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          Background In today’s modern world economy, businesses and financial institutions often use advertisements to attract customers and to establish brand image. Print ads are one of the important sources of disseminating information, especially in India’s banking sector. However, little is known about gender preferences and their impact on Indian banking print advertisements. Exploring visual metaphors in banking print ads is crucial to understanding interpretation1) patterns and inferences among genders, enabling designers to create more effective ads. The current paper aims to elucidate the exploration of the interpretation of both genders (male and female) towards the banking print ads ‘with visual metaphors’ and ‘without visual metaphors’. The insights gained would further help potential designers know about the preferences and likes of people across genders and use that information to create ads more effectively.

          Methods A three-month online survey was conducted on 102 participants (51 males and 51 females) to gather data on their interpretations of ads related to car loans, education loans, and fixed deposits in the banking sector. The data was analyzed quantitatively using independent t-tests for ‘advertisement liking’ (‘ad-liking’) and qualitatively using the content analysis approach to gather inferences.

          Results Quantitative analysis showed that the use of ‘visual metaphors’ in banking product ads affected mean scores differently across genders. Females consistently scored higher in ads ‘with visual metaphors,’ while males showed greater variability. However, the difference between groups ‘with visual metaphors’ and ‘without visual metaphors’ was not substantial. Further qualitative analysis was needed to determine if any differences lie in interpreting ads by participants from both genders.

          The results of the qualitative study signify the thematic resonance between the male and female psyche in advertisements. Males, traditionally family breadwinners, portrayed finance and analytics themes more pragmatically. Conversely, females displayed a broader analytical attitude and emotional depth, engaging with the advertisements beyond the financial narrative. Their indirect linkage of education with freedom and opportunity portrayed aspiration and empowerment, reflecting societal demand for change.

          Conclusions This study uses visual metaphor-based ads and non-metaphor-based ads to examine the design and reception of advertisements in the banking sector. The study highlights the need for advertisers to create messages that resonate on multiple levels, transcending traditional gender roles. The insights inform marketers to create advertisements that capture attention, inspire change, and resonate with human aspirations, ultimately boosting sales and revenue. The study provides a preliminary understanding and encourages further, more in-depth research on the topic in the future.
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      1. Introduction
      India’s banking sector has a massive arena of public and private brands serving close to a billion people (Singh & Milan, 2023), and it forms a premise of a competitive landscape, where attracting and retaining customers is most important. In this context, advertising plays a crucial role, with banks allocating significant resources to print and online campaigns to gain a competitive advantage over the other brands. While logos, visual symbols, and value communication have been individually explored in banking advertising, the intricate use of visual metaphors remains unexplored. Foroudi et al. (2014) and Guo (2017) highlighted the influence of logos and culturally-aligned visuals on customer perception. In banking advertisements, advertisers use visual symbols and visual metaphors. A visual symbol is an image, icon, or graphic representing an idea, concept, object, or action, conveying clear messages quickly and efficiently without words. Visual symbols are powerful because they transcend language barriers, providing a universal form of communication. It is widely used in art, literature, branding, signage, and communication (Latała-Matysiak & Marciniak, 2021; García-Peñalvo et al., 2012). Visual metaphor, or pictorial metaphor, develops when an image represents a notion or concept that is distinct from its literal representation. It entails using visual components to communicate intangible ideas or connections. Visual metaphors are powerful tools in communication since they can elicit emotions, clarify complex concepts, and improve comprehension via the use of imagery (Indurkhya & Ojha, 2017). The design process of visual metaphor plays a crucial role in creating distinct and engaging messaging that often employs the art of the metaphor (Phillips & McQuarrie, 2004). Amidst this pool of campaigns, visual metaphors emerge as a powerful tool that transfers features of one thing onto another, even if they seem dissimilar (Sopory & Dillard, 2002). Visual metaphors have gained significant attention in advertising studies throughout the years (Huang, 2023; Hatzithomas et al., 2021; Margariti et al., 2021; Huang, 2020; Lagerwerf et al., 2012; Gkiouzepas & Hogg, 2011; Phillips & McQuarrie, 2004, 2002).

