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ABSTRACT

The portrayal of women in advertisernents has been an important fopic of research ccross the world in
light of the objectification of sex. In the Indian context, advertising of women's lingerie has come a long
way from being non-existent up fo the late eighties to being all over the media in the present day and time.
Like elsewhere, the posi-liberalisation era saw a gradual rise in this sector foo, as symbolised by the now
iconic Liril soap advertisement of the bikini-clad girl in the waterfall on the theme of refreshing take on life.
This change truly reflects the paradigm shift in Indian society's acceptance of the basic needs and rights of
a woman fo exercise her choice with dignity. This transformation has also reshoped the interoction
between consumers and brands and enabled the depiction of different themes in lingerie advertising. The
phenomenon of the depiction of o woman as a symbol of strength in print and online single-frame
advertisements of inner sporswear for women, which is the main focus of this study, is one of the most
remarkoble examples of high-level awareness of the consumers about adopting o healthy lifestyle. Earlier
studies have focused on analysing the image of women as o commadity, or an object of desire as
projected in all types of advertisements (Tanuja Singh & Densie Schoenbachler, 2008). However,
sportswear lingerie advertisements in India are not much explored in terms of research and this analysis
shows that a distinct image of a stronger and confident woman is being projected (Femvertising as
popularised by She Knows Magazine, 2014) while marketing inner sportswear as against a delicate and
sensual image in traditional lingerie ads. Besides, another significant finding of this study shaws that
society has accepted and acknowledged the portrayal of o woman in herinnerwear in popular media.

Keywords: Lingerie Ads, Sensuality, Urban Woman, Visual Communication, Women Sports Innerwear
Ads, Consumer Perception, Objectification

1. Introduction

Well-endowed ond aften photoshopped imaoges of female
bodies help sell olmost everything under the sun (Field et
ol., 2005). The medio is occuzed of propogoting the
objectification of women lor its gaoins (Fredricks on &
Roberts, 1997), Young women are depicted as being
occepted by society only i they meet ceroin beauty
stondards set by the consumerist culture (Susan Runkle,
2003), However, there is another side of the stery. Some
brands ore actively promotfing o self-assuring and
confident image of women that seeks to break oway from
the sterectype.

Such a discourse highlights medio's perception of woman
s an ohject of desire-based anly on the skin calour on one
hend and contrasts it with a vehicla of changing attiludes
challanging the sterectypes expressed through different

constructs of class, beouty, sexuality, vulnerobility amang
others, on tha other The lotter baldly announces the
preferenca of Indian women to belong 1o o globally
wnitorm culture of visual recall | Parmal Chirmuley, 201 5},

Because of first the liberalization and second, the digital
revalution, explosion of sexual images in the media have
begun to serve as symbals of all that was opposed to in
India and the tocws now ssems o be on the individuol and
indwiduo| pleasure as inherently liberoting

Advertisernant is a moarkeling weapon thal helps o brand le
stay in the minds of people through the techniques of
ossociotion ond attroct mere customers [Gholfor et al,,
2013).Thiz study hence looks ot diflerent oszociofions
through elements of visugl communication such os
gestures, mofifs, symbols, images and placement that
convey meaning, This is the semictic analysis approach

*Azsistont Profastos, Deporimant of Journaolism & Moss Communicalion, Vishwokgrmo Universiky, Pune

"Pragyaan: Journal of Mass Communication" Valume 19, Issue 1, June 2021 1



Consumars Parcepiicn of Visuol Communicotion in Lingens Advertizsamants: A Qualitolive Approach

wherein the object of investigation is the language of the
message itself {Borthes, 1944; Durond, 1964 or the
graphic image ol the message (Eco, 1979; Mick, 1984;
Scoft, 1994),

Forinstance, there exists 0 spectrum of skin colour in this
country and yet almost oll Indion octresses ond modsls are
(portroyed)] overwhelmingly foir-skinned (Porameswaran &
Cardoza, 200%). This elemant has alse been observed in
the responses recordad in this study.,

The Indacant Representation of Women (Prohibition) Act,
1988, seeks to prohibit indecent portroyal of women
through advertisements, in  publications, wntings,
paintings, figures, or in any other manner, The Act defines
indecent representalian of women" as "the depiclion in
any manner of the figure of a woman; her farm or body, or
any part thereaf in such way os to have the efect of being
indecent, or derogatory to, or denigrofing women, or is
likely to deprove, corrupt or injure the public morality or
morals,' However, such o publicotion sholl not be
prohibited if it is proved to be justified os being for the
public gaod on the ground that it is in the interest of
science, lterature, art, learning ar other ohjects of general
Concarn.

