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Abstract

This research investigates the intersectional representations of gender and sexuality in relation to pleasure and procreation in TV and press advertisements of sanitary napkins and contraceptives in Bangladesh. It unpacks the connection of these representations with the social relationships of gender and sexuality that are influenced by the dominant gender and sexuality norms and discourses as well as institutional settings. 
The research contributes to a nuanced understanding of constructions of pleasure in relation to gender and sexuality in media representations. While I originally assumed polarized representations, objectification of women’s bodies and procreative capacities in relation to men’s sexual pleasure, the picture is not so clear cut.  In fact female sexual pleasure is present in the ads, though within the heteronormative, marital relations; while heteronormativity is not a dominant frame of male sexuality. Furthermore, given that the advertisements target urban, middle-class audience, modernity versus tradition appears as a dominant frame of femininity, the former largely defining femininity within both domestic and professional spheres of life.

The research does not claim that things are considerably better in terms of changing gender and sexuality relations. Rather, it points towards the need for further exploration to have a holistic understanding of the complexities surrounding gender and sexuality both in lived realities and institutional contexts; away from a singular representation of female sexuality as passive and procreative-which has been often considered as the definitive story of female sexuality.

Relevance to Development Studies
Sexuality, sexual rights and issues related to reproduction are the central focus of Millennium Development Goals. The main focus of this research that is to explore the connections between gender, sexuality, pleasure and procreation also contributes to understand how non recognition of sexuality may hamper people’s sexual rights which is the central focus of population and development. The research pays critical attentions on issues related to menstruation, birth control and HIV AIDS campaigns which also have received significant concerns among the recent development issues.   
Keywords

Gender, Sexuality, Pleasure, Procreation, Sanitary Napkins, Contraceptives, Advertisements, Politics of Representation, Social Reality. 
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CHAPTER 1:  Introduction

1.1 Statement of the Research Problem  
This research explores the representations of gender and sexuality in relation to pleasure and procreation in TV and press advertisements of sanitary napkins and contraceptives in Bangladesh. Representation is the production of meanings through language, discourse and images (Hall, 1997). Such meanings are not totally separate from social reality; rather, they are produced and reproduced from what already exists in the real world (ibid.). In this context this research will create a dialogue between the images of gender and sexuality that appear in media advertisements with the social relationships of gender and sexuality as documented in anthropological and sociological empirical research, with the purpose to analyze how representations and social relationships mutually produce each other. 
1.2 Contextual Background and Justification 

In this section I give a brief background of the context I am studying. I start by sketching the relationships between gender and sexuality in Bangladesh. Afterwards, I give a wider scenario of media representation of gender and sexuality and how this representation takes place specifically in the Bangladeshi media. This in turn creates the paradigmatic rationale of this study. 
1.2a Gender and Sexuality - Outlining the Relationships in Bangladesh

Sexuality as a social relation of power is associated with sex, feelings, social attitudes, love and the body (Marte, 2005) and their institutional, ideological and symbolic framing. Sexual thoughts, behaviors and conditions have cultural specific interpretations and influence (Sen and Batliwala, 2003: 24). In Bangladesh female sexuality is often controlled through denial of access to information on sex, sexuality and reproductive function. Here the majority of girls have only a vague or no knowledge of sexual life, even at the time of marriage. As a result, their sexual initiation is often shocking and agonizing. The trauma has a long lasting consequence and often contributes to developing negative attitude towards sexual intercourse (M.E. Khan et al., 2002: 253; Rashid, 2007). 

The social construction of sexuality is linked with social structures and cultural ideologies of masculinities and femininities. Some sexual behaviors
 are considered masculine or non masculine and some are ascribed as feminine or non feminine (Dixon-Mueller, 1993:275). These accepted sexual behaviors are often carried out through power over body and sexuality creating certain norms and discourses. In Bangladesh, a careful observation of social norms related to gender, power and sexuality reveals that these social constructions are embedded in the dominant discourses, institutional settings and everyday practices. 

In support of gender based social norms, numerous discourses have been created surrounding female sexuality. Such discourses often dictate what it means to be a woman and in doing so control the behavior of individual woman (Crowly and Himmelweit, 1992). These discourses also exist in feminist literature. For instance, dominant cultural norms may still stress that women should be controlled by three male figures- father (if unmarried), husband (after marriage) and son (in absence of the former two males).
 But many women do not live such restricted lives. Girls  may be socialized to be obedient, avoiding social contact with boys and asking or even thinking of sex is a shameful act for them as noted by some studies (Greene, 2000; M.E. Khan et al., 2002: 239), but this may not be the case in all times. Marriage is continued to be studied as the only approved context for women within which sexuality is deemed appropriate, and institutionalized as procreative and heterosexual.
 And aggression and uncontrolled sexual desire is considered a natural characteristic of men. But these assumptions need investigation. For instance, an often repeated truism is that, before marriage if a man has sexual relationships with several women he is treated as “real man” as he has access to and control over more than one woman; similar behavior from woman is unpredictable and disgraceful for not only herself rather the whole family would become outcaste as a result (M.E. Khan et al., 2002: 238). To avoid such risk “The best thing to do for a girl is to marry her off as early as possible and certainly after she starts menstruating” (M.E. Khan et al. quote Maloney et al., 2002: 239).            
Moreover, Rashid (2000:29-30) notes that according to Hindu traditions if a girl starts menstruation in her parent’s house, males for seven generations of the family will not achieve heaven.  As menstruation is associated with sexuality and fertility it is considered shameful and hidden (Ali and Rizvi, 2009: 1-9; Rashid, 2000; Uskul, 2004: 674). Feelings of uncleanliness, shame and fear of menstrual blood becoming visible restricts girl’s social mobility (Ali and Rizvi, 2009: 1-9; Rashid, 2000; Uskul, 2004: 674). Taboos surrounding menstruation are so deeply rooted in some segments of society that adolescent girls and their mothers usually do not share their experiences and knowledge of menstruation. A research carried out in rural and urban areas of Bangladesh mentions out of 232 adolescent girls, only 34 percent knew about menstruation before experiencing it (Rashid, 2000:29-30). In contrast, Rashid (2000:29-30) also notes that when a boy reaches his puberty sexual curiosity is very much part of his “masculinity” and many of them have sexual experience before marriage. Therefore, women’s bodies are often studied as entangled in socio-cultural expectations, norms and taboos. Women’s sexuality is associated with the discourse of honor for family, society and the whole nation, and to protect this honor multiple actors become involved to control and determine their sexual behavior (Rashid, 2000:29-30; M.E. Khan et al., 2002: 238). 
However, these views from literature contradict with upbringing in many families, including mine - where restrictions are also posed on men’s sexual freedom; where men are not encouraged to have extra marital sex, and where female children are not married of young. Therefore, social reality of many women and men contradicts literature. I do not deny the existence of strict and polarized norms regulating female and male sexualities, but call for analysis of realities that defy and escape such strictures, and for examination how these diverse realities appear in media representations. It is also important to see whether some of the regulatory norms are more resistant to change than others, and whether this also appears in media representations. 

1.2b Representation of Gender and Sexualities in Media

There is an overwhelming amount of Western studies in relation to media representation of gender and sexualities,
 many
 highlighting the misleading depiction of sexuality in media. Brown et al. (2002) and Batchelor et al. (2004) investigate media’s production and reinforcement of certain standards for gender roles and relationship norms which highly influence adolescent’s developing sense of self and identity. The communications committee of American Academy of Pediatrics (1995:298) reveals that American television reinforces stereotypical images of masculinity and femininity in which marriage seems important only to women. The study also notably investigates that despite the overabundance of sexual messages in American media, contraceptive ads are rarely aired and when aired the message delivered only deal with HIV prevention.  These studies focus on two types of representations of sexuality in media: on the one side there is huge amount of sexual contents where sexuality is presented as humorous, exciting and adventurous; on the other, there is a palpable silence regarding healthy sexual life including the absence or scarce presence of contraceptive ads. 

Phadke (2005) in her study on urban middle class Indian women shows a clear demarcation regarding sexuality as being a private matter that should not be visible in public.  But Indian advertising, television and film display dramatized images of private sexuality for public consumption. She views such contradictions through the lens of sexualized globalization, Indian middle class morality and family values. She proclaims that objectification of women’s body and sexuality is a strategy for capitalist profit making where Indian society labels such representation as unreal in order to preserve the “purity” of Indian culture. Chaudhuri (2001) discerns a new trend of gender portrayal in Indian ads accompanied by the state’s shift in economic policy in favor of globalization and the international capitalist interests on third world media. The image of ‘the complete man’ depicts him as rich and successful in public as well as tender, caring and sharing domestic work. The image of “today’s women” presents her perfect in the domestic as well as professional world, body conscious and generally excelling everywhere. 


In Bangladesh studies on media representation are limited to gendered representation of how women’s bodies are commoditized and objectified
 in market strategies for product promotion. Nasreen (1999) notes that women’s representation in ads has been changed negatively over time. Indicating the presence of women in many ads she opines that the market oriented neo-liberal economy is making profit by selling women’s bodies in the ads. Some other studies (Nasreen, 2002:95; Parveen, 2002; Guhathakurota, 2002) state that gender stereotyping in Bangladeshi media is very common, where very frequently men are portrayed as achievers and decision makers and women as homemakers and mothers. Thus, these studies investigate Bangladeshi media’s reinforcement of dominant gender roles and expected gender relations. 

The question for me is whether there are depictions of non-dominant social relations of gender and sexuality, and if so, what are those. Thus, my investigation of media representations of gender and sexuality in relation to pleasure and procreation is a pioneering effort. Dixon-Mueller (1993:279) notes, these connections need to be explored within a gender and generation framework to understand how institutions create and influence different sets of expected sexual behavior for adolescents and adult women and men. Additionally, Ali and Rizvi (2009) and Uskul (2004: 678) emphasize the need for future media research on adolescents in South Asia to explore whether social misconceptions surrounding menstruation are challenged and/or reproduced in ads of menstrual devices. 


 I will not investigate the overall representation or objectification of women. But my focus is on the nuances of relationships between femininity, masculinity, pleasure and procreation in a hetero normative context. Accordingly, my analysis of dominant notions of gender and sexuality focuses on ads of sanitary napkins and contraceptives. I explore what message these ads give in terms of the ideal female and male sexual attitude, ideal sexual practices, entitlement to sexual pleasure, links to procreation, whether the ads essentialize heteronormativity and what visual and textual strategies of representations are entailed to negotiate among identities, social norms, discourses and institutional influences. Following the literature above, I will relate gender and sexuality to age/generation, socio-economic status and urban/rural divide.
1.3 Research Objective and Research Questions

The objective of this research is to explore the representations of gender and sexuality in relation to pleasure and procreation in media advertisements, and to understand the relationships between media representation and existing social relationships of gender and sexuality.  
Accordingly, two main research questions are: what aspects of gender and sexualities are represented in media advertisements - particularly of sanitary napkins and contraceptives - and what are the relationships between social worlds and media images of gender and sexuality?  Specific sub questions will help me to answer the main questions:
1. What modes of female and male sexuality are present in the ads specifically in relation to pleasure and procreation?
2. What aspects of femininity and masculinity are utilized in the ads especially in relation to motherhood, fatherhood and spousal relationship? 
3. How age, socio-economic status and urban/rural locations intersect with gender and sexuality in the ads?
4. What representational strategies have been employed in ads?
5. What are the intersections between images and social realities of gender and sexuality particularly in the field of pleasure and procreation?

1.4 Research Methodology

This is a qualitative and explorative research based on primary and secondary data. My main concern is to understand the patterns of relationships between gender and sexuality in relation to pleasure and procreation. By looking into advertisements of sanitary napkins and contraceptives both of which are symbols of fertility and procreation, I explore this relationship.
1.4a Data Collection

Feminist ethnographic literature on gender and sexuality are used to understand relationships of gender and sexuality that exist in social life and how they are connected in media representation. As to primary data, I spent one full month (July 10th-August 10th, 2009) on collection. Thinking about the limited research time my initial plan was to go through the first three months of 2009, in three popular daily newspapers of Bangladesh: Prothom Alo,  Jugantor and  Janakantha.
 However, after searching for newspaper ads in these three months I realized there is a very small number of ads on the particular topics I was looking for. Hence, I expanded my universe to both TV and press media. My general conclusion is that products regarding menstruation and contraception do not have huge presence in media advertising, which may be indicative of the general silence on the issues I am researching.

Next to the dailies, I also selected two women’s magazines: Anannya and Sananda and one youth magazine: Star Campus, for the same time period: 1st January-10th August, 2009. For the TV  I followed a schedule that allowed me to watch three TV  channels
 for each of the seven days of a week:  one government channel (Bangladesh Television/BTV from 11 in the morning till 12 o’clock at night, from 24th to 30th July, 2009) and two private channels (Channel I from 11 in the morning till 12 o’clock at night, from 24th to 30th July, 2009 and ATN Bangla from 06:00 in the evening to 12 o’clock at night, from 4th August to 10th August, 2009).



Prothom Alo had two ads on sanitary napkins (Senora Confidence and Tulip Sanitary napkin), each appearing only once.  Its one condom ad (Sensation Chocolate Scented Condom) appeared once (on Valentine Day) in the whole researched time. In addition, this daily had a set of condom ads on prevention of HIV and AIDS (one small ad on proper condom use appeared twice; one small ad on unsafe physical relations and toxicants appeared once; one big ad on condom use appeared thrice). The daily also published one ad on birth control pill on 8th March, celebrating International Women’s Day.  This is the only pill ad appearing only once in the whole researched time.  Neither of the other two daily newspapers, women’s magazines or youth magazine, nor the TV channels, had any ad on birth control pills during my fieldwork. 



Jugantor has the same ad as Prothom Alo on Senora Confidence sanitary napkins, appearing once; one ad on the Sensation Chocolate Scented Condom on two different pages appearing once on the Valentine Day; and one small ad on HIV AIDS advocating condom use, appearing eleven times. 


Janakantha did not have any ads on sanitary napkins, but had the same condom ads related to HIV AIDS ad as Jugantor, appearing sixteen times, and one big condom HIV ad appearing once, but with the same message as the smaller ads. 


Among the women’s magazines Anannya has one ad on Senora Confidence appearing twice. The other women’s magazine Sananda and the only youth magazine Star Campus did not have any ads on which this research focuses.  
Among the TV channels, ATN Bangla aired one ad on Senora Confidence sanitary napkins appearing on four different days. It had two different ads on Hero Condom.
 Channel I broadcasted one ad on Senora and another on Super Fresh Sanitary Napkin, and one ad on Hero Condom. Apart from that, it had an ad sponsored by Dutch Bangla Bank Limited on awareness raising  on family planning but did not  mention anything about a specific contraceptive. BTV, the government channel did not air any napkins or contraceptives ads. It had one awareness raising family planning ad, different from Channel I, but was also quiet about any specific form of contraception. During the research time designated for TV channels no ads on birth control pills were aired. Therefore, I collected ads on pills that were broadcasted during earlier programming periods and on different channels applying snowballing method.  From Channel I, I collected one ad. From there I got information about other channels that previously aired birth control pill ads, and collected video clips of those.
 I had placed detail information of all these primary data in Appendix II and analyzed them following the analytical framework as discussed in Chapter 2, under section 2.6. 
1.5 Scope and Limitations of the Research 

This research analyzes only contraceptive and sanitary napkin ads. Moreover, time limitations and severe problems with electrical power failure
 resulted into a fewer total number of these ads. Hence, this research does not take into account of the napkin and contraceptive ads that were aired at times when I could not watch them as a result of power failure. Thus, my analysis does not represent all contraceptive and napkin ads in Bangladesh. Though, in my knowledge, I have collected most of them. 

Furthermore, studies on sexuality are very limited in Bangladesh, which might have limited my understanding of the issue.
Finally, it has been a challenge for me to translate the Bengali texts of ads into English. In some cases I did not find words that could best explain the text used in a particular ad, but my analysis followed closely the original text. In addition, my belonging to the same context made it easier for me to comprehend what is behind the message that a particular media strategy carries. 

1.6 Ethical, Political and Personal Involvement 

My identity as a middle-class, urban, and Muslim Bangladeshi woman who has experienced control over her own sexuality and access to information on sexuality encouraged me to analyze how bodies and identities are shaped by the Bangladeshi media.
Studying gender and sexuality in relation to pleasure and procreation reminds me my own dilemmas from childhood to till date. I remember my childhood, when at the age of eleven/twelve I was often confused by the contraceptive ads on television because this was something what I did not understand. When I asked relatives I always got a similar answer that this is an adult issue and I should not ask them about it. Thus, my upbringing in a middle class, urban family constantly informed me of my feminine role and related attitudes. I am therefore enthusiastic to better understand the gender ideologies of sexualities represented in Bangladeshi media. 

When my friend told me: “I even wash my brother’s undergarments but my undergarments should be always kept far from my brother’s eyesight; this is what society expects from me” - this made me more curious about the dual standards that society creates for male and female. As soon as I started to recognize my “secondary position” in a very rigid male dominated social structure in Bangladesh, it pushed me to dig deep into different institutions and understand their role creating and reinforcing women’s subordinate status in the society. Starting my queries from that childhood advertisement I always tried to go back to media, and understand its connection to different societal norms regarding sexual attitudes.  In this research I position myself as a constructivist feminist, and attempt to understand the connection between society, media, gender and sexualities in order to contribute to deconstructing both the myths and realities of “naturalized sexualities” and some of the feminist perspectives on these myths and realities. 

