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FEHAEPHA CTEPEOTUMNISALIA B PEKJIAMI
GENDER STEREOTYPING IN THE COMMERCIAL

Monpu TpeHA Ha TONEPaHTHICTb Y CBITi MPOTATOM OCTaHHIX POKiB, PEKNaMHUI pu-
HOK HepifKo AOCi BUKOPUCTOBYE iIHCTPYMEHTU CNPUAHHA TeHAEPHIN AUCKpUMiHaLLT Ta
CTBOPHOE CTEPEOTUMI3OBaHI reHAepHi obpasun. Taka TeHAEHLIA Mae HeraTMBHI HacaiAKN
ANS CycninbCTBa Ta rajbMye MOro PO3BUTOK Y Cy4acHOMY AMHAMIYHOMY CBITi. Y focnia-
KEHHI Ha MpuKaaji CBITOBUX Ta yKpaiHCbKUX BPeHAiB PO3rasHYTO NpUKAaan BUKOPU-
CTaHHA NONYAAPHWX FreHAEPHUX CTEPeoTUNIB.

FeHAepHi CTEPeoTMNN He € HOBUM fBULLEM. BOHM cToniTTAMKM dopmMyBanncs y cBi-
[OMOCTI TPOMaZACbKOCTI, @ CbOrOoAHI MeZianpocTip, 30Kpema peksama, AnLle CrpusaoTb
X nigkpinaeHHio. MeHgepHa cTepeoTunizauia € couianbHOO npobaemoto. Ockinbku
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peksamMHi TBOPU MatoTb BAACTMBICTb BUKANKATL B CMOXMBaya pPi3Hi emMoLii (MO3nTMBHI
UM HEeraTuBHI), AKLLO BOHW € FeHAEPHO yrnepeaKeHUMK, TO CTEPEOTUNN MOXKYTb NpPo-
HUKHYTW TAMBOKO y MiACBIAOMICT Ta CMPUUYUHUTA MOPYLUEHHSA acrekTiB CaMoOifeH-
TMdikaLii NtogMHKM abo HaBiTb KOMMIEKCH.

Byno BUABAEHO, WO 3axXifHNIA pekNaMHUI PUHOK BUKOPUCTOBYE reHAEPHI HapaTuBK
3HaYHO pijLle, HiX paHille, ogHaK cTepeoTunisaLis 4OCi MoWnpeHa cepes MeHLL nomny-
NAPHUX BpeHaiB. HarnowmpeHiwow npobaemMoto, fika A0Ci 3aNMLLA€ETbC akTyalbHOR
B peKnaMHin NpoAyKLii, € cekcyanbHa 06'ekTMBI3aLif, TOBTO BUKOPUCTAHHA NHOACBKOTO
Tina Ak npeAmeTa, enemMeHTa Aekopy. BynbrapHe Ta HegopeuHe BWUCBITAEHHS OCI6 nig
NPUKPUTTAM «eCTeTUKM JFOACBKOro Tifla» MOXE MPU3BOAUTU AO CEPUNO3HUX HACNIAKIB,
30Kkpema o Hacuana. FeHaepHi Mogeni, AKi CUCTEMATUYHO TPaHCAKOIOTLCA, MatoTb B/a-
CTUBICTb TMOOKO BKOPIHKOBATUCA Y CBILOMICTb Ta 3MiHIOBATV MUCIEHHS CMOXMBaUiB.
[Jeski peknamogaBui, ocobavMBO Ti, ki NpaLotOTb 3 MasoBiZOMUMUK BpeHzamK, Ao-
Ci BBaXatoTb, WO BUKOPUCTAHHS CTEPEOTUNIB € HaKpaLMM CNocobOM AOHECTN CBOE
MOBIZOMJIEHHS A0 CMOXMBaya.

Y peknamHux Npojyktax B YKpaiHi TaKoX BifCNiAKOBYETbCA 3MEHLUEHHSA BU-
KOPWUCTaHHA TeHAEPHUX CTePeoTMMIB, O YacTKOBO MOB'A3aHO 3 YMHHMM 3aKO-
HOM «[1pO peknamy», a TakoX BMJANBOM KyJbTypW CKacCyBaHHS Yy KOPNOpPaTUBHUX
KOMYHiKaLifx.

KnrouoBi cnoBa: reHzep, ctepeoTnnu, peknama, puHoK, imMigx, PR, ynepeaskeHHs.

Despite the trend towards tolerance in the world in recent years, the advertising market
often still employs tools that contribute to gender discrimination and creates stereotyped
gender images. This tendency has negative consequences for society and hinders its
development in the modern dynamic world. The study examines examples of the use of
popular gender stereotypes using global and Ukrainian brands as illustrations.

