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ABSTRACT 
 

 The current study examined the effects of advertisement on body image, sexual 

objectification, and self-esteem of women objectification. This study had three  

main objectives: to examine the relationship between trait self-objectification and  

body image; to examine the degree of state self-esteem objectification (induced by  

three different conditions) and the impact of the condition effect and sense of self; and 

finally, to examine the effect of condition on interactions with the opposite sexual 

objectification. The pilot study was used to select thin, effects of advertisement on  

body image, sexual objectification, and on the self-esteem of women objectification, the 

main study exposed to explore the impact of advertisement on body image of women, 

investigate the influence of advertisement on sexual objectification of women and to find 

out the effect of advertisements on self the -esteem of women. The research will be 

conducted using a primary research methodology. The study population is the Citizens of 

Lahore, who are frequent viewers of television, magazines readers. For this study, a sample 

of 500 citizens n will be selected from the froe Lahore city. The survey will get information 

about the perspectives and thoughts on the image of women shown in commercials as well 

as the sort of influence the ads would have on the viewer’s minds.  
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INTRODUCTION  
 

 Women around the world are facing huge pressure to meet an unrealistic beauty 

standard because most women are not happy with their natural appearance. They are very 

cautious of their physical appearance and their body structure. to satisfy their inner feeling 

of beauty women are doing everything to look pretty such as dieting courses, extensive 

workouts, cosmetic surgeries, and many other things which can have side effects as well. 

Now, a day the thing which is become fuel for this beauty fire are the advertisements that 

are objectifying women and using them as a symbol of beauty just to launch any product 

or brand name. In these advertisements, the image is photos shopped and various other 

software are used to make the image more beautiful and mesmerizing. Women instead of 

understanding the technology used behind this advertisement considered this a beauty 

standard and want to adopt it no matter what (Nagi, 2014). Advertisement agencies around 
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the globe are targeting women showing different products which leave women feeling bad 

about themselves, especially in the case when the advertisement is showing some highly 

unrealistic perfect women. This will make the other women feel bad about themselves. 

Moof clothe thing and makeup brands are advertising their product with women who are 

exceptionally thin and have perfect flawless and smooth skin. These brands have enhanced 

digital practices and are using different kinds of technologies, such as Photoshop bothers 

her which enhanced the image of the women in the advertisement even celebrities like 

Beyoncé fell victim to these practices, which led to a dispute with H & M in 2013 because 

the clothing brand altered her image during the swimsuit modeling (Kippie, 2019). 

Numerous studies have reported negative effects of advertisements on women, even if the 

women unknown in the image in the advertisements have been changed by Photoshop etc. 

women still feel bad about their natural appearance after seeing these images and some 

women even cut out the pictures of thin models from the magazines and have pasted them 

inside their cupboards or under To-do things to be like them. When women are regularly 

exposed to these advertisements this will contribute to internal sexism. Women might 

picture themselves as the prime source of their worth, ignoring other comforts in favor of 

the erupted chase of visual perfection (Rekha & Maran, 2012). Advertisement and media 

images have a stronger impact on shape g the ender images in contrast to the book on 

feminism, the stereotypical nature of the advertisements usually objectification men and 

causes stress for them as they don’t look as good as the women in the image and devalue 

their intrinsic worth. This thing has encouraged many women to adopt extreme measures 

to look like the one in the advertisement (Shahwar, 2013) Advertisements are seen every, 

one cannot escape from these and their effects, some advertisements are for good reasons 

and some of them spread negativity. But nowadays mostly advertisements are seen which 

are promoting unhealthy and unrealistic body images of women. This is not only harmful 

forte women’s f-esteem but these advertisements are promoting unhealthy eating habits 

which can lead to anorexia and bulimia (Khraim, 2012). The body image of the human 

body depends upon the genetic build-up even if the two people are taking the same diet, 

their body image might not be the same. A positive body image is very important to one’s 

self-esteem. This is a real perception and every human besides server value whether they 

are slim, underweight, or over, weight, their body image should not determine their worth 

and value. Sometimes the advertisements are portraying women with different poses in 

which their bones on top are excessively prominent, which will make people into thinking 

the models are unhealthy (Shahwar, 2013) Women are always symbolized in the 

advertisement industry, such as ageism, sexual exploitation, and poor body image amongst 

