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Abstract

Women and men have attraction for very fair color in Bangladeshi context. Every
man wants to have his fiancé or wife to be very fair. On the other hand, girls want to
marry a man who is very fair in complexion. For this reason skin whitening products
earning huge profit in Bangladesh also suggests that fair skin means superiority and
beauty. Skin whitening advertisements show fair skin is a necessity for success, and
promote the use of their product to achieve the ideal face, partner, and desired
behavior from the society and attention from the opposite sex. Most of the fairness
creams are targeted to the young female population of the society and men are the
new customers of the beauty industries besides women since men have become very
conscious of their looks and lots of men buy such creams to look fairer. There are lots
of beauty parlors for men which promise men that they will make them look fairer
and lots of men spend huge amount of money to go to such parlors. The main purpose
of this study is to raise awareness, so the consumers do not get influenced by the use
of language/persuasive discourse in advertisements before buying any kind of fairness
products. In order to do this, this study addressed two central research questions: how
fairness-product ads influence the target people? and what is the impact of such ads?
However, this study looks at how advertisements (TVCs and print ads) of fairness
products for women and men persuade and manipulate common people in the
Bangladeshi context, from a CDA perspective. In this Study the collected data were
two types: advertisements (TVCs and print ads) and interviews (experts and common
people). The data was analyzed according to Fairclough’s (2005) three dimensional
approach of discourse analysis, and discussed in terms of discourse, ideology and

power.
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In Bangladesh the concept of beauty is associated with fair complexion. The findings
suggest that texts influence the consumers through their artificial and catchy language.
The ad maker uses various colors in the ads. Ad makers of fairness ads use various
light colors like pink, white, yellow, light green, orange, and so on in the ads to attract
the attention of the consumers. TVCs of fairness products for men and women claim
to change skin color of consumers from black to white and thus their fate will be
changed and they will achieve successes at every stage of their life. The TVCs of
fairness products promote the idea that fairness is equivalent to beauty, love and
success. In our country being dark is seen as the source of many social problems,
from the birth till marriage. Fairness ads state that fairness creams will make one
white or fair within few days. The respondents of the study expressed that it is
impossible to change dark skin color to white with the use of a cream. Most of the
expert of the study also expressed that continuous use of the fairness cream made their
face skin look fresh, but not white. Most of these fairness creams are non-prescribed
products, and regular usage of skin fairness products has side effects for the face skin.
They also expressed that the ads capture the market by their models and language; it
is a kind of business policy to sell the products. Even the models who are performing
in these ads, may have limited idea about the products, and may not use the products
themselves, the consumers do not get influenced by the use of language/persuasive

discourse in advertisements before buying any kind of fairness products.
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CHAPTER-I

INTRODUCTION

1.0 Introduction
This chapter discusses problem statement, purpose statement, central research
question, significance of the study delimitation, limitations and operational

definitions.

1.1 Problem Statement

This study mainly focuses on how people seem to be influenced by the advertisement
of the fairness products (hereafter ads). Advertisement is a message to promote or sell
a product (see Petly, 2002; Arens, 2002). Consumers gather knowledge about
products and services through ads. After watching ads they feel that they know which
product is good and which is bad for them. Ads of fairness products tend to use catchy

language and attractive models to sell their products and influence the customers.

In Bangladesh majority of our people are dark-skinned and we have variation in
complexion (see Islam et al, 2006). The fact that only the fair skinned mother can
give birth to fair skinned child is ideology that is commonly believed in our society as
well as in South Asia (see Jones, 2004). For this reason mother-in-laws crave for fair-
skinned brides for their dark skinned sons (see Islam et. al, 2006). Even men also
prefer lighter-skinned partners (if they have a choice) (ibid.). In our country most of

the mothers are very anxious when their baby girls turn out to be dark as this puts



their daughters at a disadvantageous position in the "marriage market” (see Khan

2006; Islam et al, 2006).

Advertisements especially television commercials (hereafter TVCs) has an impact
(see Petly, 2002; Arens, 2002). The daily national newspapers might not reach
everywhere in Bangladesh and also majority of our people are not that much educated
to read the newspapers as well as advertisement. Besides some of our people do not
want to spend 8-10 Taka per day to buy a newspaper as they get most of the news

through TVCs.

Advertisements for fairness products promote the idea that fairness is equivalent to
beauty, confidence and control over one's life, self-confidence and security, love,
marriage and career prospects and overall social acceptance depending on the color of
one's skin (see Islam et al, 2006; Karan, 2008). Some advertisements have negative
cultural ideas and focuses on how a woman's beauty is measured by the degree of
fairness of their skin (Arif, 2006). According to Karan (2008), no externally applied

cream can change a person’s skin color.

Today fairness is a word mentioned not only in the ads but also in the society, since
people believe that being fair means pretty, beautiful and handsome. This study took
some support of critical discourse analysis (henceforth, CDA) and adopted
Fairclough’s (1995) three dimensional approach to discourse in order to analyze ads

of fairness product in Bangladeshi context.



1.2 Purpose Statement

The main purpose of this study is to raise awareness, so the consumers do not get
influenced by the use of language/persuasive discourse in advertisements before
buying any kind of fairness products. Furthermore this research will help the common
people (doctor, advocate, student, business men) and researchers to become conscious
about the fairness product. Before buying products for children, people in general do
not read the instruction. Even in Bangladeshi context people do not read the
instructions before buying any product. In general educated people are not aware of
how advertisements manipulate them. Educated people are influenced by
advertisements and buy these products. On the other hand, uneducated people are
unable to read the instructions which are written in English and Bangla. As a result
the uneducated people are also ignorant at the same times. Hence, this research will

help the uninformed people of the society.

1.3 Central Research Questions
The central research questions of the study are as follows:
1. How fairness product ads influence the target people?

2. What is the impact of such ads?

1.4 Significance of the Study

In general, the people of Bangladesh are not that much aware of what is happening in
the society or environment. They are usually convinced by the media. The ad makers
take advantage of this and make the advertisements to convince the people through

catchy language and half truths. There is some advertising policy in Bangladesh but



the policy is not implementing. This research makes the people aware of the

manipulating language of advertisement.

This thesis will be available in East West University’s library. The major findings of

this study may be studied for publication by the author or by a journalist.

1.5 Delimitation

This study focused on how the fairness-products ads manipulate and influence the
consumers by their language. The researcher analyzed 11 TVCs and 25 print ads
which were available in Bangladesh from January 2010 to July 2010. There are many
types of advertisement for fairness product; but as time was constant it was difficult to
collect all types of fairness ads. This research is mainly based on fairness cream ads

and there is one ad of talcum power.

1.6 Limitations

The main limitation of the study was collecting appropriate expert in this field in
Bangladesh. Also very little work has been done on this topic and there were very few
published journal, articles or books in this field. As it is an M. A. thesis paper,

researcher has tried to put as much information as possible within her capability.

1.7 Operational Definitions

Operational definitions of key terms are as follows:



1.7.1 Beauty Concept
Beauty is a property associated with human beings; this could be considered even as a
characteristic (Kumar, 2002). According to Kumar (2002) beauty is used to express a

nice looking woman as opposed to hand-some for man.

1.7.2 Fairness Concept

According to Islam et. al (2006), in Bangladeshi context dark-skinned people are
described as being 'moyla’ which literally means dirty and a person who is identified
as 'shundor' (beautiful or good-looking) is someone who has fair skin. White and
black are the two most frequently used and a practiced color as well as concepts
throughout the world, including Bangladesh (Arif, 2004). He also points out that these
two colors create dimensions and signification in society for which white and black

are treated either positively or negatively.

1.7.3 What is Advertising?

Advertising is the means by which goods or services are promoted to the public
(Petley, 2003: 4). He also says that the advertisers’ goal is to increase sales of goods
or services by drawing people’s attention to them and showing them in a favorable

light.

1.7.4 What is CDA?

According to Fairclough (2001: 229-230), Critical Discourse Analysis (CDA) studies
and analyses any type of discourse (written text, speech, gesture, symbols, signs
posters, electronic and printed advertisement and any type of communication) that

systematically communicate with us. Fairclough (2001) further says that, CDA helps



by analyzing certain discourse about the hidden issues of problems of a society

(Haque, 2008).

Van Dijk (200: 352) says, “CDA is a type of discourse analytical research that
primarily studies the way power abuse, dominance and inequality are enacted,

reproduced, and resisted by text and talk in social and political context”.

1.7.5 Common People
In this study common people means the people who are uninformed about the hidden

issues embedded in society.



CHAPTER-II

LITERATURE REVIEW

2.0 Introduction
This chapter discusses the basic ideas of advertising, the concept of beauty also the

background of CDA which are related to this research.

2.1 History of Advertising

The history of advertising began with the invention of the printing press in 1450s
(see Arens and Bovee 1994: 14). According to Arens and Bovee (1994: 14) at the
time, the first mass medium was the newspaper and the first advertisement in English
appeared in 1472 which was a handbill tacked on church doors in London announcing
a prayer book for sale. After 200 years, the first newspaper advertising offered a
reward for the return of 12 stolen horses and soon newspaper had ads for coffee,
chocolate, tea, real estate, even personal ads (see Hackley, 2005). During the
industrial revolution machinery began to replace men and production cost became less
(Arens and Bovee 1994: 14). The producers soon realized the tremendous value of ads
to circulate their product throughout the country as well as all over the world; thus
magazine ads became popular beside newspaper ads (see Arens and Bovee 1994: 14-

15).

A series of new technological devices in between the 19" and the early 20" century
with the telegraph, telephone, typewriter, and motion picture created new dimensions

in advertising (see Cook, 2001). According to Arens and Bovee (1994: 16), in 1920,



after World War I, the era of salesmanship arrived and full color printing became the
norm of magazines. The greatest expansion of any medium occurred with the
introduction of television broadcasting, and after World War I, television ads grew

rapidly (Cook 2001).

From the mid-1990s onwards, the most popular medium for ads has been the internet;
in facts in the 21% century the television, internet, computer technology, e-mail are
making ads available worldwide (see Cook 2001; Arens and Bovee 1994). Even the
communist countries including China, which condemned ads as an evil of capitalism
now encourage private enterprise and see the benefits of ads (Arens and Bovee 1994:
21). Marketing through the internet opened new frontiers for advertisers and led to the
‘dot com’ boom at the beginning of the 21 century, and the search engine Google

revolutionized online ads interactive advertising (see Cook, 2001).

2.1.1 Nature of Advertising

According to Kumar (2002), advertising is a process which gives information to the
public about a product, and it is an element of the marketing mix and a part of
promotion activity. He also says that it is a message which carries goods and services.
It is persuasive, controlled, and identifiable and influences the target audience (ibid.).
The terms *advertisement” and ‘advertising’ are derived from a Latin word-*advertee’,
which means ‘turn toward” says Goddard (2002: 9). Price, promaotion, product and
physical distribution are the four main elements in marketing (Kumar, 2002). He
points out that advertising carries message of the product and the message may be

visual or oral.



Arens (2002) state that, “people expect advertisers to be proud of their products and
probably do not mind if they puff them a little. But when advertisers cross the line
between simply giving their point of view and creating false expectations, that is
when people began to object”. Kumar (2002) says advertising is not an end itself, it is
a means to an end, or more correctly to several ends. In business, advertising is used
as one of the major promotion tools to stimulate demands for the product or enhance
the image of the organization (ibid.). According to Petley (2002), advertisements have

a number of factors. Such as:

o the goods and services to be advertised;

e competition between different providers of the same kinds of
goods and services, for which there needs to be a significant
potential market;

e the means of advertising cheaply to large number of
people;

e a population with sufficient education to be able to understand
advertising messages.
2.1.2 Purpose of Advertisement
Ad is a technique to attract the consumers to buy the products of a particular company
(Chauhan, 2006: 2). The main purposes of ads are to present an idea about a product
through convincing language (ibid.). According to Boltz and Seyer (1982), the

purposes of ads are:

e to sell a product and to introduce or establish a company’s
image in consumer land;

e to locate its target audience or consumers;



e building up arelationship with its audience;

e it expresses social values;

e to establish a company’s logo or slogan by using metaphors, puns and

rhymes.

2.1.3 Types of Advertising
According to Rajagopal (2000), ads are an art and cannot be limited to the theoretical
boundaries. Many people think that ads are an accident of free economy (Tellis, 2004:
3). But reality is different and the importance of ads in modern economy is very
remarkable (ibid.). Advertising is everywhere and it is dynamic (Tellis, 2004: 3).
According to Kumar (2002), there are various types of advertising which are

mentioned below:

e print advertising ( e.g. newspapers, magazines, brochures, fliers,
etc);

e Dbroadcast advertising (means television, radio and the internet);

e outdoor advertising (are billboards, kiosks, tradeshows and
events);

e covert advertising (considered as advertising in movies);
e public service advertising (means advertising for social cause);

o celebrity advertising.

2.1.4 The Role of Advertising
The roles of advertising can be broken down into a series of links, all of which
promote sale (Cartwright, 2002: 214). According to Cartwright (2002: 214), the roles

of advertising are:

10



o to influence the behavior of others in the supply chain;
o to create awareness of products, ideas or services;

o to facilities changes;
o to reinforce the behavior of existing customers and users ;

e to create organizational brand image.

2.1.5 Advertising in Bangladesh

According to Anwar (2003: 50) that there are nine advertising agencies in Bangladesh
- Adcomm, Asiatic, Bitopi, Unitrend, Grey, Interspeed, Popular, Madona and Matra.
He also says that in Bangladesh advertisement media can be classified into two
categories—Above the Line (ATL) category and Below the Line (BTL) category.
ATL includes newspaper, magazine, radio, television, satellite and cable television,
and BTL includes outdoor advertisements such as-billboards, hoarding, neon signs
and bell signs (Anwar, 2003: 50). Since 1967 the growth of advertising industry had a
direct relationship between the economic growth of Bangladesh and the purchasing

power of the people (ibid.).

Anwar (2003: 50) states, “the legal aspect of advertising is controlled by the
government, a requirement of the media to sign contracts with advertising agencies or
the advertiser for all types of advertisement”. He further says that the general terms
and conditions of the contact are to conform to laws and regulations relating to
printing, publication and mass communication. Anwar (2003: 51) also said in
Bangladesh, the Ministry of Information is the primary controlling authority and may
decide to change all or a part of the terms and conditions of contracts with the ads
media. Advertisements related to drugs, cigarettes and the like require prior

permission of the Ministry of Health for advertising which the government has set an

11



ethical code of conduct (ibid.). Anwar (2003: 51) says that the agencies should refrain
from advertising products like alcohol, cigarette, baby food and cereal, undergarments
for men and women, and contraceptives (except birth control pills). He further says
that the media in general is expected to abide by social norms and normal value,
refrain from direct attacks on any religion, person or organization as well as from
obscenity and vulgarism, and from using historical leaders and political leaders in

advertisements.

2.2 Concept of Beauty

History shows that Europe and USA are so much concerned about beauty that they
frequently arrange beauty contest (Sharma: 1994)). According to Karan (2008),
beauty is an emotional element which has double meaning, inclusive and exclusive. In
exclusive sense, beauty refers to-how things appear, their manifestation, for example
human bodies, artifacts, and so on (ibid.). Beauty prevails in various forms: nature’s
beauty (scenic beauty), physical beauty (facial appearance), beauty in behavior and
thinking (pleasing the intellect or moral séance or a pleasing effect felt by others), and
spiritual beauty relating to spiritual beauty which is relating to spiritual values of life:

a pleasing experience felt by oneself (Kumar, 2002).

According to Sharma (1994: 96), the concept of beauty is universal and difficult to
define. He says that “something that is beautiful in one place and for one person may
not be same in another place and for another person.” Some people love to listen to
Indian classical music but some do not have any interest; also, some people like water
color painting but others oil painting (Sharma: 1994). According to Ruth (2005),

beauty varies from culture to culture because a beautiful person in American culture

12



may not be the same in African culture. In some African countries, a big body and big
buttocks would be considered beautiful for women (ibid.). In western countries beauty
means thin or slim but many parts of Asia, being fat is considered beautiful (Ruth:

2005).

