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Abstract 
The study was carried out to find out whether women are objectified in the source language (English) verbally 
and non-verbally, and evaluate and assess the advertisers and translators’ role in objectification of women in the 
target language (Turkish). To evaluate the objectification of women in the source and the target languages 
scientifically, the researcher developed a scale consisting of 16 items, which analyse any advertisement in terms 
of verbal and non-verbal objectification. To ensure reliability and validity, four experts’ opinion as to the items 
of the scale was resorted and statistical analysis was carried out before it was applied to. Magnum ice cream, 
Toyota, Efes Zilli Sally & Delikanlı Harry, Game of Sultans and L`Oréal Paris skin cream commercials were 
analysed verbally and non-verbally in two languages. The results of the study show that in both languages, 
women are extensively objectified and in some advertisements, the physical beauty of women was dehumanized 
and even reached to the border of pornography. 

Keywords: objectification of women, advertisements, translation studies, commercials, objectification checklist, 
globalization 

1. Introduction 
In our ever-globalizing world, virtually everything is being materialized and nothing is immune to this prevailing 
(dis)order in which roughly everything and everybody has a price to buy and sell. The proliferating opportunists 
never miss any chance to capitalize on everything even on human bodies and souls at all cost. Presumption of 
innocence for humanity has been violated on many occasions. Advertising has been playing a pivotal role in 
turning the world into a uniformed place with no defined boundary and soul at least culturally. Advertising has 
an ultimate aim: to promote goods and sell it at any cost. In a competitive advertising word, the end justifies the 
means as in politics. Therefore, to gain consumers and profits, the actors in the ruthless advertising word exploit 
whatever they have in their stock. The allure of women for the advertisers has always been exploited. In terms of 
their approaches to women, advertising industry is coined as ‘important and pervasive’ on the hand as 
‘problematic and often unaccepted’ (Kates & Garlock, 1999, p. 34). However, some studies suggest that the 
feminist critique of advertising for depicting women as sex objects may not be a universal phenomenon (Frith et 
al., 2005). Some studies have extensively studied the sexuality and objectification of women in advertisements. 
They unanimously concluded that women are generally demeaned and treated as sexual objects to promote the 
products advertised (Jhally, 1989; Kilbourne, 1999; Zimmerman, 2001; Alexander & Judd, 1978; Richmond & 
Hartman, 1982; Attwood, 2004; Szymanski & Carr, 2011; Kumar, 2017; Lindner, 2004; Lin, 2008; Harper & 
Tiggemann, 2008; Reichert et al., 2007). Objectification of women refer to the notion that a woman’s complete 
body or a part of her body is singled out or foregrounded to foster desire for the sake of gaining customers. 
Fredrickson and Roberts (1997) and Bartky (1990) offered similar description about it. More than men women 
are depicted in objectified manner in commercials and advertisement, wearing provocative dresses, revealing 
some parts of their bodies, offering sexual readiness in a male dominated advertisement sector. However, on 
some occasions, women are objectified in advertisements even if they are in a ‘decent’ clothing. They are 
portrayed as home bound, husband bound even children bound in advertisements. Therefore, these portrayals 
should be regarded as objectification of women. This study aims at developing a checklist that could help to 
evaluate objectification of women, revealing how women are objectified in the source language verbally and 
non-verbally and discussing the role of translators in objectification of women in the target language. In context 
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of the aim of the study, the following hypothesis have been put forward and they will be discussed in the lights 
of the findings and literature: 

1) In the source language (English), women are sexually exploited verbally and non-verbally in commercials;  

2) While translating an advertisement into the target language (Turkish), the translators and advertisers act as an 
accomplice in exploiting women verbally and non-verbally. 