teenagers, which can suffer from anorexia or bulimia to be smart like the model in the 

advertisement. This in reality is the camera effect or photo-shopped image. Sex appeal and 

sexuality are frequently used in marketing materials for women, which is bad because it 

symbolizes them. Many models wear very little clothing, exposing their body parts, which 

will allow the consumers to envision what they look like when advertising items. This will 

make these female models desirable. At the same time, these advertisements will offer 

erroneous perceptions about how real life would be with clothes on. It will make people 

think less of all the females (Kharim, 2012). Experimental studies have proved that 

exposure to advertisements of women increases the state of body image problems, and the 

advertisements which sexually objectifies women have also proven disturbing for many 

women ad caused increased state body dissatisfaction (Yusop et al., 2012). Advertisements 
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of beauty products usually affect the self-esteem of the consumers, as these advertisements 

would affect the way consumers thought about themselves. The most dangerous effect of 

advertisement is it will impact the definition of beauty and will create different beauty 

ideals. It will negatively affect female teenagers and adult females as well. Thus these 

advertisements which are portraying women will affect the mental and physical health of 

the consumer and would lower their self-esteem and would develop depression, stress, and 

anxiety. Advertisements are an important part of the economy but at the same time, these 

advertisements have huge impacts on society as well, especially the n. Mostly the impacts 

are negative, according to sociologist Jean Kilbourne, continuous exposure to these ads 

will result in internal sexism. Women might consider their appearance math in the source 

of their worth, and they might adopt certain ways of life like crash dieting or other stuff to 

look the one in the advertisements. This can also resin in serious health concerns and eating 

disorders. These advertisements create a connection between the women and their bodies 

and normalize crash dieting and disordered behaviors around food. Also in most of the ads, 

the women are portrayed as the symbol of sex appeal the advertisements, women in 

sexually revealing clothes sexualize women in the advertisements which creates negativity 

and also promotes the concept of body shaming. because women after seeing these ads will 

not feel comfortable and confident about their natural appearance and want to adopt these 

changes no matter what they have to go through. So considering the negative effects of the 

advertisement on women, this research will carry out an in-depth analysis of the subject to 

understand it better and t find possible solutions to these problems. 

 

Problem Statement:  

 What are the effects of the advertisement they image, self-esteem, sexual 

objectification, and the mental state of the women?  

 

Aim:  

 The main aim of this research is to study the impact of advertisements on women. 

 

Objectives:  

 The research objectives are:  

 To explore the impact of advertisement on body image of women, 

 To investigate the influence of advertisement on sexual objectification of 

women, 

 To find out the effect of advertisements on self the -esteem of women.  

 

LITERATURE REVIEW 
 

Effect of Advertisements on the Body Image of Women  

 The study conducted by Rekha & Maran (2012), looked into the link amongst the 

pressures exerted by the ads; this pressure would lead to impacts on body image perception 

and unhappiness. The study was conducted with a sample size of 915 girls of age 12 and 

above, the study was conducted in Chennai India. According to the findings of the study, 

approximately 30 percent of the women respondents claimed that commercials put them 

under pressure. Furthermore, the ladies were considered their current body size overweight 

and were imagining and idealizing a thinner picture. The research findings clearly illustrate 

the relationship between advertisement pressure and its negative effect on women, it 
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recreates dissatisfaction and body image perception. Madelin (2012), researched and 

analyzed the feelings of the female teenagers about the advertisements, their emotional 

stability, and their confidence in connection to their eating patterns and body image. 

Female teenagers with h realistic judgment of their self-image and eating patterns a d 

stronger senses delicacy efficacy and better levels of self-confidence. According to this 

study s who were more interested in their looks and more beauty conscious were more 

prone to the effects of the advertisements and flashes of lightning of embarrassment 

regarding their natural looks and have weaker self-confidence. Females who were happy 

with their body image were much more lay to have a positive body image and were less 

worried about their eating habits and their natural appearance. The research conducted by 