CHAPTER 2: Gender, Sexuality and the Politics of Representation - Drawing the Theoretical Connections

This chapter presents the theoretical perspectives used to frame the key concepts and the analytical tools I will use to uncover the meanings of representations and their relation to lived realities. This research has three main analytical concepts: gender, sexuality and the politics of representation. Hence, I start by theorizing gender and sexualities and trace their connections in the larger socio-cultural and political context, with special attention to issues of pleasure and procreation. Next I disentangle the politics of representation from where I draw insights on how meanings are constructed in media and connected to the social world. Afterwards, I draw analytical conclusions relevant for my own research, based on the theoretical perspectives from the reviewed literatures.
2.1 Theorizing Gender and Sexualities

Lorber (1995) views gender as a process, structure and stratified category. Pointing out gender as a social institution she shows how gender is structured from childhood to parenthood. Identifying gender as intertwined with socio economic status, occupation and country of origin she views the process of gendering and its outcomes as reinforced and legitimized by religion, law and society’s values. Therefore, she emphasizes the intersectional aspects of gender in relation to degree of social expectations and norms. Though diminutive in size compared to other issues she brings, she draws a noteworthy focus on the connection between gender and sexuality, as says “sexual statuses reflect gender statuses” (Lorber, 1995: 34). 
Scott (1988) views gender from a more comprehensive perspective. She broadly views gender from two angles: firstly, as a primary way of signifying relationships of power drawing her analysis from a Foucauldian conceptualization of power as a dispersed constellation of unequal relationships; and secondly, as a constitutive element of social relationships based on perceived differences between the sexes (1988: 42-3). She identifies four constitutive elements of gender: a) symbols evoking multiple and often contradictory representations, b) normative ideologies of male and female, masculine and feminine, c) institutions and d) subjective identities.  

Dixon-Mueller (1993:273) conceptualizes sexuality as being the physical capacity for sexual arousal and pleasure as well as personalized and shared social meanings attached to both sexual behavior and the formation of sexual and gender identities. She further links individuals’ perceptions of own and others sexual drive with social construction of male and female sexuality. 
Correa and Jolly (2008) offer a noteworthy synthesis of theoretical insights and practical examples on essentialist and constructivist approaches to sexualities. They criticize essentialisation of heteronormative sexuality and view it as a part of a larger politics of post-Second World War development discourse, when more attention is paid to heterosexuality in relation to fertility control. Emphasizing the constructivist approach they conceptualize sexuality as culturally and linguistically constructed characteristics of sexual identities and meanings, influenced by social and institutional discourses (Correa and Jolly, 2008: 22). 
Ilkkaracan and Jolly (2007:3) elaborate on this conceptualization from the perspective of the World Health Organization (2004) as a lifelong feature of human life which encompasses sex, gender identities and roles, sexual orientation, eroticism, pleasure, intimacy and reproduction. They further stress that sexuality is experienced and expressed in thoughts, fantasies, desires, beliefs, attitudes, values, behaviours, practices, roles and relationships and is influenced by different factors from psychological to socio-cultural to institutional.  
2.2 Sexualities and Pleasure 

There is ample amount of Western studies that call attention to the pleasure aspect of sexualities. My understanding is mainly drawn from Correa and Jolly (2008), Crowley and Himmelweit (1992), Dixon-Mueller (1993), Huq (2008), Ilkkaracan and Jolly (2007), Lewis and Gordon (2008); and Magar and Storer (2006), who conceptualize ‘pleasure’ from a diverse perspectives ranging from heteronormativity to homosexuality. These authors emphasize socio-cultural factors, norms and discourses, which map people’s feelings of desire and sexual behavior. Lewis and Gordon put forth a negative association between sexual pleasure and marriage:  “In all cultures, the institution of marriage itself with the patriarchal and religious traditions, discourses and regulations […] plays a key role in […] often disallowing of pleasure” (2008:202). Such assertions seem to me contentious as there is no fixed “patriarchal” and “religious tradition”, nor are all cultures homogenous.  
Dixon-Mueller (1993) identifies association of pleasure with class, age and gender inequalities. For instance, there are studies in Bangladesh (Rashid, 2007: 4; M.E. Khan et al., 2002; S.I. Khan et al., 2004; Huq, 2008) which reveal the gendered features of pleasure where women are expected to be sexually passive and men’s sexual urges are seen as natural and irrepressible. Within a framework of marriage and heteronormativity such double standards also suggests that ensuring husband’s sexual pleasure is part of wife’s marital obligation (Ahmed et al., 1987:138; Rashid, 2007). In contrast, the obligation for husbands to ensure their wife’s sexual pleasure appears as a challenge, confirming the notion that real men’s sexual urge is a way to prove their masculine sexual identity (S.I. Khan et al., 2004).
In South Asian countries, dominant social norms prescribe sexuality as heteronormative, marital, and procreative (Dixon-Mueller, 1993). Though there is strong condemnation of premarital sex, several ethnographic studies
 point to the persistence of premarital sexual activities. While M.E. Khan et al. (2002), S.I. Khan et al. (2005) and Huq (2008) only refer to male premarital sexual experiences, other studies engage in discussion about female and adolescent premarital sexual activities. 

Caldwell et al. (1998), M.E. Khan et al. (2002) and Rashid (2000) view rural society as more “traditional” (compared to urban society) where parents often try to marry off their pubertal daughters as soon as possible. Pachauri and Santhya (2002:192) explain this within the framework of social values and economic necessity where early marriage is not a choice; rather, wifehood and motherhood are the only socially valued and economically secure roles for women. S.I. Khan et al. (2005) view this as a social protection against promiscuity, a means of legitimizing sexual relations between husband and wife for reproduction. Hence, he opines that it is not only women under societal pressure of marriage; men also frequently surrender to societal pressures to marry, become husbands and shoulder fatherhood. In addition, all of the studies point out that lack of prior information regarding sexual life in marriage hampers women’s sexual right. Hence, the interrelation between marriage, sexuality and reproduction is a complex one, and not the same everywhere.

In this context, menstruation has been identified as a noteworthy milestone in woman’s life and reproductive capacities (Uskul, 2004: 675). Identifying menstruation as a starting point of sexual capacity a significant number of researches (Ali and Rizvi, 2009; Lorber, 1995; Rashid, 2000 and 2007; Uskul, 2004) explore how women’s bodies and identities have been controlled, shaped and influenced by the larger cultural, religious and social environment. These studies note that in Eastern-European and Asian cultures both positive and negative discourses are attached to menstruation. Focusing on Pakistan (Ali and Rizvi, 2009), Bangladesh and India (Uskul, 2004) these studies reveal that while positive perceptions emerge from considering menstruation as a sign of femininity and fertility, the negative discourses of labeling it as shameful, dangerous, polluted and dirty, rendering it as something that should be hidden also come forward from its association with fertility and unwanted pregnancies. Such discourses identify menstruation as a problem and negatively mould women’s experience of their bodies and desire. 

2.3 The “Emancipatory” and “Disruptive” Facets of Contraceptives
Contraceptives have been broadly seen within two frameworks.  One is birth control framework often linked to female contraceptives; the other is disease prevention framework linked to male contraceptives. The term birth control was coined by Margaret Sanger
 to emancipate female sexuality from procreation (Davis, 1990; Young, 1989). However, its other interlocking dimensions like fertility control, class, gender and racial dimension prove that there is a strict line between the emancipatory aspects (individual capacity to self-determine sexuality and take decisions whether to or not to procreate) and eugenic aspects
 which relates who should have the right to procreate (Davis, 1990; Young, 1989). Accordingly, women’s individual right to birth control often becomes entangled with family planning and population control which, are discourse and practices that come from a rather different political and theoretical positions (Young, 1989: 102). Those come from the socio-cultural values, norms, discourses and institutional influences which define motherhood as woman’s natural vocation and conjecture birth control as a natural extension of women’s traditional roles, placing the burden of family planning and population control on women (Davis, 1990; Schuler et al., 1995; Schuler et al., 2006; Young, 1989). 

In Bangladesh different institutions play critical roles in defining sexual relationships and maintaining a dual standard of behavior for men and women, resulting in control of women’s bodies and sexualities. For instance, the emergence of Bangladesh as a developing state and its colossal aid dependence hard-pressed the state to adopt a eugenicist population model in the 80s, which resulted in the massive sterilization of women (Bandarage,1997:73). The state apparatus further bolstered its power over women’s sexuality by setting a gendered population policy
 which considers women to be the integral part of family planning and population control. In addition, under ‘New contraceptive revolution’
 and ‘Contraception-21 agenda’ for 21st century the onus of fertility control belongs to women. Hence, when a country has such historical roots of control over women’s bodies and sexuality that also creates further basis for controlled female sexualities. 

Contrary to the initial association of female contraceptives with emancipation and appropriation of sexual pleasure, male contraceptives are often perceived as a barrier to sexual pleasure (Ahmed et al., 1987; Dixon-Mueller, 1993; S.I. Khan et al., 2004; Lewis and Gordon, 2008; Rashid, 2007). For instance, the social construction of condom often presents it as a barrier to pleasure, emotional closeness, and naturalness. Sex without condom is seen as “real man’s sex” and a reflection of “actual sexual potency” (S.I. Khan et al., 2004). In addition, condoms are often perceived under the disease prevention framework. Within this framework condoms are often viewed only as a health risk reducer and a preventive tool for promiscuous men, and thus as the barrier to keeping “good man” image (Ahmed et al., 1987; S.I. Khan et al., 2004). 

2.4 The Politics of Representation  

For Stuart Hall (1997:15) “Representation means using language to say something meaningful about, or to represent the world meaningfully, to other people.” Representation connects meaning and language to culture.  However, the meaning does not appear automatically, rather it is the human beings who fix the meaning so firmly that after a while it seems natural and inevitable.  Moreover, meaning is the result of our social, cultural and linguistic convention; they change over time and can never be finally fixed (Hall, 1997: 23). 



Hall (1997: 24-6) broadly identifies three distinct approaches to explaining how representation connects meaning and language to the lived realities. Firstly the ‘reflective approach’  believes meaning is attached to the object, person, idea or event in the  material world and language functions like a mirror to reflect that meaning which already exists.  Contrary to that, the ‘intentional approach’ argues it is the speaker, the author, who imposes his or her unique meaning on the world through language. The ‘constructivist approach’ argues that representation can never be solely a private game; neither has it always reflected social reality. Things do not mean themselves; rather, meanings are constructed using representational system: symbols, concepts and signs:  

Constructivists do not deny the existence of material world. However, it is not the material world which conveys meaning: it is the language system or whatever system we are using to represent our concepts. It is social actors who use the conceptual systems of their culture and the linguistic and other representational systems to construct meaning, to make the world meaningful and to communicate about the world meaningfully to others. (Hall, 1997: 25) 
2.5 Own Theoretical Perspective 

Both Lorber’s (1995) and Scott’s (1988) conceptualization of gender is significant for my research. Following Lorber (1995) I view gender as a process and look at different life stages from childhood to parenthood as portrayed in the ads to see how gendered identities are structured in the lifelong process. Drawing on her idea of what it means to be a ‘man’ and ‘woman’ and viewing puberty as a starting point for sexual feelings and desires I look at particular messages attached to gender, age and sex, to understand media’s approach to negotiate with various social expectations and gendered norms regarding ideal sexual behavior.

I further view gender within Scott’s (1988) four constitutive elements: symbolic meanings, identities, normative ideologies and institutions, and how they regulate sexualities. Hence, I look at the application of colors and allegorical use of objects and languages in the ads as gendered symbols; images of ideal womanhood and manhood as identities; and how such images are constructed and reproduced through ideologies of gender and sexuality, as well as through institutional settings of marriage and market strategies. 



I draw my understanding of sexuality from a comprehensive perspective following Dixon-Mueller (1993), Correa and Jolly (2008) and Ilkkaracan and Jolly (2007). Viewing sexuality as a lifelong process of human life which has political, socio-cultural, spatial, generational, socio-economic and gender dimensions, I investigate whether and how the  representations of sexuality in ads differ in terms of gender, socio-economic status, age and social locations;  what institutions are referred to, in order to create and influence different sets of expected sexual behavior for adolescents, adult women and men; and how people in the ads engage in acts and talk about sexuality and share social meanings. I further explore what meanings media construct towards formation of sexual identities; what attitudes of sexuality they present as expected, normal or deviant; and how all these representations relate to social realities.  Finally I look at all these issues with the specific focus on media representations of connections between gender, sexual pleasure and procreation. 



With this respect Hall’s (1997: 350) politics of representation provides me valuable insights into relationships between representations and social worlds, to unmask how the media produce and reproduce meanings in relation to the lived realities. It further informs me that there are institutional and formal mechanisms that enable media to function as a site for the negotiated cultural meanings. 

2.6 Analytical Framework
Therefore, following Hall’s (1997) way of looking at politics of representation which does not separate social reality from images but views them mutually constitutive I engage in two levels of analysis. First I do the technical analysis of the ads to unveil the meanings produced by different visual and textual strategies of representation. For this I follow a checklist
 and apply three sets of visual and technical tools of analysis: focalization, framing and membership categorization analysis (MCA). Afterwards, I carry out the final level of analysis where I situate issues of menstruation, pleasure and procreation within the relationships of gender, sexualities and the politics of representation, with a broader intersectional lens
 in which social location, age and socio-economic status are also considered.  
For the technical analysis I rely on Kress and Van Leeuwen (2006), Papacharissi and Oliveira (2008) and Leudar et al. (2004). Kress and Van Leeuwen (2006) use focalization as a tool to understand the mode of representing social interactions and social relations through images. Hence, they engage in a comprehensive discussion on gazes and social distance as present in camera angles and frame size.
Papacharissi and Oliveira (2008:52-4) identify frame in four places in the communication process; within the communicator, the text, the receiver and the culture itself. They highlight the relevance of framing for delineating specific aspects of a perceived reality and make them more salient in a communicating image or text, while de-emphasizing others. Leudar et al. (2004:243-5) view categorization as a formal analysis of visual and textual representation, that gives meaning to the strategies media employ to make sense of other people and their activities. Categorization views representations and actions as closely related, as they offer moral supports for the past actions and prepare the ground for future actions. The most common membership categories rely on oppositions (such as us/them, good/bad, proper/inappropriate, etcetera) in order to establish specific social and political relations. 

I will use these three tools to unveil the strategic meanings of representation and to understand the larger spectrum of the politics of media representation of gender and sexualities, and their relation to the social world. From this perspective as well as in consideration with my own theoretical perspective I employ these tools in combination with the intersectional lens to explore the diverse aspects of gender and sexualities and their interlocking social experiences, as produced and reproduced by the specific ads.  Henceforth, these aspects and experiences are developed in the next couple of chapters. 

CHAPTER 3:
Problematizing Menstruation – Practicing Discourse as a Marketing Strategy

Discourses have power to define meaning and produce knowledge (Hall, 1997: 44; Mills, 2003). It discerns the ways a topic can be meaningfully addressed, and restricts other ways of talking (Foucault, 1987), thus regulates conduct (Hall, 1997). Negative socio-cultural discourses around menstruation (as dirty, shameful, something that has to be hidden) create specific expectations in behavior and establish rules for adolescents that serve to control their bodies and sexuality (Ali and Rizvi, 2009; Lorber, 1995; Rashid, 2000; Rashid, 2007; Uskul, 2004). This chapter shows how such discourses surrounding menstruation have consistently been used as a marketing strategy and reproduced by the ads of napkins. This marketing strategy will be further analyzed in order to uncover the meanings of adolescent and young women’s sexuality, as well as the meanings of motherhood. 
3.1 Senora Confidence -Portraying the “Confident” and the “Vulnerable”

Senora Confidence is a forty seconds TV ad
 which uses raindrops to metaphorically represent menstrual blood. As rain pours on people walking the street, there is one character who remains dry though she does not have an umbrella:  a middle class, urban, late adolescent/young woman using Senora Confidence sanitary napkins. To help define her as free from all menstrual worries - such as from being seen as menstruating - the ad uses a jingle: “crying is not for me, because I am free nothing’s worrying me”, as well as specific visual strategies
. For instance, her confidence is explicit in her slow walk without an umbrella, smiling at the rain while holding raindrops in her hand that remain dry, as does her dress. In contrast to her, a group of urban, middle class young women (and men), quite similar to her age, are portrayed annoyed by the rain and actively look for shelter. Adjacent to her confident look, the packet of Senora Confidence appears in frontal eye level of audience and an invisible female voice says “Senora Confidence- highest absorbing capacity, full confidence”.

Studies (Ali and Rizvi, 2009: 9-10; Uskul, 2004: 667-8) show that negative social perceptions of menstruation are often associated with physical discomfort, shame and fear of visibility of menstrual blood.  These result into worries about which methods will best keep it invisible, and presents menstruation as a problem that needs continuous attention. ‘Full confidence’ that the ad offers is associated with the fact that “highest absorbing capacity” of the napkin will prevent leaking of the blood – symbolized in dry skin and clothing of the young woman who uses it. Exposure to rain of the other young women in the ad and their search for shelter represents them as vulnerable to the “problem” of menstruation. Accordingly, when market presents menstruation as something to be worried about, it reinforces wider socio-cultural perceptions of menstruation as a “problem” and simultaneously argues that Senora Confidence is the solution. 