2.2.1 Concept of Beauty in Bangladesh

According to Arif (2004: 585), in Bangladeshi context, at first, we basically evaluate a
person through his or her external appearance; later on we consider his/her other
internal characteristics. In Bangladesh most of the people evaluate women’s beauty
only by their skin color and do not observe their qualities; if men and women are dark
skinned, they are considered as unattractive (ibid.). Arif (2004: 585) explains that
even if a black complexioned women is good looking, well mannered with an
attractive figure, she is not considered beautiful at all because of her dark

complexion; as a result women want to be fair and bright at any cost (ibid.).

In Bangladeshi culture, according to Arif (2004: 586) pre-marriage program called
‘Gaye-Holood” (smearing turmeric on the skin), is nothing but a symbol to brighten
the skin of bride or groom (ibid.). This has become a symbol of prestige and
enjoyment when we see a “fair’ bride or groom go through Gaye-holood program (see

Arif, 2004: 586; Haq, 2003).

In this Indian subcontinent Lever Brothers, which is a transnational company, markets
a fairness cream named ‘Fair & Lovely’ to bright human’s skin (see Islam et al, 2006
and Arif, 2004: 586). On the packet of the cream the said company uses a slogan

‘Extra Fairness Cream’! and, in the ad of the product they say, ‘it is the best selling

13



fairness cream of the world” (ibid.). Arif (2004: 586) says that, this product is highly
popular in the Indian subcontinent as the women of this region want to see their skin
“fair’ or ‘bright’, and not black. Parents of this region encourage their daughters to use
fairness products and to use turmeric on their skin as they are very much anxious of
their daughter’s future and their marriage (see Arif, 2004: 586 and Islam et al, 2006).
So, skin fairness became a mental disease of the people of this Indian subcontinent

region (ibid.).

2.2.2 Concept of Beauty in India

According to Eric (2008), in Asian cultures white skin is considered an important
element in constructing female beauty. White skin does not only affect woman’s
beauty but also affects her job prospects, social status, and earning potential (see
Ashikari 2003; Goon and Craven, 2003; Leslie, 2004). Wagatsuma (1967) states that,
“the beauty ideal of white skin in Asia predates colonialism and the introduction of
Western notions of beauty”. In India, the words for fair and beautiful are synonymous
(Franklin 1968; Hall 1995). Goon and Craven (2003) explains that “whiteness” and
“paleness” are different  concepts; they also say that paleness associated with
feminine discourses of beauty, and ‘whiteness’ are considered as radicalized value of

superiority.

According to Eric (2008), in Indian culture, white skin carries positive messages in
Indian and Hindu cultures. He also says that white skin is consider as a sign of
“beauty,” “purity,” and “happiness,” and is a symbol of power. Eric (2008) explains

that, “in the social context, white face and white skin can be identified as a form of

14



performance which presents the beauty and virtue of an individual within the

community”.

Shankar (2007) says that in South Asia, pale skin is considered as social markers of
aristocratic lineage and class allegiance. He further says that dark skin is associated
with labor and field works who work in the Sun and ‘White’ skin has a colonial
notion of power and superiority. Many authors feel that the white is reflected in the
South Asian film industry usually the heroines of films who are usually fair and
beautiful, the heroes are fair and handsome and the villains are dark and swarthy. In
India, beauty contest winners are extraordinarily tall, slim and have a light honey-

colored skin (ibid.).

2.3 Beauty in Men

According to Kamath (2008), man wants to have his fiancée or wife to be very fair.
He also says that man will never ever think of marrying dark colored girls. In the
same way, most of the girls want to marry with a man who is very fair in complexion
(ibid.). According to Kamath (2008) lots of men buy creams to look fairer. According
to Roy (2005), one of the market research shows the result that 32 per cent of the
buyers of fairness creams are men, not women. He also says that women’s fairness
cream does not match with men, so men need a different fairness product; for that
reason Emami is the first company to launch a fairness cream for men which is called
fair and handsome. Nair (2008), states that “take for instance, the hugely popular
Indian actor, Shahrukh Khan proclaiming shamelessly in an ad ‘Mard ho ke ladkiyon

waali fairness cream kyon?’ loosely translated as why use a women’s fairness cream

15



when you are a man”. According to Nair (2008), fairness creams are now available for

men in the market so men do not have to use a woman’s fairness cream.

On the other hand there are lots of beauty parlors for men where they promise men
that they will make them look fairer, and lots of men spend lots of money to become

fairer (Kamath, 2008).

2.4 Beauty in Women

According to Greer (2002), the concept of beauty is evaluated for women from
childhood. For the girl, being pretty is considered as beauty. When a girl grows up,
she gets an ideal image of our contemporary “society” in the sense that she needs to
be tall, thin and fair (Greer, 2000). He also states that “beauty is no more an
abstraction but can be made concrete by any woman who is rich enough to spend to
measure herself up to the beauty standards set”. He further point out that, in the global
market beauty is considered as beauty contests which held all over the world. Those
women who are participating in the beauty contests are not allowed to display their
natural beauty; they are the creatures of artifice (ibid.). Greer (2002) explains that,
women who are performing in the beauty contests wear false eyelashes, artificially lift
their eyebrows, reshape their figure through cosmetic surgery are required to dazzle
the audience with full make-up, and have elaborate hairdos and the latest fashionable

attire (ibid.).

According to Sujai (2006), ‘fair’ is associated with 'white’; in Hindi its known as

‘gora/gori, and 'dark’ is considered with 'black’ that is ‘kaala/kali’ (in Hindi). In our

society families wait for the first sight of the newborn baby and decide whether he/she
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is "fair' or 'dark’ (ibid.). He explains that, if a baby is 'fair' parents are congratulated but
if the baby is ‘dark’, parents are humiliated. He further says that, being dark is inferior

and being fair is superior.

In our society most of the parents are worried about their dark skinned girls, getting a
kaali (black) girl married is seen as a burden (Sujai, 2006). Parents are always
encouraging their dark skinned girls to apply fairness cream or get treatment and use
various herbal ointments to become fair (ibid.). Sujai (2006) states that “these
activities become pronounced right before the wedding where being fair becomes
critical for making the right ‘matrimonial alliance’. He further says that, in Hindu
regions (in India), parents have to give dowry to get their dark daughters married; the
bridegroom and his family feel that they are scarifying something when they marry a
kaali girl which is equivalent to settling for something less. Man who gets a gori (fair)
wife is considered a "lucky husband" and proudly presents his wife to his friends and

family (ibid.).

2.5 Concept of Beauty in Hollywood

Lewis (2005) says that, Hollywood’s golden age started from the 1930's and the most
beautiful stars were Greta Garbo, Carole Lombard and Jean Harlow, whose beauty
was of a very different sort. He points out that, during that period an "angular face,"
was the craze, and the actress of that period used various technique to present their
face as ‘angular’ in movie and photograph. Later Hollywood changes its concept of
beauty several times (ibid.). In the1950s the concept of film beauty changed again like

the strong face and healthy skin of Marilyn Monroe or Grace Kelly (ibid.).
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According to Avramova (2006), in the early period of Hollywood as well as
television, there were no black actors or characters and white characters dominated
the screen .The white actors were seen everywhere, on posters, on magazines, in the
movies, and on television and black actors were more or less “invisible” in the mass

media (ibid.). He states that, “black was considered ugly, while white was beautiful”.

Avramova (2006) says that in 1993 Morrison’s The Bluest Eye explicitly ties the
issue of racial beauty and identity: “the reclamation of racial beauty in the sixties
stirred these thoughts about beauty, made me think about the necessity for the claim’.
The racial beauty in the novel was against the damaging internalization of immutable
inferiority originating in an outside gaze (ibid.). During this movement, the impact of
the cultural colonization of the black community by Euro-American culture and

values and actively pursued a black aesthetics (ibid.).

According to Avramova (2006), the main theme of Morrison’s The Bluest Eye centers
on African Americans’ conforms to white standards. The author sets the foundation of
the novel on issues of beauty in an attempt to make African Americans aware that
they do not have to conform to white standards on any level (ibid.). Pecola Breedlove
the main character of The Bluest Eye who is black unquestioningly accepts the

ideology that “white is beautiful” (Avramova, 2006).

2.6 Concept of Beauty in Bollywood
According to Patil (2005), in Bollywood film industry as well as advertisements,
women are divided into two groups — fair and dark. These fair and dark complexions

are used to identify specific qualities (ibid). Patil (2005) also says that the heroines,
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Aishwarya Rai, Kareena Kapoor, Preity Zinta and Rani Mukherjee are the good girls
and portray innocence, purity, goodness and virtue because of their fair complexions.
On the other hand Bipasha Basu, Mallika Sherawat, Priyanka Chopra and Lara Dutta
are bad girls who represent lust, revenge, evil and scheming because of their dark

complexions (Patil : 2005).

Melwani (2007), says that Bollywood and also most of the Indian society, believed
that fair is beautiful. Heroines were expected to be fair, have big eyes and long hair
(ibid.). In Bollywood films industry one particular film presents the fair complexions
concept in which Rishi Kapoor had a very dark wife (ibid.). According to him, in that
film Rishi Kapoor had actually an affair with a much fairer girlfriend, because his
wife was too ugly to look at. This kind of fair complexion concept carries over to
recent films, like the hugely successful Vivah, in which the fairer girl, Amrita Rao,
gets the rich, city boy, but her dark skinned cousin is not as fortunate (Melwani:

2007).

From the 1940’s to 1950’s the most beautiful actress was Madhubala (Gera: 2009).
Gera (2009) says that, Madhubala’s main attraction was her infamous smile and her
beautifully shaped lips; at that time no other woman would have been considered like
her. During 1940’s, 50’s and 60’s Dilip Kumar was considered very smart hero and
at that time Dlilip Kumar’s smartness considered as male beauty in Bollywood

(ibid.).

Gera (2009), points out that Zeenat Aman introduced western beauty in Bollywood

films. Aman was the hottest film star of that time by wearing very short dress in
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Satyam Shivam Sundaram, a film released in 1978 by Raj Kapoor, which broke the
conservative idea of Bollywood film ; she continued to break cultural boundaries by
wearing a two-piece bikini in the hit film, Qurbani (1980) (ibid.). In 21* century
Kareena Kapoor is very fair female pioneer in the idea of beauty in Bollywood
context, and Male’s beauty concept in Bollywood context considered as tall, smart
and who shows their ever-bulging muscles for this reason Salman Khan and Sanjay
Dutt are the first actors who show their ever-bulging muscles in the Bollywood films.

(see Gera: 2009).

Gera (2009), further says that, in the year 1993, when Shah Rukh Khan started in the
film Daar, nobody thought that he (King Khan) would be the idol of Indian male
beauty someday. Sharuk became the ultimate Desi Prince Charming (Gera: 2009).
According to Gera (2009), Aishwariya Rai Bachchan the former miss world and a
megastar of Bollywood is synonyms with Indian beauty. He also says that in the film
Taal in 1999, Aishwariya expresses her beauty where she was sexy, elegant, and also
classy. He points out that, Aishwariya has changed the meaning of ‘Hot’ in the
Bollywood by wearing the traditional Indian dresses in the film rather than very short
and sexy dresses. According to him, beauty concept of Bollywood is an ever changing
process. In a recent film Fashion (2008) Priyanka Chopra expressed her very badly
with short dress and sex appeal, but surprisingly that film became blockbuster hit!

(ibid.).

2.7 Concept of Beauty in Bangladeshi Media

According to Khan (2006), all the commercials on television and advertisements in

newspapers would make us believe that a woman’s destiny depends upon the color of
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her skin. In Bangladeshi media beauty is generally associated with the color of the
skin, in which white is the indisputable winner (see Khan, 2006; Islam et al 2006).
For an example, in an ad Fair and lovely a dark-complexioned girl uses a fairness
cream and she becomes a successful person. At the beginning the girl cannot afford a
cup of coffee for her retired father but when she uses fairness cream she gets the well-

paid job of an airhostess which has changed her life (ibid.)

In Bangladesh, the fairness ad product presents a fair woman to be of better future
than a dark woman, and that the color of skin determines the character of that woman
(see Khan, 2006; Islam et al 2006). In advertisements most of the women are fair and
light-skinned and all the men are fair and handsome (Islam et al: 2006). Watching
television advertisement of these days, one would think that there are no dark-skinned

men and women in Bangladesh (ibid.).

Fairness product ads started with slogans like "Auporup ruper jonno" (for breath-
taking beauty), "Shottikarer phorsha, ujjol tauk . . . shottikarer bhalobasha" (truly fair,
bright skin . . . true love) (Islam et al: 2006). Several ads present that, men do not
notice women who are dark but once they become fair they get instant offers of love,
marriage, job (Islam et al: 2006). In Bangladeshi context the fairness ad presents a fair
woman is being of positive destiny and beauty is generally associated with the color
of the skin, in which white is the indisputable winner for this reason Islam et al (2006)
also point out that the ads (“Fair & Lovely” which can be viewed various Bangladeshi
TV channels) feature are easy-to-understand and disclose the message: a girl is
rejected in a job interview, but after using Fair & Lovely Total Whiteness cream she

gets the same job as her skin has become “three shades lighter in four weeks”.
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Another fairness cream like Fair and Lovely Menz Active uses the statement- ‘Change

Your Story’, and ‘Using and then becoming successful’ (ibid.).

2.8 Concept of Beauty in Bengali literature

According to Arif (2004: 587), Saratchandra Chattapaddya, one of the most popular
novelists of Bengal, includes poverty, solitude, alienation and so-called ugliness of
appearance (i.e. dark skin) in his literary words. Arif (2004: 587) points out that
Saratchandra’s popular novels, Arakshanya, is considered a masterpiece because it
describes the unhappiness of a woman of dark skin of Bengali culture. He also says
that Saratchandra tells a story of an orphan woman of dark skin named Gyanada, who
fails to attract any lover and is unable to get married. Thus, she is really neglected,
disregarded, deceived, and alienated after the death of her mother (ibid.). Gyanada
becomes totally shelter less, defenseless and unhappy in that society where beauty is
generally associated with the color of the skin, in which white is the indisputable

winner (see Arif, 2004: 587; Islam et al: 2006).

The greatest Bengali poet Rabindranath Tagore has his own view to determine
woman’s external beauty; he does not exclude the ‘black’ color and points out the
women’s beauty. Here we can mention one of his poems called ‘Krisnakali’ from the

book of poetry ‘Khanika’ (1976).
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In English -

Krishnakali

In the village they call her the dark girl
but to me she is the flower Krishnakali
On a cloudy day in a field
| saw the dark girl's dark gazelle-eyes.
She had no covering on her head,

her loose hair had fallen on her back.

Dark? However dark she be,

I have seen her dark gazelleeyes.

Two black cows were lowing,
as it grew dark under the heavy clouds.
So with anxious, hurried steps,
the dark girl came from her hut.

Raising her eyebrows toward the sky,

she listened a moment to the clouds' rumble.

Dark? However dark she be,

I have seen her dark gazelle-eyes.

A gust of the east wind
rippled the rice plants.
| was standing by a ridge,
alone in the field.

Whether or not she looked at me
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Is known only to us two.

Dark? However dark she be,
I have seen her dark gazelle-eyes.
This how the Kohldark cloud
rises in the northeast in Jaistha;
the soft dark shadow
descends on the Tamal grove in Asharh;
and sudden delight floods the heart

in the night of Sravan.

Dark? However dark she be,

I have seen her dark gazelle-eyes.

To me she is the flower Krishnakali,
whatever she may be called by others.
In a field in Maynapara village
| saw the dark girl's dark gazelle-eyes.
She did not cover her head,

not having the time to feel embarrassed.

Dark? However dark she be,

I have seen her dark gazelle-eyes.

Rabindranath Tagore

Translated by Ghosh, J (Wonderingminstrels.blogspot.com)

Here, Rabindranath’s quest for woman’s eternal beauty is the black skin and the

‘black’ color does not reduce the beauty of the woman who is compared with a black

blossom “Krisnakali’ in the poem. If we analyses these lines, we will observe that the
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‘black’ color of the woman cannot make her beautiful, unless she has physical beauty
like open-braided hair, black-deer eye, and so on. Even this kind of physical beauty of

a woman is rather important to create her prettiness.

2.9 Concept of Beauty in English Literature

In the novel the “The Bluest Eye” Morrison shows the white and beauty standard of
African Americans, and she tries to create awareness among the African Americans
that white should not be considered as the only criteria for the beauty standard
(Avramova, 2006). The Black girl Pecola Breelove was the main character of the
novel, who had an ideology that ‘white is beautiful’, as the African Americans believe

that the white complexion is the synonyms with beauty (ibid.).