      Despite the hefty budgets banks use for advertising (Nethala et al., 2022), there is a dearth of research on the impact of visual metaphors in print advertisements concerning gender within the Indian context and the global context. Presently, a limited number of available articles explore the use of visual metaphors in banking and financial advertisement (Das et al., 2023). The importance of visual metaphor in advertisement design and the lack of studies on the impact of visual metaphor highlights the need for comparative practices between different cultural contexts and the semiotic strategies employed in banking advertising (Yu, 2011; Bargenda, 2015). Thus, this study aims to understand how visual metaphors are being perceived by both genders, this study could serve as the primary understanding of how visual metaphors can be used as visual communication strategies for the banking sector.

    

    

  
    
      2. Literature Review
      The present research acknowledges the limited study in this domain and highlights the potential significance of investigating this intersection of visual metaphors and print advertisement of banking and finance. The following sections of this article serve as a base for the research, providing the current knowledge scenario in the domain.

      
        2. 1. Visual Metaphors in Advertising
        Visual metaphors in advertising are essential for conveying complex messages to consumers. These metaphors utilize visual elements to represent abstract concepts, establishing a connection between the image and the intended message (Ang & Lim, 2006). By artfully deviating from viewers’ expectations, metaphors give ads a potent duality while conveying practical information and captivating imaginations (Phillips & McQuarrie, 2009). Prior research indicates that visual metaphors in advertising can be more effective in generating positive outcomes than verbal metaphors (Phillips & McQuarrie, 2009). According to Mulken et al. (2010), using visual metaphors in advertising can potentially improve understanding and appreciation. However, the perception of these metaphors varies depending on their complexity, variation, and comprehension in different nations. Jeong (2008) investigates the persuasive impact of visual metaphors in advertising, specifically exploring whether these effects come from visual reasoning or metaphorical rhetoric. Scott (1994) emphasizes the need for a theory of visual rhetoric in advertising to understand the persuasive influence of visual aspects. In addition, Zhao & Lin (2019) examine the influence of visual metaphors on advertisement reaction, emphasizing the persuasive power of visual rhetoric. Furthermore, Forceville (2007) examines imaginative advertising metaphors that combine words, visuals, and non-verbal elements to improve communication and create influence. This effect shows the complex interplay between several modalities in efficiently communicating information. This highlights that visual metaphor plays a significant role in the context of advertisement. However, the use of visual metaphors in the context of Indian banking print advertisements is underexplored, especially when it has already been established that gender has an important role to play in the interpretation of these metaphors.

      

      
        2. 2. Gender Roles in Interpreting Advertisement
        Gender roles in advertisements have been extensively researched. Prior research shows that there is a considerable gender difference in the way that individuals process information and respond to advertisements (Das & Majhi, 2021; Booth & Nolen, 2012; Graham et al., 2002). It is suggested that both males and females possess the capacity to comprehend social clues to the same degree. However, differences arise in the degree to which they respond to these cues, with women being more vulnerable to their influence (Venkatesh et al., 2000). Moreover, a proposition has been made suggesting that women are more inclined to systematically evaluate the content of an advertisement when presented with comprehensive information. At the same time, males prefer to analyze advertisements using heuristics (Boshoff & Toerien, 2017). Gender and language theorists have generally supported the sex-role socialization model, which affirms that gender identity development occurs in early childhood within familial or same-sex peer groups. They also suggested and highlighted that gender roles influence language practices to a great extent (Carter, 2014). Sczesny et al. (2016) study examines gender variations in language usage, which has shown that using gender-fair language may effectively decrease gender stereotyping and discrimination (Sczesny et al., 2016). Furthermore, Furnham & Paltzer (2010) in their study reported that cultural backgrounds, age groups, and genders impact audience responses to gendered commercials.

