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ABSTRACT 

The purpose of this study was to explore the impacts and perception of people regarding the 

Depiction of women in male’s products commercials.Commercials are serving as a tool of 

promoting products and bridging a communication network among the consumers and sales 

product. Women are being used by the advertisers excessively, and portrayed as glamorous 

and attractive tool to catch the attention of consumers. The present study explored the impact 

of women's depiction in male’s product commercials on (product sale, women self-esteem, 

moral and cultural values). The study also examined the perception of viewers regarding 

women depiction in male’s product commercials in accordance to the rigid and conservative 

cultural context of Balochistan Province. The data was collected through In-depth interviews 

and Focused Group Discussions from the students and teachers of Universities in Pakistan. 

Results indicated that the depiction of women in male’s product commercials having negative 

impact on the society. It adversely affects our moral and cultural values. Women are being 

used as a commodity and for the enhancement of product sale. 

Keywords: Female depiction, Male Products, product commercials 

 

Received 25th Nov. 2018; Revised 16th Dec. 2018; Accepted 29th Dec. 2018; Available online 1st April 2019 



Seemab Abid et al                                                                                                                    Research Article 
 

 
665 

IJBPAS, April, 2019, 8(4) 

INTRODUCTION 

Today everyone is blossoming in the world 

which is overwhelmed by the mass media. 

Magazines, advertisement, commercials 

and other media productions and the 

products commercialisation has been found 

the most enduring market weapon, through 

which large numbers of people are 

influenced. Commercialisation had been 

working as a tool of promoting various 

products and creating awareness among the 

people. Nguyen, stated that 

commercialization on television became 

very common form of introducing new 

products the last decades of 20th century. 

For this purpose Television is the becoming  

most powerful tool used by the firms for 

advertisements of brands, as it is very 

common, cheap mean of communication 

available at every home. Commercials 

serve as a bridge between customer and the 

product industry. Juan and Xiao conducted 

a research in the context of china to explore 

the relationship between media and society 

and the findings of the study shows that 

media serves as an agent of social change 

in society, the portrayal of women in media 

had a great influence on the political and 

socioeconomic aspects in Chinese context 

(Shahwar, 2013). 

As a mean of communication, commercial 

is the most influential source to change the 

consumer’s opinion. In commercials mostly 

women are used to catch the interest of the 

viewers. It seems not good to use women 

only for the sake of increase sale of 

product. (Parul Nagi 2014). Furthermore, 

another research states that Exposing of 

women in commercials show negative 

approach for women, it affects their 

administrative position in the society. The 

way of women’s exposing in commercials 

represent public opinion about the status of 

women in society (Killbourne 1990). 

“Women are treated by the media as a 

product rather than human beings. The 

media use discrimination, objectification 

and dehumanization to women’s body. The 

result of this is a rise in low self-esteem and 

dangerous body modification procedures” 

(Taylor M. Chapman). 

“Throughout the past forty years the 

representation of sexuality in advertisement 

has grown a lot, especially for women” 

(Courtney & Edison). Moreover, research 

findings show those females have become 

the prime need for the advertiser to sell 

their products. The females have been seen 

as a sex object to appeal the consumer’s 

attention in such commercials where there 

is no need of them. (D. Shahwar, 2013). 

The women are being depicted in 

commercials for the sake of “commodity, a 

substitute of a product for which she 

advertises rather than the featured product”. 
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The indecent depiction of women is 

harming the self-esteem and morale of 

females. (Kumud, D. Tikshan, D. & Tapsi). 

Now a day’s women are seen in male 

product commercials more excessively, 

therefore the study will focus on their 

appearance in such commercials its impact 

on society as well as what are the 

perceptions of viewers regarding female 

depiction in males product commercials in 

the context of Balochistan. 

Statement of the problem: 

Ever since the trend of female depiction in 

various commercials had been increased 

women are seen in unnecessary products 

commercials which are not related to their 

needs. Nowadays women are excessively 

used as a selling tool in male’s product 

commercials. The study was undertaken to 

explore the impact of women's depiction in 

male’s product commercials. Through this 

study the researchers examined the 

perception of viewers regarding women 

depiction in male’s product commercials in 

accordance to the rigid and conservative 

cultural context of Balochistan.Moreover, 

the study was literally concerned to 

determine how people of Balochistan 

perceive such depiction of women in 

product commercials with regards to their 

cultural context. 

Research question: 

What are the impacts of women's depiction 

in male's product commercials on the 

viewers and how the viewer’s perceive 

those commercials? 