Sanni (2016), investigated whether women are more dissatisfied with their bodies after 

watching advertisements portraying women as the symbol of sex objects. The study was 

conducted by using a survey questionnaire in which local women of the area were asked 

questions regarding the effect of the advertisements. The study results revealed that women 

feel uncomfortable with their body size and dissatisfied with their actual body image after 

watching the advertisements. Women when exposed to sexist commercials, rate their actual 

body sizes as bigger and would want to have a slimmer body like the women in the 

advertisements. This would create an essence of dissatisfaction with their actual body 

image. Mills et al., (2018), looked at the factors of the advertisement which are affecting 

the perception and thinking of women about their body images and causing dissatisfaction 

among them regarding their appearance. The study discovered that women built iron 

personal body image depending upon their connection with others and with the 

advancements. Their interaction and communication with others and their exposure to the 

women in adertisementsally serve as a source for developing their body image. 

Psychologists sociobiologists use this study to develop awareness among women and other 

members of the regarding the amino and unrealistic beauty standards. Because this can also 

be harmful in many ways, such as developing unhealthy eating habits to be thin, cosmetic 

surgeries to look young and beautiful according to the study conducted by Cash & Deagle 

(2021), body image is a multidimensional notion that portrays itself in various ways. The 

negative image of the body and the perception of the women about their body image 

depending upon the advertisements and other opinions create e negative image and 

negative effect on the human mind. Cash and Pruzisky (2020), explained through their 

study that body dissatisfaction results in disturbance in the body image of the females that 

will affect their mental health and quality of life. Furthermore, in their study, they explained 

the phenomena of crash dieting and unhealthy eating habits which are encouraged because 

of the thin images portrayed in the advertisements. because body dissatisfaction is the most 

dangerous and harmful precursor of unhealthy behaviors and actions of women which will 

affect their body negatively, like unhealthy dieting routines, starving, bingeing anorexia, 

bulimia, cosmetic surgery, sexual dissatisfaction, and low self-esteem. Hence body 

dissatisfaction has a significant level of risk for both the physical and mental health of 

males (Walker et al., 2021). 

 

Effects of Advertisements on the Self-Esteem of Women 

 Deng’s (2021), research study examined the impacts of advertisements on women’s 

self-esteem which gets affected and destroyed by seeing beauty products in the 

advertisements. Women start thinking that they are not pretty like the women featured in 
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the which have become beautiful after using the products in the advertisement. This will 

affect their self-esteem that they can become beautiful after using these products. The study 

conducted by Deng (2021), showed that the self-esteem of women is affected by the 

advertisements by seeing the photo, shopped and very attractive and thin women images, 

which usually affects the perception of the women watching these advertisements and hurts 

their self-esteem. Women with a low level of self-esteem were reported to have lower self 

-satisfaction with body esteem when they were exposed to advertisements with physically 

attractive images of models. The study concludes that exposure to idealized images would 

have a legal effect on women’s self-esteem. Jafari et al., (2020), in this race, arch studied 

the impacts he portraying women in advertisements. The study revealed that the 

advertisement will have negative impacts on women’s self-esteem which will affect 

women’s, body satisfaction with the beauty norms of society. According to the study, 

exposure of women to these advertisements showing ideal body image resulted in no 

significant change in women’s mood, satisfaction, or supporting the slender thin body as 

their ideals. According to the study findings, lower levels of self-evaluation and lower 

confidence levels were observed by Gaby in Morgan the females who were being exposed 

to the thin and beautiful unrealistic women images in the ads. Greater levels of negative 

affect were found in the advertisements which are supporting a thin body image. This has 

been reported to cause dietary disorders in females such as bulimic symptoms in women 

and this was reported as providing indirect support for the socio-cultural hypotheses of 

eating disorders, anorexia, and bulimia. The study by Das (2020), looked at the impacts of 

media exposure idealized beauty pictures on teenage girls. The study discovered that girls 

were highly affected by these advertisements and felt dissatisfied with their bodies after 

watching idealized advertisements Mahadeva had low self-esteem as per the research 

results. For girls, these idealized advertisements created lower self-esteem and appearance 

comparison, whereas the effect on appearance comparison was very high for girls and they 

wanted to be like the one in the advertisements. The study results also revealed that the 

immediate impacts of these advertisements on the self-esteem of the girls were stronger. 

