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e Nonverbal communication is an important factor during the process of
transmitting and receiving a message

e The usage and the interpretation of body language on TV advertisement can
be slightly different from culture to culture

e In general, men and women can use and perceive some types of body language
differently



e Do Armenian men and women perceive body language in advertising
differently or not?

e Ifyes, what are the differences?

e What neurological, psychological and cultural factors might be contributing
to the different responses Armenian men and women have when interpreting
body language in advertisements?



e The surveys were conducted among Armenian males(49) and females (77) of
different ages (16-22)

e Three type of focus groups (one all-male group, one all-female group, and
one mixed group) were conducted among Armenian males (7) and females
(8) of different ages (16-22)

e The participants were asked to watch three different advertisements (2
international and 1 local) and answer the open-ended and close-ended
questions



The survey answers were discussed with professionals in the fields of
Neuroscience, Psychology, Cultural Studies and Advertising

‘The neuroscientist (Danilova, R.) was asked to connect the answers with
the human brain, and the psychologist made connections between the
answers and human psychology

‘The psychologist (Arakelyan, T.) made connections between the answers
and human psychology

‘The professional in Cultural studies (Hilson, M.) gave some explanation
related to cultural beliefs of Armenian men and women

The Advertising professional (Sargsyan, E.) interpreted the answers in
terms of consumer behavior and explained if Armenian advertising
professionals pay attention to body language while making advertisements



Maybelline New York - "Make It Happen"

Click here to watch the advertisement
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Question: Based on the body language of the models, the
overall advertisement conveys that ...


https://youtu.be/gTUpSNfLte0
https://youtu.be/gTUpSNfLte0

Maybelline New York - "Make It Happen"

Armenian women have an advantage in perceiving the secondary message
of the advertisement

81% of the female participants chose that Maybelline makeup makes women
stronger and confident

But only 55% of the male participants chose that Maybelline makeup makes
women stronger and confident

3% of the female participants and 8% of the male participants chose that
Maybelline makeup makes women look beautiful for men

16 % of the female participants and 37% of the male participants chose that
both answers are right

‘The majority of members (both genders) of the three focus groups chose that
Maybelline makeup makes women stronger and confident


https://youtu.be/gTUpSNfLte0
https://youtu.be/gTUpSNfLte0

Maybelline New York - "Make It Happen"

Women perceive the secondary message of this advertisement because
they identify themselves with the models in this
advertisement (Arakelyan, T., 2018)

As for men, the usage of makeup by women is connected to the idea of
being attractive for men, which is connected to Evolutionary
Psychology. According to it, a beautiful woman is associated with
greater attractiveness, which is aimed at being chosen by males
(Arakelyan, T., 2018)

Both genders are good at reading body language with the presence of
"strong women signifiers" (kickboxing, walking with confidence, eye
contact, etc.)

The more information the human brain has, the better
predictions/conclusions it is able to draw (Danilova, R., 2018)


https://youtu.be/gTUpSNfLte0
https://youtu.be/gTUpSNfLte0

Data Analysis



https://youtu.be/gTUpSNfLte0
https://youtu.be/UHOk_Ubzz-c
https://youtu.be/UHOk_Ubzz-c

Maybelline New York - "Make It Happen"

70% of the female participants and 48% of the male participants chose that
Maybelline makeup makes women stronger and confident

11% of the female participants and 30% percent of the male
participants chose that Maybelline makeup makes women look beautiful for
men

Compared to the first video, here, the number of individuals who chose that
Maybelline makeup makes women look beautiful for men increased (4
times)

Both genders have difficulties in reading body language relying only on
facial expression


https://youtu.be/UHOk_Ubzz-c
https://youtu.be/gTUpSNfLte0

Maybelline New York - "Make It Happen"

The brain of the participants (regardless of their gender) became more
flexible in the case of the first video because they have different sources of
information; thus they answer the question more accurately

Males have an advantage in changing their answer in the case of the second
video and choosing that Maybelline makeup makes women look beautiful
for men

This result can be connected to the cultural viewpoint of Armenian males
who consider females as "the beautiful sex (Sargsyan, E., 2018)

‘Through presenting only the model's face and not giving other sources of
information as it is in the first video, males concluded that the facial
expressions (e.g., eyes) of the model imply the concept of beauty rather than
confidence and strength (Sargsyan, E., 2018)


https://youtu.be/UHOk_Ubzz-c
https://youtu.be/gTUpSNfLte0

Acba-Credit Agricole bank - "UJGU pwU (wy E |hUGNL"
("Everything is going to be okay")

Click here to watch the video

Question 1: Based on the body language of the driver, he seems...
Question 2: What type of message does the body language of the main character
convey while he is in the taxi?


https://youtu.be/gTUpSNfLte0
https://youtu.be/yjsJHncHbvo

Data Analysis



https://youtu.be/yjsJHncHbvo
https://youtu.be/gTUpSNfLte0

Acba-Credit Agricole bank - "UJGU pwU (wy E |hUGNL"
("Everything is going to be okay")