        In the Indian context interpretation of advertisements by males and females is influenced by the determination of gender stereotyping in media. Kumari & Shivani (2014) highlight the continuing dependence on traditional gender tropes in marketing communication, which reinforces existing biases and expectations. This practice affects how males and females see advertisements, often perpetuating traditional roles and behaviours. Chitra (2023) shows concern in her study of the gender imbalance in children’s television advertising in India, showing how early exposure to such content can shape young minds. Boys and girls may develop different sensitivities to their roles and capabilities, influenced by the stereotypical representations they encounter. Indumathi & Nivedhitha (2017) emphasize the reinforcement of traditional gender roles in Indian advertisements, suggesting that these societal norms impact the interpretation of ads by both sexes. However, Pathak (2024) and Barthwal (2023) note a shift towards more professional and empowered representations of women, reflecting changing societal dynamics. While women might feel empowered and validated by these evolving portrayals, men may view them as either a reflection of progress or a challenge to traditional roles. This evolving landscape in advertising highlights the complex and dynamic nature of gender interpretations in media. However, a lacuna has been observed in the domain of visual metaphor interpretation through the gender perspective in the Indian context. Therefore, the present study focuses on comprehending different gender interpretations of banking print advertisements: ‘with visual metaphors’ and ‘without visual metaphors’ to gain valuable insights.

      

      
        2. 3. Indian banking sector
        There is a lack of exploration in the domain of aesthetics in banking print advertisements, with various gaps in the literature. However, logos, emotional appeal, and value communication (Wilson, 2021; Czarnecka & Mogaji, 2020) have been separately explored in banking print advertising. Interestingly, the use of visual metaphors remains unexplored.

        The Indian banking sector has undergone significant changes over the years, switching from private to public and again to private ownership (Sathye, 2010). Due to this change, the competitive environment is now marked by monopolistic competition. As a result, this sector has shifted towards human-centric design aspects, such as user (customer) satisfaction and loyalty, which nowadays have become much more essential than service quality’s critical aspects comprising technical and tangible factors (Lenka et al., 2009). Additionally, the effectiveness of advertising in Indian banks has been a subject of study, focusing on comparative analysis between private and public sector banks (Mulchandani et al., 2019). Furthermore, the impact of brand value on the financial performance of banks has been empirically studied, which indicates a growing realization among Indian banks that business success depends on user service and satisfaction (Arora & Chaudhary, 2016).

        In the visual communication design context, examining brand models and their correlations with user preferences regarding banking products has been highlighted as an area for further examination (Gombos & Bíró-Szigeti, 2023). Srivastava & Dey (2016) examined brand analysis of global and local banks in India has revealed the coexistence of significant players in the banking industry, suggesting the need for a nuanced approach to visual communication design that caters to diverse consumer segments. However, scanty research relating to banking print advertisements focuses on determining the role and use of visual metaphors in conveying complex financial concepts and shaping brand relationships with the target customers within the banking sector, especially from the gender perspective.

        An examination of Indian banking print advertisements from the perspective of visual communication is essential due to the distinct features specific to the Indian context that differentiate it from other countries. Advertising tactics and customer perceptions in India are shaped by unique cultural traits (Limbu, 2024). The diverse linguistic and cultural customs in India influence the visual communication strategies used in advertisements, highlighting the importance of understanding these nuances for effective communication (Cayla & Elson, 2012). Moreover, the attention towards the Indian financial sector is crucial as financial literacy is not included in high schools in India and is later introduced (Jayaraman & Jambunathan, 2018). Apart from this, financial literacy in the Indian context also has a relation with gender where women are supposed to know less than men about a variety of financial products and procedures (Rink et. al, 2021). Another study by Banerjee & Roy (2020) found the top Indian literate states of Kerela, where the financial literacy level of women remains lower compared to men. Mohammed et al.’s (2020) study defines a rational reason for males’ better understanding of financial instruments and practices. This shows that India presents a unique landscape in the domain of visual communication and understanding the banking print ads could help to expand knowledge in visual communication and also could contribute to financial literacy in the later stages.

      

      
        2. 4. Research Questions
        It is evident from the literature that a research gap lies in understanding the impact of visual metaphors on gender, especially in the Indian banking and finance context. This research aims to identify the difference in interpretation and engagement of the gender ‘with visual metaphors’ and ‘without visual metaphors’ print advertisements for banking services in India. The research attempts to answer the following research question:

        
          What are the similarities and dissimilarities between the responses of male and female participants for the banking print advertisements of India ‘with visual metaphors’ and ‘without visual metaphors’?
        