The impact of exposure to the beautiful and unrealistic model images in the advertisements 

on women’s mood and body image and self-esteem whereas studies by Deng (2021), using 

a repeated measures meth Proper Expo surer to post-exposure, the exposure to pictures in 

the ads hurt the mood and self-esteem of female’s consume females lower the positive 

mood and would increase stress and anxiety level among the women. Women who admire 

the images in the advertisements would have moa re negative effects and considerably 

more negative stands and high levels of dissatisfaction and d very lower appearance rating. 

As per this study, the advertisements portraying Philomena would have a significant impact 

on the mood and self-esteem of teenage and adult females. Hung-Yi Lu & Hsin-Ya Hou 

(2019), have analyzed the relation between advertisement pressure and its impact on body 

dissatisfaction, the unrealistic images of women in the advertisements will push 

somewhere lower self-esteem to engage in the activity that is being proven to have 

dangerous side effects. Such as extreme dieting, cosmetic surgeries, etc., all of these Sure 

to improve the perceived defects in appearance. Hence these advertisements will put 

pressure on the females to achieve the idealized images in the advertisements which will 

increase body dissatisfaction and will decrease self-esteem.  
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Effect of Advertisement on Sexual Objectification  

 Nagi (2014) researched the impacts of women in retirement according to their research 

advertisements are no doubt a powerful of marketing and it has positive impacts on the 

product from its sales point of view. At the same time, women’s images are portrayed in 

the advertisements as the symbol of beauty appearance will result rinse the sexual 

objectification of women. This would change the whole concept of advertisement and 

would have negative impacts on the mental and physical health of the women. In this study 

factor analysis was used to collect the data to study the projection of women in the 

advertisement and t perception of people about it. The study result showed that women 

when used as a symbol of beauty in the advertisements would hurt the mental health of the 

female.One of the promotional instruments used in the marketing of products and brands 

advertisements. These advertisements are used as the medium of communication amongst 

the consumers and the product. But when women are portrayed in the advertisements as 

the symbol of sex and beauty, this would pose significant negative effects on the soy spec 

especially females teenagers, and adults. In these advertisements, women are usually 

performing g different kinds of roles, decorative roles, recreational roles, career-oriented 

roles, carefree roles family roles. These are three primary sorts of women seen in 

advertisements (Kippie, 2019).According to the study results of Nagi, (2014) the first form 

of ads is those which portray females’ bodies as sexual objects The second kind of 

advertisement depicts a loving compassionate, elderly, and non-sexual housewife. These 

advertisements portray women as a symbol of care. In the third type of advertisement, test 

the female image is portrayed as youthful, gorgeous young, and power full. All of these 

ads would have a significant impact on the females and females do get motivated and 

encouraged by watching these advertisements other than showing women as a symbol of 

sex in the advertisements, women’s images in advertisements are related to the portrayal 

of nudity in the advertisement Female models are increasingly being included in the 

advertisements for promoting thing which is not even linked with females. Women are 

repeatedly portrayed in advertisements as the symbol of sex for attracting viewers and 

gaining their attention towards the product and brand. The underlying messages frequently 

portray women as sex objects, promoting and emphasizing sexuality. sexual objectification 

has many ethical concerns it will result in depression, anxiety, stress.Ali, (2018), examined 

the impacts of advertisements on society and women by using the content analysis to 

investigate the phenomena of advertisements, the study identified the impacts, and based 

on research it was concluded that advertisements have a very strong impact on the thinking 

of the women, women might think after seeing the advertisements that their body is not up 

to the mark or they are not attractive, there is not smooth. This all is going to happen when 

women are under the influence of these advertisements in which the women’s image is 

focused and under light rather than the product for which that advertisement is being made.  

 

METHODOLOGY  
 

 The research will be conducted using a primary research methodology. Considering the 

aims and objectives of the research, the survey technique will be used to check general 

public opinion regarding the representation of women in advertisements. The survey will 

get information about the perspectives and thoughts on the image of women shown in 

commercials as well as the sort of influence the ads would have on the viewer’s minds.  
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Study Population  

 The study population is the Citizens of Lahore, who are frequent viewers of television, 

magazines readers. For this study, a sample of 500 citizens n will be selected from the froe 

Lahore city.  