Avramova (2006), also says that in the novel Pecola thinks that she is ugly because
she does not have white skin and blue eyes. She used to hate herself, and tried to find
out the clue of her ugliness. The author of that novel shows that Pecola believes that
people does not look at her because she is black and she prays to God to change her to

white skin and blue eyes (ibid.).

According to Zangwill (2001: 1), beauty cannot stay by itself and never stands alone.
Things become beautiful as it contains some other properties, not only white.
Sometimes beauty depends on colonization, racial discrimination, and white
superiority (ibid.). So, Pecola’s concept of beauty is a white image paradigm where

white is beautiful because in America superior race is white (Avramova, 2006).
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According to Wolf (1991), sometimes beauty concept depends on gender where
feminist is an issue. Women are not equal with man thus beauty myth persists in
controlling them (ibid.). So, we need to eliminate the beauty myth from the society as

it always makes the women helpless (ibid.).

According to Avramova (2006), Morrison’s Pecola is a victim of racist society. In the
novel The Bluest Eye author tries to show the African American society through the
eyes of poor Pecola (ibid.). The Author tries to interrelate between racism, beauty and
self-identity, where racism is the root cause of the concept of beauty which hits the
self identity of someone, and the final result is a wrong beauty myth (Avramova,

2006).

The Bluest Eye is nothing but a cultural standard of beauty with the association with
racism, which affect someone’s life, and finally one’s look for her self-identity
(Avramova, 2006). The novel tries to find out the ugliness of white male system, their
thinking towards the women, and suggest that when racism is eliminated from the
society beauty myth will stop (ibid.). Avramova (2006) also says that, this novel also
sends a message to the black society that only white is not the final word of beauty,

and it may help the black community to integrate them into society.

Blake (1789) believed in equality for all men which is reflected in his poem “The

Little Black Boy”. In this poem black, denotes evil and sin, and white being the color

that denotes innocence and purity.
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The Little Black Boy

By William Blake (1789)

My mother bore me in the southern wild,
And | am black, but O! my soul is white;
White as an angel is the English child:
But | am black as if bereaved of light.

My mother taught me underneath a tree
And sitting down before the heat of day,
She took me on her lap and kissed me,
And pointing to the east began to say.

Look on the rising sun: there God does live
And gives his light, and gives his heat away.
And flowers and trees and beasts and men receive
Comfort in morning joy in the noon day.

And we are put on earth a little space,
That we may learn to bear the beams of love,
And these black bodies and this sun-burnt face
Is but a cloud, and like a shady grove.

For when our souls have learn’d the heat to bear
The cloud will vanish we shall hear his voice.
Saying: come out from the grove my love & care,
And round my golden tent like lambs rejoice.

Thus did my mother say and kissed me,
And thus | say to little English boy;
When | from black and he from white cloud free,
And round the tent of God like lambs we joy:

1’1l shade him from the heat till he can bear,
To lean in joy upon our fathers knee.
And then I’ll stand and stroke his silver hair,
And be like him and he will then love me.

(William Blake)

(Songs of Innocence and Songs of Experience- page10)
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The poem shows Blake’s view for racial equality, that is the black boy should not be
criticized and should not be put in the slave trade because his soul is white and there
is no difference between black and white people. The little black boy shows his

jealousy for the white boy because white is an angel.

2.10 Concept of Beauty in Class

According to Dirks (2004), class and skin tone have played a vital role in the
organization of economic, political and social power. Skin color also affects women
more than men and the effects of skin color in terms of beauty appear to be stronger
for females than males, regardless of racial or cultural background (see Sahay and
Prian, 1997; Badruddoja, 2005). Fair skin within Indian society is linked to class and
privilege and fairer skinned people (namely the British upper class) were not exposed
to the sweltering Indian summer heat (ibid.). Badruddoja (2005), says that the
redevelopment of class barriers by the British called attention to social privilege,
access to and exclusion from resources and opportunities deeming the lighter
complexion to be the dominant force. In addition, the model for female beauty is often
based on a “white woman” model (ibid.). The lighter skinned woman is thought to be
more beautiful and this complex reveals itself in a variety of situations from work
environments to social situations (see Goon and Craven, 2003; Jones, 2004). This
phenomenon within the Indian community dates back to Agrarian society when
Indigenous people could erase the stigma of dark skin by marrying their colonizers

(ibid.).

2.11 Concept of Fairness products
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According to Karan (2008), the famous and well known fairness cream Fair & Lovely
was first test-marketed in the southern states of India in 1975 which was available
throughout the country by 1990s. The fairness products are marketed in over countries
mainly in Asia and they have been the best selling skin lightening creams in the world
(Shankar, 2007: 102). Shankar (2007: 102), points out that India is the largest market
of fairness creams but they have spread to other part of the world, where the people
are dark skinned like, Malaysia, Egypt, Nigeria and other African countries. Recently
a fairness cream has been launched for men. Male fairness cream was also launched

in Nepal and other South Asian countries (ibid.).

Shankar (2006: 1187) says that in international cosmetic markets, Indian and South
Asian companies are playing an important role in the fairness creams. In cosmetics
industry 40% profits have been earned through fairness creams (ibid.). Shankar (2006:
1187), States that “being fair has been represented as an active process”. Regular use
of fairness creams has been harmful for the skin and people can also loss their natural
beauty (ibid.). According to Shankar (2006: 1187), most fairness products are not
prescribed by the doctors, and medical profession also does not suggest the use of
fairness products. Medical experts say fairness creams contain chemical (ibid.). Any
kinds of fairness product give us a temporary result that is why people use it regularly

(Shankar, 2006: 1187).

2.12 Ads of Fairness Products
Begum (2008), points out that ad do not only sell products, they sell attitudes (i.e.
ideology, norms of the consumers and the society). As beauty in Bangladesh very

often refers to fair complexion, an analysis of television advertisements of fairness
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products shows how they connect fairness with achieving other personal goals, such
as marriage, success, empowerment, job opportunities, and confidence. (see Chauhan,
2006; Karan, 2008). Fair complexion and attractive bodies of men and women are
used to grab the attention of the consumers, and thus fair complexion and attractive
bodies work as the attention seeking device in the ads of fairness products (see

Goddard, 2002; Cook, 2001).

Fairness creams abound in the market, and advertisements glorify fair skin. Beauty is
a more personal and complex concept (Karan, 2008). She state that “many believe the
connection between beauty and fair skin arises from age-old historical beliefs that are
now perpetuated in advertisements for fairness creams”. Women do not personally
rate fairness as a predominant indicator of beauty; they are aware of the culturally
determined advantages of being fair and have themselves made efforts to look fair

(ibid.).

2.13 History of Critical Discourse Analysis

In the late 1970s, Critical Linguistics was developed by a group of linguists and
literary theorists at the University of East Anglia (see Fowler et. al., 1979; Kress &
Hodge, 1979). Their approach was based on Halliday's Systemic Functional
Linguistics (SFL) (ibid.). According to Haque (2007:2) , CDA is a young science and
the first international conference on critical discourse analysis was held in May 2004.
According to Wodak and Meyer (2001) says that the CDA thinkers were Teun van
Dijk, Norman Fairclough, Ruth Wodark, Gunther kress, and Theo van Leeuwen. They
also discuss methods and theories of discourse analysis basically in CDA. Now CDA

has become a major and established field of linguistics (ibid.).
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2.13.1 Concept of CDA

According to Haque (2007: 2) critical discourse analysis (CDA) is a process, Sy......
or method for analyzing instances of discourse in order to expose hidden issues or
agendas which are embedded in society. CDA studies any types of discourses
(written, spoken and semiotic) which can systematically communicate with us. The
starting point of CDA is social problem (Fairclough, 2001: 229-30). CDA makes
people aware of the hidden structures which have been parts of the social set up
(ibid.). CDA tends to establish a relationship between language (semiotic signs,
paralanguage, advertisements etc), ideology and power (Haque, 2007: 2-3).
Widdowson (1998), views CDA as the uncovering of implicit ideology in texts. Gee
(2004: 32-33), sees CDA as an approach to language analysis that considers texts as
parts of specific social practices that have political implications about issues of status,
solidarity, and of distribution of social goods and power. According to Heros (2009:
173), CDA examines how texts represent and construct reality within a specific

ideological system through implicit messages based on what is said and left unsaid.

2.13.2 Basic idea of CDA

According to Van Dijk (2001: 352), critical discourse analysis (CDA) is a type of
discourse analytical research that studies the social power abuse, dominance produced
and resisted by text and talk in the social and political context. He also says that CDA
is a critical way of focusing on social problems and the role of discourse in the

production and reproduction of power abuse and domination. According to Fairclough
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(2001: 229), CDA deals with real issues and real problems in society, like
“globalization, social exclusion, shifts in governance and so forth”. The scope of
CDA is vast (Haque, 2007: 4).Critical discourse analysis (CDA) is not restricted to
the educational institutions. Discourse Analysis (DA) studies discourse from
linguistics perspectives but CDA looks at discourse not only from linguistics
perspective but also goes beyond the boundary (ibid.). CDA helps people by
analyzing certain discourses which are embedded in society or those discourses which
are employed by powerful groups or societies. It helps to understand how a discourse
is used to manipulate people. According to Haque (2004), the aim of CDA is to
inform the people about the hidden problems of society so that they can ask questions

about the hidden issues.

2.13.3 Principles of CDA:

The basic principles of CDA can be found in the approaches of former analysts of this
field. They are Norman Fairclough, Teun van Dijk, Ruth Wodak, Gunther kress, and
Theo van Leeuwen who deal with language, power and ideology and analyses the
social order as well as the social make-up of society to reveal the unseen structures
and issues embedded in the particular society (Haque, 2007: 4). The Principles of

CDA, outlined by the CDA practitioners can be summarized as follows:

e Language is a social practice through which the world is represented.

o Discourse/language used as a form of social practice in itself not only
represents and signifies other social practices but also constitutes other
social practices such as the exercise of power, domination, prejudice,
resistance and so forth.

e Texts acquire their meanings by the dialectical relationship between
texts and the social subjects: writers and the readers, who always
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operate with various degrees of choice and access to texts and means
of interpretation.

e Linguistic features and structures are not arbitrary. They are purposeful
whether or not the choices are conscious or unconscious.

e Power relations are produced, exercised, and reproduced through
discourse.

e All speakers and writers operate from specific discursive practices
originating in special interests and aims which involve inclusions and
exclusions.

o Discourse is historical in the sense that texts acquire their meanings by

being situated in specific social, cultural and ideological contexts, and
time and space.

e CDA does not solely interpret texts, but also explains them.

(Fairclough, 1995; Kress, 1991; Hodge & Kress, 1993; Van Dijk, 1998a; Wodak,

1996)

2.13.4 Objectives of CDA

CDA is generally viewed as the study of 'the relationship between discourse and
power (Van Dijk, 2001: 363), a study that addresses social problems (Fairclough and
Wodak, 1997). The objective of CDA seems quite significant. According to Haque
(2008: 113) one of the objectives of CDA is to focus on social issues and problems
embedded in society, and take up the causes of the oppressed and downtrodden
people of the society. He further says that, the aim of CDA is to show non-obvious
ways in which language is involved in social relations of power and domination, and
ideology. Haque (2008: 113) further elaborates that CDA’s aim is to empower

people by making them conscious of hidden structures that exist in society.
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Fairclough (2001: 229) also says that CDA tries to make a balance of the power

between the controller of discourse and the target people.

2.13.5 Study of CDA in Bangladesh

In western countries a lot of studies have been done from CDA perspective. But in
Bangladesh the work is very limited. CDA is a new concept in Bangladesh. Very
few people have knowledge about it. According to Haque (2009), CDA was first
introduced in Bangladesh in East West University in 2002 as a core course (ENG:
504 Critical Discourse Analysis) in the ‘M.A. in English’ program and as an elective
course in the ‘M.A. in ELT program’. He also says that in Bangladesh, East West
University is the only institution of Higher Learning among 86 public and private
universities to offer CDA as a core and elective course in its M.A programs.
According to Haque (2009), there are some students who have done their research
from CDA perspective and students of this university also started to realize the
significance of CDA and its usefulness inside and outside the academia. CDA is
helpful for the students because it reduces the gap between teachers and students

(ibid.).

2.14 Fairclough’s Three-Dimensional Framework

Fairclough’s (1995) three-dimensional framework is significant for this study.
Fairclough (1995a) believes that his three-dimensional framework is appropriate for
studying socio-cultural changes because this framework creates a link between social

practice and language (discourse). His three-dimensional framework basically
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consists of three steps; the first deals with text analysis, the second is discourse
practice such as the process of productions and consumption, and the third one is
socio-cultural practice which gives rise to the communicative event (see fairclough,

1995, Chuliaraki and Fairclough, 1999).

Process of production

Description (text analysis)
Text

Interpretation (processing analysis)

Process of interpretation

Discourse practicgé Explanation (social analysis)

Sociocultural practices

(Situational; institutional; societal)

(Source: Fairclough, 1995a)

Figure 2.1: Diagrammatic Representation of Fairclough’s Three-Dimensional

Approach
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A) Text
Text is the first analytical focus of Fairclough’s three-part model. Accoring to
Fairclough (1995h: 57), text involves linguistics analysis in terms of vocabulary,
grammar, semantics, the sound system, and cohesion-organization above the
sentence level. Fairclough (1995: 58), state that “linguistic analysis is concerned
with presences as well as absences in texts that could include representations,

categories of participant, and constructions of participant identity or participant

relations”.

B) Discourse Practice
According to Fairclough (1995: 58-59), discourse practice has two factors. One is
institutional process which is considered as editorial procedures and other one is
discourse processes that is changes the text go through in productions and
consumption. Fairclough (1995: 60) says that discourse practice is divided between

society and culture, which is shown in the following figure:

Text production

| TEXT
Text consumption

\ /
5 SOCIOCULTURAL PRACTICES Y

(Source: Fairclough, 1995b, p59)
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Figure 2.2: Diagrammatic representation of Fairclough’s three-dimensional

conception of discourse.

C) Socio Cultural Practice
According to Fairclough (1995b: 62), socio cultural practice analysis in this
dimension has three aspects of the socio-cultural context of a communicative
event. First one is economic, such as economic of the media, the second one is
political, that involved power and ideology of the media, and the third one is

cultural, which provide issues of values (ibid.).

Fairclough’s three-dimensional framework has five stages, which are given below:

1. Fairclough’s three-dimensional framework focuses upon a social

problem which has a semiotic aspect.

2. These frameworks identify obstacles to being tackled, through
analysis of the network of practices which is located within the
relationship of semiosis to other elements within the particular

practice (S) concerned.

3. The discourse focuses

v" Structural analysis

v" Interact ional analysis
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v"Inter discursive analysis

v" Linguistic and semiotic analysis

4. Identify the social order.

5. Reflect critically on the analysis (Fairclough, 2001: 125).

Here, Fairclough’s three-dimensional framework can be used in social scientific
research. According to Fairclough (2001: 122), this framework tries to view of
language as an integral element of the material social process. This version of CDA is
based upon a social processes where semiotic is seen to include all forms of meaning

making-visual images, body language, as well as language (ibid.).
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CHAPTER-III

METHODOLOGY

3.0 Introduction
This chapter gives an account of the methodology of the study and also discusses the
nature of research design, theoretical framework, setting, sampling, data collection

procedure, data analysis procedure, research instruments and obstacle(s) encountered.

3.1 Research Design

The main target of this research is to identify how manipulation takes place in
fairness-product advertisements. The print ads and TVCs were selected over a period
of seven months (January 2010 to July 2010). Interviews were also conducted with 15
experts and 100 common people. The data was analyzed from CDA perspective. This

study adopts Fairclough’s (1995) three-dimensional framework of CDA.

3.2 Theoretical Framework
This research adopts Fairclough’s (1995) three dimensional framework to analyze the
data. The analysis focused on how the language and the visuals of the advertisements

tend to manipulate and influence the consumers. According to Fairclough (1995: 91)
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language is a part of society and it is a socially conditioned process. He also states
that “discourse and any specific instance of discursive practice is seen as
simultaneously:

e alanguage text, spoken, written which considered as text analysis,

o discourse practice (text production and text interpretation) that is processing

analysis,

e socio- cultural practice, which deals as social analysis.
The study not only looked at the linguistic aspects of advertisement but also at the
semiotic aspects as well. Fairclough’s (1995) framework looks only at text analysis
but this study also deals with visual image also. This study also deals with socio-
cultural practice, which is explained in terms of discourse, ideology and power. The

analyzing procedures will be based on the following diagram.