With the rise of tabloid jgurmalism, unabashed exposure of
women in Indion medio today is not considerad os being
tabao in Indian society, and in this sense, most of the
surveyed lingerie adverlisaments linger on the fhin line
belwaen aesthalics and itillatian,

2. Review of Literature

Gender portrayals in media continue o be the subject of
ever-incrensing scholarly research across the world. Mare
than anything else, a portrayal of women in advertising is
being constantly deboted and discussed in acodemic
circles,

Arz et al. {1999} in his A study on "Gender |ssues in
Advertising Languoge', highlight the following brood
patterns of porfrayal:

1. Yeuthfulness and physical ottractiveness are matters of
immediote concern fo wamen than their male counter
parts.

2. Wormnen are often depicted os praduct users and not
porirayed os autharity figures.

3. More frequently women are shown os subardinate fo
men, as decorative abjects, ar as alluring sex objects.
Higgs and Milnar [2004), in a content analysis on the
porrayal of women in Auvstralion odvertising,
suggested stereotypical portrayals of women.

Corpenter & Edison  [2005) in their comprahensive work
on the porrayal of women in magazine adverfising over
the lost forty years expressed that the incidence of sexuality
in adverlising has been increasing over the years and
women continue to be more sexually porrayed in a
mogozing adverisemeant,

Bermosk (2013), in her aricle 'Representation of Women
in Advertisaments' ohserves - commaon traits in most
adverisements having o woman in them are thal he
waman is often the cenler ol attention, wha is viewed as a
sex object, childlike and needy, wears something very
revealing ond speaks in a low and seductive tone. The
comera lens appropriotes the view of the male eve, locking
the woman up and down. Taking core of the kids ond
enjoying household chares are projecied as a woman's
favourite pastime. Other cues point to her being
unintalligant, irational, or demanding. In exchonge foran
insignificant materialistic gratification, she is more than
happy to offer sex in the od 0s o reward il she gets what she
wants.

2.1. Sterectypas in influencing consumer perception

kim Sheehon (2004) demonstrated how sterectypes in
advertising aid in changing consumer behaviour which
can be observed in her book fitled 'Controversies in
Cantemporary Adverfising' by Soge Publicotions, The three
possibilities suggested here in terms of the quantitative and
qualitative aspects of stereatypes in the odverlising context
and the roles of stereotypes in society con thus be
evaluated as Tollows:

1. The range of stersotypes presenied in advertising
messages: implying that advertising presenis o variety
of imoges of a single group of consumers, which is
perceived as dll the individuals in that group dre alike
bt cartainly not one-dimensional.

2. The valence of sterectypes presented for a specific
gravg refers to the emotional significance of o
particular porfrayal, In this case, the consumers con
relate to the positive slereatyped attribule and can see
themselves emulating it {Larner, 2001).

3. The frequancy af the portrayals of each sterectype
indicotes the consistent single-faceted representation
of 0 group throughout moss media which con offed
how we percaive all members of the group.

Thus, the real power of sterectypes s their ability to alter
the behovior of the persen halding the sterectyps.

