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Abstract

TV commercial is one of the most important promotion channels, it can not
only stimulate the sales number of products but also insert the cultural mean-
ing into consumer’s mind. However, inappropriate commercial design may
lead to audience’s misconception of the product, and it could be harmful to
the corporate’s image. Based on the main consumptions of the target audience
of beer, mostly male consumers, female are always chosen to be the main
character of beer commercial, repetitively appeared as objectified or discri-
minated characters in the commercial. Results show that the shot distance and
the bending and lifting angles used are correlated with the degree whether
female are treated equally. If camera techniques were used properly, avoiding
using the objectifying female semiotics, then the improper situation of sexual
discrimination would be decreased.
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1. Introduction

In modern society, TV commercial is one of the most persuasive media, which
not only reflects but also has the influence to shape culture. Due to the mass
production of merchandise, modern advertisements and marketing skills have
grown rapidly, and advertisements have become an important part of the eco-
nomic institutions of capitalism. All kinds of advertising, marketing, packaging,
and design keep out with the old, in with the new to convince the consumers
continuing consume lots of new products. According to the statistics, advertise-
ments account for one sixth of time of TV programs. In other words, when au-
dience watches these commercials for a long time, it is possible that they would

be unconsciously influenced by the ideology conveyed in the advertisement’s
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messages.

For a long time, media has played the role of creating and breaking the ste-
reotypes; however, media has also strengthened the existing stereotypes for spe-
cific consumer groups. In recent years, there has been an abundance of adver-
tisements that objectify women, using women as attraction and sex object, dis-
torting their contributions in the workplace and emphasizing their subordinate
role to mislead children’s perception of men and women. Sexual discrimination
also includes male, homosexual, bisexual, and transgender discrimination. How-
ever, most beer advertisements usually discriminate against women. This study
aims to balance the perception of role of women in society by compiling a
comprehensive design of the female gender that selects an appropriate design
which would not result in discrimination but would assist in the product con-

sumption.

2. Literature Review

In modern society, advertising has permeated into our daily lives, it surrounds
us in the form of mass media, streets, and everyone’s homes. As Leiss, Kline and
Jhally (1990) stated, the significance of advertising in the society lies in that it
can influence consumers’ purchase decisions. The main purpose of advertising
design is to attract the audiences’ attention, allow them to understand the prod-
ucts, and change their attitudes so that they will take action (Pollay, 1986). Even
though not all advertisements achieve these purposes, every single advertiser still
invested huge amounts of funds for advertising marketing.

Under the traditional gender structure, men are the breadwinners while
women are housewives, and different personal characteristics have been given
to both genders. In the long run, both gender’s behavioral habits are shaped:
tough is the adjectives for men and frail is used to described women. At the
same time, the stereotype of housework is deeply rooted in everyone’s mind.
After WWII, feminism has awaken to reexamine the traditional gender roles,
and started the pursuit of economic independence, equal pay for equal work,
and the right of participating citizen, public, and politic affairs, etc. However,
while prospered from time to time, mass media, especially advertisements, did
not reflect the current situation loyally. Therefore, it leads to different percep-
tion of gender relationship, and then creates new problems of perception of
gender roles.

Gender roles of advertisements have been valued in different fields. Whipple &
Courtney (1985) has pointed out that the mislead message of female roles could
influence the mass audience’s perception of female, such as stupid, discrimina-
tion toward feminism, and would degrade female’s self-dignity.