Linguistic & Semiotic description (Text analysis)

|

Interpretation (Processing analysis)

!

Explanation (Social analysis)

Figure 3.1: The Relationship among Discourse, Ideology and Power

(See Fairclough 2001 and Van Dijk 2001; Haque, 2008)
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3.3 Setting
Data was collected in two ways, one was from advertisement and another was through
interviews. The interview was taken from two groups—experts and common people.

The interviews were gathered from formal (office) and informal (residence) settings.

Advertisements were collected from both print and electronic media. Print
advertisements were collected from Bangladeshi daily newspapers and Bangla
magazines. TVCs were collected from various Bangladeshi TV channels at home.
Though the interviews were collected from formal and informal setting they had no
significant effect on the findings.

For this research the researcher also used consent letter. Consent letter has a great

significant to find out information about the experts.

3.4 Sampling

The study looked at two types of data—actual advertisements (print and TVCs) and
interviews. The print ads were collected over a period of seven months (January to
July 2010) from three national Bangla and English daily newspaper (Daily Star ,
Daily Prothom Alo and Daily Samokal) and five magazines (Binodon Bichitra,

Anando Alo, Charbala Chardika, Anando Vhuban and Sanonda).
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The researcher chose the Daily Prothom Alo newspaper to collect the advertisements
because it is very popular Bangla newspaper in Bangladesh and it has a good
reputation for its weekend magazine which is Noksha. The researcher also chose the
Daily Star newspaper, because it is a very popular English newspaper in Bangladesh.

Daily samokal is also popular Bangla newspaper in Bangladesh.

This study adopts Sanonda magazine to collect the print advertisement. Though it is
an Indian magazine, it is available in Bangladesh and is quite popular. The price of
the magazine is 28 taka which is affordable to most of the magazine readers. The print
advertisements were also collected from Binodon Bichitra, Anando Alo, Charbala
Chardika, and Anando Vhuban magazine. Those magazines are very famous as well

as the oldest magazines in Bangladesh, and the price is also very reasonable.

During the period of seven months 11 TVCs on fairness products were collected
among them six for women and five for men fairness-products. TVCs were gathered

from BTV, RTV, Desh TV and NTV.

In day time people are busy for their work and cannot get a chance to watch TV. But
in the evening especially from 7 pm to 11 pm most of the viewers watches television.
For this reasons TVCs were collected from 7 pm to 11 pm which considered as a pick

hour.

115 people were interviewed, to collect data who were divided into two groups. One

was the experts group like skin specialist, pharmacists, cosmetic’s business men,

lawyer, barrister, actor, ad maker, singer, model, beautician, business persons and

44



sociologist. They were asked some common questions and some specific ones related

to their specific specializations.

The common people from different occupations consisted of teachers, housewives,
students, bankers, driver, lay people, cleaners, garments’ workers, and job holders.

They were from 18 to 45 years old.

3.5 Research Instruments

For this research, data was collected from advertisements (print media and TVCs) and
people, through interviews (experts and common people). The researcher used several
instruments to collect the data. TVCs were collected by video recording (Sony handy
cam). The interviews were recorded with MP3 recorder, and digital camera (Sony
cyber shot digital camera with 8 mega pixel regulation).In the consent letter there
were five question for the experts to make sure that their opinions can be used in this
study with name and designation (Appendix A). They were also asked some personal
information about their personal life, There were two sets of the questions, (Appendix
B and Appendix C). Appendix B is for common people and Appendix C is for
Experts. For common people (Appendix B) questions 1 to 6 were asked to find out the
information to answer the first central research question. Besides, question number 7
to 10 (Appendix B) provided the answer for the second central research question. For
the experts question 1 to 4 were asked to find out the information to answer the first
central research question. Besides, questions number 5 to 8 (Appendix C) provided

the answer for the second central research question.

3.6 Data Collection Procedures
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Data was collected in two ways—from advertisements (print and TVCs) and another
from interviews (with experts and common people). The time period of data
collection was from 1 January 2010 to 31 July 2010. TVCs were collected from the
private Bengali TV channels through video recording by digital camera. The print
advertisements were collected from three Bangla and English newspapers and five

magazines.

Print ads from newspapers and magazines were collected from two homes—the
researcher’s and her father’s homes. During the prime time that is between 7 to 11 p.

m. the TVCs were gathered from the national and three Bangladeshi private channels.

In terms of getting the opinions of experts and common people, 15 expert and 100
general people were interviewed. For experts’ interviews, the researcher went to
different institutions like business firms, law firms, universities, hospitals, beauty
parlors, ad firms and shopping malls. It was difficult to make an appointment with
experts because they were very busy. In order to get the interviews from experts

appointment had to be canceled constantly.

In addition to the experts, interviews were collected from 100 common people from
various backgrounds and professions like bankers, teachers, housewives, students,
drivers, garment workers and so on. In most cases, the researcher went to their homes
and sometimes their offices in order to conduct the interviews. It was not necessary to

take appointment for the common people.

3.7 Data Analysis Procedures
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As already mentioned, data was collected in two ways one was from advertisements
(print and TVCs) and the other through interviews (with experts and common people).
The data was analyzed in four steps: (1) analysis of the print advertisement, (2)
analysis of the TVCs, (3) analysis of the common people’s opinions, and (4) analysis
of the experts’ point of views. All the data were analyzed from a CDA perspective.
The findings from advertisements and interviews were complied and tabulated. The
findings helped to answer the central research questions. This study shows how the
impact of advertising discourse is used in the construction of power and how such
power is exercised in terms of discourse and ideology. This study also finds out, how

the fairness-product advertisements manipulate and influence the society.

3.8 Obstacle Encountered

The researcher faced various obstacles in order to collect advertisements from
television due to load shading problem especially in the evening between 7 p.m. to 11
p. m . The researcher also collected data from 15 experts through interviews; but as the
experts were very busy; many appointments had to be rescheduled several times. To
collect the interviews, the researcher went to different places like hospitals, homes, ad
firms, law firms, business firms and universities which were very difficult. In the
same way the researcher faced difficulties while collecting data from the common
people. In Bangladeshi culture people are not very cooperative in terms of giving

interviews. They are not so quick in giving their opinions.
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CHAPTER-IV

FINDINGS AND DISCUSSION

4.0 Introduction

Advertisements for fairness products promote the idea that fairness is equivalent to
beauty, confidence and control over one's life (see Islam et al, 2006 and Karan, 2008).
Such ads also promote self-confidence and security, love, marriage and career
prospects and overall social acceptance depending on the color of one's skin (ibid,).
Ads of fairness products tend to use catchy language and attractive models to sell the
products and influence the customers claiming that their product will change the skin
color of the consumers from dark to white. They (the consumers) will achieve
successes in every step of life. Advertisement is a message to promote or sell a
product (see Petly, 2002; Arens, 2002). Consumers gather the knowledge about the
products and services through advertising. Consumers after watching ads feel that
they know which product is good and which one is bad. Advertisements that are
shown in the media especially the TVCs have an impact. The daily national
newspapers might not reach everywhere in Bangladesh. Television commercials
(TVCs) can send the message quickly and the visual images can provide information
to the audience rather than the still pictures in newspapers. In this regard, CDA helps
to show how the impacts of fairness product advertisements are used in the

construction and exercise of power in terms of discourse and ideology. The main
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purpose of this study is to raise awareness. In order to do this, this study addressed

two central research questions:

1. How fairness-product ads influence the target people?

2. What is the impact of such ads?

This study looks at how advertisements (TVCs and print ads) of fairness products for
women and men persuade and manipulate common people in the Bangladeshi context,
from a CDA perspective. Data was collected in two ways: advertisements (TVCs and

print ads) and interviews (experts and common people).

4.1 Analysis of the Print Ads

Selected discourses of the fairness- products ads for both women and men were
studied from a CDA perspective. As already mentioned, this research adopted
Fairclough’s (1995) three-dimensional approach to discourse analysis in order to

analyze the discourse of the fairness-product ads (for women and men).

4. 1.1 Text Analysis

This study looked at 25 print ads. Among them 21 of them are for women, which are
as follows : Ponds White Beauty, Ponds White Beauty Facial Foam, Sandalina Sandal
Talc, Meril Revive Talcum Power, Lotus Herbals Safe Sun, Lotus Skin Whitening
Cream, Lotus Fairness Capsul, Dabur gulabari, Vatike Fine Fairness, Jack Olivol,
Enjoy Fair Wash, Neutrogena Fine Fairness, Ligion Jilik Uptan, Fair and care,
Ayurvedic Fair and Lovely, Vatike Fine Fairness face pack, Fair and Lovely

Multivitamin, Fair and Lovely, Garnier Light, Emami Naturally Fair, Ever Yuth
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Derma Care, Ligion Upton for Lady, The four ads for men are as follows: Ligion
Gents Uptan, Fair and Lovely Men Active, Fair and Lovely Max Fairness for Men,
(Appendix-H). The ads were collected from magazines and newspapers.

The texts of advertisements use attractive language to create attention. Our society
generally tends to believe the words of celebrities; they think that whatever the
celebrities say is true. The common people seem to trust foreign companies, and they
think whatever such companies write in their advertisements is true. So, these people
become influenced by the catchy language of the ads and buy skin whitening products
without any hesitation. In general skin whitening product ads tends to use visual

images, colorful pictures, models which attract the common people.

4. 1.2 A Motto

After analyzing 25 print ads, it was found that they all had common motto. Most of
the fairness ads (Appendix- H) tend to use a motto to establish an ideology. It seems
that without a motto print ads cannot project an ideology. The intention of a motto is
to inform the reader about the products’ ideology. The fairness ads uses motto in
order to get readers’ attention. For example the ad Fair and Lovely Multivitamin uses
the motto like “World’s number one fairness cream”. Another ad Sandalina Sandal
Talc says “Fit for all weather”, Ligion Face pack uses the motto “Solution for all skin
problems”. These ads try to create a positive image of their products in the minds of

their customers through the use of their mottos (Appendix-H).

4.1. 3 Font Size

Font size is another criterion of print ads. Most of the fairness ads use large fonts to

draw the readers’ attention, for example Lotus skin whitening cream (Figure 4.1). In
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this ad, the ad maker uses different font size to draw the customers’ attention to

various information.

Xl -l

Qmall fant SI70 i
4

Figure 4.1: Various Font Sizes

4. 1. 4 Languages

The language of the ads is another important criterion for print ads. Most of the
fairness ads employ code switching. Ad makers use both Bangla and English

languages in ads in order to attract the consumers’ attention and thereby to sell their
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products. In some ads majority of the texts is in English and Bangla to some extent.

Some ads use Bangla but sometimes use English also.

For example in Figure 4.2 ad maker uses both Bangla and English languages just to
draw the customers’ attention. In Figure 4.2, Bangla language is used to make
everyone understood and English is used in big font size to attract consumers’

attention.
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Bangla language
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Bangla version but English
meaning

Figure 4.2: Code Switching of the Languages

4. 1. 5 Repetitions the Words
One important feature of some ads is the repetition of words. The ad in Figure 4.3
repeats the word “Max” 10 times. Repetition of the words tries to create a positive

image of the product in the customers’ mind.
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4.1. 6 Images

Figure 4.3: Repetitions of the Words

Images are another attention seeking device which is used to draw the attention of the
consumers. A lot of images (e.g. models, products, etc) are used in the fairness ads
both in men’s and women’s advertisements (Appendix-H). Basically images are used
on the left or on the top left hand side of ads. Ad maker knows that when people take

a glance at the daily newspaper or magazine they will first be attracted by the images.
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Figure 4.4 shows the image of a girl and Figure 4.5 shows the image of a product.
Both the images are very large in comparison to text. Hence the audience will first be

attracted by the image and then read a text.

\ [ \
POND'S |
wnite beauty™

& |

Model’s
image

Ponpy,
> |

REDUCES SPOTS AND LICHTENS SKIN. [N '1UST%AYS.’

One week is all It takes to experience the maglc of Pond's White Beauty™ Erriched with ‘

Pro-Vitamin B3 it dilutes accumulated melanin, lightens skin and raduces dark spols giving
your skin an even tane. Its multiple UV sunscreens shield your skin from harmful sunrays when

you're outdoors, And then who knows? You might just find the love of a ifetime in 7 days.*
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Figure 4.4: Model’s image
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Figure 4.5: Product’s image

Figure 4.4 and 4.5 are an example of images (such as model, product’s picture) which

are employed on the left hand side and bottom of ads.

4.1.7 Colors

Color is used as another attention seeking device. Ad makers of fairness ads use
various light colors like white, yellow, pink, light green, orange, and so on in the ads
(Appendix- H) to attract the attention of the consumers. Among the various colors
pink is common. Usually the ads tend to reflect the color of the product, as it can be
seen in Figure 4.6. Here different shades of pink is used as the color of background

and texts, which is as same color as the product it self.
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Figure 4.6: Color Combination of the Ads.
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4.1. 8 Layouts
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Figure 4.7: Layout of Fairness Ads
Ad makers of Fairness ads design the ads with various kinds of linguistics and

semiotic elements. Analysis of the 25 ads (Appendix- H) reveals that the layouts of

the ads are similar to each other. Figure 4.7 shows the layout of the ad, and the ad is
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“Vatika Fairness Face Pack”. The Vatika Fairness Face Pack advertisement is
designed with various kinds of strategies. It is found that the ad maker uses the name
of the product in the below of the page. A lot of texts have been used in this ad, which
is found at the top of the right side of the page. A motto is found in this ad with a
model’s picture, which is using this face pack that is at the top of right side of the
page. This ad also uses various font sizes .This ad is using both Bangla and English
languages. The ad maker uses the images in two ways—one is models face another
one is products picture. Two types of colors are used in this ad—one is light brown
and another one is deep brown. The back ground color is also light brown .The
product color is white and brown .For this reason the model’s face color is also light

brown.

4.2 Analysis of TVCs of Fairness Products for Men

Among the 11 TVCs 5 of them were for men (M1 to M5).These ads express the idea
that men’s skin need an extra effect to make fairer and fairness cream help them to
feel fresh for a long time. According to most of the men’s fairness ads, a man is
successful if he can draw the attention of the ladies. In the TVCs M1 and M2 (see
Appendix-E, Table 4.2), the male models try to draw the attention to the opposite sex.
In those two ads, the women after seeing fair and handsome men, become amazed by
their (men’s) facial beauty (fair complexion), and say ‘Hi Handsome’! The theme ‘to
attract women is found four ads out of 5 TVCs (M1, M2, M3, M4) (see Appendix-E,

Table 4.2).

Apart from the theme of “attracting the opposite sex’ another theme of fairness TVCs

for men is being “successful in job market” (see Appendix-E, Table 4.2). In this ad
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the employer wanted to test the interviewee’s confidence and gave him (interviewee)
a chance to place question to the employer. The interviewee was so confident that
during the question answer section he (the interviewee) placed questions like “when |
can join sir?” (Appendix-E, Table 4.2).This ad also draws the attention of the viewers

because the interviewee is questioning one of the interviewers.

Similar to the TVCs for women, voice over is also important for men’s fairness ads.
Usually voice over give a clear message to the audience regarding the function of

fairness products.

Jingles are also important for the men’s fairness ads. The background music matches
the themes of the ads .In the ad M3 and M5 the background music expresses that
every boy should use fairness cream and achieves success (Appendix-E, Table 4.2).
Another image expresses that every boy should use fairness cream and bring success

which is seen in M5 (Appendix-E, Table 4.2).

In the analysis of TVCs of fairness products for men, setting is another important
criterion. The viewers can easily identify the theme by the setting. For example in the
ad M5, the setting of the ad is corporate office which indicates a job interview (see
Appendix-E, Table 4.2). Attire is another important criterion. In the ads M1, M2 and
M4 the male models wear white shirt and blue jeans, which indicates the perfect
combination to their attires. Here blue and white color represents the beauty of men.

Blue and white also represents the perfect matching for gents attires.
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4.3 Analysis of TVCs of Fairness Products for Women
During the data collection period (seven months) 11 TVCs were collected. Among

them six of them were for women and five for men.