      

    

    

  
    
      3. Methodology
      This research takes a positivist stance towards the research question, stating that the answer to the research question exists among the people, especially those targeted by the advertisements’ designers. The following sections elaborate on the different methods used to gain information from the people.

      
        3. 1. Participant Selection and Demographic Profile
        The snowball sampling was adapted to collect the data through Google Forms. Snowball sampling is a recruiting strategy that involves encouraging current participants to suggest others from their social network to participate in the study. This allows researchers to get access to the social circles of the participants and engage themselves in their social networks (Shepherd et al., 2020). In this study, the participants were gathered through an online survey spread via Google Forms, which remained open for three months. The link to the Google form was disseminated through two social media platforms - WhatsApp, and Facebook Messenger. In India, discussions about financial matters are often considered private and sensitive (Mahapatra et al., 2016). Due to this reason, people hesitate to participate in bank-related activities organised by third parties. Hence, a lower participation rate was expected. A total of 109 participants responded. However, 7 participants did not complete the form. 102 responses (51 males and 51 females) were used for the study with the mean age of participants as 28.4 years.

        The participants in this study were university students from various institutions across India such as Jawaharlal Nehru University covering the northern part of India, University of Calcutta and Jadavpur University covering the eastern part of India, Guwahati University, and Indian Institute of Technology Guwahati covering the northeast part of India, and finally, University of Hyderabad covering the southern part of India. All the universities include students from all over the country. However, the state universities (University of Calcutta, Jadavpur University, Guwahati University) have 90 per cent reservation for students of their own state, while the other universities such as central universities (Jawaharlal Nehru University and University of Hyderabad) and institutes of national importance (Indian Institute of Technology Guwahati) maintain an ethnographical diversity. The inclusion criteria for the study focused on age, with participants ranging from 20 to 40 years old. This age range was selected to capture a diverse set of perspectives and experiences, reflecting both younger and more mature student demographics. According to Xiao et al., (2020) college graduates are more likely to display numerous financial behaviours compared to college enrollees and dropouts. In the Indian context, there has been a dearth of financial education at the school level (Jayaraman & Jambunathan, 2018). Hence, the educational qualifications of participants were also considered significant for the survey, with all respondents having completed at least a bachelor’s degree, spanning various fields of study (Cao et al., 2020).

      

      
        3. 2. Selection of Stimuli
        Since the study focuses on banking print advertisements, the images sourced from popular Indian magazines such as India Today, Outlook, and The Week, spanning the last five years (2017-2022), as shown in Figures 1,2,3.

        To ensure the appropriate selection of images ‘with visual metaphors’ and ‘without visual metaphors’, two experts were employed. The experts were selected based on the inclusion criteria of at least six years of experience in design. The first expert has been working as the creative director of Interactive Avenues - one of the leading advertising agencies in India for the last 7 years. The second expert is an assistant professor at the Department of Design in Kala Bhavan in Visva Bharati University with over six years of experience in visual communication research. The experts selected advertisements based on their extensive knowledge and mutual discussion. The selection parameters focused on the strength of metaphors in the advertisements, evaluating whether the ads contained metaphorical clues and to what degree these clues were present. For advertisements without metaphors, the clarity of the message was the primary consideration. The Experts reviewed 30 advertisements, 15 featuring ‘with visual metaphors’, and 15 ‘without visual metaphors.’

        The selection was eventually narrowed down to six advertisements through iterative review. These included a pair of ads comprising ‘with visual metaphors’ and ‘without visual metaphors.’ These pairs included car loan ads, education loan ads, and fixed deposit ads, which play a significant role in the banking industry. These themes were selected as previous research on banking-related products has highlighted that loans are a lifeline for numerous students pursuing professional courses (Pant et al., 2021). Similarly, allocating bank loans to specific sectors, such as the automotive and real estate industries, is essential for economic growth and development (Hacievliyagil & Ekşi, 2019). The following figures (Figure 1 a), b), Figure 2 a), b) and Figure 3 a), b) illustrate these ads ‘with visual metaphors’ and ‘without visual metaphors’ for the car loan, education loan, and fixed deposit, respectively.