3.2 Senora Confidence -Portraying the “Perfect” and the “Flawed”  

Another Senora Confidence ad (Image 1, appeared in women’s magazine Anannya) covering the full page on which it appears showcases a late adolescent/young woman. Her confidence is related in the text at the bottom left corner of the image 1:  “New Senora Confidence has something very special, that you never had before, it preserves the perfectness in you”.
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Image: 1 

The ad uses the visual material from the TV ad analyzed above. It further explains the idea of perfectness with the text “Drier than all, always”. It presents two opposing images, one portraying a group of adolescent girls with rain soaked hair and dresses; the other portrays the relaxed and confident young woman /late adolescent with her smiley face and hands open and spread over, welcoming the raindrops that cannot touch her body and dress
 who presumably used the napkin which has the “highest absorbing capacity”, hence ensures “highest dryness”. 
Therefore, like the TV ad, this one combines confident and vulnerable adolescents and emphasizes the anxiety related to social expectations of menstruation as a secret phenomenon. Yet here sexual objectification of women’s body has also been employed as a marketing strategy. In Bengali culture it is culturally and religiously unacceptable and also shameful to viewing women in wet dress in public sphere. Portraying women in soaked, red color dresses analogous to menstrual blood color, the ad utilizes the symbol of girls in wet dress and the perception of shame attached to it, to indicate the shame in visibility of menstrual blood.  The huge importance  given to remaining dry (also explicit in the last text at the left bottom corner “Affiliate with Senora Confidence to enjoy the confidence of moving dry and clean”) indicate  that nobody is aware when  a woman is menstruating. This reflects the negative social treatment and the misconceptions toward menstruation that are presented as something secret and confidential. Khanna et al., 2005 and Ullrich, 1992 (in Ali and Rizvi, 2009: 1-9) and Uskul (2004: 667) focus on the normative ideologies that view menstruation as a potential danger and so maintaining invisibility is expected by all means. Leaking, or having blood visible in public is identified as the most embarrassing experience by these studies and the ad uses this experience as a product promotion strategy. 
Furthermore, the ad’s reiteration of feelings of cleanliness replicates the “dirty and polluted” perception of menstruation as revealed by Abioye and Dasgupta (in Ali and Rizvi, 2009:9) and presents napkins as a solution.

3.3 Super Fresh Napkin’s Call for “Today’s Women”- between the “Modern” and the “Traditional”

Super Fresh Napkin is a thirty seconds ad with a jingle which also brings two opposite categories of adolescent girls. One category represents young women/late adolescents who are addressed as “today’s women”, dressed in western clothes and referred to as “crossing” all “barriers and limits” by using Super Fresh napkin. In contrast, the other category is an early adolescent who is dressed in a very traditional Bengali dress, indicating the sense of backwardness. This category of Bengali adolescents is called upon to move forward and excel all “limits”, and thus join the first category.
 
While it seems that the ad is challenging social norms regarding controlled social and physical mobility due to menstruation as discussed by El-Shazly et al., 1990 and Dasgupta & Sarkar, 2008 (in Ali and Rizvi, 2009: 9-10), an  insight from Hall’s (1997) politics of representation unveils its political application of the discourse. Firstly, whenever the jingle goes “Move forward” “Cross the obstacles and move forward beyond your limit”; “today’s women move forward”, “today’s women” are depicted in specific ways. They are portrayed outside of the house, which indicates their visibility in public sphere: they are professionals, go to gym, drive speed boats and race cars. After each pause in the jingle a female voice-over says “Super Fresh Sanitary Napkin” and the napkin appears on the screen with a big English text stating “Leak Guard System” in bold font with the arrows indicating the sidelines of the napkin. The stress is on the quality of this napkin to ensure proper guard from visibility of menstrual blood. Hence, the ad does not question the hidden aspects of menstruation, rather intentionally uses the discourse for asserting the product quality. 

Secondly, via the terms “move forward” or “cross the obstacles” the images replicate a post colonial venture of “modernity” as reflected in Abu-Lughod (1998: 5-8). She examines post colonial approaches towards “modernity” as the ethos of Westernization which limits the meaning of “modernity” within public visibility of women and grafting of Western attitudes – all present  in the ad’s representation of “today’s women”.
Finally, the ending scene of the ad confirms its dogmatic understanding of “modernity” as drawn from Said’s (1978: 3-6) orientalist perspective. The scene is comprised of a single early adolescent from a long camera shot which indicates her insignificant position (Kress and Van Leeuwen, 2006). The adolescent is portrayed dancing and wearing sari
 in a perfect Bengali style. Thus she is symbolized to represent the “traditional” (in the sense of backward) Bengalis. Further emphasizing this meaning, the fact that she represents the totality of backward Bengalis, the background song says “move forward”. Therefore the message to Bengali adolescents and young women is to become “modern” by “moving forward”. Consequently, the ad uses the negative meanings of menstruation by portraying a “superior” adolescent group who supposedly has conquered the menstrual limits by becoming “modern”. In fact, the ad makes a demand to the “inferior” and “backward” Bengali adolescents to buy the product, and thus become like the other category of girls:  “modern”, “superior”, and “Western”. Such a Western epistemic understanding of “modernity” (de Sousa Santos et al., 2007: xlix) is unique to this napkin ad compared to the other five that appeared during the researched period.  A careful look at Tables II.1.A and II.1.B in Appendix II reveals that this is the only foreign product and the ad company is not a Bangladeshi, but a multinational company. May the orientalist understanding of the Bengali adolescents emerges from this institutional ontological position that constructs the unique meaning of the Bengali adolescents and represents them as an “other” category. Nevertheless, the ad is aired in a Bengali TV channel; thus, the TV station can not be excused from reproducing Orientalism.

3.4 Tulip Napkin and the Feelings of Female Solidarity 
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Image: 2 
Instead of portraying opposite adolescent categories Tulip napkin (Image 2) presents two female (early adolescent) friends in a close up camera shot. The two friends smile at each other, and the text just beneath the image reads “Every day without tension”. The explanation for the reason behind their smile is the success of maintaining menstrual secrecy; hence, the discourse is reproduced again. In addition, the image of smiling friends indicates their intimate friendship as well as the initial letter ‘T’ of Tulip in the largest font written in the shape of a woman creates an impression of female freedom and bonding; in this case based on protecting together menstrual secrecy. Such bonding reflects the socio-cultural perception of menstruation as was well stated by Uskul in her ethnographic study with urban adolescents in different cultural settings, including Bangladesh: “In a way, the secrecy seemed to create an interpersonal space that belonged only to women and promoted solidarity among them” (2004: 675). 

3.5 Senora, Senora Confidence and the Perfections of Motherhood and Womanhood 

This is a short TV ad showing an early adolescent girl at the study desk whose study gets hindered due to her frequent visit to washroom. The viewer understands soon that the visits are due to worries about leaking of menstrual blood on her chair, as a result of the “ordinary napkin” she uses. At last her mother appears bringing the “right napkin” introduced by the invisible market voice-over.
 

While other ads strategically utilize the normative ideologies of menstruation viewed as a problem for adolescents, this ad brings some new and important issues to bear. Firstly, menstruation is not just general problem but specific problem that hinders girl’s study. Voice-over states: “Piece of cloth or cotton napkin needs to be change very frequently and that makes your daughter lag behind”. Secondly, this is the only napkin ad which addresses the mother’s role to educate daughter on bodily matters, including menstruation and suggests the necessity of sharing the knowledge of menstruation between mother and daughter. Hence, it confirms what was revealed by Ali and Rizvi (2009:1-6) and Uskul (2004:668) who refer the mother to be the most common source of menstrual knowledge. However, this contradicts Rashid’s work (2000: 29-30) who notes that menstrual taboos obstruct sharing of menstrual knowledge between mother-daughter. In addition, the free offer of a menstruation booklet and a doctor’s free service by telephone included in the ad indirectly brings the necessity of addressing health aspects of menstruation.  

Thus, the ad has a few new dimensions in contrast to the other napkin ads. While on the one hand it offers in some way a challenge to the normalcy of menstrual silence between mother and daughter, its overtone of the issues of health and hindering of study still frame menstruation as a problem. Finally,  the absence of a father figure and the tone by which the ad blames the mother for the disruption in her daughter’s study, presumably for not providing her with the “right napkin” presents her as an imperfect mother who needs to be warned about her duties (“That is why, give her Senora which is the highest absorbent”). Hence, the ad reflects and reinforces the dominant social expectation which views nurturance as the soul responsibility of mothers (Abu-Lughod, 1998: 9-10; S.I. Khan et al., 2005: 164-6; Lorber, 1995: 13-4). 

Another ad (Image: 3) of Senora Confidence, which appeared in the daily newspaper,
  also renders menstruation as an obstacle to study for female students. 
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Image: 3
The mother figure is absent here; rather, the market becomes the mother who shows the female students the way to score A+ grade in Higher Secondary Certificate (HSC) exam, as it utters: 

A+ result needs A+ confidence; we wish dry and clean wishes to all HSC female candidates. Stay confident, and reach the way to success without obstacle. 
Therefore, market places all female students in a separate category that needs special confidence (unlike male students) in order to successfully appear at the exam. The ad claims to provide such confidence as a selling strategy. Interestingly, from TV to women’s magazine to newspaper ads, the Senora Confidence advertisers follow very specific strategies. The woman has the same pose like in the ad in Anannya: positioned at eye level of viewers, yet no eye contact is made; smiley face slightly upward and two hands spread out in a joyful gesture. There is no sign of rain here, yet the idea of confidence in those ads “moving dry and clean” is still present in the text “…we wish dry and clean wishes…”. Unlike in other ads this one has a lone female figure. She also looks younger by comparison, still in her adolescence, thus apparently in need to be guided. The youth is probably linked to the target consumer-HSC level adolescents, whom marketing strategy directly commands how to “Stay Confident” for their exam by using their napkin. Like the previous two ads, it has the text “Senora Confidence sanitary napkin, highest absorbing capacity, full confidence”, emphasizing keeping menstrual secrecy, and consequently reinforcing the normative expectations towards menstruating women (Khanna et al., 2005 in Ali and Rizvi, 2009: 6;  Uskul, 2004: 674).

3.6 Concluding Thoughts  

To conclude I briefly reflect on the discourses of menstruation that are reproduced by the napkin ads, as well as how these discourses are employed as a product promotion strategy. I additionally address what meanings they carry concerning male and female sexuality in relation to pleasure and procreation. 

The ads present adolescents within two age groups which I referred as early and late adolescents/ young women, with significant difference in addressing them. In case of late adolescents portraying the “vulnerable” vis-à-vis “confident”, “perfect” vis-à-vis “flawed”, “traditional” vis-à-vis “modern”  the ads create a “Self” vis-à-vis “Other” category. Recalling that in categorization presentations and actions are closely related (Leudar et al., 2004: 244), the dichotomous representations of the ads constitute an ‘image act’:  “the image wants something from the viewer – wants them to do something” (Kress and Van Leeuwen, 2006:366). Accordingly, the “Self” of the ads – one that uses particular napkin seeks identification from the viewers and wants them to buy the product.  At the same time the “Other” presents the warning, potential dangers - embarrassment in public, staying behind and being backward, bad study results - of not purchasing the proper napkin. Such oppositional representations also call to mind Scott’s discussion about “culturally available symbols that evoke multiple (and often contradictory) representations - Eve and Mary as symbols of woman […] but also myths of light and dark, purification and pollution, innocence and corruption” (1988: 43).  

At the same time, in case of the early adolescents, market takes the authoritative role and directly engages in dialogue about what is the right napkin, and the right action, and fixes who should perform the action and how: so the  biological mother, or the market mother, appear as responsible for, and in control of girls. 

Consequently, all of the sanitary napkin ads, whether they appear on TV or in print,  significantly use negative socio-cultural aspects of menstruation related to shame, pollution and dirt,  present menstruation as the major  problem of female adolescence and an obstacle for their prospective futures, indicating that menstrual secrecy should be protected by all means.

Ali and Rizvi (2009) and Uskul (2004: 669) explore the reason behind the negative socio-cultural discourses of menstruation and stress that it has a close connection with control of adolescent female sexuality.  The “problem” dimension of menstruation - the feelings of shame, dirt, pollution and secrecy - comes from the idea that menstruation is the starting point of women’s sexual and reproductive capacity, linked to the danger of pre-marital sexuality and non-marital pregnancy. Apparently, with the main focus of the napkin ads on the “problem” aspects of menstruation, implicitly, the ads present sexuality as a problem and danger for female adolescents; and at the same time fix the meaning of adolescent female sexuality as problematic. The pleasure aspect in these ads is present as a direct negation of menstruation and sexuality: in relation to how perfectly one can safeguard menstrual secrecy and thus deny and invisibilize sexuality. Hence, this pleasure of appearing, and being an a-sexual young women reinforces the normative disapproval surrounding adolescent premarital sexual activities as stated in M.E. Khan et al. (2002) and Huq (2008) and simultaneously denies their existence  as  discussed by Rashid (2007: 2).      

Apart from what is presented in the ads and what meanings they carry about adolescent female sexuality, there is a noteworthy silence regarding rural female adolescent’s sexuality (unless we assume that the dancing girl in sari was a rural girl), working and upper class adolescent’s sexuality and the adolescent male sexuality.
 

CHAPTER 4: The Pleasure Pills, Perfections of Womanhood and the Controlled Female Body 

This chapter unpacks the portrayal of gender and sexuality in birth control pill ads and brings into light that from napkins to pill ads a major shift occurs in terms of women’s age and sexual and other identities. Like napkin ads, all the pill ads
portray the same urban and middle class women. But they are portrayed as young adult and their ages are 25-35. They no longer appear as individual woman but rather attached to the family where they are portrayed as a wife and husband’s sexual partner, mother, and daughter-in-law. At the same time, they are also professional women. Hence, the themes of these ads center on how perfectly a woman can fulfill these manifold roles, and pill is depicted as a means to ensure such perfection.  

4.1 Placing Home at the Heart of “Perfect Womanhood” 

Femicon is a thirty seconds pill ad which portrays a housewife who is modest, motherly, caring, jolly, educated and knowledgeable. Her ultimate dream is the harmony of her family, evident in the jingle addressing the women directly, with ‘you’:  “Dreams come true because of your presence. For you I can easily manage the family with fun. Because of you there is hope, and love in the faces. It is you for whom every day is without anxiety” 

As the visual images join the song it becomes apparent that the wife is the central character of the family, who happily performs her multiple duties caring for the husband, child, and in-laws. At the end of the day, she is insinuated as a perfect, if gentle, sexual partner of her husband. As she performs her roles, the song unpacks the secret of her success in fulfilling all these roles: Femicon, a birth control pill.
 

Ovostat Gold, a twenty seconds ad, captures an upper middle class professional wife. Her tensions concerning ownership of apartment, her daughter’s study and domestic help’s absence
 and pleasures in sexual life revolve around the wellbeing of the family, like the central woman in Femicon pill ad. 

Nordette-28 is a thirty seconds ad that depicts a professional wife and a new bride. The whole ad moves around the wife’s multiple duties as a caring mother, ideal daughter-in-law and a loving wife who uses Nordette-28 and offers it to the new bride, as a wedding gift: “Greetings! This is something of immense importance to you”. Where the wife is framed in the ad as an “ideal woman”, perfect in her numerous duties, the bride is an “ideal bride”:  beautiful, shy, quiet, and obedient. We never see her in movement, unlike the “ideal woman” she is always portrayed in the sitting position.
  

 
The portrayal of “perfect wife and woman” in these ads  reflects the perfection of a mixture of roles demanding from  women, yet in a different way from Abu-Lughod’s (1998:4) ‘remaking women’ and Chaudhuri’s (2001) “today’s women”. While the authors show how women are expected to excel in both public and domestic sphere, the pill ads demonstrate that the domestic sphere should be the main responsibility of “perfect woman”.  Though some of the “perfect women” have their own professional life, all of their dreams and plans juxtapose their professional life vis-à-vis their family, with the preference of the latter.  They are not at all worried about their professional life; in fact, even in the office they keep thinking of their family (see Ovostat Gold ad). Such representation reflects Caldwell et al. s’ (1998:150) and S.E. Khan et al. s’ (2005: 166) “ideal Bangladeshi women” who are expected to be educated to become better wives, mothers, and possibly professionals, but for the welfare of the family. In addition, such depiction is also influenced by the liberal feminist thinking (Banks, 1986: 73-6; Humm, 1992: 11-5; Mill: 1978) that claim education and economic opportunity for women from a ‘welfare’ perspective and still remains within the ideological framework that essentializes wifehood and motherhood as women’s natural vocation. Hence, the portrayal of the professional women indicates that the market cannot fully deny the reality of neo-liberal epoch and its increasing demand for women professionals (Chaudhuri, 2001: 375-7). But, placing them in the midst of home, market indeed indicates domestic sphere as the “ideal” social location for middle class, urban women. This indicates that gender hierarchies underpin normative ideologies of sexuality, femininity and masculinity.

The emblem of “perfect woman”, with different strategic applications of shots, vectors and angles indicates their authoritative position in the family in relation to husband and in-laws. Such positions contradict social values and the normative ideologies of Bangladesh that essentialize male domination and women’s subordination (Agarwal, 1997; Kabeer, 2000; Kandiyoti, 1998). However, according to Hall (1997: 25) 

Language can never be wholly a private game. Our private intended meanings, however personal to us, have to enter into the rules, codes, and conventions of language to be share and understood. […] we must not confuse the material world, […], and the symbolic practices […] through which representation, meaning and language operate.

