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Abstract 
 

Advertisements are a great tool to entice consumers into buying a product. With the outset of mass production and 
consumerism, advertisements took their toll. They attract customers in numerous ways and apply different methods 
to motivate the customers to buy a particular product. Advertisements significantly influence society, and they set 
trends among buyers. Cosmetic and beauty products have massive sales in India. Nevertheless, at the same time, 
these products and their ads have been subjected to criticism as well. For example, fairness creams are a familiar 
product at every general store across the country. These fairness creams set a common notion of fairness as a beauty 
standard. This paper identifies sign systems advertisers employ to commodify the female body and set beauty 
standards for women in society. Further, the study ascertains the kind of gender roles defined through these 
advertisements.  

 

Key Words: Advertisements, Commodification, Fairness Creams, Feminine Beauty, Gender Roles, 

Semiotics. 

 

Introduction 

Advertisements play a pivotal role in shaping social ideology, values and belief systems. According to 

Barthes, in a capitalist society, myths promote the interest of dominant classes, which manufactures 

meaning, making it appear universal and natural. There is no doubt that ads serve the agenda of a dominant 

class by shaping a narrative that helps in selling the product. The promotion of ads uses multiple tactics in 

convincing people to understand the importance of a particular product in their lives. 

Gender advertisement is the depiction of traditional gender roles and displays in advertisements. 

Advertisers frequently employ gender displays to establish one gender's role in relation to the other, and 

some experts say that advertisers are obsessed with gender. Because people define themselves by their 
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gender, advertisers focus on gender connections. Researchers ranging from psychologists to marketing 

experts have looked at the influence of advertisement on body image. We now understand that the media 

and body image are inextricably linked. Advertising's portrayal of body image, in particular, impacts our 

body image. Of course, many other factors influence our body image, including upbringing, education, and 

intimate bonds. It is posited that the images are teaching viewers a wide variety of social cues and that even 

the most subtle ones impact them. Furthermore, gender interactions are claimed to be learned through 

marketing. Femininity and masculinity are two of these taught gender roles. In ads, men and women are 

depicted according to the preconceived definitions of femininity and masculinity. Being a woman means 

being feminine while being a man means being macho 

Gender portrayal can also be defined as gender behaviour rituals utilised to help interpret social reality. 

This is mostly what advertising takes from, and according to Goffman, this is why the general people readily 

accept ads. Goffman also claims that codes can be utilised to determine gender. The impression of men and 

women in advertising reflect these gender rules. The feminine touch, the reutilization of subordination, 

licenced withdrawal, and body display are the four categories under which we may perceive these gender 

codes. 

In advertising, men are often portrayed with poses of strength, seriousness, alertness, braveness, 

adventurousness. They are depicted as very logical in their thought process, actively taking part in the 

decision-making process. Effectively advertisements through these poses represent the manly traits. 

Representation of women in advertisement is one of the most significant and long impacting aspect which 

needs to be analysed. There have been long debates on gender roles and stereotypes which have been 

presented in advertisements. For example, fairness creams are sold with the narrative that fairness of a 

women is the only way to succeed in life, good match for a bride has a fairness criterion etc. Feminist 

movements over the years have been trying to debunk such myths. Notwithstanding, women have been 

‘commodified’ in advertisements. 

In advertising, men are often portrayed with poses of strength, seriousness, alertness, braveness, 

adventurousness. They are depicted as very logical in their thought process, actively taking part in the 

decision-making process. Effectively advertisements through these poses represent the manly traits. Ads 

also depict cultures which include our day to day lives, believes, ideologies etc. But the question arises that 

to what extent it depicts the real elements of culture in our society. Indian society is largely diverse, it all 

changes from place to place. But looking at the ad trends it can be said that the cultural representation lies 

far from reality.  