57% of the females and 49% of the males chose that the driver was
angry/upset

43% of the females and 44% of the males chose that the driver was
lecturing/advising (many people from both genders got it wrong)

In this advertisement, it is mainly possible to see the hand gestures of the
driver rather than his face. Many of the female and male participants of
the surveys/focus groups failed to understand and interpret the body
language of the driver because the main source of getting information
about one's emotions is the face (Danilova, R., 2018)

Talking with hand movement is a normal part of Armenian men's daily
conversation. Knowing this, the participants of the survey/focus groups
were at risk of choosing the wrong option (Hilson, M., 2018)


https://youtu.be/yjsJHncHbvo
https://youtu.be/gTUpSNfLte0

Data Analysis



https://youtu.be/yjsJHncHbvo
https://youtu.be/gTUpSNfLte0

Acba-Credit Agricole bank - "UJGU pwU (wy E |hUGNL"
("Everything is going to be okay")

o All of the keywords (confused, nostalgic, uncomfortable, worried) related
to the man's body language were mentioned by the participants of
survey/focus groups

e This result can be related to the format of the question. The participants
were not limited to choose one of the given answers. However, they had a
chance to write some keywords which describe the body language of the
main character (Danilova, R., 2018)


https://youtu.be/yjsJHncHbvo
https://youtu.be/gTUpSNfLte0

Acba-Credit Agricole bank - "UJGU pwU (wy E |hUGNL"
("Everything is going to be okay")

e This phenomenon can be connected to the system called mirror neuron

e When the participants had a chance to write their own answer and describe
the main emotions of the main character in the advertisement, those
neurons "mirrored" the action of the performer, as it was performed by the
observer himself/herself (participants) (Danilova, R., 2018)



https://youtu.be/yjsJHncHbvo
https://youtu.be/gTUpSNfLte0

Data Analysis



https://youtu.be/gTUpSNfLte0
https://youtu.be/5Clm7gVIpYA

Data Analysis



https://youtu.be/gTUpSNfLte0

Data Analysis



https://youtu.be/gTUpSNfLte0

D'Decor Ad Blinds - Setting The Mood Is Everything

Some of the participants (both genders) mentioned that the woman closed
the curtains and smiled with arrogance which implied that the woman was
teaching the man the right way of doing it

This statement is connected to the cultural standards that exist in Armenia

Heterogeneous nations smile more, because they strive to create a social
bond, while homogeneous nations (e.g., Armenia) smile when they want to
show they are superior to one another (Khazan, O., 2017)

Women must give their approval to other members of their family
(husband, children, etc.) when it comes to buying a specific home product
(Sargsyan, E., 2018)


https://youtu.be/gTUpSNfLte0

The results of the survey/focus groups are not enough to conclude that
Armenian women perceive body language more accurately. However, it
gives a sign that there is a possibility that Armenian women have an
advantage in perceiving body language

The reason that females have a slight advantage in perceiving body
language can be connected to the Evolutionary Psychology

The main functions of women were cooking, taking care of home and kids,
while the main function of men was hunting (Arakelyan, T., 2018)

Due to the fact that women were bearer and nurturer, they were able to
understand different types of body language in order to understand the
needs of their children (Arakelyan, T., 2018)

The role of Oxytocin is also related to the slight advantage that women have
(Danilova, R., 2018)

The role of Oxytocin starts during the process of childbirth, which continues
after it and creates trust between a mother and her child (Danilova, R., 2018)


https://youtu.be/gTUpSNfLte0

e In Armenian advertising industry, one of the most successful ways to sell
a specific product/service is the use of celebrities (Sargsyan, E., 2018)

e The research process of finding proper advertisements with the usage of
body language also shows the lack of body language in local Armenian
advertisements

e However, the role of body language in Armenian advertising industry
still needs further research


https://youtu.be/gTUpSNfLte0

Both genders in Armenia did not limit themselves with the body
language of a specific person, but they analyzed different factors
(activities, clothes, other person's body gestures, etc.) that can lead them
to understand the body language of a specific person

According to the results of this project, Armenian females perceive body
language slightly better than males

Because of this slight variation in the responses given by males and
females, it cannot be concluded that Armenian women perceive body
language more accurately than Armenian men

This capstone project points out some possible variations in body
language perception by Armenian men and women, which can be
considered during other research projects related to body language
perception by different genders


https://youtu.be/gTUpSNfLte0

‘There were some interesting/important outdated
sources. There was a possibility that those outdated sources were not
relevant to today's reality as people could change their body language
and its perception throughout time

In the case of more than three
advertisements, there is a possibility the participants would not fill in the
survey as it would require more time and I would not have a chance to
collect enough responses due to time constraint

‘Through this technique, the research could be more
reliable because it would give an opportunity to understand what grabbed
the eye of the viewer and understand the process of their thinking, while
they were watching the advertisements

‘Through new technologies, it would be
possible to see the brain activity of both males and females, while they
were watching the advertisements and find some similar and different
activities in the males and females' brains


https://youtu.be/gTUpSNfLte0
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