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ABSTRACT

Objectification of women in advertisement as a marketing strategy with blend of appealing ingredients is also being utilized in Pakistani media industry like rest of the world. The core object of the study was to examine how Pakistani television advertisement is representing the women in an objectifying manner. In this connection critical discourse analysis in the sphere of qualitative research and content analysis in the domain of quantitative research method were employed to deconstruct the advertisement of Pakistani media in the context of representation of women in Pakistani television advertisements. This research study has been theoretically linked with Objectification theory. The sample comprised of 30 advertisements of which were being televised in Pakistani mainstream TV networks in the last year, was selected with the help of purposive sample technique. The total duration of the advertisements was 1377 seconds, with 774 frames. Objectification phenomenon was analyzed in the mirror of outfits, gait, and gaze, touching, voice and facial expressions. It was found that women were being objectified in Pakistani TV commercials through different ways. Outfits of models were western, sleeveless and short which didn’t cover their physique and through their slim, thin and shapely body they were being objectified. It was explored that the body language of female models i.e. facial expression, gestures, posture and even walking style were presented in seductive and objectifying manners. Most of the models narrated slogans and features of products in intoxicating, sleepy and mesmerizing voices. The findings indicated that more preference was given to alluring physical appearance instead of highlighting chief attributes of the products. Even in some advertisement it was difficult to identify the nature of the product. The products or services of some commercials were not specific for women yet they were also unnecessarily highlighted in these advertisements too. The overall analysis of 774 frames divulged that female models were objectified and hardly portrayed in the mirror of Eastern values and traditions.
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