In people's lives, "reality" is fundamental. It serves as the foundation for perception and cognition. It is the 

foundation for human-nature relationships, people-society relationships, and person-to-person 

relationships. It is the first step in the development of any theory. People have never stopped pondering and 

debating the subject of reality, which has evolved into a metaphysical complex throughout history. 

Baudrillard developed the concept of "hyper-reality" as a "perfect crime" in his philosophical reflections 

on modern technology and metaphysics. 

Advertisements produce multiple meanings where it becomes tough to understand how much reality is 

possessed in the production of such content. The way each element in an ad is projected seems not very 

likely to represent that actual reality of our society. This leads to the perseverance of a cultural hegemony.  

Literature Review 

Holt (2017) describes semiotics as suppression of communication to generate meaning, then for 

communication to transpire the message should be encoded using signs. Semiotics is the very finest theory 

of analysing artificial and therefore plays a substantial role in interpreting designed phenomena.  
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In his book ‘Simulation and Simulacra’, Jean Baudrillard (1981) discusses about truth and the 

representation of truth. He cites example of Disney land and explains how the imaginary of it is neither true 

nor false. For simulation he says that it is an imitation of reality but not far from the original work, but for 

simulacra the existence of the real is extinct and what is shown seems real. Baudrillard says, “Simulation 

is no longer that of a territory, a referential being, or a substance. It is the generation by models of a real 

without origin or reality: a hyperreal.” The very idea of hyperreality is derived from this work which has 

been extensively read and applied in analysing the media text (Baudrillard, 1981). 

 

Sharma and Gupta (2015) in their research paper titled “Semiotic analysis of Indian television 

advertisements and its impact on consumers: an exploratory study” discusses how ads are being perceived 

by the audiences and consumers. The authors have tried to study that how colours, indexes, signs and 

symbols impact the ad viewers. Culture is the aggregated process by which meanings are created, stored 

and transferred, and norms values, codes, and sign, both material and non-material, are constituted. The 

study has explored the people’s perspective of viewing and interpreting the meanings of the ads (Sharma 

and Gupta, 2015). 

 

Erving Goffman’s book Gender Advertisements (1979) is often cited as the earliest work to categorically 

investigate gender advertisements in magazines. According to Goffman female and male attitude is not the 

foremost inclination of an advertisement but their supposed behaviour by the viewers. Goffman (1979) 

argues that in reading of advertisements the due attention should be given to formalization of the 

advertisements in the way they are put together to depict a social situation and how they are created to attain 

a specific meaning. He mentions female subordination as the most common theme in those. He describes 

the portrayal of femininity and masculinity in Western media. Goffman also analyses the portrayal of 

masculinity, as the both masculinity and femininity are relative to each other. In opposition to how women 

are portrayed, men are generally depicted as confident, comfortable, present and aware of their 

surroundings, even intimidating – prepared for whatever may come their way. Goffman argues that these 

poses have nothing to do with biology or natural traits, but rather with how our culture defines as masculine 

or feminine. 

 

In a research paper titled “Construction of Gender Identity: A Semiotic Analysis”, Correa (2009) argues 

that capitalism is a system that produces commodities which seems natural as a practice. The author has 

discussed the ideas of Marx, Althusser and Gramsci and tried to assess the way these ideologies are shaped 

in a society developing a social construct. The author also discusses how advertisements play crucial role 

in Gender Construction through dominant value system of culture. (Correa, 2009) 

 

Bhandari (2018) in the paper “Commodification of Women Body in Indian Media” explains how 0women 

has been objectified in media contents specially advertisements as object of sex so as to lure the consumers. 

The author noted that advertisements provoke girls to focus on their looks, body and sexuality. The author 

further says that this harms the girls emotionally and physically. “By this, women develop the idea of seeing 

their bodies as a sexual object and this can develop into problems like eating disorders, low self-esteem and 

depression”. She claims that this creates a different view of beauty in the society (Bhandari, 2018) 

 

Ali (2018) in her paper “Women objectification and advertisement: An analysis of sexually objectified 

portrayal of women in television advertising in Pakistan” found out that appearance of female model in 

gaining attention, verbal tactics, and irrationality has a relationship between response variables and 

advertisement. The author further claims that young educated women find no more objection to the sexual 

objectification of female as they are continuously surrounded by sexual images and self-objectification (Ali, 

2018).  