2.2. Gendered Sierectypes, Appearances and Roles
Jennifer L, Poft & Hilda Buckley Lokner, [200%) have used

content analysis fo defermine the role of female gender in
mogazine odverlisements during 1250-19%4  which
indicates thot wamen ware mast olten depicted both in
feminine roles and dress. Over time, though the aftire
become somewhat more masculine, yet rales remained
consistently feminine. Findings further suggesied thot
advertisers in Good Housekeeping ond Vogue did not
depict o realistic image of the woman. Mo direct
relafionship between the gender orienlalion of the
wamen's rales and the dress wos evident. Also, gendered
roles of achvily were consistent with tradifional gender
stersotypes of oppeoronce within mogozine
advertisements across time. This finding is read o5 o
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possible reflection of social changes typical of the
postmodern era, The research poper makes a case for the
nead to reconsider the relationship between oppearance
ond gender roles in o postmodern cantext,

2.3. How women perceive objectification

Fredrickson & Robers (1997) in their 'A study bosed on
Obijactification Theary' used the sociocultural model of
women's sexual sotisfoction, The paper meosured and
correleted media internalization, body surveillance, body
shome, sexunl| self-esteem, and sexuol sofisfoction of
argund a hundred ond one cellege women attending
university in the LIK.

As expected, the results of o path analysis indicated the
following chain reaction:

When appearonce ideals originating from media sources
were internolised, it led to more bedy surveillance, cousing
higher body shame and lower sexual self-esteam, resulting
in less sexual satisfaction (indicating marginal significance
for sexual sel-estesm).

Rochal M. Cologeroa & | Kevin Thompson [200%) hove
shown sexual sotisfoction was directly determined by body
surveillonce and body shome. These results further point to
lha sociocultural proctices inal objeclify women while
disrupling women's experiences of sexual satisfoction,

All these studies point to the foct that objectification of
women is now a por of the capitalist culture thal will only
manifes: in the coming fimes. If is now o documented
conclusion that women ore porfroved in 'decorative and
'starectypical roles, However, this study locks at how the
consumers of lingerie ads percaive visual cuss embedded
inlingerie and inner sportswear adverisements,

3. Research Questions

1. What are the visual cues thal make respondents
perceiva the ads os ohjectifying @ woman?

2. What visually appeols to the respondents about the
selectad lingerie and inner sportsweaar ads?

3. What different parameters can the respondents relate
lo while dilferenticting betwean lingerie and sports
innerweor ods?

4. What ara the different themes pointed out by the
respondents perlaining 1o the selected lingerie and
inner sportswear ads?

4. Objectives of the Study

This study aims to understand consumers perception of the
visual cues in lingerie and sports innerwear print and
digital advertisemants.

The objectives of this resaarch study are:

# To understand consumers' perception of
objectificotion of women inlingerie ads

o Toonalyse the visuol appeal althe lingerie ods for their
CONSUIMEers
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o To study different parometers that consumers can
relate to for differentioting lingerie ond sports
innerwear ods

o To understand consumars' preference for different
themes in lingerie and sports innerwear
advertisements

5. Theoretical Framework

The social construction of reality was co-outhored by Pater
Barger and Thomas Luckmann in 1944, In this book, (hey
explain how cullures use signs and symbals lo construct
and maintain a uniform reality, According fo Jomes Carey,
communication ls o symbolic process in which reclity is
produced, maointoined, repoired and transformed. The
theory stotes thot people who share a culiure, also share
an ongoing corespondence of meaning. Over time,
peaple come la occepl signs (objeclive meanings) and
symbols (subjective meanings). Thus, they form what we
call Typification Schemes, Thase schemes are o collection
af meanings fhat hove been assigned 1o some situations
and phenomena.

These schemes form o naotural bockdrop of people's
interpretations and behoviours in the major routines of
everydoy life, The porirayal of women in lingerie ods is
reflective of typification schemes-where cerain gestures,
expressions and motifs have come to form a natural
backdrop lor interpreting the messages.

'"edio stersotyping olso helps build o convincing
theoretical explanation in this contest. The theory of
stersotyping has ils rools in Gramsci's concept of cultural
hegemany, where dominant ideclogies fend to become
daminont social discourses ond find spoce and
acceptonce ocross various domains including the madia.
Represeniotion of women is one such dominont ideclogy
thot is used and re-constructed by the media, Advertising
images reinforce the stereotypical feminine offitudes- a
dimensicn of hegemonicidaalogical discourse.