Objectives: 

1. To analyze the impacts of women's 

depiction in male’s product 

commercials.  

2. To understand the perception of 

viewers regarding women depiction 

in male’s product commercials. 

Conceptual framework 
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Theoretical framework 

The research study has incorporated the 

“social cognitive theory of mass 

communication” by “Albert Bandura” as 

this study was undertaken to analyses the 

impacts of women depiction in male’s 

product commercials as well to examined 

the perception of viewers regarding female 

depiction in commercials. 

“Social cognitive theory provides a 

magnetic conceptual framework within 

which to analyze the determinants and 

psychosocial mechanisms through which 

symbolic communication influences human 

thought, affect and action. Communications 

systems operate through two pathways”. 

(Bandura, 2001) 

Literature Reviews 

The statistics of studies on” The Effects of 

Television Commercials on Customers 

purchase Intentions” shows that firms make 

use of television advertisements the most 

for the promotion of their product. TV 

advertisement is high in percentage (50%) 

the any other media, newspaper, and 

magazines. Globally about 61% of the 

customer believes on TV advertisements. In 

commercials the theme plays a vital role, it 

not only gives a message but also provides 

knowledge and boosts the viewers to buy 

the product. Commercials act as a bridge 

between customer and the firm’s product 

(Mai Ngocs 2015). 

The finding results of Dr. Snigda sukumer 

studies on “People’s Perceptions towards 

the Portrayal of Women in Advertisement 

“shows that sexism is commonly used in 

commercial. Women are depicted as 

alluring, sex idols and dependent on men. 

The depiction of women is totally opposite 

to cultural and social values. It is unethical 

to use women’s physical beauty for the 

marketing of products". 

Enhancing glamour  

Decorative and entertaining 
element 

Product promotion 

Influential source 

Marketing 

Sex appeal 

Profit tool 

 

Public interest Social change 

Gender role 

Moral and cultural values 

Product sell 

Women self-esteem 
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Commercialization psychologically affects 

the attitude, behavior, temperaments of 

people. The portrayal of women with 

perfect slim body, hairs, fair skin creates 

frustration in common women. Such 

commercials communicate false messages 

like if women will have long shiny hairs, 

fair complexion, by the use of specific 

product either cream, shampoo, soap they 

will be successful in life, cosmetics and 

they will be able to attract the men more by 

achieving that beauty for which men are 

looking for. (Khan, 2014) 

Frequent studies have verified that in 

selling business and in their advertisement 

especially in TV product commercials the 

main themes revolve around sexuality. The 

persistent role of women as commodity has 

put negative effects on overall the society. 

Although women have got high prestige, 

veneration, importance in the society but 

still are being abused in Product 

commercials (Baker, 2005, Richard and 

Hartman 1982, Ahmet 2011). 

The portrayal of women as a sex object 

affects socially, psychologically, the 

values, thinking, actions, socialization, and 

personality development of individuals. 

Sexual depiction of in product commercials 

has always been the subject of criticism by 

parents, women welfare associations, 

religious scholars, sociologists. All are 

opposing these marketing business 

practices, as it is against the social, 

professional, religious ethics. Instead of all 

such severe condemnations, objections, 

companies are abusing women, and 

continuing to devalue her as a commodity 

for their business benefits. (A State 

Industry Report on sex on TV, (Kaplan 

1966, Ahmet 2011). 

Media’s main aim is to provide knowledge 

and entertainment to viewers. Media is 

such a tool which not only depicts the 

social realities but also modifies and molds 

it. This is very obvious that main focus of 

media is on women weather it is a drama, 

morning show, news and specially the 

advertising product commercial. The 

projection of women is opposite then in 

reality, they are used as an instrument in 

advertising to attract the audiences and 

make their product commercials more 

fascinating eye catching. For this purpose, 

women are also casted in such commercials 

where the product may or may not have the 

direct usefulness for women (Mustafa, 

2009). 

The women are used to add glamour and 

attraction in product commercials for the 

reason to grasp the audience’s attention and 

interest. Women’s physical beauty is used 

in men’s product commercials (Ali, 

Shahwar 2011). Several other researches 

also proves that females are negatively 

projected in product commercials, they 
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expose physical cuts and curves of their 

body (Dickey J.2006). Baker’s studies 

further explain that women are being 

exploited, degraded and used as a tool in 

marketing business (Baker 2005). 