 

In a paper titled ‘Fair war: a case study on fairness creams’ where Mohanty (2012) has pointed out that 

Indian fairness creams account for more than eight billion rupees industry and the popular actors of Indian 

cinema like Sonam Kapoor, Katrina Kaif, John Abraham and Shah Rukh Khan have been brand mascots 

of these creams. According to Mohanty Hindustan Unilever Limited’s product ‘Fair and Lovely’ 

contributed to the maximum market share of 76% among the fairness creams (Mohanty, 2012).  
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Friske (1982) in his book “Introduction to communication studies” says, “…signifieds are made by people, 

determined by the culture or subculture to which they belong. They are part of the linguistic or semiotic 

system that members of that culture use to communicate with each other.” The author argues that the nature 

of sign is not determined by the reality or experience but by the boundaries of related signifieds in the 

system. Value is something that Saussure describes as a relationship between signs and others.   

 

According to Barths (1957) ‘a signified can have several signifiers both in terms of linguistics and psycho-

analysis’. To him concept quantitively is poorer than the signifier, it merely re-presents itself. To support 

his arguments, he says that he can find thousands of images which can signify French imperiality. In his 

book ‘Mythologies’ he has discussed about the contemporary discourse in a society and its historical context 

in the creation of meaning of signs (Barths, 1957). 

 

Najafi, Farzaneh & Abbas (2014) in their work found Barthes uses connotation theory in second order 

meanings to describes the interactions taking place in a semiotic system where the cultural values and user 

feelings intersect with each other.  

 

 

Research Methodology 
 

For the analysis of advertisements, the study employs semiotic analysis technique. Semiotics is the study 

of signs and its meaning. Signs can be symbol, index, icon etc. Ferdinand de Saussure broke down the sign 

into two parts- the signifier and signified. Sign according to Saussure is a combination of ‘Concept’ and 

‘Sound-Image’, which are called signified and signifier. Anything what it is (a concept) is signified and 

what different meanings can be set (sound-image) is signifier. Here Saussure argues that the relation 

between signified and signifier is arbitrary as the meaning derived depends upon the cultural or lingual 

understanding of the concept. In this paper cultural aspects and hyperreality of depiction will be looked 

upon. This will help in understanding how meanings and beauty standards have been set in the 

advertisements. 

 

Five cosmetic advertisements have been chosen for semiotic analysis. The ads selected are from Nykaa’s 

award winning best beauty products of 2020. Naykaa is one of India’s biggest e-commerce website 

exclusively selling beauty products. The unit of research is shots (from scenes). Various codes have been 

identified for analysing the ads which includes camera shots sizes (Full shot, Close-up, Mid-Shot, etc.), 

colour (Pink, Red, Yellow, Blue, etc.), ambience setting (Studio, Streets, Indoor, office, etc.), language 

(English, Hindi etc.), clothing (Saree, Jeans, T-Shirt, Skirt, Short Skirt, etc.) and lifestyle (Celebration, 

Memories, Everyday Stories, Hospitality, etc.)  
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Analysis of Advertisements 

Ad 1- LOTUS MATTE GEL SPF-50 (Annexure 1) 

Shots Description Shot size Time 

(in seconds) 

Percentag

e  

(%) 