Gender stereotypes are not a new phenomenon. They have been shaping public
consciousness for centuries, and today, the media space, particularly commercial, only
reinforces them. Gender stereotyping is a problem because advertising works by eliciting
various emotions (positive or negative) from consumers. If commercials are gender-biased,
these manipulative mechanisms can deeply penetrate the subconscious of individuals,
causing disruptions in self-identification or even complexes.

It has been observed that the Western advertising market uses gender narratives much
less frequently than before. However, stereotyping is still prevalent among less popular
brands. The most widespread issue that remains relevant in advertising production is sexual
objectification — the use of the human body as an object or a decorative element. Vulgar and
inappropriate portrayal of individuals under the guise of “aestheticizing the human body” can
lead to serious consequences, including violence. Gender models systematically broadcast
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through advertising have the tendency to deeply root themselves in the consciousness and
alter the thinking of consumers.

Some advertisers, especially those working with lesser-known brands, still believe that
using stereotypes is the best way to convey their message to consumers. In advertising
products in Ukraine, a decrease in the use of gender stereotypes is also observed, which
is partly related to the current Law "Advertising Law”, as well as the influence of the cancel
culture n corporate communications.

Keywords: audiobooks, promotion, social networks, advertising, PR, prejudice.

Introduction. The advertising industry is a powerful tool of influence
on human consciousness. The systematic presence of advertising objects
instills habits in consumers and normalizes the perception of situations
presented in commercial. However, it often violates ethical norms,
discriminates people, and perpetuates stereotypes, including those based
on gender. If the information conveyed is negative, over time it can be
reflected in the real world and, to some extent, modify individuals’ attitudes
toward each other, as seen in gender stereotyping. Gender discrimination
is often embedded in content that reaches a wide audience, distorting the
perception of the roles of men and women in society, showcasing certain life
values, and attributing them to a specific gender.

The actuality of the topic lies in the prevalence of violations regarding
the portrayal of gender aspects in commercial. Consequently, consumers
develop a distorted perception of representatives of a particular gender,
altering the perception of individuals in the social sphere and fostering
stereotypical thinking. Despite the global trend towards tolerance in recent
years, the advertising market often still employs tools that contribute to
gender discrimination, creating stereotyped gender images. This trend
has negative consequences for society and hinders its development in the
modern dynamic world.

A review of the literature. Various aspects of gender stereotypes
in commercial are addressed in the works of L. Andrushko [1], where
advertising strategies for constructing normative gender discourses are
discussed. The research of T. Melnyk and L. Kobelianska [4] outlines the
fundamental gender roles and stereotypes underlying gender theory. The
works of scholars such as M. Kimmel [2], I. Broverman and others [14],
W. Lippmann [11], A. Oakley [12], S. Pavlychko [5], T. Marcheniuk [3],
and others were also considered in the course of the study.
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In general, a stereotype is an established pattern of thinking that is
distant from real situations. This definition was introduced by W. Lippmann
in the work “Public Opinion” [11] and led to subsequent scientific research
on the topic of stereotyping. He described the concept of a stereotype in the
dimension of conservatism and emphasized that individuals tend to view
others through pre-existing cultural representations, determined not by
personal assertion but by a formed stable social setting.

Moreover, gender stereotypes can contribute to the spread of sexism
and, as a result, gender inequality. PhD in Psychological Sciences N. Bu-
gayova expressed the opinion that women are more often subjected to
images based on gender characteristics, as they are attributed traits of
vulnerability, psychological instability, and excessive expressiveness. At
the same time, N. Bugayova notes that a cult of masculinity is artificially
imposed on men. The scales of gender discrimination of the opposite sex are
different, but this fact does not diminish the urgency of the problem [7].
Gender stereotyping directly stems from the issues of gender inequality.
Sociologist A. Oakley, in her work, was one of the first to provide a rationale
for this concept, stating that only differences in sex characteristics generate
gender differentiations [12].

Researcher J. Scott identified the key components of gender relations
that can contribute to a successful historical and sociological analysis [13]:

Sets of cultural symbols that structure into stereotyped perceptions in
the society.

Normative prescriptions that define the range of possible symbolic
interpretations and are reflected in religious, political, and educational
doctrines.

Social institutions (in addition to the system of family relations,
J. Scott also mentions the labor market, governance, and the educational
system).

Subjective gender identity.

Gender studies emphasize the inappropriateness of concepts regarding
masculinity and femininity. According to most scholars, this plays a
negative role in societal life, as such a model discriminates against people,
confining them. In turn, psychologist S. Bem introduces the concept of
gender polarization, where society sees only differences between men and
women, leading to negative consequences [9].

The purpose of the study is to outline contemporary trends in gender
stereotyping in commercial.
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Methods. Analysis and synthesis have aided in identifying trends in
the formation of gender stereotypes in commercial. With the assistance
of content analysis and the comparative method, advertising products
featuring gender-related issues have been characterized in both the
Ukrainian and global advertising markets.

