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ABSTRACT

Advertisement is one of the
major media that affect our daily life
consciously and unconsciously.Media
is the buzz word in the globalized
scenario.During the Financial 2017
and 2018 Indian advertising expendi-
ture across media was Rs. 612.63 and
Rs. 693.47 billion of which T. V.
accounted for Rs.279.61 and
Rs.315.96 billion and print medium
accounted for Rs. 177.79 and
Rs.184.47 bn.
respectively.Representation of women
in advertisements has been experienc-
ing a shift from the housewife centric
advertisements to the career women
advertisements.Irrespective of the rel-
evance to the product image women
are found on the
advertisementsAdvertisers feel that
presence of women figure in the
advertisement will boost its sales as it
attracts attention of the prospective
customers. It has been observed that
advertisements where women were
treated merely as an object to sell

need to be abandoned and women
need to come up openly and boldly
against their degrading presentation.
Advertisements in India are not ful-
filling their duty towards the society.
It is high time advertisements where
women are treated merely as an
object to sell need to be abandoned
and women need to come up openly
and boldly against degrading presen-
tation. The present day Women
Organizations have rightly taken up
such advertisements in right prospec-
tively and vehemently coming out and
bringing pressure on the government
and the society to ban such advertise-
ments to project better image of the
Indian women. Every responsible
individual should condemn the prod-
uct, where women are sexually fea-
tured.

Keywords: Print advertisements, por-
traying of women, Press Council of
India Code, THE INDECENT REP-
RESENTATION OF WOMEN
(PROHIBITION) ACT, 1986
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Introduction:

Advertisement is one of the
major media that affect our daily life
consciously and unconsciously.Media
is the buzz word in the globalized
scenario. Advertisements with
detailed product information greatly
help the consumer to make a buying
decision. The Advertising Standards
Council’s code for Self-regulation
defines an advertisement as a paid-for
communication, addressed to the
Public or a section of it, the purpose
of which is to influence the opinions
or behavior of those to whom it is
addressed. Any communication which
in the normal course would be recog-
nized as an advertisement by the gen-
eral public would be included in the
definition even if it is carried free-of-
charge for any reason. Use of women
to promote a concept or product is
going on increasing. Women in many
cultures make the majority of con-
sumption decisions: hence they are
important target of these advertisers.

Over the years the expenditure on
account of advertising in various
medium has been rapidly increasing.
During the Financial 2017 and 2018
Indian advertising expenditure across
media was Rs. 612.63 and Rs. 693.47
billion of which T. V. accounted for
Rs.279.61 and Rs.315.96 billion and
print medium accounted for Rs.
177.79 and Rs.184.47 bn. respective-
ly. One of the reasons for increase in
the advertising expenditure is the cur-

rent fierce competition in almost
every sector of economy, which is the
effect of adaption of globalization and
entry of multinational companies on
the Indian marketing horizon. The
role played by the advertising in com-
munication is significant.
Advertisements depict different ideas,
attitudes and values which shape our
social life and consumption pattern.
The last few decades witnessed that
there has been a great socio-cultural
change in the society particularly in
the context of role and position of
women in the society. Representation
of women in advertisements has been
experiencing a shift from the house-
wife centric advertisements to the
career women advertisements.

Irrespective of the relevance to
the product image women are found
on the advertisements. The marketers
in achieving their sales targets use the
advertising media and portray women
in such a way that they have to com-
prise women dignity. Unethical and
unrealistic projection of women in
advertisements is still on. Women
models are portrayed even to sell a
male product, as advertisers believe
by portraying beautiful women they
will be able to make more sales. In
reality many changes have taken
place in the status of women.There is
the difference in the portrayal of
women in Asian countries as com-
pared to that in the US and other
western countries. Advertisements in
India are not fulfilling their duty
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towards the society. Values, Integrity
and Ethics play a very vital role in a
man’s life and the advertisements also
depict these values and ethics.

