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Introduction

Advertising is a ubiquitous part of modern society, with advertisements appearing in nearly
every aspect of daily life. Linguistic features play a crucial role in the effectiveness of
advertising, as they can influence how consumers perceive products and services.
Advertisements targeting women are particularly noteworthy, as they often use specific linguistic
features to appeal to female audiences. This literature review will examine the linguistic features
used in advertising, with a focus on those targeting women. One key linguistic feature used in
advertising is grammar. Advertisements targeting women often use pronouns such as "you,"
"we," and "us" to create a sense of personal connection between the consumer and the product or
service being advertised. This approach is effective because it makes the consumer feel like they
are being spoken to directly, and that the product or service is tailored specifically to them. In
addition, advertisements targeting women often use short, simple sentences to convey their
message quickly and effectively.

Another important linguistic feature used in advertisements targeting women is lexical recourse.
Advertisements often use buzzwords such as "empowerment,” "confidence,” and "beauty” to
appeal to female audiences. These words are chosen because they have positive connotations and
are associated with qualities that women aspire to possess. Additionally, advertisements targeting
women often emphasize appearance and self-care, promoting products related to skincare,
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makeup, and haircare. Emotional language is also commonly used, with phrases such as "feel
amazing" and "unleash your inner beauty" being used to create a sense of empowerment and
positivity. The implications of these linguistic features in ads targeting women are significant.
Research has shown that exposure to advertisements that promote unrealistic beauty standards
can have a negative impact on women's self-esteem and body image (Grabe et al., 2008).
Additionally, the reinforcement of gender stereotypes in advertisements can perpetuate harmful
societal norms and limit opportunities for women (Kilbourne, 1999). It is therefore important for
advertisers to consider the potential impact of their language choices on their audience.

Grammar in Ads Targeting Women

The use of grammar in advertisements targeting women is a crucial aspect of effective
advertising. Pronouns such as "you," "we," and "us" are commonly used to create a sense of
personal connection between the consumer and the product or service being advertised (Gould,
2017). This approach is effective because it makes the consumer feel like they are being spoken
to directly, and that the product or service is tailored specifically to them. Additionally,
advertisements targeting women often use short, simple sentences to convey their message
quickly and effectively (Gould, 2017).

Adjective choice is also an important aspect of grammar in advertisements targeting women.
Advertisers often use words such as "beautiful,” "gorgeous,” and "flawless" to describe their
products and services (Gould, 2017). These adjectives are chosen because they have positive
connotations and are associated with qualities that women aspire to possess. However, it is
important to note that the use of these adjectives can also contribute to unrealistic beauty
standards and negatively impact women's self-esteem (Grabe et al., 2008).

Lexical Recourse in Ads Targeting Women

Lexical recourse refers to the use of specific words and phrases in advertising. In advertisements
targeting women, buzzwords such as "empowerment,” "confidence,” and "beauty" are commonly
used (Gould, 2017). These words are chosen because they have positive connotations and are
associated with qualities that women aspire to possess. Additionally, advertisements targeting
women often emphasize appearance and self-care, promoting products related to skincare,
makeup, and haircare (Gould, 2017). Emotional language is also commonly used, with phrases
such as "feel amazing” and "unleash your inner beauty" being used to create a sense of
empowerment and positivity (Gould, 2017).

The implications of these linguistic features in ads targeting women are significant. Exposure to
advertisements that promote unrealistic beauty standards can have a negative impact on women's
self-esteem and body image (Grabe et al., 2008). Additionally, the reinforcement of gender
stereotypes in advertisements can perpetuate harmful societal norms and limit opportunities for
women (Kilbourne, 1999). It is therefore important for advertisers to consider the potential
impact of their language choices on their audience and strive for responsible advertising
practices that promote positive societal norms and values.

Advertising is a powerful tool used by companies to promote their products and services.
Advertisements targeting women often use specific linguistic features to create a personal
connection with the consumer and promote positive qualities such as empowerment and beauty.
However, exposure to unrealistic beauty standards and reinforcement of gender stereotypes can
have negative impacts on women's self-esteem and body image. This literature review examines
the implications of linguistic features in ads targeting women, including their impact on women's
self-esteem and body image, reinforcement of gender stereotypes, and ethical considerations.
Studies have shown that exposure to advertisements that portray unrealistic beauty standards can
have a negative impact on women's self-esteem and body image (Grabe et al., 2008).
Advertisements that use language emphasizing physical appearance can lead to an increased
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focus on appearance and dissatisfaction with one's own body (Dittmar et al., 2009). For example,
advertisements that use phrases such as "perfect body" or "flawless skin" can create unrealistic
expectations for women, leading to feelings of inadequacy and low self-esteem (Ward et al.,
2002).

Advertisements targeting women often reinforce gender stereotypes by portraying women in
traditional roles such as homemakers or caretakers. These advertisements use language that
emphasizes femininity and domesticity, further perpetuating these stereotypes (Goffman, 1979).
For example, advertisements for cleaning products often feature women performing household
chores, reinforcing the stereotype that women are responsible for maintaining the home
(Lindner, 2004). This can limit women's opportunities and perpetuate gender inequality.

The use of linguistic features in advertisements targeting women raises ethical considerations.
Advertisements that reinforce gender stereotypes can perpetuate harmful societal norms and
values, leading to discrimination and inequality. Additionally, advertisements that promote
unrealistic beauty standards can contribute to body shaming and negative self-image. Advertisers
have a responsibility to promote positive social norms and values and avoid perpetuating harmful
stereotypes.

Conclusion

In conclusion, linguistic features play a critical role in the effectiveness of advertising,
particularly in ads targeting women. The use of pronouns, adjective choice, sentence structure,
buzzwords, and emotional language can all influence how consumers perceive products and
services. However, it is important for advertisers to consider the potential implications of their
language choices on their audience, and to strive for responsible advertising practices that
promote positive societal norms and values. Ads create a personal connection with the consumer
and promote positive qualities such as empowerment and beauty. However, exposure to
unrealistic beauty standards and reinforcement of gender stereotypes can have negative impacts
on women's self-esteem and body image. Advertisers have a responsibility to promote positive
social norms and values and avoid perpetuating harmful stereotypes. By using more responsible
advertising practices, companies can help promote positive body image and gender equality.
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