2. Conceptual Framework of the Study 
2.1 Advertisements and Translation Studies 

In translation studies, translation of advertisement is important. However, few theoretical and practical studies 
have been carried out regarding it. The translation of advertisements is closely related to text types. Bühler 
(1934), Reiss (1971, 2004), Jakobson (1960) and Ogden and Richards (1946) studied functions of language and 
text types. According to their classification, advertisements are operative texts which are characterized by 
appellative in language function, persuasive and creative in language style, appellative in text focus, inductive in 
equivalent response and textual in translation level. In advertisement translation, verbal and non-verbal messages 
of the text should be conveyed effectively to the target language for an equivalent effect. In Translation studies, 
advertisement translation is related to functional theories. According to these approaches, a source text offers 
information from which translators leach what is necessary (Vermeer, 2004; Nord, 1997; Reiss, 2004; Manttari, 
1984; House, 2015). Translators have an important role in functional theories, as they are responsible for creating 
the equivalent effect of the source text on the target audience. In the context of advertising, women are usually 
demeaned and exploited as sex object to sell the product and the translators are expected to create the same 
equivalence effect in the target language. That is, they are expected to be an accomplice for the crime committed 
in the source language.  

2.2 Assessment of Advertisement 

Advertisements consist of two main elements: a visual and accompanying text(s) to it. Therefore, while assessing 
any advertisements in any respect, these two elements should be taken into consideration. An advertisement more 
than any other text includes non-linguistic elements, which pose a threat to any translator who is usually used to 
transferring linguistic elements. An advertisement uses predominantly non-verbal elements such as colours, 
numbers, gestures and fonts (Aso, 2012; Scott, 1994; De Mooij, 2011; Barthes, 1985). As an advertisement blends 
linguistic and non-linguistic elements to convey its message, a pragmatic assessment tool was developed to answer 
the hypothesis of the research. Pragmatics in linguistics, how utterances are used and how they are related to each 
other and to the context are of primary importance. In pragmatics, the relation between the meaning and non-verbal 
elements is very important (Leech, 1983). In literature, assessment of nonverbal elements and its relevance to 
verbal elements as in the case of advertisement has been little studied. Therefore, through this study, an assessment 
model was developed to assess the relevance between verbal and non-verbal elements in advertisement in the 
source text and the target text to test the hypothesis of the study in terms of pragmatics. A woman is coined as a sex 
object if her sexuality is being exploited to promote a product. Therefore, some criteria were established to test 
whether a woman is used as an object or not. In some cases, the women are not portrayed sexually; however, they 
are portrayed as submissive and inferior even slaved to the power of the men and norms of the societies. Therefore, 
they are regarded as the benchmarks of objectification of women, too. These benchmarks of the objectifications 
are classified as non-verbal and verbal as follows. 

1) Non-Verbal Benchmarks of Objectification 

Size: Women are overshadowed by men and the objects around them. Women are portrayed nothing but as a 
decoration in the advertisement. 

Super ordination of men: Men are portrayed as a superordinate identity in the advertisement. Men are usually 
portrayed as a boss and a manager embodying power.  

Unnatural famine gestures and movement: The woman is portrayed touching herself, her lips and her hair sexually 
suggestive and unnatural way. 

Subordination of women: The woman is portrayed canting a part of body or her whole body, restricting to move, 
being embraced by a man, boss or another woman.  

Body exposure of women: The women are portrayed to wear little or no clothes at all. 

Reduction of women to a place: Women are portrayed as homebound, husband bound, or children bound. 

2) Verbal Benchmarks of Objectification 
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Offensive language: Some texts include humiliating language for women. 

Violence and rape inducing language: Some texts include a kind of language that promotes violence and rape 
against women. They also include some weaponized expressions and verbal abuse. 

Culturally embedded humiliating language: Some cultures have a rooted offensive language used for women. 
Advertisements sometimes resort to them. 

By taking the items above, a Yes/No checklist was prepared to assess the advertisement in both source language 
and target language. Before it was applied, a judgment of opinion was taken from four experts and their statistical 
analysis was presented in Method section. 

3. Method 
3.1 Data Collection Instrument 

To assess the advertisements in terms of objectification of women, the yes/no checklist with 16 questions was 
used (see Table 1). The instrument was prepared to analyse the advertisements in terms of objectification of 
women. The four experts with Ph.D. degree in Communication and advertisement were requested to comment on 
the items before being applied. The statistical analysis of their replies was presented in Table1. 