Hence, beneath the illustration of domestic authority of “perfect woman” the naturalization of unequal gender relation still exists. For instance, next to numerous domestic burdens women have to undertake in the three ads, there is a silence regarding men’s role in family life. The whole Femicon ad focuses on the wife’s daily domestic activities. Contrary to that, the husband becomes visible only in two shots
and both are in relation to receiving care provided by his wife. In addition, her domestic authority in relation to the mother-in-law and father-in-law
 (not in the sense of domination yet support and approval of her effort) is also achieved through the accomplishment of her responsibilities towards them.  

The husband-wife unequal gender relation is more subtle in Ovostat Gold where no gender hierarchies are visible considering the way the ad addresses viewers and the frame, camera shot and angles. Yet, there are visual strategies that present gender hierarchies as normal, and therefore hide the inherent power imbalance. For instance, though both the wife and husband work outside, home is a place for leisure for the husband, and responsibility of the wife. She helps her daughter to study and becomes helpless when the maid servant is absent.  The husband sits and reads newspapers. This unequal gender relation unpacks the hidden power between the couple, and shows media role in reinforcing normative stereotypes concerning “masculine” vis-à-vis “feminine” roles in the household. In addition, the wife shares her helplessness regarding the maid’s absence from the kitchen with audience, but not with her husband. He has nothing to do with these domestic problems and the wife smiles nicely to him, as if protecting him from domestic concerns. The same is also true with Nordette-28 ad; where the husband is totally absent, while the central female character  is portrayed as a time conscious woman (obvious from female voice-over: “Nordette-28, for time conscious women”) juggling  multiple  tasks towards her daughter, in-laws and the new bride. 

Impression of gender equality appears to have inspired a newspaper ad on International Women’s Day (Image 4).
A man and a woman hold hands to protect women and girls from oppression and violence:  “To protest against violence towards women and girl child, let us, male-female, stand together”.  
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Image 4: Press Ad of Femicon, Nordette-28, SOMA-JECT   
However, the application of technical analytical tools (Kress and Van Leeuwen, 2006; Papacharissi and Oliveira, 2008 and Leudar et al., 2004) reveals the gendered dynamics of this ad. Though the hands in Image 4 are a close-up shot and frontal angle which could have carried the meaning of equality, the female hand is framed in a bottom-up position implying subordination and the male hand is top-down indicating domination. Therefore, the ad normalizes the existing gender hierarchies (Agarwal, 1997; Kabeer, 2000; Kandiyoti, 1998; Lorber, 1995: 13-4). 

Consequently, the whole portrayal of “perfect women” which gives the impression that women are in a controlling position in the home actually presents household responsibilities as women’s sole obligation. This completely denies the household responsibilities husbands undertake, at least in the present younger generations (Chaudhuri, 2001: 381). Thus, the pill ads essentialize the normative ideologies of a gendered division of labor which view men as breadwinners and women as caretakers of the family (M.E. Khan et al., 2002; S.I. Khan et al., 2005: 164) and locate gender relation at the bottom of normative ideologies as explained in Agarwal (1997), Kabeer (2000) and Kandiyoti (1998). 

4.2 The Pleasure Pills and “Perfect Woman’s” Conditional Sexuality 

The “perfect woman” is not denied sexual pleasures in these ads, even though such pleasures are indicated only subtly, and metaphorically. For instance, Femicon compares the sexual touch of the husband’s and wife’s bodies with the touch of Kash flower
 (“Femicon, like a soft touch of Kash flower”). Ovostat Gold strategically frames the  nigh-time preparations of the wife with the couple’s photo, the pill packet, a table lamp and a table clock signifying sleeping time (see Appendix VII.B under VII.B.2) and the male voice-over “Ovostat Gold- reliable and free from worries” to denote marital sexual intercourse. Nordette-28 captures the new married couple’s intimate relations from a close-up shot and frontal angle along with the pill packet, the text stating “Nordette-28, for time conscious women” in bigger green font along with the female voice-over “Nordette-28, for time conscious women”.  

Within the metaphorical presence of sexual pleasure, sexual invitation always comes from the wife’s side, contrary to the dominant discourse of men as initiators of sexual intimacy noted in some studies
. Such imagery is also significantly different from Phadke’s (2005:70) analysis of Indian, urban, middle class women’s representation in condom ads, where sexual objectification  of women’s bodies (women are presented as half necked or  undress) has been employed as a strategy for capitalist profit making. The pill’s portrayal of female sexual pleasure in analyzed ads is more consistent with the uniqueness of “perfect womanhood” where sexual pleasure is symbolized as part of perfect wife’s marital obligation towards her husband. Such representation indeed fits with Ahmed et al.s’ (1987:138) and Rashid’s (2007) ethnographic findings of Bangladeshi urban women’s sexual lives. 

However, such sexual pleasure also remains restricted within the expectation of avoiding unwanted pregnancies. For example, in all TV pill ads the sexual intimate moments come with the pill packet and voice-over (“Femicon, no tension” or “Ovostat Gold- reliable and free from worries”) indicating the pill’s capacity to make women free from unwanted procreation. Such a view essentially reflects the westernized discourse that views procreation as a tyranny for women (Davis, 1990; Young, 1989: 113), and puts the emphasis on birth control as means of emancipating women’s sexuality from procreative oppression. It is from this angle that Image 4 appeared on the International Women’s Day, where pill became the symbol of women’s emancipation. 

However, emancipatory potentials of such representations may be questionable. Why is the whole focus of birth control on women’s bodies? Why has it symbolized as a unique problem of middle class, urban, married women’s sexuality? Answers to these questions reveal the social and institutional discourses
 that view contraception as responsibility of married women, and not their husband’s (Correa and Jolly, 2008: 22; Davis, 1990; Schuler et al., 1995: 134-7; Schuler et al., 2006; Young, 1989). Consequently, “perfect women’s” sexuality becomes conditional upon finding the right birth control pill that can block unplanned procreation.

4.3 Concluding Thoughts

Cultural norms are constantly rearticulated and redefined to keep pace with changing circumstances. […] women also understand that their expanding roles and capabilities are developing within a context in which men still dominate. (Schuler et al., 2006: 15-6)

To encapsulate, the pill ads portray middle class, urban women’s sexuality with the icon of “perfect women”- in their blissful family. Here female sexuality remains heteronormtive, marital, subtly pleasurable and conditionally procreative. By conditional procreation I refer to the ads’ strategic portrayal of birth control. They do not encourage profuse birth control, rather present women in the midst of the family with the right number of children. Such representation reflects the state population policy: “Not more than two; one child is better” (Population Policy of Bangladesh, 2004:13).    

Representation of pleasure as a part of marital obligation certainly contradicts the normative ideologies that deny women’s sexual pleasure. In addition, the allegorical presence of sexual pleasure as well as the conditional procreation helps unpack the tension between the normative ideologies set by cultural expectations towards women, institutional obligation from the state to encourage family planning
 and capitalist profit making interest of the market. Altogether these influences fall within constructivist approach to representation (Hall, 1997: 25) through which market strategically negotiates among personal interest, cultural context, institutional practices and gender ideologies. In addition, presenting “perfect women” always wearing the dress in the color of pill packet, as well as the presence of pills with the company logo, in pleasurable hetero-sexual moments, market indeed makes demand to the female audience to be the “perfect woman”. 

Adjacent to “perfect women’s” sexuality within the age category of 25-35, there is a strategic silence regarding adolescent sexuality as well as old married couple’s sexuality.
 The visualization of social location excludes rural areas and puts high emphasis on households within the urban, middle-class settings.  The huge emphasis on sketching middle class women’s sexuality also reflects the absence of working class and rural women’s sexuality, as well as their purchasing capacity.   

CHAPTER 5: Condoms, “Masculine Men” and “Manly Pleasures” - the Risky and the Sexual  

From pills to condoms some significant changes occur in ads in the portrayal of gender and sexuality. We no longer see the family, like in the case of pill ads. Rather, the urban, young (age 25-35) males are presented as individuals. The sexual intimate scene between husband-wife is absent here as well. Although a heterosexual couple is present indicating heteronormativity, their relationship
 remains undefined. In addition, differences exist in the visual and textual portrayal of male sexuality. Where the visual images employ metaphorical strategies to designate sexual activity, the texts make a direct demand in addressing the same. Hence, these are the issues that are set forth in this chapter.

5.1 Embarking towards a Risky Sex Voyage:  Hero Condom

Hero condom broadcasts two almost identical ads; both fifty seconds and both portray traveling (a boat and a train). Men are showcased as risk takers (jumping to catch boat and train respectively) who fall into danger (indicated with dramatic music, a danger signal and a warning in female voice - “ No………..”, heralding the possible jeopardy).
 Noticeably, in both ads the central male character is sketched as a youthful, muscular man undertaking challenges, thus embracing the ‘symbolic ideologies’ of “masculine man” as stated in Lorber (1995: 13-5) and Scott (1988:43). Next to this “masculine man” not much value is given to exposing the central female character who exists only to warn the man against risk taking.  

However, the man takes risk and fall into danger. Concurrently, the market (with invisible male voice-over) appears engaging in direct dialogue with the male risk taker as apparent in the dialogue visible on the TV screen:  
Do not take risk. Ensure self security first. That is why, advanced quality condom Hero – which protects you from unplanned pregnancy and severe sex diseases including HIV AIDS. As long as you have Hero, there is no risk, Hero.
Accordingly, the risky travel becomes interchangeable with man’s risky sexual activity, where Hero turns into an emblem of protection from risky sexual behavior. Although, this veneer of sexuality is portrayed as dangerous (“Do not take risk”), it is not labeled as prohibited (“Ensure self security first”). Rather, challenges are welcomed in presence of the “advanced quality condom” that can ensure protection from sexual diseases. 


These visual images and texts have several strategic implications. Firstly, it becomes obvious that male sexuality is not inevitably marital. That is why there is no attempt to inform the audience about the character’s relationships, unlike in the pill ads. The ads are consistent with S.I. Khan et al.s’ (2004)
 statement that “Condoms are only advised when men establish sexual relations outside their regular relationships”.  This reinforces the patriarchal ideologies that view sexual experience out of marriage as a part of  “masculine trait” (M.E. Khan et al., 2002: 238; S.I. Khan et al., 2005: 162; Huq, 2008).  Simultaneously, this denies the socio-cultural values that consider marriage to be a moral and religious shield against promiscuity for both male and female (Caldwell et al., 1998; Dixon-Mueller, 1993; S.I. Khan et al., 2005:166; Pachauri and Santhya, 2002). 
Secondly, symbolizing male sexual behavior as risky and elaborating on the concept of risk as related to “unwanted pregnancy” as well as “severe sex diseases”, market indeed negotiates with the ideologies of sexual morality. On the other hand, signifying Hero as a risk protector it negotiates with the “patriarchal ideologies”, to identify how to satisfy “uncontrollable masculine sexual urges” in a “safe” way. 

Finally, with the portrayal of risk and its repercussions market poses a high value on condoms as protector against “severe sex diseases” and limits the idea of condom within a disease prevention framework, essentializing the negative social construction of condom (S.I. Khan et al., 2004; Ahmed et al., 1987: 136-7) as necessary for promiscuous actions, yet not for marital life.  
5.2 HIV AIDS and Its Condom Therapy for Heterosexual Youth 

Image 5a [image: image9.jpg]
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  Image 5b 
Image 5c [image: image11.jpg]





[image: image12.jpg]


 Image 5d
 
Image: 5 Press Ads of HIV AIDS 

The entire phenomenon of condom within the disease prevention framework is perceptible in Image 5. The set of ads in Image 5 appeared very frequently in all daily newspapers.
 Apart from Image 5c, they are identical in size, color, symbols and the main focus - awareness of HIV AIDS. Though Image 5c is different in color, size and shape, it has the same message as Image 5d. Nevertheless, all of them have the same symbol at the bottom right corner - male and female in black and red color holding hands.  The meaning of this symbol is indicated in Image 5a and 5b as “The youth society in preventing AIDS”. Hence, they give the impression that youth society promotes the message. Nonetheless, all of the ads are financed by National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare of Bangladesh with either Save the Children USA or USAID, with their official logo beneath the youth symbol. Such marketing strategy points to the heterosexual youth as the main risk group for AIDS and HIV.
The texts in the ads give high emphasis on unsafe sex and prescribe condom as the unique prevention of HIV infection. Image 5a states “The quick spread of HIV and AIDS in Asia is due to unsafe physical relations and getting toxicants through injections”.   The text “due to unsafe physical relations” is circled separately with white background and red font color. Image 5b says “Anyone can get the risk of AIDS, if ignorant of prevention; use condom in proper way to avoid risk in physical relation”.  The commanding part of the text (“use condom in proper way to avoid risk in physical relation”) is in a rectangular green box. Image 5c utters “Using condom in physical relations or in sexual relations can protect against HIV” and the message is located at the centre of the image in bold white font in a dark chocolate background. Image 5d has the same message as 5c yet the ad is smaller and uses blue background. But same bold white text conveys the message. Accordingly, these images bear close association with Hero condom as both symbolize condom as the protector from risky sexual relations and in a disease prevention framework.  

5.3 Sensation and the Nuances of Sexual Pleasure  

The Sensation Chocolate Scented Condom ads (Image 6 & 7) bring a new dimension in defining male sexual pleasure, and the condom as a tool for preventing sexual disease is completely absent here.
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 Image: 6
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 Image: 7





Both of the images appeared on Valentine day yet in slightly different form, in two daily newspapers (The Jugantor and The Prothom Alo).  Jugantor has both images on two different pages, while Prothom Alo publicized only Image 7. Unlike the TV condom ads, these do not use human beings, but chocolates. In addition, these ads do not carry any visible messages on femininity or masculinity. Rather, their presence on Valentine Day seems to address sex, love and romance:  “What’s love got to do with it?”, “Fall for the seductive fragrance of love” and “Sensation, no ordinary love”.  The Image 6 offers enticing chocolate pieces, each carrying an alluring definition of sex:  attraction, thrill, craving, passion, tease, affection, love, appeal, temptation, shiver, desire, discovery, caress, romance, mystery, locating the condom in a diverse framework of sexual pleasure.
 Thus, the social construction of condom as a barrier of sexual pleasure (Lindegger and Durrheim, 2000 in S.I. Khan et al., 2004) has been repeatedly challenged by this ad. Rather, its portrayal of sexuality in relation to humor, excitement and adventure resembles Western media representations of sexualities as reflected in the American Academy of Pediatrics (1995), Batchelor et al. (2004), Brown (2002) and Hadfield et al. (2007). 
Furthermore, use of chocolate scented condoms obviously insinuates oral sex and hence encourages non-procreative sexuality, which is a significant exception compared to the rest of contraceptive ads. Ideals of  heteronormativity and marital sex  are also absent, as  there is no indication of the  sex of the sexual partners, unless anyone looks at the bottom left corner of Image 7 where the logo of SMC
 carries an image of a heterosexual couple with a daughter. This logo - its frontal angle, size and white font color on the chocolate color background cannot be ignored, as they seek identification by viewers and create the possibility of interpreting sexuality within the dominant framework of heternormativity (Caldwell et al., 1998 and others).

 Consequently, the ad maintains double standard. On one hand, to sell the product the focus of the ad is the stunning interpretations of seductive oral sex which is non-procreative, could be non- marital and non-heterosexual. On the other hand, the logo of the SMC in the ad shows adhering to the dominant framework of sexuality.

5.4 Concluding Thoughts

There are two streams of thoughts underlying the condom ads. Whereas the Hero and the HIV AIDS ads symbolize condom as the protector against sexual diseases and thus refer to extra-marital  but  safe sex,  the Sensation ad establishes condom as the ultimate source of sexual pleasure. In addition, though both Hero and Sensation are produced by the same company and same ad agency (see Table II.2.A and Table II.2.B in Appendix II) Hero is financed by USAID/Bangladesh, unlike Sensation. HIV AIDS ads are financed by Bangladesh Government and USA agencies (USAID and Save the Children USA). Both Hero and HIV AIDS ads employ similar approach to present condom as a protective instrument from sexual diseases
. Consequently, it becomes apparent that it is not only a market strategy but rather the influences from the state as well as development agencies, and all of them together turn the condom into a symbol of “promiscuous but safe sex”. 

Accordingly, portrayal of sexuality differs considerably from that in birth control pills. Whereas pills mainly focus on portraying female sexuality as subtly pleasurable, yet in a context of “perfect womanhood” and family planning, condoms become the emblem of protecting “masculine men” and their “manly pleasures,” risky, exciting, and outside of marriage. The manly sexuality in condom ads is flexible and diverse, compared to “perfect women’s sexuality” in pill ads which is confined within marital relationship. 

Adjacent to the “masculine man’s” sexuality who belongs to the age category of  adults, in the condom ads there is silence regarding adolescent sexuality as well as older couple’s sexuality. In addition, social location as well as socio economic status are non recognizable in the condom ads, except for Hero condom ad which excludes rural area and presents males as well as females outside of the household in an urban setting. Moreover, condom TV ads depict both middle class and working class men. But working class men are not the users of the product - they are portrayed as the audience viewing the sexual risk taking of middle-class men. The upper class men are entirely absent from these ads. 

CHAPTER 6: Conclusion 

This research investigates the intersectional representations of gender and sexuality in relation to pleasure and procreation in media advertisements of sanitary napkins and contraceptives in Bangladesh. It further unpacks the connection of these representations with the existing social relationships of gender and sexuality that are influenced by the dominant socio-cultural discourses and normative ideologies of sexuality as well as institutional settings. The research explores relationships of gender and sexuality that exist both in realms of social life and in the media advertisements which are not taken as binary, clear-cut oppositions but in constitutive relation to each other.  There is a scope of reproduction of some dominant gender hierarchies and control of the female body as well as domains of relative liberties and freedoms in both the ads and the social relations.    