1. Intro-Girl Walking, legs view MCU 0:45 2.50 

2. Actress describing the product inside studio FS & 

MCU 

3:38 12.13 

3. Hand and finger view of the girl actress CU 1:17 4.28 

4. Actress view in blue background CU 1:41 5.62 

5. Actress view – shoulder and faces in blur 

background 

CU 3:53 12.96 

6. Actress describing the product on the streets MCU 1:45 5.84 

7. Actress on outdoor stairs describing product CU 1:57 6.51 

8. Product view by the actress in voice-over CU 2:02 6.78 

9. Product description with animation on sky 

background 

- 2:24 8.01 

10. Product comparison with other product on an 

image background 

- 3:38 12.13 

11. Actress still view with blue background and 

animation describing the product 

CU 1:44 5.78 

12. Actress meeting with friends on streets, food stalls 

and people walking in the background 

MS 1:16 4.22 

13. Focused product display in the foreground while 

shot 12 in the background 

FS 3:07 10.40 

14. Brand image - 0:50 2.78 

Total 30:00 100 

 

(Abbreviations: ECU- Extreme Close-up, CU- Close-up, MCU- Medium Close-up, MS –Medium Shot, 

FS- Full Shot) 

Colour – Light Grey, Porcelain (Skin Colour), Sky Blue, Light Brown, White and Pink  

Language – English and Hindi 

Lotus Matte Gel SPF-50 is a suns cream, the ad is of 30 seconds where a young girl is describing the details 

of the product, voice over is also included. The language used in the ad is English and Hindi. Most of the 

shots used in the ads are close-up.  These shots are used to focus on the subject and depict the emotional 

expression. The close-up shots used in the advertisement means that the subject’s happiness is being shown 

to the audience. The advertisement has focused more on the beauty of the actress using bright lights. Bright 

lights are a sign of happy moments, whereas dark shades are used often to depict thriller, crime, horror etc. 

in a scene. The use of bright lights clearly manifests that the advertiser wants to depict cheerful moment. 

Most of the shots are Outdoor including street and stairs. Outdoor shoots were used to show and empowered 

women who are fearlessly walking around in the streets and walking upstairs as a sign of success. Rest of 

the shots have been taken inside studio. There is also animation work in the ad which describes the details 

of the product. The clothes worn by the actress are short skirt and shoulder free upper. The outdoor shots 

have been taken in urban setting in a very posh area where tall buildings and street food vans are there. In 

the second last shot the actress meets two of her friends in happy and joyful mood. 14.62% of the ads depict 

the Lifestyle code. Most of the colours chosen are cosy and bright colours. 
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Ad 2- LOREAL PARRIS CASTING CREME GLOSS (Annexure 2) 

Shots Description Shot size Time 

(in seconds) 

Percentag

e  

(%) 

1. Actress walking on the street MCU 1:10 3.89 

2. Actress standing in the middle of the street FS 0:56 3.11 

3. Actress walking on the street CU 2:43 9.07 

4. Actress walking towards a cricket match MCU 1:28 4.89 

5. Actress playing cricket (Batting) FS 0:51 2.83 

6. Still shot of the actress with bat CU 1:24 4.67 

7. Actress dancing on the roof top FS 1:19 4.39 

8. Actress dancing on the roof top MCU 0:52 2.89 

9. Actress on the roof top CU 2:20 7.79 

10. Actress inside an open car MCU 2:18 7.67 

11. Product display - 1:53 6.28 

12. Actress on the stairs MCU 1:22 4.56 

13. Product details display with animation - 1:09 3.83 

14. Three actresses going up on the stairs MS 3:29 11.63 

15. Actress walking on the streets MCU 1:05 3.61 

16. Actress on the roof top with coloured smoke gun MS 1:07 3.72 

17. Actress walking on the street MCU 1:48 6.01 

18. Still shot of actress on street MCU 1:04 3.56 

19. Product display and brand display - 1:39 5.50 

 Total  30 100 

 

Colours – Light Grey, Sky Blue, Light Brown, Pink, White and Brown 

Language - English 

Loreal Parris Casting Crème Gloss, is a conditioning hair colour. The ad is of 30 seconds where actress 

Aditi Rao Hydari, cricketer Mithali Raj and dancer Shakti Mohan been depicted doing their activities in the 

ad. Hydari moves around streets and speaks in confidence about her field. Maithli Raj is playing cricket on 

streets and also giving a punch line in confidence. Shakti Mohan is dancing on the terrace and speaking a 

punch line. The shots have been taken outdoors on streets and stairs of a big building. The scene depicts an 

urban setting and a very posh area. The scenes seem to be shot abroad as an open car has a left side steering. 