 

Table 1. Evaluation form as to objectification of women in advertising  

 Expert 1 Expert 2 Expert 3 Expert 4 Percent 
Agreement

A. Items of assessment for non-verbal elements 
1. The woman is portrayed in a sexually readiness position. 

 
1 

 
1 

 
0 

 
1 

 
75% 

2. The woman is portrayed with legs spread open in a sexually suggestive way. 1 1 0 1 75% 
3. The woman is portrayed as embracing, hugging or caressing herself or others 
unnaturally. 

1 1 0 1 75% 

4. The woman is portrayed with a sexually suggestive red lipstick make up. 1 1 0 1 75% 
5. The woman’s parts of bodies such as breasts, hips, buttocks, lower abdomen, or 
inner thighs are foregrounded in a sexually suggestive manner. 

1 1 0 1 75% 

6. The woman is portrayed as finger biting and sucking in a sexually suggestive way. 1 1 0 1 75% 
7. The woman is portrayed as decoration with no relation to the product advertised. 1 1 1 1 100% 
8. The women are shown to be vulnerable and submissive to men. 1 1 1 1 100% 
9. There is physical innuendo against women. 1 1 1 1 100% 
B. Items of assessment for verbal expressions 
1. The advertisement includes verbal innuendo against woman. 1 1 1 1 100% 
2. The advertisement includes expressions which glamorize violence and rape. 1 1 1 1 100% 
3. The text includes expressions implying sex discrimination against women. 1 1 0 1 75% 
4. The text includes some part of speech (adjective, nouns and verbs) offensive for 
woman. 

1 1 1 1 100% 

5. The text includes some expressions which imply submissiveness of women. 1 1 1 1 100% 
6. The text includes joke or pun which refer to female inferiority/inadequacy. 1 1 1 1 100% 
7. The text includes some gender-based cultural expressions to humiliate women 1 1 1 1 100% 

 

Table 2. Contingency coefficient value among the experts 

  Value Approx. Sig. 

Nominal by Nominal Phi .607 .000 
Cramer’s V .607 .000 
Contingency Coefficient .519 .000 

N of Valid Cases 64   

 

To analyse the agreement rate among the experts, the percent agreement and contingency coefficient were 
calculated. According to Table 1 and Table 2, the items of the checklist can be used to evaluate the advertisements 
as contingency coefficient was found to be .519. 

3.2 Materials 

To evaluate the objectification of women, five advertisements which include both visual and non-visual elements 
in English and their translated versions were chosen. The first commercial is Toyota car 
(https://bit.ly/2nyEwzy/https://bit.ly/2lU8ptN) advertisement in English and its translated version in Turkish. The 
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second material is Magnum ice cream commercial in English and in Turkish (https://bit.ly/2nuDk0e / 
https://bit.ly/2lToikc). The third one is L`Oréal Paris skin cream commercial in English and Turkish 
(https://bit.ly/2nuEFnM/ https://bit.ly/2lUH3Uq). The fourth one is a computer game called Game of Sultans in 
both Turkish and English (https://bit.ly/2lR0jlE/ https://bit.ly/2lUH3Uq). In addition, the last one is a beer 
advertisement called Delikanlı Henry & Zilli Selly in both English and Turkish. 

3.3 Data Analysis 

Each advertisement was analysed through the checklist developed by the researcher. Frequency table was prepared 
through SPSS. In addition, descriptive textual analysis was provided comparatively.  

4. Findings 
4.1 The Overall Findings as to the English Commercials and Their Translated Versions in Turkish 

The findings related to the five commercials and their translated versions are presentenced in Table 3. 

 

Table 3. The distribution of objectifications items used in commercials in English and their translated versions in 
Turkish 

  Commercials in English Commercials in Turkish 

Not include Include Not Include Include 

Non-Verbal 
Items 

1. The woman is portrayed in a sexually readiness position. 2 3 2 3 
2. The woman is portrayed with legs spread open in a sexually suggestive 
way. 

