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ABSTRACT 

This paper reviews us the socio-cultural role of women portrays in cosmetic advertisement. It has been the 

subject of being reflect the actual status of women in our society. It is very worthwhile topic to investigate 

because it examines how the representation of women is disseminated through the language of beauty products, 

and how this representation affects the spreading social and cultural image women. Because men are expected 

to demonstrate “masculine” behaviors and women are expected to demonstrate “feminine” behaviors, and their 

social sanctions against individuals who do not conform to social expectations about how they should behave as 

either men or women. As we know Ideology is a set of shared beliefs within a group, such as nation or social 

class. This body of beliefs influence the way individuals think, act, and view the world. Socio –Cultural ideology 

is concerned with the altitudes of men and women on their place of society, their rights and responsibilities and 

equality of opportunity is an ideology that wishes to eliminate discrimination that is based on age , gender, 

color ,race , national origin ,religion. . This paper is a part of research work and the report will seek to define 

the portrayal of women in cosmetic advertisements and its effect on social and cultural values. 

Key Words: Advertisements, Biased, Effect on Social and Cultural Values, Inequality, 

Portrayal of Women 

1.  Introduction 

In the globalization era, improvement of technology, science, society, economy and education provide 

people to have better standard of living and styles. Relating to the development of purchasing power 

in consumers and market trend that people become more conscious of hygiene and beauty, it affects to 

the rapid growth in beauty care industry, especially in the present decade. Since the characteristic of 

the market is quite high by value, thus it attracts many companies to enter to this market continually. 

Not only domestic companies that try to take as much as advantages in their local market but 

multinationals also desire to reach the market. Even there is intensive competition in beauty care 

market; many companies still pay attention to invest in this market to respond for the high demand 

available in market. 
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This paper aimed to examine how women are currently portrayed in cosmetic advertising. It then went 

on to explore the effect these adverts had on female attitudes and as a result, different interpretations 

and views of the „ideal beauty‟ were identified; with consumption, social construction, psychological 

impacts and body enhancement also being explored. 

2.  Advertising: 

It has become the part and parcel of present-day life. From everywhere around us, 

advertisements of diverse types attack our privacy. In spite of it, there is an attractive power, 

which is able to manipulate the consumer; an invisible voice of advertisement advocates, 

encourages, asks, announces and deeply embeds into peoples‟ minds. 

2.1 Advertising Appeals  

An advertising appeal is a statement designed to motivate a person to act. The appeals which the 

advertiser makes usually focus the buying motives of the customers. An advertising appeal must 

successfully tell what it wishes to convey. One of the most critical decisions about creative strategy in 

advertising involves the choice of an appropriate appeal. Creating advertising appeal for a good or 

service begins with identifying a reason for people to buy it. Advertisers build an advertising 

campaign around this appeal using different tricks and types of advertising appeals that influences the 

mind of people. 

Advertising appeal can broadly be classified into three categories - rational, emotional and moral 

appeal 

3.  Purpose  

The purpose of this study is three fold:  

 First, the aim is to show the role of women in cosmetic advertisements. 

 Second, this study examines the negative impact of such techniques both mentally and physically 

constituting a large public health issue within this population. 

  Finally, this study explores ways of mitigating the social and cultural effect. 

 

4.    Cosmetics 

The history of cosmetics dates back to 10,000 B. C., spanning at least 6000 years in the human 

history. People‟s purpose of using the cosmetics is almost the same; they want to make themselves 
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more beautiful and attractive. Therefore, the cosmetics are very important to people, especially 

women. 

The word “Cosmetics” is known to human race since ages. At the same time, desire to look good and 

attractive for every individual also can be identified as the psychological need having been given the 

upper place in hierarchy for ages. However, it will be relevant to understand the exact meaning of the 

word “cosmetics” from various sources at the outset. 

According to Dictionary.com:- the word “cosmetic” is a noun and includes “powder, lotion, lipstick, 

rouge or other preparation for beautifying the face, skin, hair, nails etc.” The second meaning in noun 

category is “cosmetics: superficial measures to make something appear better, more attractive or more 

impressive.” 

• The word “cosmetic” is a noun and includes “powder, lotion, lipstick, rouge or other preparation 

for beautifying the face, skin, hair, nails etc.” 

•  The second meaning in noun category is “cosmetics: superficial measures to make something 

appear better, more attractive or more impressive.” 

• Cosmetic advertising is the promotion of cosmetics and beauty products by the cosmetics industry 

through a variety of media. 

 

3. 1   Portrayal 

Portrayal refers to the depiction of someone or something in a particular way, a 

representation. It dramatically represents the character by speech, action and gesture.The aim 

of the present study is to explore the type of the role portrayed by women in cosmetic 

advertisements. 

3.2   Women in Advertisements 

The main purpose of advertising is making money by selling the images of perfection to its 

prospective consumers and that perfect images most of the time are women; who believe to 

have good brand recall value, to grab the attention and provide “desirable” images for the 

advertisements, irrespective of their relevance to the advertisements or products starting from 

alcohol to automobiles.  