Commercialization is an instrument used in 

marketing business, it is a medium of 

communication between the firm, audience 

and byer. In advertisements the depiction of 

women is of three types; first as a sexual 

object, secondly housewife, and thirdly 

empowered women and very rarely women 

are shown in this countenance. The 

advertisers use sexual themes in marketing, 

many female celebrities are observed in 

product commercials as instrument weather 

the product has no direct relation with 

women. In several men’s product 

commercials like paints, shirts, 

undergarments, body sprays, perfumes, 

shaving blades, raisers, aftershaves lotions, 

alcohols, watches, vehicles, motorbikes, 

women’s physical beauty is manipulated 

just to increase the purchase of product 

(Pural Nagi, 2014). 

Pakistani culture is different from western 

culture. The appearance of women 

celebrities in men’s product commercials is 

not according to our culture and has 

negative impact in society. These kinds of 

commercials are beyond reality and just 

focused on emotional. (Mehmood & 

Yameen). 

Another study stated that mostly the 

women are being used as a tool to get the 

attention of consumers (Bayraktar, 2011). 

The findings of a study on “Polarizing 

trends in female role portrayals in UK 

advertising” showed that the representation 

of women in advertisement enhanced their 

social and financial position. Through this 

study, the presences of women in 

advertisement were found more helpful for 

making their economic status than used 

them as an instrument (Michell, 1990).  

Another study analyzed that the women are 

portrayed in advertisement because of their 

physical attraction toward take the attention 

of public (Baker, 1977). The culture control 

and emotion were found more important 

reasons to impact the public outlook then 

the presence of physical appearance of 

women according to (Khraim, 2012). 

Moreover, a research study on “Perception 

Towards The Portrayal of Women In 

Advertisements” suggested that the women 

in advertisements are anticipated in stylish 

and fashionable characters and they are 

represented as attractive and interesting 

.Relating to the sexy pictures of female in 

advertising ,the participants decided they 

get the concentration of the public for a 

product (Sukumar, Feb 2014).Another 

study concluded that women are portrayed 

specially to expand the selling purpose and 

also for enhancing the rank of commercial. 
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The women are mostly treated as show 

piece in advertisement. 

Research Methodology 

Qualitative research approach was adopted 

for the study to have comprehensive 

understanding of the phenomenon of 

women depiction in male’s product 

commercials its impact and viewer’s 

perception regarding females’ appearance 

in such commercials was examined deeply.  

Geographical Scope of the Study 

The locale of the study was Balochistan 

Province that included male and female 

participants. The students and teachers of 

social sciences and most of the participants 

were, around 50% respondents were 

selected from the mass communication/ 

media departments as they have in-depth 

understanding about the phenomenon. 

Hence stratified sampling techniques were 

used for collecting the in-depth data on the 

subject matter.  

Sample Size and Sampling Procedure 

For the collection of primary data overall 

30 in-depth interviews conducted in both 

focused universities. Both students and 

teacher of social sciences departments. In 

each university 15 key informant 

interviews were conducted with teachers 

and 15 in-depth interviews were conducted 

with students. Further in-depth information 

on the subject matter two focused group 

discussions were conducted one in each 

university.  

For the secondary data and understanding 

on the phenomenon desk review of peer 

reviewed literature were conducted. The 

tools for data collection was developed on 

the basis and understanding of existing 

literature.       

Thematic analysis process was used to 

analyse the information gathered through 

in-depth interviews and focus group 

discussions because “Thematic Analysis is 

a type of qualitative analysis. It is used to 

analyze classifications and present themes 

(patterns) that relate to the data. It 

illustrates the data in great detail and deals 

with diverse subjects via interpretations.” 

(Alhojailan, 2012). 

RESULTS / FINDINGS 

Alluring objects 

The main purpose of the commercialization 

is to catch the people attention towards the 

product. All effort has been done so that the 

product is present so attractively that 

people are convinced to buy the product 

and for this purpose they are using many 

tactics and techniques. By this way they are   

“alluring object”. In almost every interview 

researcher get response that women are 

used only for the sake of alluring the 

product. Commercial agencies used women 

as an “attraction tool”. As one of the 

respondent give her point of view like,“ in 
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every Commercial we  are seen women 

whether it is demand of the commercial or  

not advertisers  are used women as an tool 

of attraction they do so just to attract the 

viewers, When the question was asked from 

the participants regarding the major reasons  

of females participation in every  

commercials, majority of the respondents 

are of view  “Corporate industry knows 

their audience psychology, therefore they 

are using females to viewer Sell their 

product.” 