4 1 4 1 

3. The woman is portrayed as embracing, hugging or caressing herself or 
others unnaturally. 

4 1 4 1 

4. The woman is portrayed with a sexually suggestive red lipstick make 
up. 

3 2 3 2 

5. The woman’s parts of bodies such a as breasts, hips, buttocks, lower 
abdomen, or inner thighs are foregrounded in a sexually suggestive 
manner. 

2 3 2 3 

6. The women is portrayed as finger biting and sucking in a sexually 
suggestive way. 

2 3 2 3 

7. The woman is portrayed as decoration with no relation to the product 
advertised. 

2 3 2 3 

8. The women are shown to be vulnerable and submissive to men. 2 3 2 3 
9. There is physical innuendo against women. 5 0 5 0 

Verbal Items 1. The advertisement includes verbal innuendo against woman. 4 1 3 2 
 2. The advertisement includes expressions which glamorize violence and 

rape. 
4 1 3 2 

 3. The text includes expressions implying sex discrimination against 
women. 

3 2 2 3 

 4. The text includes some part of speech (adjective, nouns and verbs) 
offensive for woman. 

4 1 3 2 

 5. The text includes some expressions which imply submissiveness of 
women. 

4 1 3 2 

 6. The text includes joke or pun which refer to female 
inferiority/inadequacy. 

2 3 1 4 

 7. The text includes some gender-based cultural expressions to humiliate 
women 

4 1 3 2 

 

Table 3 clearly displays that overwhelmingly the advertisements analysed-whether in English or their translated 
version-serve for objectification of women. The item 9 only indicates that, the commercials do not include a 
physical innuendo against women. The items of non-verbal assessment 1, 5, 6, 7 and 8, are observed dominantly. 
The items of verbal assessment 3, 6, are observed dominantly. As far as the verbal items are concerned, it was 
observed that the translated versions of the advertisements include more innuendo compared to the commercials in 
the source language. 

4.2 Descriptive Analysis of the Commercials 

In this section, the advertisements were analysed comparatively in terms of objectification of women in the source 
language and the target language. 
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(Anderson & Bushman, 2001; Scott, 1995; Ferguson, 2007; Emes, 1997). The study showed that some video 
games are not innocent and have the potential to spread the objectification of women society. Unfortunately, in 
Turkey now the violence towards women is soaring. The role of video games in it can be studied in other studies. 

The findings as to Translation Studies are also significant, too. As in the source language, in the target language the 
translators created an integrated texts and multimodal texts (Kress & Leeuwen, 2006; Snell-Hornby, 2006). The 
translators and advertisers used linguistic and non-linguistic features of the languages. The translators and 
advertisers usually localized and adapted the messages of source text. They tried to make an equivalent effect of 
the source text on the target texts’ audience. However, while doing this, they objectified women verbally as in the 
source texts. As in the promotion of the beer commercial, they did not hesitate to use humiliating expressions such 
as ‘zilli’ to promote and gain profit. This shows that sometimes advertisers and translators are oblivious and 
indifferent to the culture of the target language.  

This study set off developing a checklist that helps the researchers to assess and evaluate objectification of verbal 
and non-verbal objectification of women in advertisement in both the source language and the target language. 
Five advertisements were analysed through the objectification checklist. The study shows that the checklist really 
works and women are mostly objectified in the advertisements in both languages. However, the results cannot be 
generalized for all advertisements. It is suggested here the checklist be translated into other languages and similar 
studies should be carried out extensively. 

References 
Alexander, M. W., & Judd, B. (1978). Do nudes in ads enhance brand recall? Journal of Advertising Research, 

18, 47–50. 