• The roles of females have greatly domesticated in popular culture, especially in 

advertisements. 
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• Advertisements use women as a way to make other women insecure; therefore, they will 

find women whom are considered „ideal‟ in today‟s society. 

• Females were once non existence when it came to advertisements, but now has become an 

object for the product.  

3.3    Women in Cosmetic Advertisements 

Women today are no longer consolidated behind kitchen walls. Their aspiration for coming out of the 

door also taught society to think differently. Marketer wisely utilised this transformation process to 

launch their product and advertisement strategically. The way women are depicted in advertising 

changes with times, reflecting the transformation taking place in society. 

 The roles of females have greatly domesticated in popular culture, especially in advertisements. 

 Advertisements use women as a way to make other women insecure; therefore, they will find 

women whom are considered „ideal‟ in today‟s society. 

 Females were once non existence when it came to advertisements, but now has become an object 

for the product.  

 

 3.4   Transformation of Women’s Image 

The image of the ideal woman began to be transformed. Women in advertisements became central 

characters and were portrayed as working outside the home, in nontraditional, progressive occupation 

(Belknap & Leonard, 1991). Sullivan and O'Connor (1988) claimed that reduction in the portrayal of 

women in traditional homemaker and mother roles, there has been a 60% increase in the decorative 

role of women in advertisements. 

4.   Objectives and research questions 

The objective set, as the main intention of the research is: To explore how cosmetic 

advertising portrays women today and what are the meaning comes out after interpretations 

and its effect on our society and culture. The advertisements carry socio cultural meaning 

which sometimes gives positive and negative impact. 

4.2   Hypothesis Framed  

Hypothesis means a mere assumption or some supposition to be proved or disproved, framed without 

any supporting data. The purpose of framing a hypothesis is to derive direction for the research work. 

Hypothesis is always framed in a pair, as given below:  
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H0 To study whether the portrayal of woman in cosmetic advertisements do have an effect on the 

social and cultural values.  

H1 To study whether the portrayal of woman in cosmetic advertisements do not have an effect on the 

social and cultural values. 

5.  Transformed roles of women in cosmetic advertisements: 

• Violent  

•  Social   

•  Culture dominating 

•  Independent 

•  Emotional 

•  Impatient   

•  Conscious  

•  Confident 

5.1   LAKME: Perfect Lips Through The Day. 

 

Fig. 1:  Women shifted from domestic sphere to the professional arena. 

 As we examined that Women today are no longer consolidated behind kitchen walls. Their 

aspiration for coming out of the door also taught society to think differently. 

 The role of women shifted from housewife to working women. This shows the drastic changes in 

role of women “office wear shades” shows the women choose the long lasting products which 

can fresh up their face all day.  
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5.1.2 FAIR AND LOVELY: 

 

Fig. 2: Women as a stage of conscious to confident. 

We would often hear our grandparents moan „Oh she is dark-skinned; it will be difficult to find her a 

groom‟. The advertising companies just took advantage of that and produced skin lightening creams 

like „Fair and Lovely‟ and „Pond‟s White Beauty Cream‟ and played around with India‟s obsession 

with „fairness‟ 

 The power of advertising extends to the creation and perpetuation of a mythical land of fairness 

where images are often linked to the fascination for fair skin.  

 Model for female beauty is often based on a “white woman” model. The lighter skinned woman is 

thought to be more beautiful. 

 The visible contrast between the „before and after‟ appearance of the model is also enhanced by her 

resultant heightened confidence. 
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5.1.3 AVON: 

 

Fig 3: Victim of violence to Victim of beauty 

 We examined how advertisements that depict violence against women shape women‟s 

subjectivities. We found that women were positioned as victim of beauty. 

 96% of women who suffer from domestic violence prefer to cover up their bruises with makeup 

instead of reporting their attacker. 
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5.1.4 Maybelline 

 

Fig 4: Transform from ugly to beautiful 

The use of Maybelline products has created the sign symbol of beauty.  The symbolic sign of 

Maybelline makeup always refers back to beauty.  According to Roland Barthes a sign is 

the inseparable combination of the signifier and the signified. One example is that the signifier, being 

the physical form of the sign or the images we are seeing, would be the women shown who come off 

as naturally beautiful and that the way they look is what should be desired by women all over the 

world .The signified, being the meaning we associate with the sign, which in this case is beauty. The 

sign that we get from this is that if women wear the Maybelline brand cosmetics they will become 

beautiful and that is what women are suppose to be is beautiful, as we are told in society.  The 

understanding of semiotics is significant because everybody has a different perceptive of signs.  

6.  Findings and Conclusion 

• Beauty is redefined in terms of feminism through the character and narrative of the cosmetic 

advertisements. 

•  This brings out a stereotype that women must be perfect always, meaning they are to be hairless 

and flawless. Society expects more from women than men.  

• Women resort to makeup to meet these expectations. But in the end, women do have flaws and 

imperfections, which is what makes them human being  

• However, it has not covered all the advertisements and hence future researchers could cover more 

number of advertisements. Further, the portrayal of men could also be studied and a comparative 
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analysis would add more insight to the study. A comparative analysis could be done with the 

advertisements of other nations as this would help the multinational organizations. 
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