6. Research Methodology

The research design employed by the resecrcher is
explorotory ond vses both gualitotive and guantitofive
research technigues of contant analysis to study different
aspects of visual communication in Lingerie
Adverfisements. Based on the objectives of the study, it
procesds by analysing patterns of perceptians about the
ohijectification of women, visual appeals and themes of the
advertisements and the difference betwsen lingerie and
sports innerwear among the target audience. Primary dota
wors collected using the instrument of the survey os o tool to
analyse dilerent percaplions of the selacted respondents,
The responses were coded o determine different themes
for turther analysis. Secondary dota in the form of selected
lingerie and spors innerwear advertizements of five
pooulor bronds were sourced from print ond online,
Single-frome advertisements were used for interpretation
by the researcher.
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7. Data Collection and interpretation

The semi-structured gqueshonnaire was self-administerad.
It comprised close-ended ond open-ended guestions. The
close-ended guestions concemed the demographic dota.
The open-ended guesfions asked for the respondents'
opinions about different aspects of visval communication,

Dota collection was exclusively carried out by female
colleagues ond female studentz keeping in mind the
sensitivity of the subject ond confidenfiality of the
respandents.

The final sample size of 90 undergroduate and
postgraduate female studants was chosen using purposive
sampling. This helped to understand the rasearch problem
from the viewpoint of the research participants. The
respondents are from colleges and private universities in
Pune and Mumbai cities haoving English os their medivm of
instruction. It is important to note that the respondents are
the target consumers of the brand whose advertisaments
feature in this study.

This research shudy anolyses the visuol content of print and
digital advertisements by popular lingerie and sporis
innerwear brands in India published onwords December
20018, The study analyses selecl advertisements
representative of their campaigns by the sporls female
innerwear brand such os Jockey and Loveahls Sport and
popular lingerie bronds such os Wacool, Amaonte ond
Prithwi. As o part of the self-adminisferad quesfionnaire, all
of the participonts were shown the images of the selecied
advertizements from sports female innerwear brands such
as Jockey and Loveable Spert and by popular lingerie
brands such as Waceal, Amonte and Prithyi,

8. Limitations and Scope

The findings of the study need 1o be examined in light of the
foct thot the study hod o small sample size consisting of
anly English-specking, university-educated projecled as
representative of the urban middle-class population of
Pure and Mumbai region. Future researches should focus
on investigating the long-term effect of media images on
different population samples such as adolescent and adult
women from both wrban and rural seftings ond in
vemaocular longuoges also. The researcher believes the
findings of this bosic study could be o pracurser for an in-
depthapprooch to marketing strategias,

8.1 Visual Communication Analysis

The sccicl semiotic onalysis approach based on these
elements{codes, themes, categories) focuses an symbaols
thot were used to recognise forms. These are identified as
anything that conveys meaning, e.q., words, gestures,
imagas, and dance. Semiotic studies oddress the issues of
encading, and more generally of the code used. The
objact of investigotion is the messoge iselt containing
different signs ond symbols that con be interpreted
according fo opre-estoblished intenfion, without reference

to the consumer and the influence on the consumer
behaviour. This epproach is useful aspacially in the context
of advertising creation. |n this study, the researcher locks of
the selected aodvertisements where information is
represented grophically ond os imaoges.

8.2. Questionnaire

Alter validation fram the subject expert, o semi-structured
questionnaire wos designed using the following:

1. Arethese ads embarrassing o look at?

2. Which of these ods do you find dercgotory, offensive,
insulting or demeaning to o woman and why?

Should lingerie ads be banned in India and why?

Which of these ods objectifies a woeman and how?

5. Elabarately exploin what appeals to yau mast abaut
eoch of thase ads and why?

6. Comment in detail what all differences do you observe
ineach of these ads?

7. Could you comment ot length upon the differant
maoads presented in each of these ads?

8. Whatrole dothe backgrounds play in all of these ads?

2. Howis the model projected differently in each of these
adst

10. Do you think the odvertizements faatured here project
amaore positive confidantimoge of o woman?

8.3 Content Analysis

The respondents commentory wos onolysed  wsing
manifest ond latent content anaolysis  (Green  ond
Tharagood 2004} using simple frequency counts for fhe
codes that emerged from the data. 'Summative content
analysis' was used for counting and comparing keywords
ar conteni, fallowed by interpreting the underlying contest
[Hsieh and Shannen 2005), This was not limited to
frequency counts of words but included lotent confent
analysis (Hsieh and Shannon 2005).