The representations of gender and sexuality in the ads follow Dixon- Mueller’s (1993:279) generational framework.
 The ad’s portrayal of sexuality gives different meanings to middle class, urban adolescent sexuality, as well as young adults and older couples. In case of sanitary napkin ads, problematization of menstruation in fact presents adolescent sexuality as a problem for female adolescents. Such problem aspect of sexuality is connected to the possibility of unwanted, extra-marital pregnancies. The presence of pleasure as absence of sexuality in napkin ads reinforces the normative disapproval surrounding adolescent premarital sexual activities, and entirely denies the social reality of adolescent sexuality.  Old couple’s sexuality is totally absent in the ads. In fact, in portrayals of older couples there is only asexual platonic love. Next to these two age categories, birth control pill ads and condom ads mostly portray young adult
 hetero-sexual couples and bring issues of procreation, birth control and sexual pleasure from a diverse perspective. 
Urban location is also an element that was very strategically used in portraying adult couple’s sexuality within family. This location was further utilized to establish home as the ideal social location even for professional women. There is a noteworthy silence regarding rural location as well as working class and upper class in all three categories of ads.
 Though, the condom ads bring some working class men, they are portrayed more as a part of the urban background and the invitations for consumerism are still directed to the middle class.  

Therefore, the ads pay numerous attentions to portray middle class, urban, young adult masculinity, femininity and sexuality. The ads’ illustrations of femininity as well as masculinity reflect both Lorber’s (1995) and Scott’s (1988) conceptualization of gender as a lifelong process. Hence, in this lifelong process of achieving proper masculinities and femininities the ads portray separate sets of gendered codes to indicate what should be the ideal adolescent behavior as well as what does it mean to perform as an ideal adult female vis-à-vis ideal adult male. Next to huge importance given to portraying controlled adolescent femininity nothing is mentioned about adolescent masculinity. This silence indeed reproduces the dominant social discourses that view male adolescence as a time for sexual curiosity (Caldwell et al., 1998; M.E. Khan et al., 2002: 238; Rashid, 2000:29-30). Adult femininity is symbolized within the emblem of “perfect women” who are married, educated, and “modern”. Whether professional or nonprofessional, household and motherhood is their sole obligation and the perfect completion of these responsibilities establishes their authoritative position in the harmonious family. Thus, the ads essentialize the normative ideologies of gendered division of labor which views men as breadwinners and women as caretakers of the family. Contrary to the image of “perfect women” and their marital responsibilities, adult men are portrayed as youthful, muscular men who undertake sexual risks, who are not necessarily married, and who uphold the symbolic ideologies of “masculine man”. 

It is within this framework that the ads represent sexuality of “perfect women” and “masculine men”. Consequently, female sexuality is portrayed as heteronormative, marital, subtly sexually pleasurable and procreative, yet procreation should be controlled as a part of family planning. Male sexuality is illustrated as heteronormative, not necessarily marital or procreative, relatively flexible and diverse. Even in case of male sexuality non-heterosexual, non-procreative, non-marital sex is present, though users are gently reminded of dominant frames of sexuality.
  Both male and female sexual pleasure is allegorically portrayed in visual images and more explicitly in texts. The allegorical presence of sexual pleasure as well as the conditional procreation aspects help unpack the tension between the normative ideologies of sexuality set by socio-cultural expectations, institutional obligations from the state and capitalist profit making interest of the market. Therefore, market strategically negotiates among profit making interests, cultural ideologies of sexual morals and institutional influences.  

Consequently, representation of gender and sexuality in relation to pleasure and procreation in ads is not as polarized as reflected in some feminist ethnographic researches
 or in studies on media representation of women
 which endlessly talk about objectification of women’s bodies and present binary scenery where next to men’s sexual pleasure women’s sexuality is always identified as non-pleasurable and procreative. It does not mean that things are considerably better in terms of changing gender relations, but things are also not so clear-cut. Rather, there is a space in media representation that recognizes women’s sexual pleasure, albeit in subtle and metaphoric ways. This should be further explored to have a holistic understanding of the complexities surrounding gender and sexuality as lived realities, as institutional arrangements and as media imagery. 
I hope that this research contributes to a nuanced understanding of pleasure in relation to gender and sexuality in media representation. Its exploration of the existence of female sexual pleasure in media representation brings new insights to deconstruct the definitive story of female sexuality- the story that often gives a single depiction of female sexuality: passive and procreative. The exploration of the underlying connections between media representation and social realm further helps to unveil the complexities surrounding gender and sexuality and this is no doubt a noteworthy contribution towards deconstructing the “naturalized” aspects of sexuality. The use of intersectional lens brings to light the relevance of age and socio-economic status in combination with gender as a means of understanding the gendered dimensions of sexuality and unpacks that the experience of gendered sexuality is more intersectional than polarized. However, a broader analysis of these intersectional dimensions - for instance, the adolescent’s as well as old couple’s lived experience of sexuality - and its underlying connections in media representation was beyond the scope of this research. Similarly, socio-economic status and rural-urban locations - which were important element in the portrayal of gender and sexuality and perhaps could have offered more nuanced understanding of the intersectional aspects of gender and sexuality, but were not explored broadly. These limitations in fact point to further need of research in the field of gender, sexuality and the politics of representation to have a holistic understanding of sexuality at different life stages of human beings, how it is lived and experienced, and how it appears in media.  
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Appendices

Appendix I.A: Popularity Rate of Different TV Channels in Bangladesh: 25th July-31st July, 2009   
	
	 
	 
	
	 
	 

	Channel
	 Date From
	 Date To
	 Time From
	Time To
	Viewers'000s
	TVR
	Market Share

	ATN Bangla
	25/07/’09
	31/07/’09
	14:00
	01:59
	6
	0.15
	2.43

	Bangla Vision
	25/07/’09
	31/07/’09
	14:00
	01:59
	2
	0.05
	0.82

	Boishakhi TV
	25/07/’09
	31/07/’09
	14:00
	01:59
	2
	0.04
	0.7

	BTV
	25/07/’09
	31/07/’09
	14:00
	01:59
	117
	2.65
	43.85

	BTV WORLD
	25/07/’09
	31/07/’09
	14:00
	01:59
	1
	0.02
	0.36

	Channel 1
	25/07/’09
	31/07/’09
	14:00
	01:59
	4
	0.1
	1.59

	Channel I
	25/07/’09
	31/07/’09
	14:00
	01:59
	6
	0.14
	2.29

	Desh Tv
	25/07/’09
	31/07/’09
	14:00
	01:59
	1
	0.02
	0.32

	Diganta TV
	25/07/’09
	31/07/’09
	14:00
	01:59
	2
	0.04
	0.72

	E Television
	25/07/’09
	31/07/’09
	14:00
	01:59
	3
	0.08
	1.26

	ETV Bangla
	25/07/’09
	31/07/’09
	14:00
	01:59
	4
	0.09
	1.54

	Islamic TV
	25/07/’09
	31/07/’09
	14:00
	01:59
	1
	0.02
	0.34

	nTV
	25/07/’09
	31/07/’09
	14:00
	01:59
	3
	0.08
	1.26

	Rtv
	25/07/’09
	31/07/’09
	14:00
	01:59
	2
	0.05
	0.76

	Others
	25/07/’09
	31/07/’09
	14:00
	01:59
	111
	2.52
	41.76

	Total
	25/07/’09
	31/07/’09
	14:00
	01:59
	267’000
	6.03
	100


- The data pertains to 4,419,000 households in Dhaka that own TVs only, particularly for the time 25th to 31st July, 2009.
- 267,000 people had watched any of the channels available on their TV sets during the week.
- The universe had spent 6.03% of their time watching TV during the week.
-TVR= Percentage of time per channel the universe had spent in that week.

Source
:  
SIRIUS Marketing and Social Research Ltd., an associate company of -
IMRB International (A member of the Kantar Group of Companies, Worldwide).
Information regarding IMRB International can be obtained from:  http://www.linkedin.com/companies/imrb-international
Information of Kantar Group is available on: 

http://www.hoovers.com/kantar-group/--ID__103898--/free-co-profile.xhtml

Appendix I.B: Diagram on Popularity Rate of Private TV Channels in Bangladesh -2008 to till Date
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TVR = Percentage of time per channel each household spent in the researched time.

Share= Market Share of the particular channel.
Source:  
SIRIUS Marketing and Social Research Ltd.

IMRB International (A member of the Kantar Group of Companies, Worldwide)
Information regarding IMRB International can be obtained from:  http://www.linkedin.com/companies/imrb-international
Information of Kantar Group is available on: 
http://www.hoovers.com/kantar-group/--ID__103898--/free-co-profile.xhtml
Appendix II: Detail Information of the Ads

Table II.1: Sanitary Napkin Ads
Table II.1.A: Sanitary Napkin Ads (TV)
	Name of the TV Channels
	ATN Bangla
	Channel I
	BTV  (Bangladesh Television)

	Name of the Product
	Senora Confidence
	1) Senora 
	2) Super Fresh Sanitary Napkin 
	No add of sanitary napkin appeared in BTV in the researched time.
 

	Producer of the product
	Square Toiletries Limited

( Bangladeshi Company)
	Square Toiletries Limited

( Bangladeshi Company)
	TVC Sky Shop ( Multi- national Company)
	

	Producer of the Ad
	Mediacom ( A sister concern of Square Group)
	Mediacom ( A sister concern of Square Group) 
	TVC Sky Shop
	

	Brief Information of the Ad


	Dates- ad appeared
	Time- ad appeared
	Name of the program sponsored
	Date – ad appeared


	Time – ad appeared


	Name of the program Sponsored


	Date- ad appeared 
	Time –ad

appeared


	Name of the program Sponsored


	

	
	August 7, 2009
	23:52
	Doll’s House (A Popular daily Soap Opera)
	July 27, 2009
	22:13
	Manoroma Arogyo Niketon  (Drama Serial)
	July 30, 2009
	13:37
	TVC Sky Shop (half an hour program which advertises TVC Skyshop’s different products)
	

	
	August 8, 2009
	23:59
	Doll’s House
	
	
	

	
	August 9, 2009
	00:05
	Doll’s House
	
	
	

	
	August 10, 2009


	00:00
	Je Kotha Keu Boleni  (The words that never came out-  A Talk Show on Politics)
	
	
	

	Brief Description of the Ad


	Rain starts and everybody takes shelter, except one girl who feel free from all worries because she has Senora Confidence. 
	Adolescent girl’s study gets hampered because of her ordinary protection in menstruation. Then her mother gets introduced with “the right napkin” for her.
	Some girls are represented as “today’s girl” who face all challenges and move forward because they have Super Fresh Sanitary Napkin.
	


Table II.1.B: Sanitary Napkin Ads (Daily Newspapers)
	 Name of The Daily Newspaper
	The Daily Prothom Alo
	The Daily Jugantor
	The Daily Janakantha

	Name of the Product
	1) Tulip Sanitary Napkin
	2) Senora Confidence
	Senora Confidence
	No ad of sanitary napkin appeared in this newspaper in the researched time 

	Producer of the Product
	Century Consumer Products Limited
	Square Toiletries Limited
	Square Toiletries Limited
	

	Producer of the Ad
	Carnival ( Bangladeshi Ad Agency)
	Mediacom
	Mediacom
	

	Date when the Ad appeared
	January 30, 2009
	April 16, 2009
	April 16, 2009
	

	Brief Description of the Ad
	Two girls are smiling to each other because they are tension free for this napkin
	Senora Confidence Wishes success to all HSC female candidates
	Senora Confidence Wishes success to all HSC female candidates


	


Table II.1.C Sanitary Napkin Ads (Women’s Magazines and Youth Magazines)
	Name of the Magazine
	Annanya
	Sananda
	Star Campus

	Name of the Product
	Senora Confidence
	No ad of sanitary napkin appeared in this Women’s Magazine in the researched time 
	No ad of sanitary napkin appeared in this Youth Magazine in the researched time.

	Volume where the Ad appeared
	The ad appeared two times;

1) Year -21, No.- 08, February 01-15, 2009

2) Year- 21, No.-15,         May 15- 31, 2009 
	
	

	Brief Description of the Ad
	One female is shown as advanced and privileged compared to other females because she uses Senora Confidence. 
	
	


Table II.2: Contraceptives Ads (Condom)
Table II.2.A: Condom Ads (TV) 

	Name of TV Channel
	ATN Bangla
	Channel I
	BTV

	Name of the Product
	1)Hero Condom (Boat area)

          NB. this ad is financed by USAID
	2)Hero Condom ( Boat area)
     NB. this ad is financed by USAID
	1)Hero Condom (Train  halt area)

       
	Ad on People’s  awareness on family planning   
	No ad of condom appeared in BTV in the researched time



	Producer of  the Product
	Social Marketing Company (SMC-a multinational agency.)
	Social Marketing Company ( SMC)
	Social Marketing Company  (SMC)
	Dutch Bangla Bank Ltd
	

	Producer of the Ad
	Bitopi with affiliation to Leo Burnett

	Bitopi with affiliation to Leo Burnett
	Bitopi with affiliation to Leo Burnett
	
	

	Brief Information of  the Ad


	Dates- ad appeared

	Time- ad appeared
	Name of the program sponsored
	Date – ad appeared


	Time – ad appeared


	Name of the program Sponsored


	Date- ad appeared 
	Time –ad

appeared


	Name of the program Sponsored


	Dates- ad appeared
	Time- ad appeared
	Name of the program sponsored
	

	
	August 4, 2009
	22:30
	News
	August 5, 2009


	21:48  and

23:00
	Jatsna Kal (Drama serial) & News respectively
	July 25, 2009


	17:40

and
18:00


	Music Competition

‘ Soor Daria Epar Opar’ 


	July 

29,

2009


	19:56


	News


	

	
	August 6, 2009
	20:01
	‘Bataser Ghar’ (Drama Serial)

 
	August 6,

2009


	23:00


	News


	
	July 

30,

2009


	20:40
	Cooking Competition

‘Hari Kari Rannar Lorai’


	

	
	August 8, 2009
	20:05 & 

22:32
	‘Karo Kono Niti Nai’  (Drama Serial) & News respectively 
	August 7, 2009


	17:25
	News


	
	
	
	
	

	
	August 9, 2009
	19:57

&

21:10
	‘Karo Kono Niti Nai’  & ‘Vooter Goli’(Drama Serial)respectively
	August 10, 2009
	22:59
	News
	
	
	
	
	

	Brief Description of the Ad


	Train stoppage, the husband gets down from the train for tea and misses the train. 
	Boat area, boat starts. The male is late and jumps to catch the boat.  
	Train Stoppage, the husband gets down from the train for tea and misses the train.

	A family gets several negative comments as they have only one child and that is a girl child. However, when the girl becomes established her father says whether boy or girl one child is enough if s/he is a good one. 
	


Table II.2.B: Condom Ads (Medium: Newspaper)
	Name of the Daily Newspaper
	Name of the Product
	 Producer of the Product
	Producer of the Ad
	Dates when the Ad appeared
	Brief Description of the Ad

	The Daily Prothom Alo


	1. Sensation Chocolate Scented Condom 
	SMC
	Bitopi with affiliation to Leo Burnett
	February 14, 2009
	Appears at last page, occupies ¼ th of the total page. It is comparatively smaller than the other sensation ad appeared at the Daily Jugantor .

	
	2. HIV ( small ad on condom use)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	January 7, 2009
	It advices to use condom in proper way to avoid risk in physical relations.

	
	3. HIV small ad on unsafe physical relations.
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 


	January14, 2009
	It gives the message: “The quick spread of HIV and AIDS in Asia is due to unsafe physical relations and getting toxicants through injections”.  

	
	4. HIV( small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and family Welfare. 
	February 4, 2009
	It gives the message: “Using condom in physical relations or in sexual relations can protect against HIV”.

	
	5. HIV( Big ad on condom , occupies slightly less than 1/4th of page 3)
	N/A
	Ad Producer- Mantra, Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and family Welfare.
	April 12, 2009
	It gives the message: “Using condom in physical relations or sexual relations can protect against HIV”. 

	
	6. HIV ( Big ad on condom, occupies slightly less than 1/4th of Page 3)
	N/A


	Ad Producer- Mantra, Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.

	April 19, 2009
	It gives the message: “Using condom in physical relations or sexual relations can protect against HIV”. 



	
	7. HIV ( Big ad on condom, occupies slightly less than 1/4th of Page 3)


	N/A
	Ad Producer- Mattra, Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.
	April 25, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”. 

	The Daily Jugantor


	1. Sensation Chocolate Scented Condom 
	SMC
	Bitopi with affiliation Leo Burnett
	February 14, 2009
	The ad appeared in two different pages. In first one, a chocolate appears with a lucrative look and with different adjectives defining sex while asking readers to look at another page to know the product’s name. On that page the packet of condom appears with the name on it. 

	
	2. HIV ( small ad on condom )
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.
	February 14, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”. 



	
	3. HIV (small ad on condom)
	N/A


	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.
	February 1, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”. 

	
	4. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 15, 2009 
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	5. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 16, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	6. HIV (small ad on condom)

	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 18, 2009 
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	7. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 20, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	8. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 21, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	9. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 22, 2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	10. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.
	February24,

2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	11. HIV (small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	February 26
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	12. HIV (Small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare. 
	March 01,

2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	The Daily Janakantha


	1. HIV (Small ad on condom)
	N/A
	Nothing is mentioned about producer. Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.
	February 4,  2009
	It gives the message: “Using Condom in physical relations or sexual relations can protect against HIV”.