Another respond said “Advertisement 

industries are using the “Eros and 

affection” of opposite sex for their 

consumer intends because it is natural 

phenomena that the women attract the 

opposite sex.” 

It seems from the responses of the 

respondents that all strongly believed that 

everyproduct commercials where men’s 

products are being introduced by women is 

merely meant to attract the attentions of 

male customer. Because It is obvious that 

men are attracted by the women appearance 

and advertiser try cash this psyche of 

common customer, who they attracted by 

the appearance women, celebrity in a 

product that is projecting by her bodily 

gestures. This is commercial trick that is 

unnecessarily used by the television and 

media industry to attract their clients. 

Increase product sale  

Another fact the study revealed that the 

depiction of women in male’s product 

commercials is actually to increase the 

viewer interest in product that ultimately 

increase product sell. Therefore, the 

advertisers are using females to increase 

their product sale. Near about all the 

respondents were agreed that it does affect 

the product sell. As one of the respondent 

shared that “Advertisers select those 

females who are role model of people and 

people idealize them. Especially the youth 

get inspired by their favorite celebrities and 

ready to buy those products. Another 

respondent expresses her point of view as 

Females are brought to the advertisements 

for encouraging a consumer to buy that 

particular product. Respondents further 

added that When a commercial is 

repeatedly telecast on television, 70% of 

the viewers Pay attention is towards the 

person who are depicted in that particular 

commercial a30% viewers are focus on the 

product, therefore they are unconsciously 

Influenced by that commercial and go to 

buy that product. Respondent also shared 

that in almost every commercial advertiser 

show that their product increase value of 

the person how is using this product as one 

of the respondent expresses her feeling and 

told researcher “It’s a reality that both 

opposite sex wants to impress each other, 
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the commercials showing the real thing for 

example in an ad of “gents’ perfume” 

women are seen attracted towards the male 

who used that perfume.  

Certainly, the presence of women in 

commercial Ads affects the purchase of 

certain product, that is why commercial 

industry and makers of Ads are frequently 

using women in marketing of their 

products. Presence of women in fashion, 

cosmetic, aerobics, beautification, tourism, 

domestic products and food products have 

yielded enormous results to economy and 

success of this industry. This commercial 

success and rating of viewership is 

encouraging operators of industry to bring 

more women as object of TVC projects. 

Effects women self esteem  

The way women are portrayed by the 

advertisers is affecting the real status of 

women in our society. Pakistan has rigid 

cultural values and women are having a 

confined role. The way women are depicted 

in commercials that are not the real image 

of women. In response to the question 

regarding the effects of depiction of women 

in commercials on women self-esteem, 

majority of the respondents said it 

negatively effects the women self -esteem. 

They explained reason why they think so 

respondents share with the researcher. They 

said that it is really very sad that for 

advertisers Women are treated as a product 

for them. Respondents further added that In 

advertisements female body is treated as a 

commodity and Women are seen as a “sex 

object” and it’s not the real status of 

women as a woman I do not feel good. 

another respondent said that while 

watching such representation of women 

some time make me embarrass. Even we 

cannot watch those commercials in family 

gathering. I feel weird.” 

In general, women improper depiction 

affects the self-esteem of women. In which 

women were being portrayed as object and 

mostly her physical appearance and 

gestures are focused rather than her 

personality and intellect. 

Effects moral and cultural values  

Majority of the respondents are of the 

views that depiction of women in male’s 

product commercials affecting our moral 

and cultural values. Majority of the 

respondents were of the view that it is 

adversely affects the moral and values. In 

every culture, religion and cast women are 

given respect. The ways women are 

depicted in commercials are not according 

to our cultural values. When the researcher 

asked question about their point of 

perception about the depiction of women in 

such commercials according to the cultural 

values of Baluchistan their responded that 

“In every culture more or less women are 

given respect. In the cultural context of 
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Baluchistan women is considered the sign 

of modesty and Media has changed 

everything it destroyed the respectable 

place cultural placed of women. Women 

are being portrayed as a product. It is 

cancerous for our moral and cultural 

values especially for the youth who is the 

main victim of media. It has snatched the 

real values of our society. As one of the 

respondent share with researcher during 

interview that our moral values are to give 

respect to women but media has changed 

her status. In almost every advertisement  

woman is just depicted as a  the sex idol & 

profit tool. Advertisement industry use 

women as a commodity, which is against 

our moral and cultural values. They further 

share with researcher that Women have 

been used as a tool for increasing the 

product sale. The real purpose of 

commercials is promotion of products. 