The qualitative respanses recaived from the questionnaires
werg  transcribed  into Microsofl word fobles; the
researchers analysed the dato ond checked itforemerging
themes. Text analysis was carried out af three stoges:
Forming condensed meoning units, coding text, then
larmulating  sub-calegaries and cotegories, which
eventually were organised into themes [Tables 1 and 2).
This was achieved by cutting ond paosting the text in the
Word document, Categeries wers formulated portly from
frequency counts of codes derived from subjective
opinions,

Imoge Manifest & Lotent Analysis (Table 1 & 2)

The advartising |:rr|+;||p$is - The Foi[aw]ng table lists insights
alter analysing responses to guestions from the somple
chosen for orint and digitol odvertiserments of five well-
known lingerie ond sporsweor brands marketed in India.
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Brand Advertising Imoge Respondents' Comments

The fair-skinned model is
positioned to reveal the bady
curves with o tilt of heod ond
wearing o seductive eWpression
using the product placed against
an affluent backdrop. I gives a
sensual connotation fo the whole
concept of decorotive lingerie
aimed at niche Target Group.

Wacool

Prithvi The fair-skinned model with @
sharp jow line is lounting her trim
body curves ond is positioned
against o bright stoged backdrop.
As o result the od doesn't evoke
lascinafion ond looks tacky for its

colour schema.

The fair-skinned model uses a fear
appeol oz o woy of o testimonial. 1
reveals the otfitude of todoys
fisrcely independent working
woman, Sensuality, in the litergl
sense, is replaced by focus and
confidence. A cerfain oura is seen
around the model suggesting
wisdam,

Amanta

lockey Women models wear sports
innerwear sans any fitillation
during o recreational octivitg. Ease
of bady movernent and comfort
are the focus of the ad and convey

strength and agiliy.

leckey A young waman model Haunts her
toned body in a cosual non-
seductive way; she is not coy and
lcoks unopologetic while
rodioting confidence and o
certoin offifude in o recreational

maod.

Lovakle %‘;ﬂ;ﬁ CgtChEng air Women medels sporf sporfs

innerwear sans any fitillation. Eose
of body movement and comfort
are fhe focus of the ad and convey
Hexibility ond agility in a
racraalional aclivily,

SLTIE S BTl

&
&5

"Pragyaan: Journal of Mass Communication" Valume 19, Issue 1, June 2021 5



Consumars Parcepiicn of Visuol Communicotion in Lingens Advertizsamants: A Qualitolive Approach

Fine-tuning the monifest responses, further analysis was carried out os follows using the inductive approach to coding,

The ohjective was to identify hemogenous groups using the data chitained from Table 1:

Latent Analysis Table 2

Typification | Meaning Units Codes Sub- Categories Emergent Themes
Schemes Categories
Profiles of the | Only fair  -skinned | Fair-Skinned Fair Models | Socially Accepted | Perceived Beauty
models models factured with shorp Standards of
teatures Beauty
Seducrive Expressions are Bold Eye contact | Power to affract Feminine
Facial invifing and EXpression looks people Strength
Exprassions naughty assuring
Body Contours | Well-toned figures | Sensual Aftractive Physically in good | Aspirofional
(Curves) look attractive Posture Body Type shope Image
Calour Rich colours vs i) Novel Setting | i) Classy Elite backgrounds Closs
Combination | Tacky colours ii} Arificial background | vs Representative
Setting ii] Realistic Sub-standard
bockgrounds
Recreation Wark-out and Confidence Physically Go-getter Quick & Agile
facus strong
Mind Speck as | Urban Educated Strang Determined Aftitude
a Testimonial Persanality Face Independent Forming
Decorafive Girl Next-door Playful Flaunting Careless Fun Loving
Youthfulness
Compilation:

Using the themes that emerged during content analysis, consumers' perception of the advedised brands was tabulated as
o simple percentage ot the total responses tor that thema,

Coding Schema for Summative Content Analysis [Table 3) (Figures in simple percentages)