Six women’s fairness-product ads have been collected for the analysis (Appendix D,
Table 4.1). Among them the common theme is ‘successes’ and ‘love’ as a result of
using the fairness products. In the collected ads ‘success’ is highlighted in the form of
a “future rock star’, ‘actress’ and famous star like Modhubala. In the ad F2, the main
theme is success (becoming rock star). There are two sisters, one is rock star. The
younger sister tells her elder sister (in bangla) AicyAug tZigii gZ niZ PB (1 want to be
like you) (Appendix D, Table 4.1).Then the elder sister says to the younger sister that,
she has to use “Fair & Lovely multivitamin” regularly beside dieting and practice.
Zntj cvKiUimi cikenk tdqii GO jrfjx eenvi Ki cizi'b (in Bangla). After using Fair &
Lovely multivitamin the younger sister become a famous rock star like her elder
sister. Here practice is more important. It is a success of young person, young fashion.
These ads suggest that to be a successful person talent is not enough; one should have
fairness along with talent to get success in life. In the ad F3 a girl practices dance
under the guidance of a dance director. The director says- ‘beautiful eyes, great smiles
but something is missing in the face (Zvici 1 tPniivi 1K thb thB) (in Bangla). The
director says this because the girl is not that much fair, which indicates that fair skin is
very important for success. This ad emphasis only the external beauty (fair skin) of a
human being. After using the “Fair & Lovely” the girl gets the chance in the dance
competition and she looks like the famous star Modhubala. It should be mentioned
that Modhubala was beautiful actress during the 1940’s and 1950’s whose main

attraction was her infamous smile (Gera, 2009).
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Another theme is not just love but ‘love at first sight’, which is found in the ads F1,
F5 and F6 (Appendix D, Table 4.1). In the ads F1, F5 and F6 love is not directly
mentioned (Appendix D, Table 4.1), these three ads focus on how one can become
more attractive by using fairness cream. By using fairness cream the female models of
those ads become fair and attractive which results love at first sight. According to F6
(Appendix D, Table 4.1), the hero (lover) is panting the heroine’s face. On the first
day he paints some spots on the portrait because some spots were there on the
heroine’s face. But the heroine uses ponds white beauty cream and her face becomes
spotless and fair in just 7 days. After 7 days the hero reduces the spots from the
picture. And he amazed to see her white complexion and draws a diamond ring on her
finger in the picture. There is no textual dialogue between the characters in the entire
TVCs. Only gesture and eye contact makes this ad communicative to the viewer In
the background the Bangla song expresses the emotion of the two lovers. The song is
not a band song but something that is light and romantics (fieiQ Aug ejiQ K_v, fieQ
thilbv tZvgvg, Zmy Avgri G°tg, Avil Ty T IK ZuKig L LYR cide Aigis tmB wPi fPhy), (in
English-1 am thinking at the same time telling, you are thinking I am not seeing you.
You are in my heart. See from far away, see at me and looking at me, will get me

which is ever seen).

Voice over is important in all the TVCs, which are collected. In the TVCs F1, F5 and
F6, there are no verbal communications among the characters; the characters
communicate with their gestures, postures and eye contact. The settings of all the
TVCs are also important. The setting indicates the basic idea about the ads. In the

TVCs F1, the location is the stage of an auditorium or a theatre, which indicates that

62



the model of these ads is rehearsing to become a successful star. Other TVCs F6 the
setting could be the home or studio apart of the painter who is painting portrait of a
girl. The setting and situation indicates the intimate relationship between the two

characters.

The background colors of all the TVCs are very light, usually white, light blue and
pink. The attire is also light colored in the TVC F1 the female model wears a pink
fatua and male model wear a white shirt. In the ads F2 the attire also matches this ad
because rock star is always fashionable. For that reasons, the models’ attires are
‘fotua’ and ‘jeans’ when they are performing in the stage. In F5, the female model is
wearing a white blouse/top and pant. In the other TVCs most of the models wear pink

dresses which represent the beauty of women.

4.4 Analysis of the Interviews with Common People

Question number 1 was asked to know about the interviewees’ age (Appendix-F and
G Table 4.3 and 4.4).Among 100 interviewees, 40% were from 18 to 25 years old.
Among these 40 people, 22 were female and 18 were male. There were 40% people
within the age group of 26 to 34 where 24 were female and 16 were male. The other
groups (from 35 to 45 years old) were 20% of total number of common people where

11 were female and 9 were male.

Question number 2 looked at the occupation of the interviewees. Out of 100
respondent 20 were students; among them 11 were female and 9 male. The numbers
of housewives were 12 and 20 were job holders, where 14 were female and 6 were

male. 16 teachers (of school, college and university) were interviewed where 9 were
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female and 7 were male teachers. The numbers of servants were 10. Among them 7
were female and 3 were male. 8 male drivers and 4 female garments worker were
interviewed. The other common people who were interviewed consisted of three night

guards, two cleaners, four gardeners and one is sweeper.

In response to question 3, 96% said that they regular watch fairness-product ads on

TV while 4% said they sometimes watch such ads.

For question 4, 28% of the respondents said that they do not use fairness-products
among them (28) 12% were male and 16% were female. 15% said that they do not use
fairness products anymore because they found that the products do not work. 57%

said that they use fairness products.

In response to question number 5, 72 interviewees answered the question out of 100,
because rest 28 interviewees were not influenced by the media or friends and family.
72% were influenced by the use of fairness products through various media like
TVCs, magazines, newspaper etc. Among them 40 were influenced by TVCs and rest
12 were influenced by the print media and the rest 20% were influenced by the family

member and friends.

In response to questions 6, 28% do not answer the question because they are not using

any fairness products, and 72% answer the question. Among them 60% used 3 times

in a day and 12% says that they use 4 times in a day.
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In responses to question 7, 72% of the interviewees use fairness products, among
them 30% said that such products do not make them fair, 18% said that it works
slowly, 16% said that it removes acne and oiliness and 8% said that the products make
them fair. Among the 28% who do not use fairness products, 8% said that such
products are bad for skin. 6% said that long term use will damage the natural color of
the skin. 4% said that they cause skin diseases while the rest (10%) said that they did

not have any idea regarding the fact of fairness products.

Regarding question 8, 32% said that fairness ads control the minds of both men and
women. On the other hand 19% replied that fairness ads uses ordinary language.
18%said that they believe fairness ads. 29% like to watch fairness product TVCs, but

do not believe them. 2% of the respondent feels depressed by such ads.

In responses to question 9, 29% of the interviewees said that success does not depend
on fair skin while 22% answered that fair skin for girls is important, in Bangladeshi
context, as most of the family look for fair girl for marriage. 12% people have said
that fair means good looking. Though success does not depend on fair skin, in some
jobs fair skin is important, like air hostage, newscaster, and receptionist. 8%
interviewees have replied that success means good academic qualification and good
character but not fair skin. 9% has said that success means hard work but not the fair
skin; 20% people have said that in the job market or to get the success in life fair skin

has an impact. According to them fair skin has a good sign for success.
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In responses to question 10, 28% said that they did not use the fairness products, in
which 8% said such products just influence people by their ads. 13% said that fairness

products presents wrong ides and 7% said that such products do not make people fair.

4.5 Analysis the Interviews with Experts
There were 15 experts, who were working in different position in society. They
were—one barrister, one lawyer, one skin doctor, one pharmacist, one singer, one
add maker, one business man and one business women, three fairness product
business men, one sociologist, one male beauty expert, one women beauty expert, one
singer and one actor. Add maker, model, singer, actor expressed their views about the
media sector while advocate and barrister talked about the law and regulation of the
advertisements. In the same way business persons, talked about the business market
policy and situation. On the other hand skin doctor and pharmacists expressed their
views, regarding the side effects of using fairness products. Since they gave
permission to mention their identity, their names and designations are given below :

1. Barrister Taufiqgur Rahman. Head of Laws, London College of Legal Studies

(Gulshan).

2. Advocate Sk Golam Rosul. Supreme Court of Bangladesh. Income Tax, VAT
& customs Consultant.

3. Dr Syed Afzalul Karim. M.B.B.S D.D.V. Dermatologist. Associate Professor,
Department of Dermatologist, Holy Family Red Crescent Medical College &
Hospital.

4. Pro Dr Muniruddin Ahmed Pro Vc at East West University.

5. Ad maker Mr. Sumon. Bipotip

6. Khushnum Anjum. Sociologist.

7. Shakwat Hossain Mamun. Vice Chairman. Bhay A Group of Industry.

8. Mrs Kohinur Rosul. Director. Business Media Private LTD.
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9. Faisal Ahamed. Executive Manager. Persona MEN’Z. Gulshan 2.
10. Asma Arafin. Manager. Bodhua Beauty Parlor.

11. Azaz Ahamed. Fairness Product Importer. Gulshan Market.

12. Mr Mamun. Importer of cosmetics. Gulshan Market.

13. Sumon. Fairness Product Importer. Gulshan Market.

14. Arafat. Singer and Actor. The Circle-Mixed Album.

According to ad maker (who is an ad producer as well as ad maker at Bipotip) point
of view; ad is a kind of technique which also calls the business policy. The duration of
the time is short, but the theme is very vast. In advertisements the ad maker expresses
the idea about the products’ quality. He said that fairness product do not make fair
properly but sometimes it works. In his personal life he does not use any specific
fairness product but he sometimes uses. Fair complexion has a positive sign in human
life, which also makes attractive. He also mentioned that in some cases fair
complexion has a good sign for success but not always. To achieve success everyone

should select their aim in life. Without aim no one can succeed in their life.

A male beautician who is an executive manager of Persona’s male section said that
beauty means smartness. He also said that fair complexion also expresses the beauty
but fair complexion is important only for girl not for male. Male beauty means
smartness, hairstyle, and behavior. While talking about the fairness products, he said
that he has no idea about those products because in his parlor, beauticians do not use
any fairness product; they also do not suggest their customers to use any fairness
product. He said that they have their own herbal product which they used for their

customers and also suggest using. About the fairness ads, he said that every business
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has its own policy; so fairness ads used their policy to sell their products. He hesitated
to comment on fairness products advertisement. One female beautician, she is a
manager at “Bodhua Beauty parlor”. Her interview was revealed the same finding the

male beautician.

One business man who is a vice chairman in Bhaya Group of Industry said that
fairness ads creates the confidence to the users .The languages they use are not
authentic but capture the market by their models and languages; it is a kind of
business policy to sell the products. Even the models, who are performing in these
ads, may have no idea about the products; they also may not use the product. They are
performing in the ads only for their profession and money. Business is not only
making money, it has some social norms and regulations, but very few business
persons keep it in their minds. Our Government depends on the Tax of business
community. For that reason Government never bother about the ads whether it is real
or not. Not only the local companies but also the multinational companies take that
privilege. The fairness product companies never follow any rules and regulations to

create ads; they just make ads to sell the products.

The female business woman is the director of Business Media Private LTD. She said
that the ads published in the media about fairness products are only for influencing for
the people. Actually if the fairness products can change the color of the person, there
would not be any black color men/women in our country. To prosper in life
everybody needs to be smart. But by using the fairness products they cannot be smart.

The ads of fairness products, they are making influence to the person and promote the
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idea that, they can get a better job by using the fairness products. This is not true, it is

a dream only.

Three fairness products sellers at Gulshan market says that fairness products cannot
make fair in full but have some good effect. Because if not affectability of these, then
a large number of fairness products will not be sold in the market. They said that the
fairness products create a good result in the skin of the person and then make them
fair. It is not suitable for using the fairness products by seeing the ads in the media.
Before using any kind of fairness products everyone should be find out the nature of

his or her skin’s condition.

One pharmacist, who is a pro-vc at East West University, said that the ads shown in
the media are a sort of puzzling. The ads only attract the viewers. We can learn a lot
from the TV but the ads, based on fairness broadcasted in TV are totally based on a
false theory. He thinks that the Government should take active steps on this side. He
also said that the chocolate is harmful to our health but it cannot be stopped due to its
demand on the market. Since, Bangladesh is not a self supported country the ads of
fairness products are forcibly broadcasted by us. Most of these products are imported;
so we can say the telecasting of the ads is a type of give and take business. He further
said that smoking is bad for our health. All the laws and regulations based on this will
not stop it until the consumers stop smoking. Not only the Government but also the
public plays an important role on it. While talking about the side effect of fairness-
products he said that a huge amount of damage can be done by using such fairness-
products. The skin problems will not be visible within a day but after a noticeable

times it will be visible. He also said that the word herbal/halal on such fairness-
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products are only to influence the consumers and capture the market. Chemical is
added to these products and any sort of chemical is bad for skin even if it is natural or
foreign. He thinks that fairness is not a major factor to become successful in life. He
said that dark people also are at the top position in many countries around the world.
For example the American Precedent Barak Obama has a black complexion but he is
a successful man. Even boys from the western countries are interested to marry the

dark ladies.

The skin doctor is engaged at Holly Family Hospital as a senior doctor. He said that, a
person become black for five reasons, those are: genetic, weather, geographic,
hormone and for the sun-light. In the first of all should know the cause of fairness. For
example there is no treatment for diabetic. That means diabetic cannot be cured. It can
be controlled. Those who are black cannot be fair by using fairness products. The
black person should have to find out why he or she is black? If he or she is black for
genetic reason then he/she can get some of good result by using the sunscreen. For
dryness or black skin for sunscreen, sun block cream may help for that purpose. There
are many doctor in our country that make wrong treatment and their speech are also
not authentic. He says that the media gives us the wrong idea and also influence our
society. He also raised a question regarding the use of the word “Harbal’ in the shape
of fairness products.. Fairness ads published that, their products are ‘Harbal’, but it is
not good to use the same on the basis of their publicity. He also says that for using the

fairness products skin can be thin and face the allergy problem.

One barrister who is presently engage at London College of Legal Studies as a Head

of Laws, said about the laws, the rules and the regulation of making and broadcasting
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advertisements in Bangladesh. According to his knowledge about these laws, the
companies have to take legal permission from the Bangladesh Government to
broadcast an ad in Bangladesh. There is a broadcasting law in Bangladesh, but the
problem is that the ad agencies do not follow that law. He also points out that the ads
which abuse the society cannot be seen in the TVCs. He said that the way the fairness
products are influencing the consumers is a type of business criteria. The ads of
fairness products are basically copied from abroad, which influence the consumers.
Many sorts of lies and truths are hidden inside a fairness ad. But our government
never concentrates on such ads. He also said that in western countries the harmful side
of a product is mentioned in the corner of the ads which are viewed in the TVCs, and
which makes an alert to the consumers. He mentioned that *“fairness in just 7 or 21
days” such sentences are used only because it is a part of the business and it gets the
attention of the consumer. But any ad claiming money back guaranty if fairness not

obtain within some specific days can be charged if it fail to do so.

One advocate who is engaged in Supreme Court of Bangladesh says that it is natural
for a person to make him/her beautiful. The people who are black or brown try to
make beauty or fair. The people who are using fairness products can change their face
temporary but in future it can create problem for the skin. There is no law
enforcement in our country about the product. If the laws were enforced and if any
customer faces any problem using a particular product then the manufacture company
of that product would be entitled to punishment by the law information authority
along with to be paid the compensation also. To earn profit, the manufacturers are
cheating on common people by giving wrong information or hiding information about

their products.

71



One singer as well actor who is performing in a mixed album ‘the circle’ said that
those person whose are black or brown they tried to make themselves. They used
fairness product. But fairness products cannot make fair in full but have some good
side. It removes oiliness also dryness and looks fresh. But everybody should follow
the nature of the skin before using the fairness products. Beside this it is also in need

to follow up the age for the person who will use the products.

4.6 Findings in Terms of Central Research Questions
The following central research questions will be answered. The two central research

questions that this research sought to answer are:

e How fairness product ads influence the target people?

e What is the impact of such ads?

This research looked at 25 print ads and 11 TVCs which found that the ad makers use
various strategies while making the ads. The ad makers use not only the linguistic
elements in the ads but also the semiotic elements to attract the consumers. The
findings suggest that the combination of visual image, linguistics texts influence the
customers. The ad maker uses such texts only to sell their products. The name of the
products also contains some influencing words which motivate  the customers
towards the products’ names. Most of the advertisers use adjectives in their products’
names for example Fair and Care, Fair and Lovely, Ponds White Beauty, Emami

Naturally Fair (see Appendix-H).
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In Figure 4.8, “Fair and Care” claims that you become “Fair from first day”. But the
experts, one of the interviewed (who is a pro-vc at East West University) says that no
cream can make anyone fair from the first day. He further said that fairness creams

cannot change the real color of a person.
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Figure 4.8: Influencing Text of the Ads.