        
          
          

          Figure 1 
				
          

          
            Car Loan a) Ad ‘with metaphor’ b) Ad ‘without metaphor’
          
          

          

        

        
          
          

          Figure 2 
				
          

          
            Education Loan a) Ad ‘with metaphor’ b) Ad ‘without metaphor’
          
          

          

        

        
          
          

          Figure 3 
				
          

          
            Fixed Deposit a) Ad ‘with metaphor’ b) Ad ‘without metaphor’
          
          

          

        

      

      
        3. 3. Data Analysis
        Data were collected through an online survey to obtain both quantitative and qualitative insights. The content analysis method (Nelson & Paek, 2007; Hetsroni & Tukachinsky, 2005) was deployed to identify prevalent themes and words within the data, quantifying the occurrence of coded themes, followed by comparative analysis (Dall’Olio & Vakratsas, 2023) to explore similarities and differences in responses between genders and among the different types of advertisements. The coding process was conducted using ATLS.ti 24 software. A 7-point Likert scale on liking (‘1’ being least liked and ‘7’ being most liked) was used to obtain the data on respondent’s “ad-liking” towards the ads. An independent t-test was performed in IBM SPSS Statistics 22 to observe if there were statistically significant changes between the means of two separate groups.

      

    

    

  
    
      4. Result & Discussion
      The result of the study is presented in two parts. The first part depicts the statistical test result of the liking rating, and the second part reflects the content analysis results.

      
        4. 1. Statistical analysis of ad-liking
        The data elucidated details regarding the mean scores, standard deviations (SD), and standard errors of the mean (SEM) for responses gathered related to visual metaphors in images concerning car loans (CL), education loans (EL), and fixed deposits (FD). These responses are grouped by gender categorization.

        Pertaining to ads for car loans, the data indicates that males exposed to ads for car loans ‘with visual metaphor’ (CLWVM) reported a higher mean score (M = 5.372, SD = 0.915, SEM = 0.128) compared to females (M = 5.019, SD = 1.655, SEM = 0.231). Similarly, for the car loan ad ‘without visual metaphors’ (CLWOVM), males exhibited a lower mean score (M = 4.607, SD = 1.844, SEM = 0.258) than females (M = 4.274, SD = 1.898, SEM = 0.265).

        Concerning the ads for education loans, males ‘with visual metaphors’ ads (ELWVM) indicated a mean score of 5.294 (SD = 1.540, SEM = 0.210), whereas female audience scored slightly higher (M = 5.470, SD = 1.63, SEM = 0.231). For the education loan ads ‘without visual metaphors’ (ELWOVM), males scored a mean score of 4.823 (SD = 1.492, SEM = 0.209), and females fetched a mean score of 4.568 (SD = 1.565, SEM = 0.219).

        In the context of ads related to fixed deposits, males ‘with visual metaphors’ (FDWVM) exhibited a mean score of 5.294 (SD = 1.540, SEM = 0.164). However, females ‘with visual metaphors’ showed a mean score of 5.470 (SD = 1.653, SEM = 0.175). Interestingly, for ads ‘without visual metaphors’ (FDWOVM), both males and females exhibited lower mean scores of 4.823 (SD = 1.492, SEM = 0.202) and 4.568 (SD = 1.565, SEM = 0.197), respectively. Figure 5 illustrates the graphical representation of the data discussed above.

        From the analysis of the presented data, it can be inferred that the presence of visual metaphors administered a varying impact on the mean scores across different banking product ads. Females have depicted a consistently higher mean score in the presence of visual metaphors across all categories of banking product-related ads. In contrast, the males’ scores exhibited a greater variability. However, the difference in mean scores between the groups ‘with visual metaphors’ and ‘without visual metaphors’ is not substantial in any categories. Thus, there is a need to analyze the data further from a qualitative perspective to determine whether any difference lies in the interpretation of the ads being viewed ‘with visual metaphors’ and ‘without visual metaphors’ by the participants from both genders.

      

      
        4. 2. Content analysis
        In the purview of the content analysis of the participant responses (both genders), the four major themes emerged: finance, analytics, emotion, and education. Table 1 shows the process of emerging themes from codes. Two different types of themes regarding education emerged.