	
	2. HIV (Small ad on condom)
	N/A


	Same as above 
	February  6, 2009 
	Same as above

	
	3. HIV (Small ad on condom)
	N/A
	Same as above
	February 7 , 2009 


	Same as above

	
	4. HIV (Small ad on condom)
	N/A
	Same as above
	February 10 , 2009 
	Same as above

	
	5. HIV (Small ad on condom)
	N/A
	Same as above
	February  13, 2009 
	Same as above

	
	6. HIV (Small ad on condom)
	N/A
	Same as above
	February 14 , 2009 
	Same as above

	
	7. HIV (Small ad on condom)
	N/A
	Same as above
	February 16 , 2009 
	Same as above

	
	8. HIV (Small ad on condom)
	N/A
	Same as above
	February 18, 2009 
	Same as above

	
	9. HIV (Small ad on condom)
	N/A
	Same as above
	February 19 , 2009 
	Same as above

	
	10. HIV (Small ad on condom)
	N/A
	Same as above
	February 20, 2009 
	Same as above

	
	11. HIV (Small ad on condom)
	N/A
	Same as above
	February 21 , 2009 
	Same as above

	
	12. HIV (Small ad on condom)
	N/A
	Same as above
	February 22 , 2009 
	Same as above

	
	13. HIV (Small ad on condom)
	N/A
	Same as above
	February 23 , 2009 
	Same as above

	
	14. HIV (Small ad on condom)
	N/A
	Same as above
	February  25, 2009 
	Same as above

	
	15. HIV (Small ad on condom)
	N/A
	Same as above
	February 26, 2009 
	Same as above

	
	16. HIV (Small ad on condom)
	N/A
	Same as above
	February  28, 2009 
	Same as above

	
	17.  HIV (Big ad on condom, occupies slightly less than 1/4th of page 3)
	N/A
	Ad Producer- Mattra, Financed by Save the Children USA and National AIDS/STD program of Health Sector, Ministry of Health and Family Welfare.
	April 26, 2009 
	Same as above


Table II.2.C Condom Ads (Women’s Magazine and Youth Magazine) 

	Name of the Magazine 
	Ananya
	Sananda
	Star Campus

	Name of Ad
	No ad on condom appeared in this magazine in particular time as was set for this research.
	No ad on condom appeared in this magazine in particular time as was set for this research.
	No ad on condom appeared in this magazine in particular time as was set for this research.


Table II.3: Contraceptives Ads -Birth Control Pills (Media- TV, Newspapers, Women’s Magazine and Youth Magazine) 

	Name of the Media
	Name of the product 
	Producer
	Producer of the Ad
	Date when the Ad appeared 
	Brief Description of The Ad

	Channel I ( TV Channel)
	Ovostat Gold
	Organon  (Multinational Agency)
	Interspeed  (Bangladeshi Ad agency)
	July 1, 2008 at 20:23
	Nuclear family, the wife is tensed with her roles in family as well as in office, but she feels tension free in some cases where Ovostat Gold accompanies her.

	Ntv ( TV Channel)
	Femicon 
	SMC
	Bitopi with affiliation to Leo Burnett
	June 16, 2006 

at 20:52
	Combined family. The housewife perfectly performs her roles and her moments are tensionless because of Femicon.

	Rtv( TV Channel)
	Nordette- 28
	SMC
	Bitopi with affiliation to Leo Burnett


	June 5, 2009

At 19:52
	Combined family and a working wife is busy performing her every duties, she gifts her friend Nordette-28 because “she is time conscious woman’’

	The Daily Prothom Alo (Daily Newspaper) 


	One ad altogether advertises Femicon, Nordette–28, and SOMA-JECT. 
	SMC 
	Bitopi with affiliation to Leo Burnett


	March 8, 2009
	Two hands; one of female and one of male are positioned in such a way as if they are protecting something. The text says, “let us men women stand together to prevent violence against women and girl child”. 

	The Daily Jugantor

(Daily Newspaper)
	
	
	
	
	No pill ad appeared in the researched time.

	The Daily Janakantha 

( Daily Newspaper)
	
	
	
	
	No pill ad appeared in the researched time.

	Sananda ( Women’s Magazine)
	
	
	
	
	No pill ad appeared in the researched time.

	Ananya ( Women’s Magazine)
	
	
	
	
	No pill ad appeared in the researched time.

	Star Campus ( Youth Magazine)
	
	
	
	
	No pill ad appeared in the researched time.


Appendix III: Guiding Questions for Watching TV Ads

1. Name of Channel:

2) Date:

3) Exact time when the ad appears. 

4) Before/after/in middle of which program the ad appears?

5) Who are the actors/performers in this ad? (Male, female, children)?

6) What are their ages? (Please mention approximate age of each character).
7) Socio-economic status of the performers.
8) Dress style of the performers.
9) What are they doing (in terms of action)?
10) Who is describing the product quality (Male/female/invisible male/female voice)? Write down the statement. 

11) Is there any jingle (song) in the ad? Is it male or female voice? Write down the statement of the jingle.

12)  Note in detail when the electricity goes and when comes to have a record of power failure.
The answers of these questions helped me later on to collect the ads from the TV channels. 
Appendix IV: English Translation of Jingle and Texts as presented in TV Ads

IV.A Sanitary Napkin Ads
IV.A.1 Senora Confidence 
Starts with a song by male voice:

“Raindrops keep falling on my head,

But that doesn’t mean my eyes will soon be turning red

Crying is not for me

Because, I’m never gonna stop the rain by complaining, 

Because I’m free,

Nothing’s worrying me.”
Female voice over at the end of the ad:

“New Senora Confidence enriched with air-laid paper has the highest absorb capacity. Senora Confidence- highest absorbing capacity, full confidence.”
IV.A.2 Senora Napkin  

Female voice over:

“Piece of cloth or cotton napkin needs to be change very frequently and that makes your daughter lag behind. That is why, give her Senora which is the highest absorbent and together you will get a booklet regarding menstruation and free medical advices. Senora- healthy women, free women.”
IV.A.3 Super Fresh Sanitary Napkin  

Song female voice: “Move forward” 

Female voice over: “Super fresh sanitary napkin” Male voice over: “Move, move, move……….”
Song female voice: “Cross the obstacles and move forward beyond your limit; today’s women move forward.”
Female voice over: “Super Fresh Sanitary Napkin”
Song female voice: “Today’s women, cheer up always with healthy and fresh mind” (The singer is commanding today’s women to cheer up……….)

Female voice over: “Super fresh; Feel fresh in every moment”.

Song female voice: Move forward.

IV.B Condom Ads 

IV.B.1 Hero Condom (Boat Area) 
The male beside the female: “Sajal, hurry up, come sharp. Hurry up.”
The female: “No………………………………” 
Male Voice over reads the whole text which appears on the screen: “Do not take risk. Ensure self security first. That is why, advanced quality condom Hero – which protects you from unplanned pregnancy and severe sex diseases including HIV AIDS. As long as you have Hero, there is no risk, Hero.”

The last screen with the USAID logo: “This ad has been aired with the financial help of USAID/Bangladesh. The message delivered through this ad may have no resemblance to USAID’s opinion.”
IV.B.2 Hero Condom (Train) 
The female:  “Shahed come, come, the train will soon start”
The male: “Ah! You go; I am coming finishing the tea. (He looks annoyed with her tension) 

The male towards the shop keeper: “Why she should be so tensed? I will just run and catch the train.” 
After a while…………..

The shop keeper: “Sir, the train has left the station!”
The female: “Shahed quick, come sharp, quick Shahed quick, come, come, Shahed………………………”
Male voice over reads the whole text which appears on the screen: 
“Do not take risk. Ensure self security first. That is why, advanced quality condom Hero – which protects you from unplanned pregnancy and severe sex diseases including HIV AIDS. As long as you have Hero, there is no risk, Hero.”

The last screen with the USAID logo (translation of the text): “This ad has been aired with the financial help of USAID/Bangladesh. The message delivered through this ad may necessarily have no resemblance to USAid’s opinion.”
IV.C Birth Control Pill Ads 

IV.C.1 Femicon  

Starts with a song by female voice:  “It is for you dreams come true. For you I can easily manage the family with fun. Because of you there is hope, and love in the faces. It is you for whom every day is without anxiety.” 

Male voice over: “Femicon- a low dose birth control pill.”
The female: “Femicon, no tension.” 

Male voice over: “Femicon, like a soft touch of Kash flower” (Kash flower- a soft Bangladeshi flower). 

IV.C.2 Ovostat Gold  

Female: “Is there any end of tension? - When will we have own apartment? Daughter’s study, moreover there is no sign of the made servant. Fortunately something there is, for which I need not to be tensed.”
Male voice over:  “Ovostat birth control pill is now Ovostat Gold with lower dosage. Ovostat Gold- reliable and free from worries.”

Appendix V: Check List
- Issues Considered in Analyzing Ads

· Shot
· Vectors and angles

· Height level
· Addressing viewers: Demand or Offer?
· Colors
· Who are the actors in the ads: Human Being (men, women, and children)? Objects?        The company who advertises? The reader/ viewer? Invisible Actor?
· What are the relationships among the characters in the ad? What are they doing?
· How are they described: noun? Adjective? Adverb? Verb? Or predicates?
· Size of letters in the text of ads (for print media)

· What is the message given: Objective? Factual? Emotional? Lecturing/Preaching? Fairy tales?
· What response is asked from the audience? Emotional reaction? Moral judgment? Rational reflection? Or anything else?
· From whose perspective is the message provided? The reader? The viewer? The owner of the ad?
· What are the narrative strategies? To what extent dominant notions of gender and sexualities have been used to narrate the product quality?
· On which page the ad appeared, size of the ad (for print media)
· Do the ads talk about purpose of using contraceptives and napkins? What do they say?

· Whether and to what extent the ads mention about “ideal” female and male attitude? Do they label some attitude as “manly” some as “feminine”? 

· Do the ads specifically mention about physical mobility of the characters?

· Who is portrayed as sexually desirable? 
· Whether the ads specifically mention anything about sexual pleasure and for whom they mention? 
· How each of the characters is dressed and ornamented? 

· How eroticism and sexiness is exposed? 
· In what action the characters are framed and whether there is any specific indication in terms of who controls the sexual intercourse-who is passive and who is active in the whole sexual climax? 

· To what extent characters’ socio-economic status, age, marital statuses are present in the ads and also what is absent there? 

· Who is presented inside/outside home, and in what action they are portrayed?

· To what extent the ads are portrayed in rural versus urban areas?

· Whether and how parenting is portrayed in these ads?

Appendix VI: Electrical Power Failure Slots  

	       BTV
	Channel I 
	ATN Bangla

	Date
	Power Failure Slot
	Date
	Power Failure Slot
	Date
	Power Failure Slot

	24th  July, 2009
	No power failure occurred
	24th  July, 2009
	18:27-19:27
	4th August, 2009
	No power failure occurred

	25th July, 2009
	13:15-14:15
	25th July, 2009
	15:55-16:55; 20:32-21:34
	5th August, 2009
	No power failure occurred

	26th July, 2009
	16:15-17:15; 18:15-18:21; 18:50-19:05
	26th July, 2009
	11:45-12:45; 15:45- 16:47
	6th August, 2009
	22:00-22:30

	27th July, 2009
	12:15-13:15; 17:15-18:15
	27th July, 2009
	10:47-11:54; 14:55-15:00; 17:25-19:50; 21:25-21:48
	7th August, 2009
	20:00-21:00; 22:00-23:30

	28th July, 2009
	13:30-14:45; 16:45- 17:45
	28th July, 2009
	20:00-21:00; 21:40-22:02
	8th August, 2009
	18:00-18:15; 19:25-19:35; 20:45-21:00

	29th July, 2009
	11:00-12:00; 13:45-14:45; 15:45- 16:00; 17:50-18:00; 19:25-19:45, 21:00-21:30
	29th July, 2009
	13:12-14:15; 17:20-18:19
	9th August, 2009
	No power failure occurred

	30th July, 2009
	15:00-16:00; 20:00-20:30
	30th July, 2009
	14:12-15:10; 18:16-19:20
	10th August, 2009
	19:00-20:00;


Appendix VII): Detail Analysis of Ads with Application of Technical Analytical Tools

VII.A)  Representation of Gender and Sexuality in Sanitary Napkin Ads 
VII.A.1) Senora Confidence (TV Ad) 

The ad starts with the logo of Square (the producer of Senora Confidence) which is placed to the frontal and eye level of viewers, thus the company seeks identification from viewers
. Then from a high angle we see a coffee/tea lounge with four males: one goes somewhere, one is eating, one reads an English newspaper and the other one buys tea/coffee for himself and for the only female (sitting), and none of them makes eye contact with viewers. Thus, they are placed in a distance from audience and presented as insignificant. Afterwards, from close up we see rain drops falling on the newspaper, and with it the camera focuses on the reader of the newspaper from medium distance who is portrayed as helpless towards rain. Instead of making eye contact with viewers he looks above, and there is something like feelings of surprise or disturbance on his facial expression. At the same time the jingle (male voice) starts “Rain drops keep falling on my head”, which indicates the male is worried about the rain. Then the camera’s focus goes on a busy street, where with the starting of rain people (all are late adolescent/young boys and girls) run and look for shelter, some open umbrella. They are framed from back side some of them have frontal position but they do not have any eye contact with audience rather they look straight may be to the rain. The focus goes on a street, on some young male-female from close shot, yet they show backside to the audience, thus are presented as vulnerable compared to the late adolescent/young woman in pink dress. All of them use umbrella except one male who runs probably for some shelter, and the young female who becomes the main focus of the camera. From a high shot slowly this pink dressed (this pink color is same with Senora Confidence Napkin packet’s pink color), pretty woman becomes closer and as close as she comes the other characters go far from her and disappear. It seems to present her as significant and superior to others such visual strategies have been carried out. 

Next, the whole frame captures this girl’s upper halves (face and shoulder), yet she does not make any contact with audience. From frontal posture she smiles at the rain as if she is enjoying the rain. She places her hand towards the rain, receives the rain drops; now from her face the camera focuses on her hand, the face becomes partially visible yet the hand is placed so close as if the audience can touch it, and thus creates a close attachment with audience. Afterwards, her hand goes in oblique angle while her shoulder gets close up shot, and from very close shot a raindrop falls on her pink dressed shoulder and the cloth absorbs the raindrop. The camera focuses on another four young males-females ; among them one male is positioned from oblique and the rest three has frontal angle but gazing at something with surprise, from there the camera focuses on the woman’s feet from close shot wearing high heel sandals which absorbs the water on street and probably that makes those people surprised. Again, her shoes have been used to indicate the absorb quality of senora confidence. From feet the camera focuses on her from an oblique angle, and simultaneously an invisible female voice starts introducing Senora Confidence to the audience. With this the woman disappears and the packet of Senora Confidence appears in frontal eye level of audience. After a short introduction
of the napkin the invisible voice says “Senora Confidence- highest absorb capacity, full confidence”, and this statement becomes visible at a frontal level of the screen. Together with this statement the camera focuses on the back of that pink girl who is placed at a distance from the statement, and she keeps going far from audience. Consequently, the last part of the ad along with the voice over and the jingle
 reveal the secret of her confidence and “freeness” (“Because I am free” as the jingle goes) and as soon as the secret (Senora Confidence) comes out on the screen; she slowly becomes detached from viewers.  Accordingly, the secret tries to make a demand to the audience. Finally, again the logo of Square appears in the middle of the full screen with frontal angle and with the eye level of audience and establishes a demand with audience.

VII.A.2) Senora (TV Ad)
The ad starts with dramatic music as if something very important is going on. Camera focuses on a room which seems to be urban and an early adolescent girl gets the close up camera focus who is studying. The close up shot takes her close to viewers, yet her oblique posture clarifies her secondary position; therefore, due to the close up shot audience can recognize her vulnerable looks. She stares up, there is sign of annoyance on her face, she leaves the table and the camera follows her from backside. For a couple of time she becomes bound (from her expression it seems that something makes her bound to leave the table) to leave her study and at last she rudely closes her book and leaves the room. Then a woman appears; she looks worried and simultaneously she looks at the empty chair, to audience and to the way where the girl went. The dramatic music stops here, with the starting of a new slow music. Adjacent to it, an invisible female voice explains the reason behind the tension and also introduces the woman as the mother of that girl. With the voice over
 audience comes to know that the girl does not have a good quality napkin and that is why she needs to change it again and again. The voice directly addresses the mother as to be responsible for the interruption in her daughter’s study and advices to choose the right napkin for her. 
Afterwards, the voice introduces the packet of Senora with a new enjoyable rhythmic music, the music sounds like discovery of something. The Senora packets (one green and one pink) appear from close up shot and eye level of viewers and the company also offers a free booklet on menstruation and free doctor counsels. Finally, the mother appears with pink sari
 (same color as the pink packet) and the girl with light green (same color with the green packet); however when they were not informed about Senora they were dressed in another color. The ad ends with a happy moment when the mother with her pink sari hugs her green dressed daughter; the colors indicate that as they have the right napkin that makes them happy which is also confirmed by the invisible female who says “Senora, healthy woman free woman”. The ad ends with the logo of Square which appears in the full frame in close up camera shot and eye level of audience and thus makes a close demand to audience. 
Compared to all napkin ads which were aired in the researched period this is the only ad which talks about mother’s role during child’s menstruation. There is a message though not so apparent but indicates the necessity of sharing pains and sufferings of menstruation between mother and daughter. In addition, the free offer of menstruation booklet and doctor’s free service by telephone indirectly brings the necessity of addressing health aspects of menstruation thus adds a new dimension to napkin ad. At the same time these offers in some way challenge the social norm of maintaining silence towards menstruation.  