The producer of ‘Emami Naturally Fair’ cream says that their product is natural.

However one of the experts, who is a doctor in Holly Family Hospital says that all
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commercial products have some kind of medicine/chemical. So the advertisers are

using false information though they claim that their products are natural.

After analyzing the advertisements, the result suggests that the visual images greatly
influence the consumers, through the attractive models as well as through the
background images. The advertisement like’ Ponds White Beauty’ (Figure 4.9) shows
a big visual/image of a pretty women with fair skin. The pinkish background
indirectly indicates that after using their products your skin may also become pinkish
in nature. Most of the advertisements use visual images of beautiful women. Here

men and women are used as sex object and beauty object.

o

POND'S

white beauty™
/‘

Mooy,

REDUCES SPOTS AND LIGHTENS SKIN. IN JUS I7DAYS"

One week s all t takes to experience the maglc of Pond's White Beauty®® Erriched with
Pro-Vitamin B3 it dilutes accumulated melanin, lightens skin and reduices dark spats giving ‘
your skin an even tane. Its multiple LIV sunscreens shield your skin from harmful sunrays when

you're outdoors. And then who knows? You might just find the love of a fetime in 7 days. ‘

Figure 4.9: Background Colors of the Ads.
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Ayurvedic Fair and Lovely (Figure 4.10) uses 16 natural materials. They contain
natural skin-lightening agents such as kumkumadi talcum. The visual is two third of

the picture. The visual attract through color, picture etc. Also the other ads influence

in the same way.

5 w.l"."_ W T

Figure 4.10: Visual Images of the Ads.
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For men’s fairness ads picture are also important. In Figure 4.11, 3 visual can be seen
of a confident looking man who has fair complexion then the picture of a man who is
applying the cream which is 100% natural. There is also a picture of box containing
the product which has a image of fair complexion man. Similarly most fairness ads
for men and women tend to use images, picture along with text containing catchy

adjective to grab the attention of potential customers.
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Figure 4.11: Influencing Ads
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After interviewing 100 common people it was found that 40 were influenced by
watching TVCs of fairness products, while 12 were influenced by fairness ads in
magazine and newspaper, 20 people were influenced to use fairness cream based on
the advice from friends and family member. The findings from the interview suggest
more than fifty percent of the respondents were influenced to use fairness cream
based on the ads on TV and the print media were images and text are important in

convening the common people.

In order to answer the second research questions, questions 7-9 of the common people

along with the responses of the experts were used.

After analyzing the question 7, 8 and 9 it is found that fairness products have a great
impact on people (see Appendix-F and G), in which 30% of the interviewees said
that fairness products do not make people fair (see Appendix-F and G). 28% said that
they used to use fairness products, but after getting no benefits; they stopped using
them. Also 32% said that fairness ads control the minds of both men and women (see

Appendix-F and G).

15 experts from different back ground (medicine, law, education, beauty industry,
business world etc) were interviewed, to get their professional opinion regarding the

impact of fairness product.

The words of the experts of the various field shows the negative impact of such

fairness ads towards the society. Five experts says that the ads they are used only for

entertainment purpose. The experts further said that we can learn a lot from the
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television but the ads of fairness products are totally based on false theory or story.
The languages they use are not authentic but those ads capture the market by their
models and languages, it is a kind of business policy to sell the products. Even the
models, who are performing in these ads, may have no idea about the products; they
also may not use the product. One expert said that the fairness product companies
never follow any rules and regulations to make ads; they just make ads to sell the
products. One expert’s point out that, fairness is not a major factor to become
successful in life. According to experts view, dark people also are at the top position
in many countries around the world. For example the American Precedent Barak
Obama has a black complexion but he is a successful man. Even boys from the
western countries are interested to marry the dark ladies. In general the experts’ views
suggest that the print and TV ads influence the common people in order to sell

fairness products.

4.7 Findings In Terms of Power, Discourse and Ideology

Critical discourse analysis focuses particularly on the relationship among power,
discourse and ideology (see Fairclough, 2001). It studies the way in which “social
power abuse, dominance and inequality are enacted, reproduced and resisted by text
and talk in the social and political context” (Van Dijk, 2001: 325). Fairness ads use
discourse to control the mind of the common people. Fairness ads exercise their

power by their persuasive discourse.

This research has studied print ads and TVCs and interviewed common people and

experts. Fairness ads maintain their power by using various ideologies. Ideology may

be approached as a set of ideas, beliefs and values held by an individual, a group, a
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society or a culture. It is such sociocognitive and discoursal elements that particular
individuals acting as a group with a given set of vested interests are able to exert
dominance on society at large. The ads of fairness products have selected and create
their ideology through their language, images and their names. All the fairness
products have English names. Similarly fairness products with English names
influence the Bengali society, as they feel anything foreign, especially international or
western is better than anything local (see Haque 2004). The catchy languages of
fairness ads create positive ideology as a result of which we tend to saying buy the
products. Advertisement like ‘Sandalina Sandal Talc’ expresses their ideology by
their text “fit for all weather’ (see Appendix-H). ‘Fair and Lovely Multi Vitamin’

claims to be the World’s no 1 fairness cream (see Appendix-H).

Another advertisement ‘Ligion Gents Upton’ claims that their product is 100% harbal.
In general, common people may feel that ‘herbal’ makes free of chemicals; through
such words advertisers spread their ideology to make consumers buy their products.
The advertisements in this study show their power through their ideological text as
well as visual images in the from of attractive models for advertising. For instance,
Ligion Gents Upton ad presents a leading male model of Bangladesh

(see Appendix-H).

Ayurvedic fair and lovely exposes their power through the images of natural herbs

(see Figure 9). Ad maker have the access to discourse and that is how they can

control the mind of the consumers.
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TVCs of fairness ads connect fairness and beauty with marriage, success; job
opportunities (see Appendix-D and E). In our country being dark is seen as the source
of many social problems, from the birth till marriage. As a result, dark girls and boys
suffer from inferiority complex and have to make effort to look good; a common
theme “how to become attractive by using fairness cream” is found in four of the five

ads for men (M1, M2, M3, and M4) (see Appendix-D and E).

It is obvious that the ads are attracting the people to become fair and reinforcing the

fairness ideals, and young people are being lured by the ads to become fair.
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CHAPTER-V

CONCLUSION

5.0 Introduction

In Bangladesh majority of the people are dark-skinned with variation in brownness as
well (Islam et al, 2006). Advertisements for fairness products promote the idea that
fairness is equivalent to beauty, love and success (Islam et al, 2006; Karan, 2000).
Some advertisements have negative cultural ideas and focuses on how a woman's
beauty is measured by the degree of fairness of her skin (Arif, 2006). The ads of
fairness creams state that regular use of cream will make one white or fair within a
few days and thus their fate will be changed and they will achieve successes in every
field of their life. In this regard, CDA can help the consumers by informing them
regarding how they are deceived by fairness ads. CDA informs the consumers about
the power of discourse of fairness ads and how language is used by such ads in order
to influence and manipulate them (the consumers). The main purpose of this study is
to raise awareness, so the consumers are not influenced by the use of language in
advertisements before buying any kind of fairness product. In order to do this, this
study addressed two central research questions: how fairness-product ads influence

the target people and what is the impact of such ads?

5.1 Summary of the Findings
The findings result that ad makers use various strategies, and various linguistics
elements to attract the consumers. The findings suggest that texts influence the

consumers through their artificial and catchy language. The ad maker uses various
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colors in the ads. Color is used as another attention seeking device. Ad makers of
fairness ads use various light colors like pink, white, yellow, light green, orange, and
so on in the ads (Appendix- H) to attract the attention of the consumers. Among the
various colors pink is very common. Usually the ads tend to reflect the color of the
product. A lot of images of both men and women are used in fairness (Appendix- H).
Basically images are used on the left or the top side of ads. Ad makers know that
when people take a glance at the daily newspaper or magazine they will first be
attracted by the images. The language of the ads is another important criterion for
print ads. Most of the fairness ads use code switching. Ad maker uses both Bangla
and English languages in fairness ads in order to attract the consumers’ attention and
thereby sell their products. In print advertisements majority of the texts are English

and Bangla, only to draw the attention of the consumers.

TVCs of fairness products for men and women claim to change skin color of
consumers from black to white and thus their fate will be changed and they will
achieve successes at every stage of their life. The TVCs of fairness products promote
the idea that fairness is equivalent to beauty, love and success. In our country being
dark is seen as the source of many social problems, from the birth till marriage. As a
result, dark girls and boys suffer from inferiority complex and have to make an extra
effort to look good. The advertisements in this study show their power through their

ideological text as well as visual images in the form of attractive models.

The ads of fairness creams state that the use of the cream will make one white or fair

within a few days. But from the experts’ point of view it was found that, it is

impossible to change dark skin to white by using cream. They further mentioned that
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continuous use of the fairness cream may make their face look fresh, but not white.
They explained that we can learn a lot from television, but the ads of fairness products
are based on false theory. The languages they use are not authentic. The ads capture
the market by their models and language; it is a kind of business policy to sell the
products. Even the models who are performing in these ads, may have limited idea

about the products, and may not use the products themselves.

5.2 Contribution to Research

In linguistics CDA is a new branch which studies any type of discourse (linguistics
and semiotic) in order to find out the hidden issues and agenda which are rooted in the
society (Haque, 2008). CDA discloses the hidden issues which cause the unequal
power relations in society (see Van Dijk, 2001; Haque, 2008). It informs people about
how language is used by various groups and institutions in order to influence deceive
and manipulate people. There are very few researches done from a CDA perspective
especially in Bangladesh. There are some students who have done their research from
CDA perspectives, and they realize the significance of CDA and its usefulness inside
and outside academia (Haque, 2009: 63). This research studied the discourses of the
ads of fairness-products from a CDA perspective in order to expose the unhealthy
competition of advertisers. The study has shown the power of language, and explains
how language can be used to influence and manipulate the consumers. This research
will contribute to other existing researches and future researches from CDA
perspective. From CDA and advertisement perspectives, there is very little literature

review.
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5.3 Practical Implication(s)

This research investigated the power of discourse of the fairness-product ads and
explains how such ads are used to influence and manipulate the consumers. This study
also shows the power of discourse of fairness-product ads, and their impacts on the
consumers. In a consumer oriented society CDA can help the consumers who are
influenced and manipulated by the unseen agendas of the fairness-product ads. CDA’s
aim is to empower people by making them conscious of hidden structures which exist
in societies; it also tries to create a balance of the power between the controller of
discourse and target people (see Fairclough, 2001; Haque, 2008). As a result of this
research, researchers, students and consumers will become aware of the manipulative
strategies used in the language of fairness ads; furthermore they will learn not to
believe or accept everything which is seen in the TVCs or print ads. The government
and other institutions directly or indirectly related to the advertising industry/sector
will be able to take steps to control various strategies used to influence and

manipulate the consumers.

5.4 Recommendation

Ad makers have the access to discourse and can misuse their power through the use of
language. They use various discourses in order to influence and manipulate the
consumers. After analyzing the fairness-product ads and collecting the data through
interviews, the findings suggest that the fairness-product ads influence, manipulate
and mislead the consumers. Based on the findings of the study some

recommendations may be suggested.
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The Information Ministry who controls the ads could take some measures to restrict
the advertisers from using various strategies to influence and manipulate the
consumers. The Ministry can take steps to compel ad agency not to manipulate the

consumers through the fairness product ads.

The Consumers Association of Bangladesh (CAB) can try to make the consumers

aware regarding the manipulative strategies of the ads.

5.5 Further\ Future Studies

This study only looked at the discourses of print ads and TVCs of fairness products.
Further research can be done on the billboard. This research is mainly based on
fairness cream ads. Other researches can be done on other fairness products like
lotion, beauty soap and so on from CDA perspective. The researcher has studied the
print ads and TVCs of fairness products from Bangladeshi context. So other
researchers can do research on the discourse of all fairness products inside and or
outside of Bangladesh. The data collection period of this study was from January to

July 2010; other studies can extend the time period.

5.6 Conclusion

CDA is a new branch of linguistics which studies any type of discourse (linguistics
and semiotic) in order to find out the hidden issues and agenda that are rooted in the
society (Haque, 2008). It studies discourse critically and informs people about how
language is used by various groups and institutions in order to influence and
manipulate people. Through the findings of this study, it can be said that people

should not take everything for granted; rather they need to inquire about the language

85



of fairness ads because the ad makers use various strategies to make the ads. The ad
makers use various linguistics elements to attract the consumers. From this research
the people will be aware of the hidden power of the discourses of ads and will be able

to make informed choices.

Fairness products ads for men and women claim to change skin color of consumers
from black to white and thus their fate will be changed and they will achieve
successes at every spheres of their life (see Arif 2004). The TVCs of fairness products
promote the idea that fairness is equivalent to beauty, love and success. In our country
being dark is seen as the source of many social problems, from the birth till marriage
(see Islam et al, 2006, kumar 2002 and Khan 2006). As a result, dark girls and boys
suffer from inferiority complex and have to make effort to look good (ibid.). The
advertisements in this study show their power through their ideological text as well as
visual images in the form of attractive models. Fairness product ads seem to make
false or misleading statements. Government’s interventions to regulate these
marketing practices are mainly missing because of the absence of rules and
regulations against misleading ads and the consumer’s lack of awareness about their
rights (see Kamath 2008 & Shankar 2007). The only possibility is the industry’s self
regulation, which could work well to protect the consumers and society from the
negative aspects of these advertisements. It is the right of the consumers to buy the
cosmetic products like fairness creams, but they must be informed about the side
effects (see Shankar 2007). After analyzing the fairness-product ads and collecting the
data through interviews, the findings suggest that the fairness-product ads influence,
manipulate and mislead the consumers, so the consumers do not get influenced by the

use of language/persuasive discourse in advertisements before buying any kind of
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fairness products. On the other hand the sellers must not make false promises about
the product performance. The uneducated people are unable to read the instructions
which are written in English and Bangla. As a result the uneducated people are also
ignorant at the same times. For these reasons The Information Ministry as well as the
newspaper who controls the ads could take some measures to restrict the advertisers
from using various strategies to influence and manipulate the consumers. The
Ministry can take steps to compel ad agency not to manipulate the consumers through
the fairness product ads and the Consumers Association of Bangladesh (CAB) can try

to make the consumers aware regarding the manipulative strategies of the ads.
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APPENDIX-A

Researcher Name: Shubarna Rosul

LETTER OF THE CONSENT

AUDIO/VIDIO/PHOTO RECORD RELEASE CONSENT FORM

As part of the research | have made an audio/video /photo recording of you while you
were being interviewed.

I would like you to indicate below what uses of this recording you are willing to
consent to. This is completely up to you. The recording will only be used in ways that
you agree to.

Please tick the appropriate box as you desire:

1. The recording can be studied by the researcher for use in her research.
[1Yes/ [1No

2. The Q Audio / [1Video recording / [ photo can be used for research
publication.

[1Yes/ 1 No

3. The recording can be used by other research.

[1Yes/ [1No

4. The recording can be used in classrooms.

[JYes/ [ No
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5. The recording can be used in public presentations to non -research groups.
[1Yes/ [1No

b e s have read the
above description and give my consent for the use of the recording as indicated above,

my information and signature as under .

Age:

Sex: W Male /U Female
Education: ..........cooiiiiiiii Language use on the tape:
Profession @ ... ...ooiiiii

Company name and designation:

Signature of the Interviewee

Thank you for taking the time to fill in this consent form
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APPENDIX-B

Interview’s Question for Common People

Gender

Married/Unmarried

Education

1. What is your name and age?

2. What is your occupation?

3. Do you interested to watching TV basically the fairness ads?

4. Do you use any fairness products?

5. Which media influence you to buy fairness Product?

6. How many times you used fairness products in Day?

7. Did you find visible change in your complexion after using fairness-product?
8. What is the idea about the fairness ads?

