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ABSTRACT
This report examineacontent analysis of media images abouthowmen and women are portrayed in L’officiel magazine. Media is one of the strongest tools to reflect different images. Among these media channels, magazines play an important role on women. Women from all around the world consume magazines to learn more about celebrities, style, lifestyle, food, fashion and many other things. To further provide insight, current issues are also included in the study. Results indicate that each magazine features a celebrity that has important achievement in that period. Furthermore, some magazine includes other important events such as 20th year celebration. Based on these findings, it is possible to say that magazines are more than simple fashion tools but an important way to communicate important events in the world. We classiﬁed the types of facial expressions (smiling, frowning, no expression) using the oﬃcial photographs on the members’ homepages. Our analyses show that a smiling image is the most prevalent facial expression on Web pages. Furthermore, our analyses suggest that existence and strength of a smiling image has statistically signiﬁcant positive correlation.















INTRODUCTION
Content analysis is a research method used to identify patterns in recorded communication. To conduct content analysis, you systematically collect data from a set of texts, which can be written, oral, or visual. Women’s participation, performance and portrayal in media are the three important dimensions of study for the social science researchers of modern time, especially for the feminists.  Because for the empowerment and development of the women section, it is very important to give them proper environment where they can raise their voices against the inequalities and the gender-gap they are experiencing in our male dominated or patriarchal societies. Improving the status of women, in every aspect, is regarded as the only way to eradicate this gender gap and achieving a better quality of life for the women. For this, communication can be regarded as vital way and mass media can play a significant role in shaping social values, attitudes, norms, perception and behaviour.
 It has been widely recognized that media can play substantial role in promoting and disseminating information among the masses and are regarded as the key players in the social, political and economic development of women. Media can focus all the problems faced by women, these can give a space for women to talk about their rights or freedoms  and most importantly  media  can provide a  democratic  environment where  women  can participate, represent their womanhood and in which they will be portrayed positively. A positive portray of women in media is necessary to maintain the real dignity and status of women which will minimize the gap and inequalities between men and women. 
But if media also become male dominated or play the role as a mere agent to forward this tradition then the whole situation will be against the women where their development and empowerment will not be possible. Conceptually, the media are those technological agencies which are engaged in the creation, selection, processing and distribution of messages among the people. Mass Media in India, like every modern and advanced country, comprises of the Print media and Electronic media which are composed of the Radio, the Television, the Film, the Press, Publication and Advertising. Among these media, the television, films, Advertisements, photography, animation, paintings etc. are regarded as the visual media.


The content analysis process
· Step 1 Theory and conceptualization
· Step 2 Units of analysis
· Step 3 Sampling
· Step 4 Coding
· Step 5 Pilot study
· Step 6 Final coding
· Step 7 Data analysis and reporting

METHODOLOGY
L'Officiel is a French fashion magazine. It has been published in Paris since 1921 and targets upper-income, educated women aged from 25 to 49.In 2006 A men's edition of L'Officiel and many foreign editions are also published. To analyze the feminist understanding of media. The content analysis is the gender comparison of L’officiel magazines that critically  analyze  the  media’s  role  in  constructing  the  images  of  women. In order to fulfill the objectives of the study the researcher will employ the Analytical Method. An analytical method is that where a researcher has to use facts or information which are already available and analyze these to make a critical evaluation of the material. In the present study the available data on Indian print and visual media will be critically analyzed.
SAMPLES
The sample for magazines was drawn purposefully  in order to obtain the most popular magazines, as well as magazines that included (according to the pilot study) at least nine advertisements featuring women.The  sample size  achieved in  the final  study  was  203 for  the magazine  advertisement sample and 245 for the television commercial sample (without duplicates). Past research samples varied greatly in terms of sample size.
CODING SCHEME
· Mouth Open : (0-2)
Effect: A closed mouth is more serious, professional, and desexualized, while an open mouth is
sexualized, less serious, and less professional.
	0: Mouth Closed
	1: Smile with teeth
	2: Mouth open
· Nudity in Body Clothing Excluding Chest : (0-3)
0: No skin showing in outfit
1: No nudity but very tight, sexualized outfit
2: Skin on arms showing
3: Body shot camera angle along with arms skin showing
· Pose: (0-2)
Effect: A strong and straight stance shows more confidence, dominance, power. Slouching has an opposite effect.
0: Not slouched (confident assertive pose)
1: Somewhat slouched, not fully confident
2: Slouched (hunched shoulders, slanted stance, not standing tall and strong)
[image: ]