Atkin’s (1993) research shows that media has stressed the positive images of
beer drinking in advertisements, movies, TV programs, even the warnings of pub-
lic service announcements. Through analyzing several beer ads, Horton (1992)

found that fast tempo, catchy tunes, smile faces, and happy, hustle and bus-
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tleatmosphere are frequent used elements to attract young audience. However,
these ads also conveyed distorted messages as follows:

Beer ads attract male youngsters through some specific cultural rites. For exam-
ple, drinking beer could make a young boy turned into a real man and share his
friendship with others. One of the repetition themes of beer ads is that male
groups always hang out together. In these activities, female is excluded or subor-
dinate. Some beer ads link beer with fast-pace risky activities, such as horse-riding,
speedboat driving, street racing in the black night with the rain. Female charac-
ters are degraded in beer ads: most of the female character functions nothing but
a pretty face or serve as a waitress. Also, female characters are frequently objecti-
fied, exaggerating their sexuality to lure the audience. Bars are positively de-
picted in beer ads. What ads do not tell are the scenes of flinging abuses, quarrel,
and vomit due to overdrink.

In the field of TV commercial, semiotics research plays an important and sig-
nificant role. Among all, Peirce and Saussure were viewed as the progenitors of
semiotics. Peirce developed a system to examine the relationships of a sign and
the object it signified, which contains three different types of signs: the icon, the
index and the symbol (Fiske, 1990). Saussure (1916)’s semiotics discussed the
system of linguistic signs in applying numerous advertising research. Among
linguistic signs, Saussure defined the relationship of the signifier and the signi-
fied. The so-called signifier could be a video in the physical world, an object or a
word, and through different experiences of the audience, it could generate dif-
ferent perception toward the same signifier it signified. When analyzing, Saus-
sure used two combination systems, one is paradigmatic relations, and the other
is syntagmatic relations. Paradigmatic relations include a set of vertical category
elements, and these elements could be similar or contrary in meaning, the users
choose one of them to combine with other elements. On the other hand, syn-
tagmaticrelations arrange words in the horizontal level, considering the general
syntax meaning of the chosen signs. Therefore, signs are polysemous, and the
relationships between signs and meaning are not fixed: a meaning could have
numerous representative signs, and a sign could symbolize different meaning.

The camera techniques in TV commercial, also represents its unique mean-
ings. Berger (2012) believed that close shot could stand out the details of the
screen and generate close relationship between the viewer and the situation
shot. For example, high-angle shot symbolizes tiny and weak of the actor, and
the low-angle shot signifies power and dignified traits of the viewer, as Table 1

shows.

3. Method

The study uses text analysis to examine how the elements used in beer ads func-
tion. According to the intention toward female, the study classified three differ-
ent types: first level viewed women as sexual objects, the second level judge

women as stupid, i.e., women’s driving skill is worse than men, and the last one
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Table 1. TV grammar of camera meaning.

Signifier (shot) Definition Signified (meaning)
close-up face only intimacy
medium shot most of body personal relationship
long shot setting and characters cont.ext,.scope,
public distance
full shot full body of person social relationship
pan down camera looks down power, authority
pan up camera looks up smallness, weakness
zoom in camera moves in observation, focus
fade in images appear on blank screen beginning
fade out images screen goes blank ending
cut switch from one image to another simultaneity, excitement
wipe image wiped off screen imposed conclusion

treat female equally, let them confidently express themselves. With this prin-
ciple, the study finds three beer ads to examine how gender functions as a sign in
the system of advertisement representation. The following are three contexts of
sample advertisements:

A: “Episode: sharing with friends”

The camera remains focused on the picture of the women lying on her sto-
mach and the beer bottle on her back. First someone behind her takes a sip and
puts the bottle back on her back. Next, someone in front of her also takes a sip
and carefully places it back (The subtitle appears: “share one with a friend”). Next,
someone below the woman takes the bottle and again places it back, then the
subtitle appears: “or two (friends)”. The woman simply stays in position and
wiggles from beginning to end.

B: “Episode: parking”

The scene is set around a century ago, a young woman struggles to park a car-
riage to the side of the road, while two men drinking beer are onlookers who
cannot stop laughing. Next, the advertisement scenario jumps to the present, the
same young woman is still unable to park the car, and finally parks it crooked
roadside. At this moment, the narrative along with sound effects start: “fortu-
nately, some things never change”.

