some 

fashion accessory or cosmetic might show a middle-aged, overweight model, immaculately 

groomed (wearing the advertised cosmetic or accessory) in a packed elevator; the picture can 

show that a handsome man next to her is making a pass, obviously being charmed by her, and 

he is ignoring a knockout gorgeous women on the other side, who has a perfect figure but lacks 

the immaculate grooming that goes with the product being advertised. The message conveyed 
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by an advertisement of this type is more inclusive of ordinary middle-aged women, and can be 

an attractive selling point. 

5. A lot can be done with the ordinary. Creative teams can come up with  

nostalgic scenes that appeal to ordinary values. For instance, fashion or cosmetics advertising 

can show models – again, models who have a broad range of appearances, a healthy and natural 

look, and older in appearance – who are attending to routine matters of daily living (such as 

caring for children, cooking, or hailing a taxi), while clothed in the most beautiful fashions, 

cosmetics, and accessories. This can be a good selling point, reaching and appealing to a 

broader sector of women in all walks of life. These type of scenes might show the desirability 

of wearing fashionable products, cosmetics or eyewear in the context of an overworked female 

surgeon, for instance, or a female bus driver. 

6. Endorsement advertising might be implemented on a selected scale, utilizing  

public figures such as female athletes and retired public figures. They can serve as an 

inspiration to other women as well as provide a selling point. 

7. Advertising from banking, financial, insurance, or health care companies  

often is directed predominately towards women. Advertising in these contexts could more 

directly incorporate ordinary-looking, middle-aged women and minority women, showing 

them as leaders of family decision making on the subject matter. In conclusion, I want to say 

that there is no reason why advertising can’t be successful in generating sales, while imparting 

a truer reflection of the values women esteem. 

 

Overall, however, the very existence of progressive advertisements implies a profound change in 

the way parts of Indian society have viewed women in the last few decades. Despite this shift, the 

challenge of sexism is still firmly entrenched in the majority of Indian society, leading to a message 

of both progress and massive challenge for women in India.The Indian media works in a confusing 

world where values and intentions clash with images and depictions; where the creators’ egos 

collude with what the audience wants. In this criss-cross terrain, the Indian woman still stands on 

the wrong side of the threshold of the real and genuine.  Let us hope she is empowered to cross – 

with dignity, with pride, and with self-respect. 
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