CODEBOOK
The purpose of the codebook was to assist in the evaluation of the portrayal of women in L’officiel magazine advertisements. The study investigated the roles portrayed by women in the advertisements and commercials, as well as other aspects (coding variables).  The coders analyzed the advertisements and commercials, using the codebook in combination with the coding forms.  The codebook provided a clear description of all the coding variables, as well as detailed instructions that had to be adhered to in coding the advertisements and magazines. The codebook included a description of the terms related to the study, the category descriptors, as  well  as  the  numerical  codes  applicable  to  the  coding  variables.  Additional  to  the codebook,  compact disks(CDs)  containing  copies  of  the  sample  of  magazine 211  advertisements  and  television  commercials  were  provided  to  the  coders.



RELEVANT CONCEPTS
· Character: the character in the study refers to a female (or females) that poses or acts in an advertisement or commercial for a product or service. Note that the character is not necessarily a human, and may be a representation of a female animal depicted in a human role.  
· Nature of visuals: the visuals in advertisements and commercials can comprise two formats, namely illustrated representations of characters (illustrations/animation) or real-life representations (photographs/film).
· Ethnicity: ethnic groups are groups of people who share a common cultural or national origin and who often share similar general physical appearance (such as skin color
· Advertising appeal: this is an approach to advertising that aims to stimulate a rational (thinking) or emotional response in the target audience. 
· Celebrity:  celebrities include well-known, successful, high-profile women in various fields, including entertainment, sport and business. Female celebrities are often used as spokespeople for a brand, and are often named in the advertisement.
· Role categories: the different roles symbolize the behavioral patterns suitable to and expected of an individual, based on the individual’s position from a societal viewpoint.
.
CODING VARIABLES
The  coding  forms  consist  of  variables  that  are  to  be  coded  on  the  forms  using corresponding numbers to indicate the presence of the variable in the item (advertisement or commercial)  that is  being analyzed.  Specific variables that are not identified are not coded (left open). Every variable (heading) on the coding form has to have a code. Apart from the celebrity variable, all the variables consist of sub-categories (such as specific roles) that are indicated by specific codes
· Total number of items coded:  this indicate the total number of advertisements/commercials coded after all the items have been coded.
· Item : this is the number of the magazine advertisement or television commercial, as indicated by the researcher.
· Nature of visuals: 
 1.  Illustration or animation
2.  Photograph or moving film
· Ethnicity: Please  note  that  there  may  be  instances  where  more  than  one  ethnic  group  is depicted in one advertisement or commercial. 
· Advertising appeal: Please note: The study aims to determine whether marketers prefer to make use of rational or emotional message appeals (or a combination of both), when women are depicted in advertisements. 






PERCENTAGE OF THE ROLE CATEGORIES IN MAGAZINE ADVERTISEMENTS FEATURING WOMEN
The physically decorative role was the most prevalent portrayal (27%). The mannequin (16.6%)  was  the second  most depicted  role portrayal, followed by  roles that  were not categorized (“other” at 14.2%). The “other” category  consisted  of  various  identified  roles that  were  not  part  of  the  original  role  categories.  The “other” roles were examined to determine any similarities; and they were classified accordingly.  The woman in a non-functional portrayal, background element, featured in 11.4 per cent, and the product user in 10 per cent of the advertisements.   The roles that featured in relatively few advertisements include the romantic, sex object, career  woman,  social,  mother  and  homemaker. Women in social portrayals were found in 3.8 per cent of the advertisements. Depictions of women as homemakers and mothers were the least represented (1% and 2.4%, respectively) in the study 






DATA TABLE:
Women in L’officiel:
	Neckline
	Clothing
	Stance
	Zoom
	Headline
	Touch
	Back
	Colour
	Degradation Total Score