The car where the actress is sitting is an open vintage and luxurious one. Clothes worn by the actress are 

miniskirts, jeans, casual pant and top. Colours used in most of the shots are pink. Most of the colours used 

are light shaded. Language used in the ad is English. Shot sizes are mostly Medium Close-up focusing on 

the activities and hair of the actresses. Medium Close-up and close-up shots are used to focus on the actress 

and depict the facial expressions. Here cheerful expressions of the actress have been shown. 78.28 % are 

Lifestyle codes in the ad. The ads end with a still shot of the three actresses are going upstairs and one 

saying the product name. 
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Ad 3- M.A.C STUDIO FIX FOUNDATION (Annexure 3) 

Shots Description Shot size Time 

(in seconds) 

Percentag

e  

(%) 

1. Intro and outro product title - 1:54 5.58 

2. Product display on fingers with white background - 0:53 2.59 

3. Product details on white text and black background - 1:30 4.41 

4. Product display with different shades (Rolling) on 

white background 

- 2:12 6.47 

5. Product title in white text and black background - 1:48 5.29 

6. Still visual of actress in white background CU 0:52 2.54 

7. Open product on hands with white background and 

description title 

 1:25 4.16 

8. Still visual of actress ECU 0:53 2.59 

9. Fifty shades of product display on white text and 

white background 

 1:55 5.63 

10. Actress visual in white background ECU 1:20 3.92 

11. Actress eye view in a handy mirror with white 

background and text 

- 0:55 2.69 

12. Three actresses leaning on each other in white 

background 

MCU & 

CU 

0:57 2.79 

13. Product detail with text in black background - 1:08 3.33 

14. Actress close-up view with black cap and white 

background 

CU 0:40 1.96 

15. Actress view in white background CU 0:37 1.81 

16. Actress dancing in white background MCU 0:35 1.71 

17. Two actors in affectionate look in white 

background 

CU 0:40 1.96 

18. Product description with white title and black 

background 

- 1:13 3.57 

19. Two actresses in affectionate look in white 

background and text 

CU 1:22 4.01 

20. Actress close-up view in white background CU 0:38 1.86 

21. Actress in black clothes and red specs in white 

background and text  

MCU 1:02 3.03 

22. Two actresses touching other with fingers in white 

background 

CU 1:13 3.57 

23. Actress drinking water from straw in white 

background 

MCU 1:02 3.03 

24. Actor dancing in black coat and white shirt in white 

background  

MS 0:30 1.47 

25. Actress applying foundation on cheek in white 

background 

ECU 0:55 2.69 

26. Two actresses affectionate in white background MCU 1:05 3.18 

27.  Two actresses of contrasting fairness shake hands 

in white background 

- 0:38 1.86 

28. Actor wearing and removing specs with text in 

white background 

MCU 1:02 3.03 

29. Actress whirling spinner in confidence  ECU 0:58 2.84 

30. Three actresses, one leaning on the other and rest 

standing in confidence 

MCU 0:42 2.05 
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31. Text on product details with black background and 

white text 

- 1:00 2.94 

32. Still visual of actress MCU 0:45 2.20 

Total 34 100 

 

Colours- Skin Tones (Multiple shades), White, Black and Red 

Language – English 

M.A.C Studio Fix is a skin foundation coming in more than 50 shades of skin colour. The ad is of 34 

seconds where multiple actress and actors have been represented. The whole ad has been shot in the studio 

stetting. There is no verbal language; text has been used in the description of ads. Most of the shots are 

close-up and extreme close-up sighting the face and skin colour of the characters. People of all ethnicity 

and colour have been represented in the same. Three male actors have been shown in the ad in two shots. 