        
          Table 1 
				
          

          
            Summary of coding process to emerging themes
          
          

        

        
          
            
              	Coded concept
              	Themes and Description
            

          
          
            	availability of loan; accessible; attractive returns; bank advertisement; discounted price; emergency fund; EMI; family security; future strategy; future planning; prospects; future security; growth-oriented; importance of loan; incentive; increment indicator; interest rate; interest rate; investment; liquidity; loan; micro saving; onboarding; peaceful savings; practical savings; prioritization; promotional; promotional offers; prospects; protected investment; reassurance; rising returns; savings; savings plan; secure future; secure growth; safe investment; security; security assurance; senior rate; smart investing; traditional savings; transparent savings; valuation; wealth growth; wealth building; wise investment
            	Finance: The finance theme revolves around coded concepts of finance-related words and phrases. These concepts describe banking-related terms, banking facilities, financial security, wealth growth, financial strategies, and plans to secure customers' futures and their families.
          

          
            	analogy; assurance; attention grabber; clarity issue; clear communication; clear intent; compelling; competitive; comprehensibility; concept clarity; confused; consideration; critique; dislike; distracting focus; effective messaging; engaging; exploitation; interpretability; misleading; persuasive; promising; propensity; prudence; recognition; visual clarity; well-structured
            	Analytics: The coded concepts clarity issue, clear communication, compelling, distracting focus, effective messaging, interpretability, misleading, visual clarity, and well-structured reflect an analytical theme. These terms represent the logical breakdown and evaluation of the visual and messaging components of banking advertisements to ensure clear, effective, and accurate communication.
          

          
            	ambitions; appealing; aspiration; self-assurance; desire; disfavour; enjoy; family care; happiness; hope; joyful; jubilation; likability; nostalgic; peace of mind; satisfaction; self-belief; stress; tension
            	Emotion: The concepts of ambition, aspiration, self-assurance, family care, happiness, hope, and peace of mind reflect an emotional theme. These terms capture the strong feelings evoked by banking advertisements, highlighting their effectiveness in engaging the audience with passion.
          

          
            	enlightenment; financial guidance; financial independence; financial wisdom; financial education; financial fundamentals; financial literacy; financial wisdom; guidance; quality education; value of education; value of education loan
            	Education: The concepts of enlightenment, financial guidance, financial independence, financial wisdom, financial education, financial literacy, and guidance all reflect an educational theme. These terms represent the teaching and training aspects of banking advertisements, helping the audience better understand banking-related terms. They align with the idea of education, ensuring that the advertisements empower the audience to make informed banking decisions.
          

          
            	empowerment; freedom; liberty; fulfilment; opportunity; fly
            	Indirect Concept of Education: The theme includes terms such as empowerment, freedom, fulfilment, opportunity, and fly. These terms highlight the impact of education. In the context of banking advertisements, these words resonate with the aspiration that the banking advertisement tries to showcase.
          

        

        

        The first was education, where the participants directly referenced the context of education. The second theme that emerged that was related to education was termed the indirect concept of education as these respondents instead of having a direct reference to education made an indirect comparison of education such as empowerment, freedom, etc. Figure 5 shows the analysis of male and female interpretations of advertisement content ‘With Visual Metaphor’ and ‘Without Visual Metaphor’.

        
          
          

          Figure 4 
				
          

          
            Analysis of Male and Female Liking ‘With Visual Metaphor’ and ‘Without Visual Metaphors’ Advertisements
          
          

          

        

        
          
          

          Figure 5 
				
          

          
            Analysis of Male vs. Female Interpretations of Advertisement Content ‘With Visual Metaphor’ and ‘Without Visual Metaphor’
          
          

          

        

        While analyzing the female responses, it was observed that instead of using indirect linkage with the theme of education, female participants used indirect linkage codes like freedom, opportunity, liberty, ‘empowerment’, fly, and fulfilment.