 

Sample Size 

 Television and advertisements are viewed by both educated and uneducated class 

classes the study sample was selected based on Television viewers. The sample consists of 

both male alma females abased of their ages,  

 

First Group 

 The study sample will contain 250 students from the superior university, consisting of 

several male and female populations.  

 

Second Group  

 The second group will consist of middle-aged people, about 150 people (both males 

and females in equal number). This group will have 75 housewives and 75 working men, 

who are working in the offices, shop keepers or other occupations. This group will cover 

both the educated and uneducated classes of the city, i.e. the general public.  

 

Third Group  

 This group will have 100 old people (50 males, 50 females). Retired people were taken 

as the target sample. These can also belong to the educational institutions in Lahore. 

Techniques of sampling simple random sampling technique will be used for the selection 

of samples for the research. The survey was conducted on a sample that was easily 

accessible and available to accommodate various restrictions such as time and money.  

 

Data Collection Method 

 A structured questionnaire will be sued in the survey for collecting the data. the survey 

questionnaire is ha-ha close-ended and has positive effects one open end question at the 

end of the questionnaire is to know about the perception of women about the 

advertisements and how it is affecting the body image, self-esteem, and sexual 

objectification of women 

 

Study Variables  

 Independent variable: advertisements  

 Dependent variable: body image, sexual objectification, self-esteem. 

 

Data Analysis  

 Quantitative data analysis tools will be used for the analysis of the data. Descriptive 

statistical analysis will be applied for obtaining the results. In which the questionnaire 

results will be put in the statistical software, i.e. SPSS. This software will help in gaining 

the desired results for the study.  
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DATA ANALYSIS AND INTERPRETATIONS 
 

 The gathered data was entered into SPSS version 22 and checked twice by the 

researchers to make sure the accuracy of data entry and to avoid any typo mistakes. 

 

Demographical Information 

 The results Table 1 showed that 265 (53.0%) respondents were male, while  

235 (47.0%) were female. Results indicated that more than one-half of the respondents  

(> 58.6%) fall in ages between 18-30 years, while 100 (20%) respondents fall in the age 

bracket above 60 years. However, (n = 57, 11.4%) respondents fell in 46-60 years, while 

fewer numbers 50(10%) of participants were from 31-45 years.  
 

 Moreover, results uncover that mostly respondents (n = 250, 50%) were students;  

75 (15%) were working men. Whereas 75 (15%) respondents were housewives and 100 

(20%) respondents were retired persons. 

 

Table 1 

Demographic Information 

 Demographical Variables Frequency Percent 

Gender 
Male 265 53.0 

Female 235 47.0 

Age 

18-30 293 58.6 

31-45 50 10.0 

46-60 57 11.4 

60 Above 100 20.0 

Status 

Students 250 50.0 

Working Men 75 15.0 

House Wives 75 15.0 

Retired Persons 100 20.0 

Total 500 100 

 

Effects of Advertisements on Women  

 Table 2 showed that the majority (49.2%) of participants agreed that and less number 

(35.6%) disagreed with that statement “Do you think women in advertisements have 

negative impacts on the perception and thinking of women?”. Which Thins that large 

numbers of participants thought that advertisements have legal a time impact on women 

thinking and perception. The result indicates that the majority (50.8%) of respondents 

agreed that women encourage to do diet due to working in advertisements, while less 

amount of participants disagreed.  
 

 The finding uncovers that a greater part (54.2%) of participants responded disagree that 

the advertisements have an impact on the body image of the women and they want to 

change it after seeing these advertisements. Similarly, findings showed that huge numbers 

(50.6%) of participants were disagreeing that trying women in advertisements would affect 

the self-esteem of the women watching these ads.  
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Table 2 

Effects of an Advertisement on Women 

Statements SD% D% N% A% SD% 

1. Do you think women in advertisements have 

negative impacts on the perception and thinking 

of women? 

20.2 15.4 15.6 29.4 19.4 

2. Do you think objectifying women in 

advertisements would encourage women to 

choose to die stand to be like online 

advertisements? 

14.2 11.6 23.4 33.2 17.6 

3. Do you think advertisements have e impact on the 

body of the age the wooden and they want to 

change it after seeing these advertisements? 