Culture and morality is not for business a 

businessman spends his money to promote 

his product not for cultural show. 

Now a day Media is a playing a key role 

educating and creating awareness among 

people and having has great influence on 

the mind of audience. It isn’t necessary to 

use women for the product sale a very well-

known brand Junaid Jamshid” is a big 

example of change there is no presence of 

women in their Advertisement only the 

colors and texture of cloths and logo of 

“J.” is seen. In a way it is according to our 

moral values.” 

Advertising industry is capital society that 

promoting materialism. They are using 

human as an object and slaves of industrial 

consumption. Women are portrayed as a 

source of money making and it is affecting 

the status of women in society and further 

provides chances to extremist segment of 

the society to criticize women.  

Social change  

Media bring about drastic change in 

attitude of the people. People are greatly 

influenced by both of whether it is print 

media or electronic media. People are 

consciously unconsciously attracted by 

pattern that is portrayed by the media. In 

same contexts nearly all the respondents 

were on the opinion that depiction of 

women in commercials brings social 

change both negative and positive. Some of 

the respondents were of the view that it is 

bringing positive change when they were 

asked how it contributes the social change 

in society, so they said; depiction of women 

in commercials brings social change both 

negative and positive. All the teenager 

respondents were of the view that they try 

to copy those models and they believe that 

there is no harm in it because 

commercialization is playing a key role in 

introducing new and convenient way of 

knowing different products. It brings 
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changes in the perception of viewers 

regarding the role of women. It depicted 

women in such glamorous role.  

On the other hand some respondents 

shared their views and share that 

Advertisement industry is dividing 

humanity and generating racism. People 

are becoming materialistic, and life is 

becoming artificial. The way women are 

being used as a product, their beauty is 

being sold out and it creating stress among 

the women. When they see glamour and 

unrealistic beauty standards they are 

affected negatively. The objectification of 

women in such commercials is changing 

women’s attitude towards their own image 

which is really harmful.” 

DISCUSSION 

The study helps us to understand the 

perception of viewers regarding these 

commercials in the context of Balochistan 

Province of Pakistan. Moreover, how these 

commercials mold the perception of 

viewers. Many people give their views 

against the depiction of women in male’s 

product commercials and said that women 

working in male’s product commercials are 

inducing vulgarity and totally against our 

moral and cultural values. 

In Social cognitive theory of mass 

communication Albert Bandura was of the 

view that the impact of mass 

communication exerts a cognitive effect on 

us. The cognitive theory explain how 

repeated exposure to the media changes 

human behavior. Moreover, this theory is 

of the view that people learn by observing 

other rather than accepting new behavior. 

People are also more likely to imitate those 

with whom they are having symbolic 

communication and this communication 

influences human thought, action. Media 

plays vital role in influencing the viewers 

or molding their perception in modern era. 

This, the media use women only for their 

negative purpose in commercials. A 

number of studies show that women are 

commonly portrayed in commercials in 

stereotypical characters. Portraying women 

in male’s product commercials 

unnecessarily influencing the viewer’s 

specially youth. Most of the participants 

believed that media does not represent the 

true image of our culture/religious values 

and hence. Furthermore, the 70 % viewers’ 

pay attention towards the women depicted 

in that particular commercials and 30% are 

interested in the product, therefore 

unknowingly viewers are influenced 

advertisement and go to buy that product. 

Responses of the respondent determine that 

all believe women are portraying in 

commercials as a profit or attraction tool 

which leads to negatively affect the self-

esteem of women in our socio-cultural 

context. 



Seemab Abid et al                                                                                                                    Research Article 
 

 
675 

IJBPAS, April, 2019, 8(4) 

Though media causes change in our society 

but portraying the women unreasonably in 

male’s product commercial, is negatively 

affects the self-esteem and dignity of 

women in our society. That is against to the 

cultural value of our society. 

The concept of depicting women in male’s 

product commercials has been determined 

by typical capitalistic move which has 

undermined our cultural and social values, 

also it has lowered the status of women in 

our society and  

CONCLUSION 

The focus of study was towards depiction 

of women in male’s product commercials 

which helps to understand the impact of 

these commercials on viewers and how 

these commercials are perceived by 

viewers. The study also concluded that 

women are being used as commodity and 

attraction tool in male’s product 

commercials. Such appearance of women 

in male’s commercial affecting our moral 

values. It is also concluded that the 

presence of women in commercials 

enhances the salability of product. 
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