In one shot they are happy and affectionate towards each other and in the other an actor wearing and 

removing specs in confidence. Clothes worn by the actresses are t-shirt, sleeveless uppers, shirt, coat and 

pant. Bold and capital texts have been used in black background in as highlights of the product. There are 

no Lifetime codes as such, as the whole scene has been shot inside studio. 

Ad 4- NEW LAKME 9-5 PRIMER + MATTE PERFECT COVER FOUNDATION (Annexure 4) 

Shots Description Shot size Time 

(in seconds) 

Percentag

e  

(%) 

1. Actress coming out from a lift MS 2:11 7.28 

2. Actress sitting on a floor inside home with scattered 

photographs  

FS 1:00 3.33 

3. Still shot of actress CU 0:51 2.83 

4. Actress spreading a design sheet inside home FS 1:09 3.83 

5. Still shot of actress MCU 0:46 2.55 

6. Still shot of actress in a boutique MCU 1:00 3.33 

7. Still shot of actress in white background ECU 0:36 2.00 

8. Actress standing still in a studio MS 0:50 2.78 

9. Still visual of actress inside studio CU 0:58 3.22 

10. Product display with animation, coming out of 

foundation liquid 

- 0:52 2.89 

11. Product display in white background and 

foundation splash including text 

- 3:12 10.68 

12. White cream drop dripping in foundation – 

animation 

- 1:48 6.01 

13. Actress applying foundation on cheek with text and 

light brown background 

CU 0:58 3.22 

14. Actress still visual in light brown background ECU 1:11 3.95 

15. Actress still visual in white background ECU 0:48 2.67 

16. Actress still shot with products on half screen in 

light brown background and white text 

CU 0:48 2.67 

17. Actress still shot with products on half screen in 

light brown background and white text 

CU 0:51 2.83 

18. Actress still shot with products on half screen in 

light brown background and white text 

CU 0:48 2.67 

19. Actress still shot with products on half screen in 

light brown background and white text 

CU 0:50 2.78 
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20. Four actresses walking outside buildings - cheering MS 1:41 5.62 

21. Three actresses walking on roads MS 1:12 4.00 

22. Still visual of actress inside studio MCU 1:16 4.22 

23. Product display with different shades of foundation 

and text 

- 2:53 9.62 

24. Still visual of actress on street explaining the details 

of product with text 

MCU 1:28 4.89 

Total 30 100 

 

Colours – Light Brown, Brown, Skin tones (Multiple shades), White, Grey and Green  

Language – English 

New Lakme 9-5 Primer + Matte Perfect Cover Foundation is a foundation cream available in many shades 

of skin tone. The ad is of 30 seconds which claims that it suits all Indian skin tones. Four actresses have 

been shown working in their profession with confidence. Light colours have been mostly used in the ad. 

The audio is a voice over through the ads, texts have also been used. Clothes worn by the actresses are coat, 

jeans, shirt and pant. The upper cloths of all actresses are in shades of Brown. Close-up and Medium close-

up shots are mostly used in the ads which is depicting the facial expression of the actress. The actresses 

have been shown moving out on streets in confidence together enjoying their lives in a cheerful mood. 

28.5% Lifestyle codes have been depicted in the ad. The outdoor shots of the ads are in urban setting in a 

posh area. 