23 31.2 19 9.4 17.4 

4. Is portraying women in advertisements would 

affect the self-esteem of the women watching 

these ads? 

21.8 28.8 17.8 12.4 19.2 

5. Do these advertisements affect the self-confidence 

of women? 

15.4 27.4 18.6 23.8 14.8 

6. Do these advertisements portray women as sex 

objects?? 

24.8 29.6 12 13.4 20.2 

7. Do these advertisements affect the feeling of 

positivity and compel the women to chase the 

unrealistic image in the ads 

14.6 24.8 18.8 20.6 21.2 

8. Is there any link between the thin models in the 

advertisements and the eating disorders and 

bulimia in women, are these both connected?  

16 26.6 9.4 20.2 27.8 

9. Do you believe that in our current society women 

are objectified in advertisements? 

22.8 18.4 26.8 20.2 11.8 

10. Does the portrayal of women in ads make you feel 

frustrated? 

16 35.6 17.6 10.2 20.6 

11. In your opinion do stereotypes affect the self-

esteem of women? 

18.6 24.4 25.2 15 16.8 

12. Do you think the portrayal of women in the media 

is affecting the younger generation? 

16.6 32.8 16.8 21.4 12.4 

13. Do you think that women are portrayed sexually 

in the media? 

29 27.2 10 14.8 19 

14. Is women’s men’s appearance a large that what 

makes her beautiful? 

8.6 30.4 26.8 15 19.2 
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 In the meanwhile, results showed that a large number (42.8%) of participants disagreed 

that advertisements affect men’s self-confidence. Likewise, a huge number (54.4%) of 

participants was not agreeing that the advertisements portray women as sex objects.  
 

 On the other hand, the major part (41.8%) of participants was agreed that the 

advertisements affect the feeling of positivity and compel the women to chase the 

unrealistic image in the ads. Similarly, a huge part (47.8) of respondents agreed that there 

have links between the thin models in the advertisements and the eating disorders and 

bulimia in women, are these both connected. 
 

 Findings indicate that more than 40% of participants disagreed that in our current 

society women are objectified in advertisements. Alike, the greater part of participants was 

disagreeing that the portrayal of women in ads makes you feel frustrated. 
 

 The results express that a huge amount of participants disagree that stereotypes affect 

the self-esteem of women. They also disagree that the portrayal of women in the media is 

affecting the younger generation, likewise, they further respond disagree that women are 

portrayed sexually in the media and women’s appearance is a large factor that makes them 

beautiful.  
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Table 3 

Independent Sample t-test of Effects of Advertisement 

on Women w.r.t. Gender (N=500) 

Medical E-Databases 

Mean 

t-value 
Sig. 

(2-tail) 
Male 

(265) 

Female 

(235) 

Do you think women in advertisements have 

negative impacts on the perception and thinking of 

women? 

3.31 2.91 3.189 .002* 

Do you think objectifying women in advertisements 

would encourage women to choose to diet and be 

like the one in the advertisements? 

3.38 3.18 1.733 .084 

Do you think advertisements have an impact on the 

body image of women and they want to change it 

after seeing these advertisements? 

2.72 2. .805 .421 

Is portraying women in advertisements would affect 

the self-esteem of the women watching these ads? 
2.79 62 .141 .888 

Do these advertisements affect the self-confidence 

of women? 
3.14 2.77 3.362 .001* 

Do these advertisements portray women as sex 

objects?? 
2.86 2.74 1.848 .065 

Do these advertisements affect the feeling of 

positivity and compel the women to chase the 

unrealistic image in the ads 

3.16 2.62 1.186 .236 

Is there any link between the thin models in the 

advertisements and the eating disorders and bulimia 

in women, are these both connected? 