        In the case of male participants, the distribution of coded themes (finance, analytics, emotion, and education) was uneven, as shown in the Figure. 5. Male participants gave more importance to finance, with an occurrence of 98 times (67.12% of total male-coded concepts), followed by analytics, with the occurrence of 22 times (15.06% of total male-coded concepts), followed by emotion, an occurrence of 14 times (9.58% of total male coded concepts), and lastly education with the occurrence of 12 times (8.23% of total male coded concepts). On the other hand, the responses of the female participants showed different frequencies, with finance with the occurrence of 56 times (38.88% of total female-coded concepts), followed by analytics with the occurrence of 46 times (31.94% of total female-coded concepts) and followed by emotion with the occurrence of 42 (29.18% of total female coded concepts). Lastly, no occurrence was found regarding the education theme among the female participants. Instead, they gave responses in the form of indirect linkages words, as discussed above.

        The finance theme contains 80.86% of the coded concepts from the advertisement ‘with metaphor’ and 19.37% of the coded concepts ‘without metaphor’ by male participants. In contrast, the occurrence of female participants was 62.50% ‘with metaphor’ and 37.50% concepts ‘without metaphor.’ In this case, 90.90% of the coded concepts were from the advertisement ‘with metaphor,’ and 9.10% were from ‘without metaphor’ by male participants. However, female participants showed a different trend, where 45.66% were ‘with metaphor’ and 54.34% were ‘without metaphor.’ The emotional theme showed a similar trend with finance, where 85.71% of the coded concepts from the advertisement were from ‘with metaphor’ and 14.29% of the coded concepts were from ‘without metaphor’ by male participants. The occurrence of female participants was 76.20% ‘without metaphor’ and 23.80% ‘without metaphor’ by female participants. A similar trend was also found in the education theme, where 83.33% of the coded concepts from the advertisement were from ‘with metaphor’ and 16.67% of the coded concepts were from ‘without metaphor’ by male participants. The occurrence of female participants was 52.18% from ‘with metaphor’ and 47.82% from ‘without metaphor.’

        The purpose of the study was to find the similarities and dissimilarities between the responses of male and female participants for the banking print advertisements of India ‘with metaphor’ & ‘without metaphor.’ Fenko et al. (2018) and Zaho and Lin (2019) suggested that there may be differences in how males and females process visual information, which could extend to the interpretation of visual metaphors. These studies, however, could not answer the difference between their responses, and it is unsure if it can also be extended to a specific context and category of advertisement. The current study uses three banking advertisements to explore the difference between the responses of genders. It collects survey responses of both genders on their liking of the advertisement and interpretation of the ads. The study shows that both genders prefer advertisements ‘with visual metaphors’ to advertisements ‘without visual metaphors.’

        However, the visualization of the liking analysis in Figure 4 shows that there is not much variation in liking advertisements by both genders. Hence, content analysis was used to identify if there were any differences between the interpretations of the genders.

        The content analysis revealed that in the case of the finance theme, the occurrence of coded concepts was higher in male participants’ comments. While this observation supports the prevailing view that males are more attuned to financial matters and respond more quickly due to traditional financial responsibilities in Indian society (Rink et al., 2021; Banerjee & Roy, 2020; Mohammed et al., 2020), it also highlights the need for further exploration to understand the exact rationale behind this trend. In the instance of the analytical theme, women were found to respond to the advertisement with greater analytical ability. This conclusion is consistent with Ruhina & Sridevi’s findings (2021), which revealed that women outperformed men in phonemic verbal skills and picture recognition tests. The study also found that women performed better regarding cognitive processes and visual depth perception. Females are considered more emotional compared to their male counterparts, which is reflected in the result of the content analysis of the present study, where themes of emotion were more prevalent among the female participants. A previous study also showed that females outperformed males in emotional information processing (Chen X et al., 2018). The result of the content analysis initially showed that females did not mention education in the comments, which was unlikely. A re-evaluation of the content revealed that female participants linked education with themes like fly, freedom, opportunity, etc. They are more focused on their freedom of choice of settling their own life without social pressure. They found education as an opportunity to break the barriers of society. According to Nirui Si (2022), all over Asia, female literacy rates are the lowest in India due to a lack of emphasis on it. It might have resulted in a difference in interpreting the education loan advertisement.