Brand Perceived = Feminine | Aspirational Class Function Attitude
Beauty Strength Image Representative R/ D/ W
Wacoal 70 70 65 54 70D 60
Prithvi 50 60 45 68 80D 55
Amante 70 70 70 60 B5W 75
lockey(3l) 50 65 60 50 70R 75
Jockey 50 o/ 50 68 70R 65
Lovable 50 67 55 60 75R 40

Legends: Sl-Spors Innerwear, R-Recreation, D-Decoration, W-Working
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9. Results and Discussion

From the content onalysis, o lot of interesting findings were
revealed. Some of them were unexpected in terms of
percentoges, but alse in terms of intensite. Specifically:

Of the total responses, 78% of the respondents
commented thaot the feotured adverisements did not
objectify womean. Owerall, 15% soid thot objectification of
women was subile and 7% soid that they were not sure.

The different visual cues that appeacled fo the respondents
are: i} the features of the models, i) colour combination,
iii) femining strength, iv) aspirational image,
v) rapraseniation of econamic class, vi) flunclion and mood
ol thie od, and vii] the attitude depicted by the models.

Bold colours such as black, purple and blue were related
to strong sensualily by 60% of the respondents while pink
and light green were perceived as ploylul and sombre
respectively by 0% of the respondents.

Owverall, o total of BO% of the respondents have autlined
the mood as either recreational or decorative or working.
The background wos percefved os an indicotion of an
economic class. Respondents are skeptical on the
effectivenass of using dork-skinned models. They ars
concerned oboul the distorion of the messoge in the
oudio-visuao! formot. Reservalions are also expressed
aboul the lock of lext (copy) in some af the ads. The
longuoge of brands like Prithvi oppears as one more issue
that demands aftention.

Owerall, a tolal of 70% of the respondents opined thal
sports innerweor ads projected the agility and Hexibility of
the womon and the lingerie ads evoked the beouty aspect
and innerstrength of the woman.

10.Findings of the Study

= Lingerie Adverisements rely on creating a social reality
using typificotion schemes of beauty. However, these
do not confribute towords the objsctification of
WOmen

= Visual appeals include focial expressions, bedy
contaurs and  colour combinations used in the
communication, These foctors aid in forming brand
ossociotions, Regulor lingerie ods rely on using only
fair skin models highlighting body contours.

+ Spords lingerie ods project o strang and confident
image of women as compored with nonsspors
innerwear that loy stress on fhe beauty oppeal aspect.
In this sense, the paromelers of recreation, decorative
and wark-related attributes hove been identified.

*  Almast all the lingerie ods evake o strong and positive
image of women. Some ads (Amante] olso show
women in the posifion of authority. The analysiz hos
brought te the fore thames such as beauty, strength,
ospiration and belongingness to o closs os indicators
far further shudy,
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11. Conclusion

The zix key faciors that offect lingerie and sports innerwear
braonding identified in this poper ottempt to
comprehensively coverall the elements of consumer
perception that could contribute to the brand identity and
persenality of the praduct,

This study hos veed o thematic content analysis approach
relevant to various previous studies ond ottermpled to fit the
observations inte o conceptual framework that con be
uwsed o5 o benchmark when conducting o study of
bronding for lingerie ond sports innerwear,

More than 70% parcant of respondents have indicotad thel
none of the odverfisamants objectify women in the
conventional sense, An impartant pointto be noted is thot
all the featured adverfisements hove relied upan using only
fair-skinned models, who are projected as represeniafive
of fneir target audience and the bockgrounds evoke an
econcmically well-off segment of sodiety leading o
successful and contented lfe. Other demogrophic
segrments remain untapped os o resull,

This study also reaffirms the overarching differences in
advarfising between lingerie and sports innerwear for
women, Lingere ads tend to focus an the maoltos of
‘sensuality’ whereas sports innerwear ads talk more about
'power and strenglh’.

Advertising is o powertul promaotional tool o reach the
masses o5 well os disseminote different values to them
{Zinkhan, 19%4), Volues are accepted beliefs thot should
be ideolly upheld in o society or community and they
eventually shope attitudes, Thus, ads depicting a confident
waman help in propagating and shaping strong offifudes
aboul personal weall-baing in wamen regarding sports
innarwear in parficular and lingeria in general,
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