3.40 3.01 3.638 .000* 

Do you believe that in our current society women are 

objectified in advertisements? 
2.94 2.92 2.500 .013* 

Does the portrayal of women in ads make you feel 

frustrated? 
3.02 2.64 3.144 .002* 

In your opinion do stereotypes affect the self-esteem 

of women? 
2.88 2.63 .164 .870 

Do you think the portrayal of women in the media is 

affecting the younger generation? 
2.94 2.86 2.475 .014* 

Do you think that women are portrayed sexually in 

the media? 
2.92 2.65 4.002 .000* 

Is a women’s appearance a large factor that makes 

her beautiful? 
3.10 2.40 .761 .447 

Level of significance *<.05; Sig. (2-tail) = P-value 

 

 The results (Table 3) of the independent t-test indicated that the (P-value > 0.05) of 

mentioned statements means that there is no significant difference between the opinions of 

males and females regarding the effects of advertisements on women. The findings further 

showed that (P-value < 0.05) of above-mentioned statements which means that there is a 

significant difference between the opinion males and females regarding advertisements 
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have negative impacts on the perception and thinking of women, advertisements affect the 

self-confidence of the women, there is the link between the thin models in the 

advertisements and the eating disorders and bulimia in women, are these both connected, 

believe that in our current society women are objectified in advertisements, the portrayal 

of women in ads make you feel frustrated and think that women are portrayed sexually in 

the media. However, the mean score of both types of respondents showed that the opinion 

of males and females about 50 % of the above-mentioned statements was almost the same 

and 50% of the above mentioned was not the same. 

 

Table 4 

Do you Encourage Women in Advertisements? 

 Frequency Percent 

Yes 248 49.6 

No 252 50.4 

Total 500 100.0 

 

 Table 4 showed that the majority (50.4%) of participants responded “No” and the 

remaining (49.6%) responded “Yes”. Which conclude that a large number of participants 

was encouraged women to do the work in advertisements. 

 

CONCLUSION 
 

 This study has been conducted to explore the recent trends and patterns of 

representation of effects of advertisement on body image, sexual objectification, and the 

self-esteem of women. This indicates that not much change has been noticed in the effects 

of advertisement on body image, sexual objectification, and the self-esteem of women. The 

study finds the dominance of the decorative role of women in the advertisement sex 

objectification and self-esteem portrayal of women working in advertisements. Almost in 

half of them, women are portrayed as sex objects. Advertisers use the sexual appeal of 

women only to grab the attention of the viewers. Over the years the depiction of women in 

family roles is decreasing, there is a huge increase in the sexual objectification of women 

in advertisements. The present research has shown that advertisements can manipulate and 

distort the image of women in media to create the image of women as sex objectification 

and effects advertisement. It has also been proved that men almost always appear fully 

clothed while women are constantly portrayed as wearing less clothing. This study has 

mainly concentrated on the portrayal of women in print advertisements. It focuses only on 

print advertisements. In the future scholars could extend this study with more effects of 

advertisements and sexual objectification including self-esteem advertisements in both 

print and visual media. Further research could be carried out on the effects of advertisement 

on body image, sexual objectification, the self-esteem of women in advertisements, and 

how colors and light are used in advertisements. The effects of advertisement on body 

image, sexual objectification, and the self-esteem of women offers exciting study and it is 

an evergreen field with a high potential for a variety of research. 
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QUESTIONNAIRE 

Date:      

Age         Gender        

Designation       Status          
 

Questions 
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1. Do you think women in advertisements have negative 

impacts on the perception and thinking of women? 

     

2. Do you think objectifying women in advertisements 

would encourage women to choose to diet and be like 

the one in the advertisements? 

     

3. Do you think advertisements have an impact on the 

body image of women and they want to change it after 

seeing these advertisements? 

     

4. Is portraying women in advertisements would affect the 

self-esteem of the women watching these ads? 

     

5. Do these advertisements affect the self-confidence of 

women? 

     

6. Do these advertisements portray women as sex objects?      

7. Do these advertisements affect the feeling of positivity 

and compel the women to chase the unrealistic image in 

the ads 

     

8. Is there any link between the thin models in the 

advertisements and the eating disorders and bulimia in 

women, are these both connected?  

     

9. Do u believe that in our current society women are 

objectified in advertisements? 

     

10. Does the portrayal of women in ads make you feel 

frustrated? 

     

11. In your opinion do stereotypes affect the self-esteem of 

women? 

     

12. Do you think the portrayal of women in the media is 

affecting the younger generation? 

     

13. Do you think that women are portrayed sexually in the 

media? 

     

14. Is a women’s appearance a large factor that makes her 

beautiful? 

     

15. What is your opinion 

about women in 

advertisements, does 

it have a negative? 

                 

                 

                 

                  
 