        A few general observations regarding the style and stature of participants’ answers (responses) were also noted while scrutinizing the participants’ responses. Most male participants used long sentences to interpret the advertisement and express their approach toward its narrative. In contrast, female participants mainly used short sentences to interpret the ad, and female participants tried describing their responses more explicitly (expressing emotions using few words). In some cases, female participants interpreted the metaphor of the advertisement literally (word-to-word meaning); they were not very interested in decoding the meaning. The participants of both genders mainly concentrated on the visual part of the ads. There is some agreement between this result and that of Hutton and Nolte (2011), who highlighted the significance of visual elements in capturing viewer attention and supporting the idea of focusing on appropriate images to communicate messages in advertisements effectively. Moreover, the present study also observed that only when the participants were having trouble understanding the advertisements, did they try to find and read the text. For this sake, they tried searching for clues in the ad’s text. Even after doing so, if they still fail to understand it, their attitude turns negative/indifferent towards the ad. It may be because they feel deceived and think that they are not capable of grasping the ad’s meaning.

      

    

    

  
    
      5. Conclusion
      The revelations of this study on the impact of visual metaphors in banking advertisements in India present several insights into gender-based interpretations and preferences. The statistical analysis laid the foundation by highlighting a unanimous inclination towards advertisements ‘with visual metaphors’ across genders, though the degree of liking varied minimally. It revealed that ads ‘with visual metaphors’ were attractive and more engaging. In addition, such ads ‘with visual metaphor’ also hint at deeper meanings worth looking into.

      In reference to the inferences drawn from the content analysis, the current study explored distinct thematic resonance with the male and female psyche. Males, anchoring in the traditional role of family breadwinners, resonated more with themes of finance and analytics, embodying a pragmatic approach to the advertisements. Conversely, females exhibited a broader analytical attitude and emotional depth, reflecting a nuanced engagement with the advertisements beyond the surface-level financial narrative. Their indirect linkage of education with themes of freedom and opportunity painted a picture of aspiration and empowerment, echoing a societal demand for change.

      The divergent paths in theme engagement between genders underscore a profound insight: advertisements, especially those ‘with visual metaphors,’ are not merely captivated; they are experienced and interpreted through the lens of societal roles, personal aspirations, and cognitive predispositions. The male audience’s preference for finance and analytics and the female’s inclination towards emotional depth and aspirational themes highlight the multifaceted nature of advertisement interpretation and show the normative roles of the genders. This research findings are in line with Venkatesh et al., (2000) which mentions that there are differences in the degree to which the genders respond to the cues. The research also identified the minute differences that the designers can use to design advertisements that can target specific genders.

      To conclude, this study looks into the banking sector’s advertisement design and subsequent audience reception (through visual metaphors and non-metaphor-based ads). It further attempts to mirror the evolving societal constructs that shape gender interpretations. The subtle yet significant differences in thematic engagement highlight the need for advertisers to craft messages that resonate on multiple levels, transcending traditional gender roles to connect on a more human and universal scale.

      Moreover, in a world where advertisements are not just seen but felt, the insights that emerged from this study inform marketers and designers to delve deeper into the psychological realms of their audience, creating advertisements that not only capture attention but also kindle the imagination, inspire change, and resonate with the core of human aspiration. The novelty of this study lies in understanding and providing a basis for future explorations into the intricate interaction between visual metaphors and the human psyche.

    

    

  
    
      6. Limitations and Future Scope
      This study delved into the complexities of visual metaphors in Indian banking print advertisements, underscoring their significance in conveying messages effectively. Despite careful assessment of the ads and logical steering of the study, the present study is deemed to have some limitations. The study did not consider the class differences based on respondents’ family income and educational qualifications. The respondents included the participants pursuing master’s degrees or Ph.D. Such participants remain well educated, which may introduce bias into the results. Future research should consider a more diverse sample, including different social classes, academic backgrounds, ethnicities, and ages, to gain broader insights. Additionally, the study found gender differences in the perception of finance-related matters, suggesting a valuable area for further research to explore the underlying reasons and enhance understanding in this field. Finally, the study recommended further investigation through two key approaches: conducting in-depth interviews with users for qualitative analysis and administering surveys with larger sample sizes for quantitative analysis.

    

    

  
    
      Glossary
      1) The process of understanding visual stimuli involves attributing meaning by taking into account context, prior knowledge, and viewpoints.
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