	2
	2.5
	2
	0
	2
	1
	1
	0
	11.5

	2
	0
	2
	0
	1
	0
	0
	0
	3

	2
	3
	2
	0
	0
	1
	0
	0
	7

	3
	3
	3
	0
	2
	0
	1
	0
	11

	3
	3
	3
	0
	0
	1
	1
	0
	10

	0
	0
	0
	1
	2
	0
	2
	1
	5

	3
	1
	3
	0
	0
	0
	0
	0
	5

	2
	2
	2
	0
	2
	2
	0
	0
	11

	1.5
	3
	1.5
	0
	1
	1
	0
	0
	7.5

	1.5
	3
	1.5
	0
	2
	1
	1
	0
	9.5

	1
	0
	1
	0
	2
	0
	0
	0
	3

	3
	0
	3
	1
	2
	0
	0
	1
	6

	2
	0
	2
	1
	2
	0
	0
	1
	6

	
	
	
	
	
	
	
	
	

	




	
	
	
	
	
	
	
	





Men in L’officiel:
	Issue
	Clothing
	Mouth
	Neckline
	Stance
	Zoom
	Touch
	Headline
	Colour
	Total Score

	JUN.14
	2.5
	1
	2
	2
	0
	1
	2
	1
	11.5

	AUG. 14
	0
	0
	2
	2
	0
	0
	2
	1
	7

	JUN. 15
	3
	0
	2
	2
	0
	1
	1
	-1
	8

	JUL. 15
	3
	1
	3
	3
	0
	0
	0
	0
	10

	DEC. 15
	3
	1
	3
	3
	0
	1
	2
	0
	13

	JUL. 16
	0
	2
	0
	0
	1
	0
	0
	-1
	2

	JUN. 17
	1
	0
	3
	3
	0
	0
	2
	1
	10

	DEC. 17
	2
	0
	2
	2
	0
	2
	0
	1
	9

	APRL 19
	3
	0
	1.5
	2
	0
	1
	1
	1
	9.5

	AUG. 19
	3
	1
	1.5
	3
	0
	1
	2
	0
	11.5

	JUNE. 19
	0
	0
	1
	1
	0
	0
	2
	-1
	3

	OCT. 19
	0
	0
	3
	0
	1
	0
	2
	0
	6

	
	
	
	
	
	
	
	
	
	







TOTAL MEAN MASTER TABLE
	Men
	Women
	Men continued
	Women continued

	-1
	11.5
	2
	3

	2
	3
	1
	0

	1
	7
	1
	2

	3
	11
	2
	1

	-1
	10
	1
	2

	1
	5
	5
	5

	0
	5
	6
	1

	2
	11
	1
	1

	1
	7.5
	
	0

	4
	9.5
	
	0

	1
	3
	
	1

	2
	6
	
	2

	4
	6
	
	1

	
	
	
	



MEAN  (M:W)=7.34615385:1.62857143

TOTAL MEAN SCORE GRAPH


DISCUSSION AND CONCLUSION
To answer the research question from the beginning of the research project, within the sampletaken, women are indeed portrayed as inferior to men in L’officiel magazine. Women scored higher average degradation scores than men in all categories. Portraying women inferiorly to men in business media “discredits” women’saccomplishments. Exposure to objectified, and over-sexualized females in media “leads bothwomen and men to have a diminished view of women’s competence, morality, and humanity”(Aubrey, 2017). The sexualization of women in business magazines therefore directly impacts how people perceive a woman’s intellectual competence in the workplace. More research is needed, with different samples and on various business magazines.Possibilities of limitations of my sample include lack of available data due to the fact that there isno guarantee that the sites where the covers were obtained from are not pre-filtered in order tosell more or to appeal more to consumers, since the website is a seller. Men are overall not as gendered, but when they are gendered, this still adds to their rolesof power in society. Being portrayed as hyper-feminine versus hyper-masculine implycompletely different things. A man’s sexualization is more authoritative than a woman’s sexualization. “Leads both women and men to have a diminished view of women’s competence, morality, and humanity” (Aubrey, 2017). The sexualization of women in business magazines therefore directly impacts how people perceive a woman’s intellectual competence in the workplace.
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APPENDICES
Number: 
Gender: 
Mouth Open (0-2):
Clothing (0-3)
Neckline (0-3)
Stance (0-2) Zoom (0-1)
Headline (0-2)
Background Colour (-1-1)
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