9. Do you believe success comes from fairness of skin?

10. Why do you not use fairness product?
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APPENDIX-C

Interview’s Question for Expert People

Name

Gender

Married/Unmarried

Education

Occupation

1. What is your idea about the external beauty of man and women?

2. What is your idea about the fairness-products ads?

3. What is your idea about the fairness-products

4. Do you think fairness product use attractive models as well as language in
their advertisement only to capture the market?

5. Do you believe success comes from fairness of skin?

6. What is the negative side of such ads?

7. What is the positive side of such ads?

8. Say something about the fairness ads.
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Appendix- D : Table 4.1 Fairness Advertising for Women (TV)

SL | Prod | Product | Them Story Performer Key Lang | Ultimat Jingles Voiceover Attire Locat Ad.
No | uct’s of e speech words uage | um ion Duration
Nam
e
F Fair | Unileve | Love | One guy went to see a girl | Father - Hi,hello | Bangl Not Back ground Hi,Hi Hi, Pink Girl’s 41sec
1 and r at for marriace and he bilbiTake w aand | mention | music(pop Beauty is fatua, home
lovel first 9 it, Hero- Engli Music)which Power . white
y side | became fall in love with | Thank sh express the Fair and shirt and
: -1 | Yoy, feeling of hero | lovely black
that girl. Because the girl Heroin — that he is pant after
was so beautiful as she | hi, amazed to see black t-
uses Fair and Lovely. He H(‘ero-‘ her0|ne§ .S.hm and
GIrKiig complexion and jines
uses to see the girl in the | hirQjug wants to know
dream going here the secret of her
' beauty.
F Fair | Unileve | Succe | Young sister says her | S-1:Fair & | Fairness | Bangl | Every | At first music Using Fair | T-shirt Home | 46 sec
2 and r ss(bec elder sister that she wants Lovely Kij | meter aand | dayFor | after performed | and Lovely | and pant | and
lovel omin B fZv jiijig Engli Use | inthe stage Multivitam | after stage
y g to be a rock stat like her S'_Z:_ ) sh which shows in daily Fotua
Mult famo . Dieting K that they are you will | and jeans
. elder sister, then elder | B tziKitj, . .
ivita us Practice Kii famous singers. | more fair
min. rock | sister says her sister B 121 Kitj J than other
Is.tlfr (younger) that you have to | S-1: Aicy
1ke . Aug tZvgi
use Fair and lovely | 47 7 p
Multivitamin use | S-2: Znij
) o cVKilfmi
regularly beside dieting | cikicik
and practice. tdgi GU
JvFjreeni
Ki cizi'b
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SL | Nam | Product | Them Story Performer Key Lang | Ultimat Jingles Voiceover Attire Locat Ad.
No | e Of of e speech words uage um ion Duration
The
prod
uct
F Fair | Unileve | Succe | A girl practices dance | Heroine - | Fairand | Bangl | Not Back ground Fair and Danc 29 sec
3 and r SS Story of lovely | eand | mention | Music which lovely e
lovel (beco | under the guidance of a | Modhuba, | ayurbad | Engli expressed sad ayurbadic Stage
y ming I need the ic sh tone that pain has 16
Ayur famo | dance director. Once the | role,(Role increase when it natural
badi us Ur Augvi B touches heart things
c star | director says, “there is | PiB) which
like Director- makes fair
Modh | something missing”. Then | Great naturally.
ubala smiles,
the girl starts to use ‘Fair | beautiful
eues,but
and Lovely Ayurbadic’, | something
is missing
which makes her fairer. | inthe
face(Ziici
Finally she became a | I tPiivgiK
thb thB)
successful star. Friend-
(Kvib mgm'y
tZigii
miaviY
Iuig) your
problem is
natural
cream.
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SL | Nam | Product | Them Story Performer Key Lang | Ultimat Jingles Voiceover Attire Locat Ad.
No | e Of of e speech words uage um ion Duration
The
prod
uct
F | Fair | Unileve | Succe | An old makeup man is | Daughter: | Become | Bangl | .Gradua | Back ground Fair and White Shoot | 46 sec
4 Jand |r ss scolded by one star in Zm 1K star, a | Music which lovely ing
lovel y Star beauty develop | expressed sad .Beauty is Sallower | spot.
y (beco | shooting spot that the | eubiqQ aways ment of | tone that pain for always Audit
Mult min makeup man is no more Gfite skin increase when it kamij ion
ivita g P Gfite] color. touches heart center
min famo | efficient and he should with red
us retire from the job .Make Gevt Avgt
Makeup orrna
star) up man’s daughter heard | Ki AigitK after
all the conversation. She | Star ebil]
black
asks her father to make | pather:
her star. Her father says ;\QakeUP colored
i
her daughter to be a star GKigibiU shortvski
she needs the beauty | Davl nig ' oni
_ _ hig| Argii rt, onion
which remains always. tgtqi PIB
Then the daughter uses | Ggb fmb h colored
. hv me mgq
Fair and lovely IKte] long.

Multivitamin and selected

as a model.
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SL | Name Of | Pro | Them Story Performer Key Lang | Ultimat Jingles Voiceover Attire Locat Add
No The duct e speech words uage um ion Duration
product of
F Ponds Uni | How A girl presents that her No Ponds Bangl Daily | No jingles Ponds White Home | 30 sec
5 white leve to natural skin has became speech aand White tops and
beauty r beco P " | White Engli Beauty white
Face me darker due to black layer sh Face Wash | pant and
wash. fair on the skin. Her skin is Beauty _has _Pro pink
vitamin B3 color
examined through strip Face Formula forag.
. Wash which
test (by putting a glue tap contain fair
on her skin), which shows skin and
that there is a lot of normal
skin.

hidden dust on the skin.
Then she uses ‘Ponds

white beauty face wash’,

which revive her natural

fair skin.
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SL | Name Of | Pro | Them Story Performer Key Lang | Ultimat Jingles Voiceover Attire Locat Ad.
No The duct e speech words uage um ion Duration
product of
F Ponds Uni | Love. | Hero is drawing the No Reduces | Bangl | Just7 | Back Ponds Gray Hero’ | 30 sec
6 white leve heroin’s face in his home speech. spots, aand Days. | groundsong(pop White sweater S
beauty r ' lighten | Engli song) which Beauty with Home
First day he draws some the’ sh express the with pro black
spots in the picture skin. feeling of vitamine shirt and
hero that he reduces black
because some spots are in always see spotsand | pant.Pink
his lover and lighten the | colored
model ~ face. But  the thinks all skin just frock
heroine uses ponds white time.(bangle seven days
song: fielQ Ang
beauty and her face ejiQ K1, FieQ
becomes spotless and oiLby tZvgig, Zm

becomes fair in 7 days
only. After 7 days the
hero reduces spot from
And he

amazed to see her and

the picture.

draw a diamond ring in

the hand of the picture.

Aigii U fg, Avil
Ty 1iK ZuKiqg
"L YR cite
Avgys TmB WP tPhy
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Appendix — E : Table 4.2 Fairness Advertising for

Men (TV)

SL | Produ | Prod Theme Story Performer Key Languag | Ultimatu Jingles | Voiceover Attire Locatio Ad.
No. ct’s uct speech words e m n Duration
Name of
Ema | Ema | How to One boy think | P1-BQ Aug Hand | Englisg Song of | Fair and Blue stage | 32 sec
M1 | mi mi become that if he were a | hi™ kvisL some | and men Hondsome | shirt,w
Fair fair and saruq!Though nZig! bangla express | cream is hite
and handsom | sarug walks sun es produced | blazer,
Hon e breams and P2-Agii gZ every to give the | white
dsom pollution but he | niz py12 boy extra care | shirt
e still handsome. should | for the and
sarug says use | p1-Gz tiv use male skin | black
fair and Ali fairness | which blazer
handsome pollution crem gives a
because any one | g; ctil GZ and cover to
can handsome. handsome bring face to be
But do not use ' success | protected
ladies cream. . also from the
P2-lanl. by girls sun beams
ng biB nij, are and dust
handsome attracte | and make
T—?KI n:_cz d to see | Handsome
cii| Fair & the boy.
Handsome
use Ki Avgyi
gZ, KKS
tgtgt i g
GK"g bq]
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SL | Produ | Prod Theme Story Performer Key Languag | Ultimatu Jingles | Voiceover Attire Locatio Ad.
No. ct’s uct speech words e m n Duration
Name of
M2 | Ema | Ema | How to Men’s skin No speech Extra | Bangla |4 Music | Fair and Blue Univer | 20 sec
mi mi become | unlike to care weeks | express | Hondsome | shirt,w | sity
Fair fairand | women is very for es cream is hite
and hondsom | tough and need men, every produced | blazer,
Hon e an extra effect Feel boy to give the | white
dsom to make it fresh should | extra care | shirt
e fairer. Fair and and use for the and
Handsome prote fairness | male skin | black
cream produced ct crem which blazer
to give the from and gives a
extra care for sun. bring cover to
the male success | face to be
skin.This cream also protected
healps the users girls from the
to feel fresh for are sun beams
a long time. It attracte | and dust
gives a cover to d to see | and make
face to be the boy | Handsome
protected from and
the sun beams girls
and sun.And sign is
men will Hi
successful to Handso
draw the me ! Hi
attention of the Handso
ladies. me!
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SL | Produ | Prod Theme Story Performer Key Languag | Ultimatu Jingles | Voiceover Attire Locatio Ad.
No. ct’s uct speech words e m n Duration
Name of
Fair | Unile | Howto | Alady callshero | GB mugi So Bangla | Not Music | Fair and Black | Flower | 30 sec
M3 |and | Ve' | become |buthedoesnot | Hjl fair mentio | express | lovely jacket | shop
lovel fair and | response then she that n es Menz with | and
y handsom | 90€s to thefover | gy 4oy any every | Active white | Univer
Men e of the hero and GK g mugi one boy Cream of | t- sity.
says that she was . . . .
z seen a boy like Gi gZ by will should | 25 mg is shirt,bl
Acti her lover Lover GKI?b K be use fre_e with ue
ve of the heroine t"Ljvg amaz fairness | Fair and jeans.
Crea says that she saw ed. crem Lovely Pink
m the right IKSIGB 1°L and multivitam | colore
person.Lady was | mwgtii gZbv? bring in of 50 d
surprised to see | mygiBizy success | mg sallow
hero’s fairness also er
and wants to . i i
know the secret magi? gl[(rals If(grm Y
of the fairness of
the hero from her | GZ Zttracte wome
friend .This ad Handsome? to see n.
also presents that the boy.
this product is so | Fair &
useful that makes | | gvely
men so fair that | e"enyj KiiQm
any lady willbe | 7p A cfe
amazed to see his S~
. ciiQ 'BRb
facial beauty. Gi Dcil|
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SL | Produ | Prod Theme Story Performer Key Languag | Ultimatu Jingles | Voiceover Attire Locatio Ad.
No. ct’s uct speech words e m n Duration
Name of
Fair | Unile | How to A boy asks his | eBii hw'Q extra | Bangla | Not No Fair and Gray | home | 30 sec
and | Y®" | become | sister whether | IKQZwWie? care mentio | jingles | lovely colore
M4 | lovel fair and she needs prote n Menz dt-
y hondsom | something.sister | {zyi Fair & | ct Emami Active shirt
Men e says he uses her | Lovelyikg | from Cream of | and
z fairness cream | k| the 25 mg is jeans
Acti that is why sun free with | for
ve cream is 120 ZiKi beam Fair and brothe
Crea finished.Then “iKii GLb sand Lovely r.Whit
m sister suggested | a1k h3| dust multivitam | e and
that men’s skin | y,ip QL in of 50 pink
unlike to ZK 1gigh i mg combi
womenis very | g Ce Avi nation
tough and need 718 Menz sallow
an extra effect Active er
to protect from ' kamij
the sun beams for
and dust. sister
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SL | Produ | Prod Theme Story Performer Key Languag | Ultimatu Jingles | Voiceover Attire Locatio Ad.
No. ct’s uct speech words e m n Duration
Name of
Success | Inan job GB1_iK Max | English Music | Fair and Gray | Intervi | 41 sec
M5 | Fair | Uni | (togeta | interview the Aicib IK Akv | Fairn | and express | lovely shirt ew
& job) employer Ktib? ess,M | Bangla es Max and board
Leve wanted to test ax every Fairness, black
Love | r the Taymdj’| impre boy Max pant.
y interviewee’s ssion should | impressio
confidence and | Aii “§ eQti use n.Max
Max gave him mevi AvM| fairness | Fairness
Fair (interviewee ) a cream | protect
ness chance to place | Aii IKQaq and from sun
question to the | tKp? bring ,max gives
employer.The success | fair skin
interviewee was | kyip and less
so confident qualification sport.
that during the | o1 Avil
question answer | Koz
section the
interviewee Next
place question question:
like whenl can | k1ot 1k
join asir? KitZ cii
Sir?
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Appendix-F

Table: 4.3 Interview chat on women

sl | age |sex | Occupat | Showin | Use Influence | Daily | Concept of Concept of Complexion | Why not
ion gTV | fairness |d by use fairness fairmess ads | does any role | use fairness
product product for success product
1 |25 F Universi | yes yes TVCS 3 Removes acme | Control the Success does | N/A
ty and oiliness. mind. not depend on
Student But does not Anyone can | fajr skin. Fair
make fair. believe their | gy js
After using, speech important but
skin is so soft. fair skin does
It is true that not bring
natural beauty success.
is real beauty
2 |20 F Universi | yes yes Friends 3 Using but do Use ordinary | Success N/A
ty not make fair. | language, means good
Student Fair skin is whichdoes | qualification
gifted by God. | Not matchin | ot fair skin.
Fairness real life, Bring success
product cannot good result is
make fair. the main way.
3 |24 F Universi | yes yes Printads | 3 It is work but Believes Success does N/A
ty slowly. Skin is | Fairness ads. | not depend on
Student so soft. Also | Mediaplay | fair skin.
good feeling true Success means
information good result.
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18 College | yes yes ,TVCs 3 Using but do not | Like to watch | Fair means N/A
Student make fair fairness ads good looking in
but not some job fair is
believe them | important
19 College | yes Do not Not Does Bad for skin. . Control the | Success means | Just
Student use influenced | not use | Real Skin color | mind hard work not influence
can be lost. Also fair skin. And the people
allergy problem. should be also
honest to bring | manipulate.
success. Not make
fair
18 College | yes yes TVCs 3 Removes acme | Use ordinary | Success means | N/A
Student and oiliness, language hard work not
dryness and because fair skin
makes smooth. within 7 days
do not make
fair.
19 Student yes yes TVCS 3 Removes acme | Like to watch | Success means | N/A

and oiliness and
protect from
sun. Good
feeling but do
not make fair.

fairness ads
but not
believe them.
To watch
fairness ads
time can
easily passes.

good
qualification
not fair skin.
Fair skin does
not bring
success.
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8 |18 Student yes yes Friends 3 Using but do not | Control the Success does N/A
make fair and mind and not depend on
protect from sun | use false fair skin.
but not makes language Success means
fair. good result and
hard work also
honesty.
9 |19 Student yes yes Print ads 3 It is work but Use ordinary | Fair means N/A
slowly languages good looking in
Makes fair but also create some job fair is
very slowly. funny things. | important
10 | 23 Student yes Do not Not Do not | Bad for skin. Like to watch | Success does Just
use influenced | use Real Skin color | fairness ads not depend on | influence
can be lost but not fair skin the people
believe them | Success means | not make
good character. | fair.
11| 22 Student yes yes Family 3 Using but do not | Control the Fair skin is N/A
make fair mind good for
success
12 | 23 House yes yes TVCs 3 Removes acme | Like to watch | Success does N/A
Wife and oiliness also | fairness ads not depend on

protect from
sun. After using
it is good feeling
but not long
lasting.