Advertisers feel that presence
of women figure in the advertisement
will boost its sales as it attracts atten-
tion of the prospective customers.
According to Chatterji, (2006) sex is
an emotion that has been successfully
employed by advertisers in promoting
jeans, perfumes, alcohol, watches,
personal products and cars. Of late,
the role of the women in advertise-
ments is becoming indispensible.
According to Sukumar (2014) the
general perception of the audience;
she does not try to explore the percep-
tion difference among the audience.
Women images are used in the adver-
tising as a commodity and as a sex
object have been portrayed in audio-
visual media.Nagi (2014) has
observed that advertisements where
women were treated merely as an
object to sell need to be abandoned
and women need to come up openly
and boldly against their degrading
presentation. J. P. Bharathi has
observed that atrocities on women are
mainly due to the distortedlife styles
adopted, inferiority complex, low
self-esteem and disgusting approach
towards life.

The Indian media is depicting
women as scrupulous, religiously
intolerant, craving only for their own
family, politically native, socially

inevitable and culturally ultra-modern.
Particularly in certain types of prod-
ucts say cosmetics, soaps, face pow-
ders, hair removers etc. the way
women pictures are presented is cer-
tainly deplorable. Many a time adver-
tisements of inner wears, posters of
Indian movies are depicted in such a
way that it arouses the sexual feel-
ings. Such advertisements are not in
good taste does not present a moral
role model and create bad impression
on the minds of adolescents.

The Legal framework

THE INDECENT REPRESENTA-
TION OF WOMEN (PROHIBI-
TION) ACT, 1986 (NO. 60 OF
1986)

An Act to prohibit indecent
representation of women through
advertisements or in publications,
writings, paintings, figures or in any
other manner and for matters connect-
ed therewith or incidental thereto.

Prohibition of advertise-
ments containing indecent represen-
tation of Women: No person shall
publish, or cause to be published, or
arrange or take part in the publication
or exhibition of, any advertisement
which contains indecent representa-
tion of women in any form.

The Indecent Representation
of Women (Prohibition) Act, 1986,
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also punishes the indecent representa-
tion of Women, which means “the
depiction in any manner of the figure
of a woman; her form or body or any
part thereof in such way as to have
the effect of being indecent, or
derogatory to, or denigrating women,
or is likely to deprave, corrupt or
injure the public morality or morals. It
states that no person shall publish or
cause to publish or cause to be pub-
lished or arrange to take part in the
publication or exhibition of any
advertisement which contains inde-
cent representation of women in any
form.

S.2(d) of the Protection of Human
Rights Act, 1993, provides definition
of human rights as the rights relating
to life, liberty, equality and dignity of
an individual guaranteed in the
Constitution or embodied in the inter-
national Covenants and enforceable
by Courts of India. Therefore, the
national Human Rights Commission
and the State Human Rights
Commission can take cognizance of
the violations of dignity of women
even in the advertisements.

The Press Council of India has
established a code and has preserved
the freedom of the press and of main-
taining and improving the standards
of newspapers and news agencies in
the country. The Code states that
“newspapers should not publish an
advertisement containing anything
which is unlawful or illegal, or is con-

trary to good taste or to journalistic
ethics or proprieties” in the section
elaborately dealing with advertise-
ments, which by the inclusion of the
term, “good taste” is to be noted. An
editor shall be responsible for all mat-
ters, including advertisements pub-
lished in the newspaper.

The remedial measure would
include that women should be
empowered by enhancing their skills,
knowledge and access to information
technology. This will strengthen their
ability to combat negative portrayals
of women internationally and to chal-
lenge instances of abuse of the power
of an increasingly important industry.
ome recent studies of news stories
show that sex and sensation is the
primary
motivation behind the reportage
Some recent studies of news sto-
ries show that sex and sensation is
the primary
motivation behind the reportage.

Conclusion:

Advertisements in India are
not fulfilling their duty towards the
society. The projection of women in
Indian advertisements can be done for
highlighting the real issues of women
lives, for their upliftment, for the
awareness among people about the
rights of woman, for the empower-
ment of women etc. is being left out.
It is high time advertisements where
women are treated merely as an
object to sell need to be abandoned
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and women need to come up openly
and boldly against degrading presen-
tation. The present day Women
Organizations have rightly taken up
such advertisements in right prospec-
tively and vehementlycoming outand
bringing pressure on the government
and the society to ban such advertise-
ments to project better image of the
Indian women. Every responsible
individual should condemn the prod-
uct, where women are sexually fea-
tured.
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