VII.A. 3) Super Fresh Sanitary Napkin (TV Ad) 

The ad starts with a song in female voice
 which says “move forward”, simultaneously camera focuses on two females (both are late adolescents/young) from medium shot and oblique angle who drive a speed boat ( they wear western clothes - one wears greenish T-shirt another black and holds a big pink scarf in her hand). From medium camera shot the females come to close shot just for a second and then again turn oblique and the audience see their back side. At the same time an invisible male voice says “move, move, move” and a female voice over says “Super Fresh Sanitary Napkin” as the name appears on screen in big pink font from frontal angle and thus it gets closer to viewers than those women. With the song “move forward” the girl waives the pink scarf as if the pink color is moving forward; accordingly, it indirectly indicates women’s physical mobility. In relation to that, as soon as the voice over says “Super Fresh …” the girl stops waiving hands and holds the scarf over their head as if the scarf is a shelter covering them which gives the impression that as long as they have the napkin they are well protected and can move forward. Afterwards, the background music keeps going on “today’s women cross the obstacles and move forward beyond your limit”; as the song goes, on screen “today’s women” become visible as performing different roles- some doing exercise in gym, one is jogging, some play volleyball, one woman drives car while some other drive racing car, one teaches, one works with computer, a male-female couple enjoys riding speed boat, one woman runs to save a drowning child, one interviews a good number of males and the ad ends presenting an early adolescent girl who wears a very ‘traditional Bengali sari’
in a traditional style, while the background song says “move forward”. 
VII.A.4) Senora Confidence (Women’s Magazine)
[image: image16.jpg]



Image- 1: Senora Confidence Ad
The ad occupies the full length of the page it appears on. Unlike the Senora Confidence ad in TV, this ad does not present any male; it has only four females. Among them the pink dress late adolescent/young woman is portrayed from bigger close up compared to the other three girls. This indicates her close involvement with viewers; at the same time signifies her as more advanced and superior to the rest. The ladies on her back appear totally soaked through the heavy rainfall. Their dresses are moistened and they look worried and embarrassed. On the contrary, she has a smile on her face, her hands are open and spread over which reflects her relaxedness and confidence. Her face is framed a bit upward than the body; her body is more close to viewers. From close look viewers can observe that raindrops can wet her hands but not the body dressed in pink color. 
If we look at her pink color it goes exactly with the pink color of the packet of Senora Confidence and the color of the text ‘confidence’ at her left bottom. Therefore, it gives the impression that her confidence lies on the absorb capacity
 and dryness of Senora Confidence. And thus, her body has been objectified to expose the product quality. Finally, the last text at the left bottom corner directly addresses the audience and makes a direct demand (unlike Senora Confidence TV ad) by directly proposing the viewers “Affiliate with Senora Confidence to enjoy the confidence of moving dry and clean” and she has been just used all through to present such enjoyment. 

VII.A.5) Senora Confidence (Daily Newspaper)
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Image-2: Senora Confidence Ad

This ad appears on 16th April in both newspapers which was the starting date of HSC (Higher Secondary Certificate) examination, and wishes success to the female HSC candidates. The same ad appears in both of the Dailies, which occupies one fifth of the front page in Jugantor and has the same size when it appears in Prothom Alo. Interestingly, from TV to women’s magazine to newspapers this ad changes very strategically. The female has the same pose like in Anannya (positioned in eye level of viewers, yet no eye contact is made, smiley face slight upward than her body and two hands spread over) and the idea of confidence in those ads “moving dry and clean” is still same here as explicit in the text “We wish dry and clean wishes to all HSC female candidates”. However, there is no sign of rain here and unlike the Senora Confidence ads in TV and magazine she is the only female here. Moreover, she also looks younger comparatively. She wears pink dress and this pink color also works as a landscape at the back of her; as if she lives in a pink world (women’s world). The text that has the largest font on the top left corner also is in pink color which states “A+ result needs A+ confidence”. The same pink text “confidence” (though comparatively in small font) appears on the right bottom corner with the pink packet of Senora Confidence where it states “Senora Confidence sanitary napkin, highest absorb capacity, full confidence”. Therefore, it seems the confidence that is needed for A+ result lies on Senora Confidence’s absorb capacity. The blue text on bottom left corner has the same blue color as the text of company’s name (Square Toiletries Ltd.) below. It makes a demand to female HSC candidates with the text “We wish dry and clean wishes to all HSC female candidates. Stay confident, and reach the way to success without obstacles”. Hence, market places all the female HSC candidates in a separate category; who needs special confidence to successfully appear at the exam. And Senora Confidence claims to provide such confidence to promote their product.
VII.A.6) Tulip Sanitary Napkin Ad (Daily Newspapers)
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Image-3: Tulip Sanitary Napkin Ad

The ad occupies one eighth of the page it appeared, in Prothom Alo.  It uses close up images of two early adolescents. They smile at each other and they are positioned in oblique angle; which places them in a distance from the viewers. Just beneath the image there lays the only Bengali text stating “Every day without tension”. Thus it actually explains the cause behind their smile and limits the idea of women’s worries only within menstruation. The ad further indicates that from this worry they can get release by selecting the “right napkin” which is “reliable and secure”. At the top right side beside the girl’s image the name of the napkin “Tulip” is displayed in the largest font at the eye level of viewers, written with T in the shape of a woman with open hands like in Senora Confidence ad. It seeks close identification from audience and to explain its product quality it uses the images of the smiley girls. Underneath the name of the napkin there is the blue packet of Tulip napkin in frontal angle and the same blue color exists on both female images as one wears blue dress while the other wears a blue scarf. Accordingly, this ad very strategically uses female images, specific colors, font size and shape to place there product close to the audience. 
VII.B)  Representation of Gender and Sexuality in Birth Control Pill Ads 
VII.B. 1) Femicon (TV Ad)

The ad starts with a happy moment between a middle class, urban, young, married couple. Along with the visual presentation a background song
 in female voice describes every incident in that family. As the ad goes on from the visual presentation together with the song it becomes apparent the wife is the centre character of the family. She happily performs multiple duties to her husband, child, and in-laws. As she performs her roles, the song unpacks from behind the secret of her successful role which is Femicon birth control pill. First, camera focuses on bed room, the husband and wife (the later part of this ad indicates that they are husband-wife)  comes in the middle of the room from two ends, from close-up camera shot viewers can see the wife with some snacks (wearing a orange color sari)  and the husband tries to get one of them. They are framed in such way which brings them closer to audience. At the same time, both are shown from an equal height level which implies that no authoritative relationship exists between this couple. 
From there the woman is seen in a very intimate moment with her girl child (I assume she is a girl from her white and orange printed frock). She carries her in lap and from a close-up shot the child makes a demand with audience and waves her hand towards audience (tries to create emotional attachment with audience). From this close involvement audience can see the child is being loved by her mother. She is positioned in an oblique angle with audience, but frontal with her child that implies her distance from audience and close attachment with the child. 
Next, camera focuses from medium shot on the balcony where the wife combs her mother-in-law’s hair. Her father-in-law is portrayed as reading a newspaper. The father-in-law is positioned in oblique angle, and though all of them are sitting together, they are framed in such a way the wife looks taller (and the mother-in-law is the shortest) than all; which indicates her authoritative position among them. Camera closely focuses on the father-in-law, who gives some nonverbal signal to his daughter-in-law. She nods positively and punches a flower in her mother-in-law’s hair. From the action and the background song (“Because of you there is hope, and love in the faces”) it becomes apparent that as an expression of his love to his wife the father-in-law indicated his daughter-in-law to punch that flower in his wife’s hair. Accordingly the love between the father-in-law and the mother-in-law is portrayed as platonic. 
Afterwards, camera again focuses on the bed room and from medium shot audience could see the wife is reading a magazine sitting on her bed (the opposite page which is in front of viewers carries a photo of fish curry that indicates she is reading some cooking recipes) and her child’s photo is standing on the nearby dressing table. From there, the camera moves and stops on her face. From close-up shot audience could see she is smiling and looking forward yet not to viewers, somewhere else. Here ends the background song and a male voice over introduces audience with Femicon.  Camera focuses on a drawer from where the woman takes out the packet of pill. Her husband comes and sits slightly back but very close to her and she looks behind slightly and tells her husband “Femicon no tension”. There is a pause for half of a second after the word “Femicon”, when she moves her shoulder a bit more in the backward position to her husband and her shoulder touches his chest yet still audience can see both of them. From there she makes eye to eye contact to him, and smilingly says “No tension”. Thus, both are sitting in close personal distance, which indicates their intimate relation (Kress and Van Leeuwen, 2008: 370) and her movement, smile and eye to eye contact indicate her sexual interest to her husband (now she has the pill, so she can be a good performer in her sexual activities with her husband). Afterwards the male voice over says “Femicon, as if a soft touch of Kash flower
”, and the camera focuses on some Kash flower, the sky and the packet of Femicon. Like the ending close shot of the husband-wife, this shot is also taken very strategically. It seems that the sky is a landscape, and when the voice says “Femicon, as if a soft touch of Kash flower”, the packet slightly turns to the Kash flower yet still is positioned to the eye level of viewers. They can see as if the packet has a touch with the flower and from the voice they can assume this touch is as soft as Kash. 
If we compare the last two shots it becomes obvious that Kash flower has been used as an allegory to indicate the feelings of touch between the husband-wife. Shot-1: the woman slightly goes back to her husband, her shoulder touches his chest, and they have smile in face and eye contact. Shot-2: The Femicon packet slightly leans to the Kash flower touches the body and the voice over compares the feelings of touch with Kash flower. Thus, using particular flower as metaphor it actually explains the feelings of that sexual touch of the couple. The ad ends with a frontal and close-up presentation of the Femicon packet. On the packet cover the word Femicon is written in orange color (same with the sari color of the main female character and the frock color of the girl child) and a woman smiles at the audience and makes demand (though in the ad except the child, nobody makes demand with audience); beneath the packet the logo and the name of the product producer (SMC) appears on the screen in big blue font.

VII.B. 2) Ovostat Gold (TV Ad)
Camera focuses from close frontal shot on a female (wearing reddish pink dress) with a computer. It seems she is in her office and about to leave for home. She closes her bag, directly looks at audience, and starts talking to them. She is the central character of the ad, and unlike the Femicon ad here she is the one who makes direct demand with audience. She shares her tensions (tension regarding when she will have own apartment, daughter’s study, made servant’s absence
) and relief (regarding sexual life because she has Ovostat Gold) with viewers and thus emotionally engages with them. From there camera focuses on the private car on her way to home. She is sitting with her husband (husband is sitting on the driving seat), where the husband is in an oblique position yet she has the frontal eye to eye contact with audience. This indicates her close involvement with viewers as well the husband’s detachment. 
Camera moves on their house, from long camera shot audience can see the husband is sitting at a far personal distance from his wife and daughter
 and reading a magazine. In contrast, the wife (wearing light brown sari with reddish pink blouse which has similarity with the Ovostat Gold packet color) is sitting at a close personal distance with her daughter, and from close-up shot as well as from her dialogue audience can recognize that she is taking care of her daughter’s study. The intimate relationship between the mother-daughter and her duty towards her daughter is framed in this way. 
Next focus goes to kitchen, from bottom-up height-level audience first see the cooking pan as something is being cooked there. Then the husband comes and bends over the pan and there is a sign of admiration on his face as he smells the curry. Afterwards, the wife is focused from close up shot and from her worried face and words the audience can realize her vulnerable position in absence of maid-servant. 
This frame also visualizes the intimate relationship between the husband-wife which is manifested on their close personal distance. From close-up shot and eye level angle viewers can see the couple is standing very close together. The husband hugs her from behind and looks at her eyes with a smiling face; it seems that he is trying to remove her worries with his expression. The wife also looks at him and smiles. 
Next, camera moves to another shot, and focuses on her face (she is sitting on her bed). She unbends her hair and smiles at audience as now she introduces herself to audience as a lucky woman who got something that takes away part of her tension. With this she brings out the packet of Ovostat Gold from bedside table drawer. She lifts the packet a bit up from where audience can clearly see the packet in her hand, the side table with a photo stand carrying their couple photo and a lighted bed side lamp on the table. Next the name of Ovostat appears in the biggest reddish pink font and an invisible male voice over introduces Ovostat Gold as a birth control pill. As the voice says, the Ovostat Gold packet appears on the screen in frontal angle and close up shot. From there the viewers can easily locate the packet, the product name and the name of the product company which indicates that the product is seeking identification. 
Afterwards, camera moves back to the previous scene (bed side table scene). Yet this time from more close from where the audience could see the bed, bed-side table on which there is a glass of water but not full, the Ovostat Gold packet and the pills out of it, the photo stand carrying a close photo of the husband-wife (both are smiling at audience and thus seeking identification), a table clock which hits forty minutes past ten o’clock, the table lamp and a female hand (with ring in her ring-finger and bangles which makes it apparent that this is the wife’s hand) and the hand switches the lamp of (which indicates it is forty minutes past ten at night). Concurrently the male voice over says “Ovostat Gold- reliable and free from worries”.

VII.B. 3) Nordette-28 (TV Ad)
The ad starts with a background tune, focuses on a combined family who are enjoying a marriage ceremony. From long to medium camera shot the ad focuses on a new married couple. The frame starts with a heterosexual couple at the right corner of whom the female says “the bride is beautiful” (this is the first verbal text of the ad), and camera focuses on the married couple. Along with the couple the central female character appears (age approximately 35, wearing yellow sari with green blouse same as the pill packet color) who offers tea/coffee to the bridegroom. Then camera moves to another family member (probably her father-in-law, age above 60) from close-up audience can see both of them have close-up and frontal angle to each other which implies intimacy between them. Both of them have smiley face and the man receives tea/coffee from the female. 
Afterwards, a couple of things happen which introduce her as a wife
, mother, working woman and a “time conscious woman” (obvious from female voice over “Nordette-28, for time conscious women”). While she gives tea/coffee to father-in-law, her daughter (wearing same yellow color frock as her mother) asks to help her to wearing a sari. She helps her with a smiling face what makes the father-in-law happy as he smiles towards both of them from behind which audience can locate from medium shot. However, when she receives the official phone immediately her smiley face turns into a professional one and from close-up shot in conjunction with her conversation with office (“send the file to me, I will sign it”) audience can figure out that she has her own professional life apart from her family; which has been visualized very strategically. The frame that captures her talking with office from close-up shot, still presents other family members yet from long shot which places them far from viewers. Thus it gives the impression that she keeps her office separate from her family. 
As she finishes her conversation she returns to the new married couple again with the same smile, sits beside the bride and gives her a small gift. Camera focuses on the gift tag containing the greetings note “Greetings! This is something of immense important to you”. The bride tears a small portion of the gift rap and audience can see from close-up shot that the gift is a packet of Nordette-28. When she discovers the pill inside the gift rap instantaneously she turns to her husband who is busy talking to others and then turns back to the woman while both of them bashfully smiles at each other and she hides the packet in a corner of her sari (thus this shot indicates the packet of Nordette-28 is related to something feminine matters, shy and limited to heterosexual and marital couples). 
From there camera moves to a bedroom where the woman helps the bride to pack her baggage. She brings out the pill packet and says “take them regularly”. Camera focuses from medium to close on the packet and the label of Nordette-28 becomes visible from a frontal angle. The packet (green color, with yellow flowers as has been portrayed on the packet cover) stays there for a couple of second as the invisible female voice says “Nordette-28, low dose birth control pill, easily gets used to your body”. As she says “easily gets used to your body” camera focus moves to another frame where the newly married husband-wife is enjoying joy rides. From long shot camera focuses on other people along with the couple. But as soon as the couple come closer other people disappears and camera focuses from close-up shot and frontal angle on the couple. Then as the female voice says “Nordette-28, for time conscious women” the packet appears on that screen which frames the couple from close-up shot. The husband slightly bends over his face but his body still remains the same no movement in the body, looks at his wife and as soon as the voice says “for time conscious women” the wife gets more close to him and places her head on his shoulder (sexual interest). Now audience could see first the Nordette-28 packet, next to it in bigger green font the text “Nordette-28, for time conscious women” and just at the back of the text the couple’s close intimate image. Accordingly, via the warm moments of a heterosexual, marital couple the product is seeking identification from viewers.

VII.B. 4) Femicon, Nordette-28, SOMA-JECT (Daily Newspaper)
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Image -1: Ad of Femicon, Nordette-28, SOMA-JECT            

This is the only pill ad
 (considering both press and TV media and the whole research period) which appeared only once in Prothom Alo (Daily Newspaper), on 8th March on the celebration of International Women’s Day. The ad covers one-fourth of the whole page on which it appears and starts with the pink symbol of woman which indicates International Women’s Day with the text below. The main focus of the ad is the two hands which are positioned on one another. The hands give the impression that they are holding or protecting something inside. Though the hands have close up shot and frontal angle which could have carried the meaning of equality, the female hand (hand shape, pink nail polish and bangles indicate that it is a female hand) is framed in a bottom-up position which implies subordination, and the male hand is framed in top-down position which indicates domination. The text in middle makes a demand to audience “To protest against violence towards women and girl child let us male-female stand together”. The sketch of male-female just below the text shows this togetherness. 