C: “Episode: self-entertainment”

It begins from a man using a camera to secretly take pictures of a beautiful
woman in the next building. The beautiful woman seems to know someone is
taking photos of her, as she continues to pose sexily through the glass window.
In the process she attracts the attention of a crowd and receives cheers of ap-

praisal as she moves.

4. Results

Finding a view is closely related to the level of woman being objectified. In film
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A, there is extensive use of a close-up picture, including the scene that zooms
from the close up of the bottle to the back of the naked woman, as shown in
Figure 1.

Next, a close up is also utilized when three different individuals grab the same
beer from different directions, as shown in Figure 2.

Finally, the subtitle appears: share one with a friend. Or two, as shown in Fig-
ure 3.

Film B includes a mixture of close-ups, middle shots, and high angle shots. It
starts from a middle shot bringing in the picture of a woman parking the car-
riage, as shown in Figure 4.

The picture zooms in to focus on the bad parking techniques of the woman,
and the condescending look of the men watching her, as shown in Figure 5.

The picture uses high-angle shot and middle shot to emphasize on how the

woman parks the car crookedly, as shown in Figure 6.

Figure 1. Part 1 of film A.

Figure 2. Part 2 of film A.

Share One With A Friend.

or Two,

Figure 4. Part 1 of film B.
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Finally, the subtitles appear: Some things never change, as shown in Figure 7.

Film C uses long shot and low angle shot. It starts from the female protagonist
taking out beer from the fridge and posing sexily, as shown in Figure 8.

Next, the crowd views the woman from a low angle, and finally cheering in
praise of the woman, as shown in Figure 9.

The picture of the female protagonist is presented by a long shot showing the
crowd looking up, and the woman looking down, finally ending with a long shot,

as shown in Figure 10.

Some things never change. | =

Figure 9. Part 2 of film C.
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Figure 10. Part 3 of film C.

Table 2. Symbolic analysis of adcontent.

S 1
film  who what when denotation connotation exua
myths
Pl
acesa Three men
bottle on
Back of a_her back have a sexual A beer brand W
ack of a her bac omen
Short relationship which could
A nude and . could be
. moment with a woman  be shared
woman  wiggles oo shared
front and at the with friends
ront an
back same time
ac
From Drinking
g Cannot  carriage . this brand Women
5 Young . Some things
5 B park a generation of beer cannot
8 woman never change
=1 car to car never park cars
¥
generation changes
The A woman
¢ The sexy poses h
process o . the with a hot
win over
C Hot drinking A short land A sexy beer body who
approval an
woman  beer along time PP brand acts sexy
] cheers of the ]
with the will be
; crowd
music popular.
Syntagm

The implications of the symbolic analysis are organized in Table 2.

5. Conclusion

Despite the rise of online media, television advertising is still a significant
broadcasting channel for businesses. A beer advertisement includes no less than
the combination of a pleasant scenario and attractive men and women. Since the
target consumers of alcohol are men, females tend to appear in commercial as
protagonists, and they are usually objectified. In today’s world of high consumer
consciousness and rapid flow of information, a small inadvertent error, such as
sexual discrimination against woman, may bring a major crisis for the company.
Therefore, the gender presentation in advertising should be paid special atten-
tion.

In the symbolic sense, there are different presentation methods of the female

symbol. Being naked and having poor abilities are common stereotypes. The
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naked symbol will usually allow people to associate with sex, while poor abilities
are typical gender discrimination. A slim figure is a symbol of women, if this
symbol utilizes space for a single female character, then it is a more neutral and
safer gender presentation designs.

The results of this study show that the camera techniques in television adver-
tisements are related to gender presentation design. Close-range or close-up shots
will usually allow the audience to feel intimacy, while a high-angle shot is con-
descending, if it is paired with symbolic design that objectifies women, it will
result in an advertisement that discriminates against women and provoke antip-
athy from women. On the other hand, if a middle or long shot is utilized in ad-
dition to a low-angle shot at the female antagonist, it can reduce the possibility

of creating an inappropriate advertisement.
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