Anderson, C. A., & Bushman, B. J. (2001). Effects of violent video games on aggressive behavior, aggressive 
cognition, aggressive affect, physiological arousal, and prosocial behavior: a meta-analytic review of the 
scientific literature. Psychological Science, 12(5), 353–359. https://doi.org/10.1111/1467-9280.00366 

Aso, I. S. (2012). Beyond words: A multimodal approach to translation applied to global standardised 
advertising campaigns. Unpublished Ph.D. Dissertation. University of Exeter. 

Attwood, F. (2004). Pornography and objectification. Feminist Media Studies, 4(1), 7–19. 
https://doi.org/10.1080/14680770410001674617 

Bartky, S. L. (1990). Femininity and domination: Studies in the phenomenology of oppression. New York, NY: 
Routledge. 

Buhler, K. (1934/2011). Theory of language: The representational Function of language. Amsterdam; 
Philadelphia: John Benjamins Pub. Company. https://doi.org/10.1075/z.164 

De Mooij, M. (2011). Consumer behaviour and culture. Consequences for global marketing and advertising 
(2nd ed.). London: Sage 

Emes, C. E. (1997). Is Mr pac man eating our children? A review of the effect of video games on children. The 
Canadian Journal of Psychiatry, 42(4), 409–414. https://doi.org/10.1177/070674379704200408 

Ferguson, C. J. (2007). The good, the bad and the ugly: A meta-analytic review of positive and negative effects 
of violent video games. Psychiatric Quarterly, 78(4), 309–316. https://doi.org/10.1007/s11126-007-9056-9 

Fredrickson, B. L., & Roberts, T. (1997). Objectification theory: Toward understanding women’s lived 
experiences and mental health risks. Psychology of Women Quarterly, 21, 173–206. 
https://doi.org/10.1111/j.1471-6402.1997.tb00108.x 

Frith, K., Shaw, P., & Cheng, H. (2005). The construction of beauty: A cross cultural analysis of women‐ ’s 
magazine. Advertising. Journal of Communication, 55, 56–70. 
https://doi.org/10.1111/j.1460-2466.2005.tb02658.x 

Goffman, E. (1979). Gender advertisements. New York: Harper and Row. 

Harper, B., & Tiggemann, M. (2008). The effect of thin ideal media images on women’s self-objectification, 
mood, and body image. Sex Roles, 58(9–10), 649–657.https://doi.org/10.1007/s11199-007-9379-x 

Hofstede, G. (1984). Cultural dimensions in management and planning. Asia Pacific Journal of Management, 
1(2), 81–89. https://doi.org/10.1007/BF01733682 

Holz-Manttari, J. (1984). Translatorisches haldeln: Theorie und methode. Helsinki: SuomalainenTiedeakatemia. 

House, J. (2015). Translation quality assessment past and present. New York: Routledge. 



ijel.ccsenet.org International Journal of English Linguistics Vol. 10, No. 2; 2020 

60 

https://doi.org/10.1057/9781137025487_13 

Jakobson, R. (1960). Linguistics and poetics. In T. A. Sebeok (Ed.), Style in language (pp. 350–377). Cambridge, 
MA: MIT Press, 

Jhally, S. (1989). Advertising, gender and sex: What is wrong with a little objectification? In R. Parmentier & G. 
Urban (Eds.), Working Papers and the Proceedings of the Center for Psychosocial Studies (No. 29). 

Jones, M. (1991). Gender stereotyping in advertisements. Teaching Psychology, 18, 231–234. 
https://doi.org/10.1207/s15328023top1804_8 

Kang, M. (1997). The portrayal of women’s images in magazine advertisements: Goffman’s gender analysis 
revisited. Sex Roles, 37, 979–997. https://doi.org/10.1007/BF02936350 

Kates, S. M., & Garlock, G. S. (1999). The ever-entangling web: A study of ideologies and discourses in 
advertising to women. Journal of Advertising, 28(2), 33–49. 
https://doi.org/10.1080/00913367.1999.10673582 

Kilbourne, J. (1999). Can’t buy my love: How advertising changes the way we think and feel. New York: Simon 
and Schuster. 