The ad has a very “feminine look” with its pink background almost all over the ad as if it is talking about something concerning females. The last text that stays a bit above the ending line of the pink background illustrates the name of two birth control pills: Femicon and Nordette-28 and one injectable: SOMA-JECT and these are the products for which this advertisement is actually published. However, aside from listing them out altogether the ad does not talk anything about the quality of these contraceptives. From where it becomes difficult to recognize what this ad is about. Apart from the pink background, at the bottom of the ad there is an orange background which contains the official logo of USAID and SMC. The colorful fonts of SMC and USAID in the orange background with their close-up look and frontal angle create special demand to audience. Therefore, anybody who is not familiar with the contraceptives will think it as an ad of USAID, who as a part of their International Development program is delivering message on the occasion of International Women’s Day.  
VII.C)  Representation of Gender and Sexuality in Condom Ads 
VII.C.1) Sensation Chocolate Scented Condom (Newspaper Ad)
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Image: 1

This is the only condom ad I got searching seven and a half months’ three categories of daily newspapers, two categories of women’s magazines and one youth magazine. The ad appears on the same date yet in slightly different form in two daily newspapers (The Daily Jugantor and The Daily Prothom Alo) on Valentine’s Day. Jugantor has both of Image1 and Image2 appeared in two different pages but Prothom Alo publicizes only Image2. In Image1, a chocolate bar appears with an enticing look with different characteristics defining sexual pleasure (for instance: attract, thrill, crave, passion, tease, affection, love, appeal, temptation, shiver, desire, discover, caress, romance, mystery, tease). The ad covers one-fourth of the whole page, it has been colored with choco color and portrayed from close-up shot as well as frontal angle. It is a big chocolate, some are already melted and on the melted body some full pieces are placed each carrying a particular word related to different connotations of sex. The pieces are positioned in a close personal distance from viewers and with their alluring look they invite audience to taste them, put them into mouth and thus they are seeking identification. 
Hence, with its angle, posture, color and the words it gives the impression that it is talking about a very special kind of love; love in relation to sexual pleasure. And then the text below with its white font (the only white color, presenting a different color other than the choco color easily attracts viewer’s attention) color contains the message “What’s love got to do with it?”. Just beneath the text the only Bengali text comparatively in small font directly addresses viewers “Look at last page”. Consequently, the whole environment has a distinct appeal to viewers. First it draws viewer’s attention and then not directly telling them what is it that they are talking about rather directing them to another page also creates certain inquisitiveness. This is another market strategy for product promotion. 
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Image: 2

Afterwards, if viewers move last page to discover the mystery they could see the second half of the ad (Image2). The melted chocolate background transforms with a chocolate color background, and the ad starts with direct demand to viewers “Introducing”, “Chocolate Scented Condom”, “Fall for the seductive fragrance of love”. The three texts appear in three different sentences and there is a pause after each sentence. The first and the last have same Italic font shape. Thus the pause along with the different font shape give the impression that the ad is introducing viewers with the seductive fragrance of love and that can be achieved through their chocolate scented condom. 
Next to the texts the image of the condom packet comes into view. This has the same chocolate color and chocolate shape as Image1. Dissimilar to that, it has blue color on two places which carries the name of the condom “Sensation”. Accordingly, now it becomes apparent that the pieces of chocolates of Image1 with their nuances of interpreting sexual pleasure were actually indicating to this chocolate condom and the words were exposing the eminence of the product. The same blue color carrying the brand name Sensation appears on the bottom right corner of the ad and underneath the brand another text appears which says “no ordinary love”. Hence, it indicates that the love Sensation offers is something extraordinary which is also apparent from the right side background which is different from the rest of the background with its sparkling chocolate color. 
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From Image Realities to Social Realities:


Unpacking Pleasure and Procreation in TV and Press Advertisements of Sanitary Napkins and Contraceptives in Bangladesh


 











� The images represent some of the ads analyzed in this research.


� Some of the theoretical reflections applied to develop this section was used earlier in my essay on ‘Sexuality, Power and Norms: Understanding Facets of Female Sexual Behavior in Socio-Cultural and Political Context of Bangladesh’ submitted for course 4210 in the ISS Master's Program.





� “Sexual behavior consists of actions that are empirically observable (in principle at least): what people do sexually with others or with themselves, how they present themselves sexually, how they talk and act.” (Dixon-Mueller, 1993:273)





� The Laws of Manu, �HYPERLINK "http://www.islam4all.com/new_page_62.htm"�http://www.islam4all.com/new_page_62.htm� Accessed on 13th March, 2009.





� See details in Caldwell et al. (1998), Greene (2000), M.E. Khan et al. (2002), and S.I. Khan et al. (2005).





� For instance, American Academy of Pediatrics (1995), Batchelor et al. (2004), Brown ( 2002), Brown et al. ( 2002), Dixon-Mueller (1993), Hadfield et al. (2007) and  Magar and Storer (2006).





� For instance, see American Academy of Pediatrics (1995), Brown (2002), Brown et al. (2002) and Dixon-Mueller (1993).


� Objectification can be defined as “separating out a person’s body parts or sexual functions from the rest of her identity and reducing them to the status of mere instruments or regarding them as if they were capable of representing her” (Sinclair & Myers quote Bartky, 1990:26). Available at � HYPERLINK "http://www.accessmylibrary.com/article-1G1-125875448/relationship-between-objectified-body.html" �http://www.accessmylibrary.com/article-1G1-125875448/relationship-between-objectified-body.html�.


� There is no such arrangement in Bangladesh that ranks the popularity of newspapers and magazines. Therefore, the newspapers and magazines I have selected are considered as highest circulated. Sananda is an Indian magazine published in Bengali language, but it is so popular in Bangladesh that copies are reserved for sell only in Bangladesh. In addition, my M.S.S. research (2005-2006, unpublished) ‘Body, Beauty and Imperfect Femininities: A Study on Media Users of Ruquayyah Hall, University of Dhaka, Bangladesh’ which was done among sixty residential students of University of Dhaka also reveals that these are the topmost rated newspapers and magazines among students.





� The TV channels were selected based on TV Reach area (the channels that can reach to highest number of viewers) and on a popularity basis. The data on TV Reach area and popularity rate have been placed under Appendix I.A and I.B.





� The dates when the ads appeared have been placed under Appendix II in Table II.1.A and Table II.2.A.





� The TV ads and the press ads are not available in the website. Hence, I have collected the TV ads from the TV channels and scanned the press ads and put them all together in a CD. I have handed over the CD to the Program Administrator. Henceforth, in the main text of this paper whenever necessary I have referred to the CD as “the CD attached to this paper”.  Moreover, I have mentioned the detail sources of these ads in Appendix II.





� The power failure slots are provided under Appendix VI. 


� See for details Caldwell et al. (1998), Huq (2008), M.E. Khan et al. (2002), S.I. Khan et el. (2004), S.I. Khan et el. (2005), Pachauri and Santhya (2002) and Rashid (2007).


� New Internationalist, July, 1998 �HYPERLINK "http://www.newint.org/issue303/history.htm"�http://www.newint.org/issue303/history.htm�, Accessed 2nd October, 2009.





� The eugenic aspect encourages more children from the “fit” and less children from the “unfit”. Hence, people belong to high economic status and “superior” cast are encouraged to reproduction; oppositely, the poor and people of color are encouraged to breed less (Davis, 1990: 20; Bandarage, 1997:69).





� Population Policy of Bangladesh 2004, p.12. Available at �HYPERLINK "http://www.dgfp.gov.bd/population_policy_eng.pdf"�http://www.dgfp.gov.bd/population_policy_eng.pdf� . Last visited 30th September, 2009








� Available at �HYPERLINK "http://science.jrank.org/pages/9315/Family-Planning-Second-Contraceptive-Revolution.html"�http://science.jrank.org/pages/9315/Family-Planning-Second-Contraceptive-Revolution.html��HYPERLINK "http://science.jrank.org/pages/9314/Family-Planning-Family-Planning-in-Global-South.html"��, Last visited 4th October, 2009.








� The checklist has been attached to Appendix V.





� The term ‘intersectionality’ was originally coined by Kimberle Crenshaw to explore the multiple dimensions of experience of women of color and the oppression faced by them (Davis, 2008). Yet, its significance goes beyond explaining black women’s experience to the overall system of social structure and culture itself (Collins, 2000: 45). Thus, the interaction of multiple identities and institutions addresses the issues of differences among women and promises to address (and redress) experiences of the most excluded groups (Phoenix: 2006 in Davis, 2008). 





� Direct eye contact of image often seeks identification from viewers, and social involvement, while its absence indicates detachment and ‘othering’. Different frame size carries different social meanings: intimacy and social detachment can be indicated through distance between audience and image. Angles of the shot, from frontal to oblique, may give impression of superiority, subordination or equality. All these strategies of representation as explained by Kress and Van Leeuwen (2006: 362-81) offer valuable insights into the visual images of the media advertisements.


� More detail information of the ad is placed in Appendix II, Table II.1.A. An electronic version of the ads is also available in the CD, which is an integral part of this paper.





� Detail descriptions of these strategies are placed in Appendix VII, under VII.1.A Senora Confidence (TV Ad).





� More detail analytical explanation with application of visual and textual analytical tools is provided in Appendix VII, under VII.1.A Senora Confidence (TV Ad).








� Detail ad description is placed in Appendix VII, under VII.A.3 Super Fresh Sanitary Napkin (TV Ad). An electronic version of the ad is also available in the CD attached to this paper. 











� Sari is a customary dress of the Bengalis and in this ad the girl wears a white Sari with red border which the Bengalis usually wear on the occasion of the first day of Bengali year.   


� The detail ad description is placed in Appendix VII, under VII.A.2 Senora (TV Ad).


� More detail information about the ad is provided in Table II.1.B under appendix II. 


� Though adolescent/young males are also present in the ads, they are not focus of the ads. Their existence is purposive to just give a pragmatic sense of the public sphere to show how successful or vulnerable female adolescents are in front of them to maintain their menstrual secrecy. 


� Except the press birth control pill ad which do not have any indication of class and social location.





� The detail ad description is placed in Appendix VII.B under VII.B.1 Femicon (TV ad) and in the CD.





� The detail dialogue has been attached under Appendix IV.C.2. 





� The detail analytical descriptions are attached in Appendix VII.B, under VII.B.2 Ovostat Gold (TV Ad). 





� Firstly the funny moment indicating his “equal power relation” with his wife and secondly the physical intimate shot presenting ‘tension free’ shared sexual interest and attraction due to Femicon (See Appendix VII.B under VII.B.1). 





�  Such power relation is evident in the balcony shot where the father-in-law is positioned in oblique angle, and though all of them are sitting together, they are framed in such a way the wife looks the tallest (and the mother-in-law is the shortest) which indicates the wife’s authoritative position among them.





� The detail analytical description is given in Appendix VII.B under VII.B.4 Femicon, Nordette-28, and Soma-Ject (Daily News paper). 





� Kash flower- a soft Bangladeshi flower which is so soft, touching it creates feelings of shiver. 





� See for details Greene (2000), Guhathakurota (2002), Hadfield et al. (2007), Huq (2008), Lewis and Gordon (2008), M.E. Khan et al. (2002: 239), Magar and Storer (2006), Nasreen (2002:95), Parveen (2002), Rashid (2007) and S.I. Khan et al. (2004).


� The institutional discourses have already been discussed in Chapter 2 under section 2.3, which reflects how the massive aid dependency of Bangladesh rested on adopting a Westernized eugenic dimension of population control and setting the whole burden of fertility control on women’s body henceforth.  


 


� The Population Policy of Bangladesh (2004: 15) states “Ministry of Information will be encouraged to allocate more time and resources to telecast/ broadcast messages on family planning. In addition, the role of print media will be strengthened to create mass awareness on these issues.” “on these issues” are more explicit in another statement “Orient mothers about family planning […] ” (ibid.: 12). Thus, state discourse limits the idea of family planning as women’s obligation and encourages media to disseminate such messages of family planning. 





� Interestingly, Femicon shows two married couples, while sexual intimacy is portrayed in the mid age (30-35) couple. Love between mother- in- law and father- in- law (age 50-60) is portrayed as asexual and platonic which has been symbolized with flower (see Appendix VII.B under VII.B.1).


� It is imprecise whether they are friends, married couples or bonded in any other social relationships.





� The ads are available in the CD attached to this paper.





� This Paper does not have any page number. It was presented at the annual meeting program of Population Association of America in 2004. Available at � HYPERLINK "http://paa2004.princeton.edu/abstractViewer.asp?submissionId=41462" ��http://paa2004.princeton.edu/abstractViewer.asp?submissionId=41462�, Last visited 1st October, 2009.  


� Detail information of the ads is available in Table II.2.B in Appendix II.


�  Detail analytical description of the ad is provided in Appendix VII.C, under VII.C.1 Sensation Chocolate Scented Condom (Newspaper Ad).





� Social Marketing Company (SMC-a multinational agency) is the producer of Sensation condom.  More information is available in Table II.2.B, under Appendix II.





� See details in Correa and Jolly (2008: 22), Dixon-Mueller (1993), Huq (2008), M.E. Khan et al. (2002), S.I. Khan et el. (2004), S.I. Khan et el.(2005), Lewis and Gordon (2008), Pachauri and Santhya (2002) and Rashid (2007).





� I am well aware of the fact that unsafe sexual relation is not the only cause behind AIDS. However, except one HIV ad (Image 5a), the rests present AIDS as a disease that only contaminates through unsafe sexual relation.


� Dixon- Mueller’s (1993:279) idea of generational framework comprises three age categories: adolescents, adults and old people. She states that institutions create and influence different sets of expected sexual behavior for adolescents, adult women and men and old couples.





� By ‘young adult’ I indicate the age group (25-35) as presented in ads of birth control pills and condoms. 


� While the analysis of this absence may add more nuanced insights to understand the intersectional aspects of gender and sexualities and could be further explored, however at this moment considering the limited length of this paper I will not go into this direction. 


� See for details Dixon-Mueller (1993), Lewis and Gordon (2008), Huq (2008), M.E. Khan et al. (2000), S.I. Khan et al. (2005), Rashid (2007) and Sen and Batliwala (2003).





�See details in American Academy of Pediatrics (1995), Batchelor et al. (2004), Berger (1972), Brown (2002), Brown et al. (2002), Chaudhuri (2001), Dixon-Mueller (1993), Guhathakurota (2002), Hadfield et al. (2007),  Magar and Storer (2006), Nasreen (2002:95), Parveen (2002), Tuchman (1979) and Wolf (1991).


� Data presented in Appendix I.A and Appendix I.B is the marketing research result of SIRIUS Marketing and Social Research Ltd. These data are not available for individuals; researchers who want to access them have to buy which cost more than 1lakh BD TK (equivalent to 1000 Euros). Advertising agencies usually buy them; hence, using my kin network I have accessed a small portion of these data from Ogilvy & Mathur- Bangladesh, who purchased the whole report from SIRIUS. Information regarding Ogilvy & Mathar Communications Pvt. Ltd. is available at � HYPERLINK "http://www.ogilvy.com/#/About/Network.aspx" ��http://www.ogilvy.com/#/About/Network.aspx� and � HYPERLINK "http://www.wpp.com/WPP/Companies/companypreview.htm?id=70#" ��http://www.wpp.com/WPP/Companies/companypreview.htm?id=70#� last accessed on 17th September, 2009.





 


� Leo Burnett is a worldwide ad agency and its headquarter is situated in Chicago, US. It has partner organizations in many countries of the world. Bitopi is the local partner of Leo Burnett in Bangladesh. More information are available at  � HYPERLINK "http://www.hoovers.com/leo-burnett/--ID__104369--/free-co-factsheet.xhtml" ��http://www.hoovers.com/leo-burnett/--ID__104369--/free-co-factsheet.xhtml� and � HYPERLINK "http://www.leoburnett.com/" ��http://www.leoburnett.com/� ,


2008 Leo- Burnett Worldwide, Inc. last visited 16th September, 2009. 





�  This check list is developed based on Kress and Van Leewen (2006), the main and sub research questions of this research and lecture notes on Session 5 delivered by Dr. Dubravka Zarkov under the course 4313.





� The technical analysis tools are drawn from Kress and Van Leeuwen (2006), Papacharissi and Oliveira (2008) and Leudar et al. (2004).





� The strategic meanings of the words frontal, oblique, demand, offer etcetera have been explained in Chapter 2 under section 2.5 in the Analytical Framework.


� The introduction is provided in Appendix IV under IV.A.1 Senora Confidence.





� The jingle is provided in Appendix IV under IV.A.1 Senora Confidence.





� The detail voice over text is provided in Appendix IV. 





� A traditional Bengali dress.


� The full song is provided in appendix IV under IV.A.3.


� Sari is a customary dress of Bengalis and in this ad the girl wears a white Sari with red border in a perfect customary way, which the Bengalis usually wear on the occasion of the first day of Bengali year.   





� Also the first text at the left in the bottom states “New Senora Confidence enriched with air-laid paper has the highest absorb capacity, hence ensures highest dryness”.


� The English translation of the song is provided in Appendix IV under IV.C.1.





� Kash flower is a local flower of Bangladesh. It is very soft and touching it creates a special feelings. The feelings is so mild it creates a shiver in the whole body. 





� The detail dialogue has been attached in Appendix IV, under IV.C.2. 





� The wife’s one way dialogue towards audience indicates that she is her daughter. The detail dialogue has been attached in Appendix IV, under IV.C.2. 





� Her husband is never visible in the ad, yet we know she is a wife from her sister-in-law who addresses her by ‘vabi’-a Bengali word which indicates the wife of elder brother.


� The detail information about this ad is given in Appendix II) under table II.3.
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