but not
believe them

fair skin. But
fair skin is
important for
women. Not
men.
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13| 30 House yes yes TVCs 4 Using but do not | Control the Fair skin for N/A
Wife make fair mind. Does marriage. In
not make fair | our country
within 7 most of the
days. family want
fair girl.
141 25 House yes Do not Not Does Bad for skin. Like to watch | Fair skin for Just
Wife use influenced | not use | Real Skin color | fairness ads marriage influence
can be lostalso | but not the people
thin the skin. believe them.
Itis also
good
entertained.
151 20 House yes yes Friends 3 It is work but Use ordinary | Fair means N/A
Wife slowly makes language not | good looking in
skin smooth. make fair, some job fair is
but skin is so | important
smooth.
16 | 24 House Yes Do not Not Does Bad for skin. Control the Fair skin for Just
Wife use. They | influenced | not use | Real Skin color | mind. marriage. In influence
just can be lost Bangladesh the people
influence most of the
the family want
people. fair girl
171 20 House Yes yes TVCs 3 Make them fair | Like to watch | Success means | N/A
Wife fairness ads hard work not

but not
believe them

fair skin

109



18 | 33 House yes Do not Not Does | Damage the Use ordinary | Fair skin is Such
Wife use influenced | not natural color of | language and | good for products do
use the skin. control the success. In not make
mind also. some jobitis | fair.
important like | It is wrong
air hostage idea.
19 | 34 House yes yes TVCS 3 Using but do not | Control the Success does | N/A
Wife make fair. Using | mind not depend on
only for fair skin
satisfaction.
20 | 34 House yes Do not Not Does | Bad for skin. Control the Fair skin for Just influence
Wife use influenced | not Real Skin color | mind by their | marriage. the people
use can be lost. Also | attractive
skin is tine. model.
21 | 33 House yes yes Print ads 4 Using but do not | Like to watch | Fair means N/A
Wife make fair fairness ads good looking
,makes smooth but not in some job
and remove believe them. | fair is
dryness Good important
entertainment
22 | 38 House yes Do not Not Does | Have no idea. | Like to watch | Success does | Fairness
Wife use influenced | not am fair. I am not | fairness ads not depend on | products
use using fairness but not fair skin presents
product. believe them wrong idea

cannot makes
fair.
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23 | 33 House yes yes TVCs 4 It is work but Control the Success means | N/A
Wife slowly. May be | mind and good
work. I am using | makes false qualification
for satisfaction and wrong not fair skin
idea. and also good
character.
24 | 25 Job yes yes TVCS 3 Using but do not | Control the Success does | N/A
holder make fair just mind. Better | not depend on
influence. feeling fora | fair skin.
while but not
long lasting.
25 | 20 Job yes yes Friends 3 Using but do not | Use ordinary | Fair skin for N/A
holder make fair. Make | language. marriage. Fair
skin smooth but | Does not means
does not long make fair attractive it is
lasting. within 7 important for
days. girl not men.
But remove
sport in the
face.
26 | 24 Job yes Do not Not Does | Damage the Like to watch | Success does | Such
holder use influenced | not natural color of | fairness ads not depend on | products do
use the skin. Natural | but not fair skin. in not make
beauty is the believe them. | some work fair.
best beauty. Itis | It is use false | need fair skin.
gifted by God. idea. Does
not make
fair.
27 | 30 Job yes yes TVCs 4 Using but do not | Control the Success does | N/A
holder make fair. Fair mind. Do not depend on
skin is gifted by | smooth but fair skin
God. No cream | do not make
cannot make fair.

fair. Skin can
smooth.
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28 | 28 Job yes yes TVCS 3 Itiswork but | Like to Fair means N/A
holder slowly. Makes | watch good looking,
smooth control | fairness ads | in some job
oiliness. but not fair is
believe important
them
29 | 28 Job yes yes Friends 3 It is work but Use ordinary | Fair skin for N/A
holder slowly language. marriage. For
But protect from | show false girl itis
sun. idea. important.
30 | 26 Job yes Do not Not Does | Damage the Like to watch | Success does Fairness
holder use influenced | not natural color of | fairness ads not depend on | products
use the skin. create | but not fair skin. presents
allergy believe them | Success means | wrong idea
honesty.
31 | 26 Job yes yes TVCs 3 Using but do not | Control the Fair means N/A
holder make fair mind by their | good looking,
language. in some job fair
is important
32 | 28 Job yes yes TVCs 4 Using but do not | Control the Success does N/A
holder make fair mind. not depend on
Only for fair skin.
satisfaction. Success is
earning
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33|28 Job yes Do not Not Does | Damage the Use ordinary | Fair means Fairness
holder use influenced | not natural color of | language good looking in | products
use the skin some job fair is | presents
important wrong idea
34 | 30 Job yes yes Friends 4 It is work but Believes Fair skin is N/A
holder slowly. Fairness ads. | good for
Present true success. In
thing. some job it is
important
35|34 Job yes Do not Not Does | Damage the real | Control the Success does Fairness
holder use influenced | not color of the skin | mind not depend on | products
use and can be skin fair skin presents
diseases wrong idea
36 | 34 Job yes yes TVCs 3 Using but do not | Like to watch | Success means | N/A
holder make fair fairness ads good
but not qualification
believe them | not fair skin
37 | 35 Job sometim | Do not Not Does | Damage the real | Control the Fair means Fairness
holder es use influenced | not color of the skin | mind good looking in | products
use and can be skin some job fair is | presents
diseases important wrong idea
38 | 28 Servant yes Do not Not Does | Damage thereal | Like to watch | Fair skin is Fairness
use influenced | not color of the skin | fairness ads good for products
use and can be skin | but not success presents
diseases believe them wrong idea

113



39 | 27 Servant yes yes TVCS Make them fair. | Believes Fair skin for N/A
Very good for Fairness ads marriage
skin.

40 | 28 Servant yes yes Friends Make them fair | Believes Fair skin is N/A
in past | was so | Fairness ads. good for
dark but now | Present real success.
am fair. thing.

41 | 29 Servant yes yes Friends Using but do not | Believes Fair skin for N/A
make fair but Fairness ads marriage
remove ‘Mesta’
protect from
sun.

42 | 30 Servant Not yes TVCs It is work but Believes Fair skin for N/A

regular slowly Fairness ads marriage

43 | 28 Servant yes Family Make them fair | Believes Fair skin is N/A
in past. | was Fairness ads good for
dark, now fair success
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44 | 30 Servant yes Do not Not Does Have no idea. Like to watch | Fair skin is Fairness
use influenced | not use | Does not use fairness ads good for products ad
very expensive | but not success presents
also. believe them wrong idea
45 | 30 Teacher | yes yes Family 3 Using but do not | Control the Success means | N/A
make fair. mind. Do not | good
Remove make fair. qualification
dryness. But protect not fair skin.
from sun and | Fair skin is
dryness. important for
girl basically to
get job
46 | 32 Teacher | yes yes TVCS 3 Removes acme | Like to watch | Success does N/A
and oiliness, fairness ads not depend on
remove dryness | but not fair skin
and sport. believe them
47 | 35 Teacher | yes Do not Not Does Have noidea. I | Control the Fair means Fairness
use influenced | not use | am fairno need | mind very good looking, products
to use. good to see. in some job fair | presents
create is important wrong idea
imagination
also
48 | 35 Teacher | Not yes Print ads 3 Using but do not | Use ordinary | Success means | N/A
regular make fair. Using | language hard work not
for satisfaction. | Like to watch | fair skin good
fairness ads result also
but not
believe them
49 | 20 Teacher | yes yes TVCs 3 Using but do not | Control the Success does N/A
make fair using | mind not depend on

for satisfaction.

fair skin
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50 | 20 Teacher Do not Not Does Have no idea Like to watch | Success means | Fairness
use influenced | not use fairness ads good products
but not qualification presents
believe them | not fair skin wrong idea
30 Teacher | Not Do not Not Does Have no idea no | Control the Success does Fairness
51 regular | use influenced | not use | comment mind. Like to | not depend on | products
watch fair skin presents
fairness ads wrong idea
but not
believe them
52 | 32 Teacher | yes yes TVCS 3 Using but do not | Use ordinary | Fair means N/A
make fair. Using | language good looking,
for satisfaction. in some job fair
is important
53 | 33 Teacher | yes Do not Not Does Have noideait | Use ordinary | Success does Such
use influenced | not use | is expensive also | language not depend on | products do
need extra taka fair skin not make
in a month. fair
54 | 24 Garment’ | yes yes Family 3 It is work but Believes Fair skin for N/A
s worker slowly. Inpast | | Fairness ads. | marriage
was dark now Present true
fair things.
55 | 20 Garment’ | yes yes TVCs 3 Removes acme | Believes Fair skin is N/A
s worker and oiliness. Fairness ads | good for
Make skin success
smooth.
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56 | 20 Garment’ | yes yes Family Make them fair | Like to watch | Fair skin is N/A
s worker fairness ads good for
but not success
believe them
57 | 30 Garment’ | yes yes TVCs Removes acme | Believes Fair skin is N/A
s worker and oiliness Fairness ads | good for
success
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Appendix-G

Table: 4.4 Interview chat on men

sl | age sex | Occupati | Showin | Use Influenced | Daily Concept of Concept of Complexion Why not use
on gTV fairness by use fairness product | fairness ads does any role fairness
product for success product
1 |25 M Student yes yes TVCS 3 Using but do not | Control the Success does N/A
make fair mind. not depend on
fair skin
2 |20 M Student yes yes Print ads 3 Using but do not | Feel Success means | N/A
make fair depression. good
qualification
not fair skin
3 |24 M Student yes yes Print ads 3 It is work but Believes Success does N/A
slowly Fairness ads | not depend on
fair skin
4 120 M Student yes yes ,TVCs 3 Using but do not | Use ordinary | Fair skin for N/A
make fair. language. marriage
Within in few Control the
days. mind
5 |20 M Student yes Do not Not Does Have no idea Control the Success means | Just
use influenced | not use mind. Do not | hard work not | influence
make fair. fair skin the people
6 |24 M Student yes yes TVCs 3 Removes acme | Use ordinary | Fair skin for N/A
and oiliness language. marriage
Good

entertainment
also.
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7 |25 Student yes yes TVCS 3 Using but do not | Like to watch | Fair means N/A
make fair fairness ads good looking in
but not some job fair is
believe them | important
8 |20 Student yes yes Print ads 3 Using but do not | Use ordinary | Success does N/A
make fair. language not depend on
Remove dryness fair skin
and sport.
9 |24 Student yes yes Print ads 3 It is work but Feel Success means | N/A
slowly. depression hard work not
Remove dryness fair skin
and sport.
10 | 20 Job yes Do not Not Does Bad for skin. Like to watch | Success does Just
Holder use influenced | not use | Real Skin color | fairness ads not depend on | influence
can be lost but not fair skin the people
believe them
11|40 Job yes yes Family 3 Using but do not | Control the Fair skin is N/A
Holder make fair mind good for
success
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12 | 39 Job yes yes TVCs 3 Removes acme | Like to watch | Success does N/A
Holder and oiliness. fairness ads not depend on
Real color but not fair skin Fair
cannot change. believe them | means good
looking in
some job fair is
important
13 | 44 Job yes yes TVCs 4 Using but do not | Control the Fair skin is N/A
Holder make fair mind Like to | good for
watch success.
fairness ads
but not
believe them
141 25 Job yes Do not Not Does Skin disease. Like to watch | Fair skin for Just
Holder use influenced | not use | Like allergy. fairness ads marriage Fair influence
but not means good the people
believe them | looking in
some job fair is
important
15 | 40 Job yes yes Friends 3 It is work but Use ordinary | Success means | N/A
Holder slowly. Protect language good
from sun. qualification
not fair skin
16 | 24 Teacher | Yes Do not Not Does Bad for skin. Control the Fair skin for Do not
use influenced | not use | Real Skin color | mind marriage make people
can be lost fair
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17 | 42 Teacher | Yes TVCs 3 Removes acme | Like to watch | Success means | |N/A
and oiliness fairness ads hard work not
but not fair skin
believe them
18 | 35 Teacher | yes Do not Not Does | Damage the Use ordinary | Fair means Such
use influenced | not natural color of | language good looking. | products do
use the skin In some job not make fair
fair is
important
19 | 41 Teacher | yes yes TVCS 3 Using but do not | Control the Success does | N/A
make fair mind not depend on
fair skin
20 | 38 Teacher | yes Do not Not Does | Damage the Control the Success means | Such
use influenced | not natural color of | mind hard work not | products do
use the skin fair skin not make fair
21 | 35 Teacher | yes yes Print ads 4 Using but do not | Like to watch | Fair means N/A
make fair fairness ads good looking,
but not in some job
believe them | fair is
important
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22 | 20 Teacher | yes Do not Not Does | Have no idea Like to watch | Success does | Fairness
use influenced | not fairness ads not depend on | products
use but ot fair-skin presents
believe them wrong idea
34 Servant yes yes TVCs 4 It is work but Control the Fair means N/A
23 slowly. mind good looking,
Real color in some job
cannot change fair is
but protect from important
sun.
24 | 26 Servant yes yes TVCS 3 Make them fair | Control the Success does | N/A
mind not depend on
fair skin
25 | 28 Servant yes yes Friends 3 Using but do not | Use ordinary | Fair skin is N/A
make fair. But language good for
protect from success
sun.
26 | 30 Driver yes Do not Not Does | Bad for skin. Like to watch | Success does | Such
use influenced | not Real Skin color | fairness ads not depend on | products do
use can be lost but not fair skin not make fair
believe them

122



26 | 30 Driver yes Do not Not Does | Bad for skin. Like to watch | Success does | Such
use influenced | not Real Skin color | fairness ads not depend on | products do
27 |1 30 Driver yes yes TVCs use ddsibg st do not || Dbmiwbl the || fSucsidss does | mdtlMake fair
make fair breliede them || not depend on
fair skin
28 | 32 Driver yes yes TVCS 3 Removes acme Like to watch || Fair skin for N/A
and oiliness fairness ads marriage
but not
believe them
29 | 30 Driver yes yes Print 3 It is work but Use ordinary | Fair skin for N/A
slowly, language marriage
but protect from
sun.
30 | 28 Driver yes Do not Not Does | Have no idea Like to watch | Success does Fairness
use influenced | not fairness ads not depend on products
use but not fair skin presents
believe them wrong idea
31|27 Driver yes yes TVCs 3 Using but do not | Control the Fair skin for N/A
make fair. mind marriage
But protect from
sun.
32 |30 Driver yes yes TVCs 4 Removes acme | Control the Success does N/A
and oiliness mind not depend on
fair skin

123



33 28 Driver yes Do not | Not Does | Itiswork but | Use ordinary | Success Fairness
use influen | not slowly language. means hard products
ced use Like to watch | work not fair | presents
fairness ads skin wrong idea
34 28 Night yes yes Friends | 4 Itis work but | Believes Fair skin for N/A
guard slowly Fairness ads do | marriage
not make fair,
but protect
from sun.
35 27 Night yes yes TVCs 3 Make them Control the Fair skin for N/A
guard fair mind, marriage
Use ordinary
language
36 29 Night yes yes TVCs 3 Itis work but | Like to watch Fair skin for N/A
guard slowly fairness ads but | marriage
not believe
them
37 30 Cleaner sometim | Do not Not Does | Have noidea. | Fairness ads Fair skin for N/A
es use influenc | not present false marriage
e. use idea.
38 30 Cleaner yes yes Family |4 Removes Like to watch Fair skin is N/A
acme and fairness ads but | good for
oiliness. not believe success
Protect from them

sun.
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39 29 Gardener yes yes TVCS Make them Believes Fair skin is N/A
fair, very good | Fairness ads. good for
feeling. Good to see. success, for girl
Cannot think is important.
without the
product in a
day.

40 24 Gardener yes yes Friends Removes Believes Fair skin is N/A
acme and Fairness ads good for
oiliness and success
darkness

41 24 Gardener yes yes TVCs Removes Believes Fair skin for N/A
acme and Fairness ads marriage
oiliness

42 20 Gardener yes yes TVCs Itis work but | Believes Fair skin for N/A
slowly. Make | Fairness ads marriage
fair but very
slowly.

43 20 Sweeper yes yes Family Removes Believes Fair skin is N/A
acme and Fairness ads good for
oiliness. Very success
good feeling.
Part of my
life.
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Appendix - H: Print Ads
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Sample 2
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Tel : 956 4109, Fax : 0088-02-957 0846
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Appendix — | : TVCs Fairness Products (in CD ROM)

Emami Fair and Hondsome

Emami Fair and Hondsome

Fair and lovely Menz Active Cream
Fair and lovely Menz Active Cream
Fair and lovely Max Fairness

Fair and lovely

Fair and lovely Multivitamin.

Fair and lovely Ayurbadic

Fair and lovely Multivitamin

Ponds white beauty Face wash

Ponds white beauty
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