Ad 5- MAYBELINE NEW YORK INSTANT AGE REWIND ERASER (Annexure 4) 

Shots Description Shot size Time 

(in seconds) 

Percentag

e  

(%) 

1. Intro with tall buildings including animation and 

text 

- 1:17 8.60 

2. Concealer rolling with fingers in white background 

and text 

- 0:54 6.03 

3. Street view of actress CU 0:40 4.46 

4. Still shot of buildings and street, concealer image 

and text 

- 2:00 13.40 

5. Concealer puff dragging a shade - 0:56 6.25 

6. Actress drawing concealer shade in brown 

background 

ECU 0:46 5.13 

7. Building background and drawing concealer with 

image 

- 0:34 3.79 

8. Actress applying concealer near eyes ECU 0:38 4.24 

9. Building background and drawing concealer with 

image 

- 0:30 3.35 

10. Actress applying concealer of different shades on 

cheek in light brown background 

ECU 0:30 3.35 

11. Building background and drawing concealer with 

image 

 0:32 3.57 

12. Actress applying concealer in light brown 

background 

ECU 0:42 4.69 

13. Actress drawing concealer on screen in light brown 

background and text 

MCU 1:34 10.50 
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14. Actress holding concealer in hand with dark brown 

background 

ECU 0:54 6.03 

15. Still shot of buildings and street in background and 

concealer image and text in focus 

- 2:28 16.53 

Total 15 100 

 

Colours- Grey, Light Brown, Brown, Red, Skin tones (multiple shades) 

Language – English 

Maybeline New York Instant Age Rewind Eraser is basically an American based product but it has a sale 

in India as well. The ad of the product is of 15 seconds with voice over and texts. Shades of product have 

been depicted. Only one shot has been on the street with a close-up shot of an actress. All other shots have 

been taken inside the studio. Extreme close-up shots have been mostly used in the ad focusing extensively 

on the facial expression. People of all ethnicity and colour have been projected in the ad. At the end, a 

woman of colour writes in a hash tag that the product is America’s number one. Though the product has its 

sales in India as well but the ad seems to have been made in context of America. There are no Lifetime 

codes here as the shots have been taken in studio setting. 

 

Conclusion 

The target audience of the cosmetic ads are Indians but the way it has been presented does not show much 

elements of Indian culture, believes and value systems. English is the language which has been used except 

in one ad where Hindi has also been included. Costumes and clothes worn by the characters in the ads are 

western which in nowhere symbolises the Indian native clothes like saree, salwar etc. India lies mostly in 

rural areas, but the setting in ads has been of urban posh areas. Gender role has not been stereotyped. 

Independent working women have been shown in the ads. Cheerful and happy moments of friendships have 

also been shown in the ads. Representation of male characters is negligible. Only in one ad male actors 

have been represented that too in two shots. Female characters from all ethnicity have been represented but 

fair skin tone has been more in the advertisements. Most of the shots in all ads have been in close-up which 

specifically focuses the skin tones of the characters, close-up shots are used specifically to depict emptions 

in the scene or of the character, in all the advertisement most of the shots have been either close-up or 

extreme close-up which manifests that advertiser have tried to depict emotional and beauty standards of the 

character. Light colours have been used in all advertisements, light colours generally depict happy moments 

in a scene, the use of light colours in the ads depict that the advertisers have tries to show a joyful and 

cheerful moment that has occurred in the lives of the characters who are using the product. Except one all 

ads have been of 30 seconds (approx.) length. The images shown are far from the real existence of Indian 

female. It seems that the ads have depicted that the products are a parameter of success and confidence. 

There is much existence of hyperreality in the ads, and the depiction of women in the ads are do not resonate 

with the actual lifestyle of women in Indian society. The beauty standard hence set by the ads seems to be 

devoid of reality. 
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Annexure 1 (Ad 1- LOTUS MATTE GEL SPF-50) 

 

 

Annexure 2 (Ad 2- LOREAL PARRIS CASTING CREME GLOSS) 

 

 

 

Annexure 3 (Ad 3- M.A.C STUDIO FIX FOUNDATION) 
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Annexure 4 (Ad 4- NEW LAKME 9-5 PRIMER + MATTE PERFECT COVER FOUNDATION)

 

 

Annexure 5 (Ad 5- MAYBELINE NEW YORK INSTANT AGE REWIND ERASER) 
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