Kress, G., & Leeuwen, T. V. (2006). Reading images. The grammar of visual design (2nd ed.). London/New 
York: Routledge. https://doi.org/10.4324/9780203619728 

Kumar, S. (2017). Representation of Women in Advertisements. International Journal of Advanced Scientific 
Technologies in Engineering and Management Sciences, 3(1), 25–28. 
https://doi.org/10.22413/ijastems/2017/v3/i1/41314 

Langton, R. (1995). Sexual solipsism. Philosophical Topics, 23(2), 144–188. 
https://doi.org/10.5840/philtopics199523210 

Leech, G. N. (1983). Principles of pragmatics. London: Longman. 

Lin, C. L. (2008). Sexual Issues: The analysis of female role portrayal preferences in Taiwanese print ads. 
Journal of Business Ethics, 83(3), 409–418. https://doi.org/10.1007/s10551-007-9628-5 

Lindner, K. (2004). Images of women in general interest and fashion magazine advertisements from 1955 to 
2002. Sex Roles, 51(7–8), 409–421. https://doi.org/10.1023/B:SERS.0000049230.86869.4d 

Malik, S. (2014). Women’s objectification by consumer culture. International Journal of Gender and Women’s 
Studies, 2(4), 87–102.https://doi.org/10.15640/ijgws.v2n4a5 

Nord, C. (1997). Functional translation units. In A. Mauranen & T Puurtinen (Eds.), Translation 
-Acquisition-Use (pp. 41–50). Publications de l’Association Finlandaise de Linguistique Appliquée 55. 
Jyväskylä: AfinLa Yearbook. 

Nussbaum, M. (1995). Objectification. Philosophy and Public Affairs, 24(4), 249–291. 
https://doi.org/10.1111/j.1088-4963.1995.tb00032.x 

Ogden, C. K., & Richards, I. A. (1946). The meaning of meaning (8th ed., pp. 226–227). London: Routledge. 

Reichert, T., Latour, M. S., Lambiase, J. J., & Adkins, M. (2007). A test of media literacy effects and sexual 
objectification in advertising. Journal of Current Issues & Research in Advertising, 29(1), 81–92. 
https://doi.org/10.1080/10641734.2007.10505210 

Reiss, K. (2004). Type, kind and individuality of text: Decision making in Translation (translated by Susan 
Kitron). In L. Venuti (Ed.), The Translation Studies Reader (pp. 168–179). USA and Canada: Routledge. 

Richmond, D., & Hartman, T. (1982). Sex appeal in advertising. Journal of Advertising Research, 22, 53–61. 

Scott, D. (1995). The effect of video games on feelings of aggression. The Journal of Psychology, 129(2), 121–
132. https://doi.org/10.1080/00223980.1995.9914952 

Snell-Hornby, M. (2006). The turns of Translation Studies. Amsterdam/Philadelphia: John Benjamins 
https://doi.org/10.1075/btl.66 

Szymanski, D. M., Moffitt, L. B., & Carr, E. R. (2011). Sexual objectification of women: advances to theory and 
research 1ψ7. The Counseling Psychologist, 39(1), 6–38. https://doi.org/10.1177/0011000010378402 

Vermeer, H. J. (2004). Skopos and commission in translational action (translated by Andrew Chesterman. In V. 
Lawrence (Ed.), The Translation studies reader (2nd ed., pp. 227–238). New York and London: Routledge. 



ijel.ccsenet.org International Journal of English Linguistics Vol. 10, No. 2; 2020 

61 

Yuan, H. (2007). Non-verbal communication and its Translation. Canadian Social Science, 3(4), 77–80.  

Zimmerman, A., & Dahlberg, J. (2008). The sexual objectification of women in advertising: a contemporary 
cultural perspective. A Journal of Advertising Research, 48(1), 71–79. 
https://doi.org/10.2501/S0021849908080094 

 
Copyrights 
Copyright for this article is retained by the author, with first publication rights granted to the journal. 

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution 
license (http://creativecommons.org/licenses/by/4.0/). 