The results. The Western advertising market tends towards tolerance
and eradicating violations that discriminate against individuals based
on various characteristics. Commercials that violate ethical standards
are currently condemned by society, leading to gradual changes in
stereotypes. For example, the portrayal of women in commercial has
evolved, with a decrease in advertisements depicting women as unable
to perform tasks solely due to their gender. Previously, marketers
associated women with weakness, domestic duties, beauty, child care, and
often portrayed them only in such roles. Today, companies strive to avoid
content that perpetuates gender inequality and stereotyping. However,
despite these efforts, such commercial still enters the media space in a
more subtle form.

In this context, former members of the executive teams of London-based
agencies Ogilvy and DDB, now founders of PrettyLittleHead (a research
company helping marketers better understand the female audience),
J. Cunningham and E. Melton, introduced the term “subtle sexism.” This
term refers to the covert portrayal of sexist narratives in media content.
The researchers specify that advertisers still convey various forms of sexism
in their marketing campaigns, but in an implicit manner to avoid backlash
from the so-called cancel culture. They believe that the Western advertising
market is gradually moving away from gender color coding (blue/pink).
However, the trend of using softness, florals, and pastel color schemes in
products for women and contrasting themes for products targeting a male
audience persists [10].

On the official website of the French luxury fashion house Louis
Vuitton (refer to Figure 1), the winter collection of 2022 for men and
women stands out with different color schemes. Men are depicted against
a brown wooden background, while women are portrayed against a
pastel-blue background. Such color distribution trends in 2022 are less
common in the Western advertising market than in previous years, as it
is considered outdated, although some lesser-known brands still exhibit
these patterns.
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Figure 1. The Winter Collection of Louis Vuitton for 2022 for men and women

For instance, the company WorkPro, which sells tools for repairs,
continues to gender-code colors. WorkPro has a separate line for women
where the tool colors are pink, while for men, they offer black, blue, green,
gray, etc. In a new advertising integration, WorkPro shows a blonde woman
dressed in a pink dress, holding a kitchen spatula in one hand and a pink
drill in the other (refer to Figure 2). This commercial may reinforce several
gender stereotypes, such as associating the kitchen as a place for women
and suggesting that women, especially blondes, prefer pink.

Figure 2. Commercial of the pink set of WorkPro tools
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Another brand, Hero Clean, promoting odor-eliminating products,
positions itself as “exclusively masculine.” The advertising text contains
phrases indicating that sweat can be “masculine,” thus differentiating it
from feminine sweat. The brand portrays men in masculine roles and dictates
a corresponding tone: “You are a real beast. You work out a lot. You sweat.
We understand. Your stuff smells bad. Don’t worry; it will be our little
secret.” The creators note that Hero Clean’s story began with a trip to a store
for laundry detergent. Hero Clean emphasizes masculinity in depicting male
representatives, positioning itself as caring for the comfort of men while
implicitly prescribing standards of toughness to them (refer to Figure 3).

HERO CLEAN LAUNDRY DETERGENT K :

SHOP AT HERO-CLEAN.COM

Figure 3. Commercial of the Hero Clean brand

Well-known companies are gradually moving away from gender biases,
as adherence to gender stereotyping can face consumer condemnation,
ultimately leading to a global refusal to buy products. Renowned and
controversial American designer Tom Ford, who made a breakthrough in
the fashion world through the sexualization of models, believes that society
still exists in a culture of objectification, especially of women. He argues
that provocations in the advertising industry make sense but compares his
work in the 90s to the present, emphasizing that the world is changing,
and so is his creativity. Ford states that his current works are filled
with sensuality, not sexuality, as sex in advertising no longer surprises
anyone. In an advertising teaser for the Autumn/Winter 2022 collection
on Tom Ford’s official Instagram page, close-up shots of women’s legs are
prominently featured, with the silhouette of a girl in the background (refer
to Figure 4).

ISSN: 2522-1078 (online)



N2 2 (14) /2023. OBPIi IPYKAPCTBA 233

TOM FORD

AUTUMN/WINTER 2022
MARCH 3RD AT 9AM EST

Figure 4. Commercial teaser of the collection AW 2022, Tom Ford

One example of the portrayal of gender roles in the global advertising
segment is commercial from the Dettol brand, which promotes household
cleaning products, including antibacterial ones. On the official Dettol
YouTube channel, in a short video for Vietnamese consumers, a family is
presented: a father, mother, and their sick child. Additionally, a doctor is
sitting beside them on the bed, to whom the woman asks why their child
often falls ill. The specialist continues the dialogue with the woman and
responds that even if the surfaces in the home look clean, they can still
be full of bacteria, so the mother should disinfect the house with Dettol,
as it, according to the advertisement, kills 99.9 % of bacteria (refer to
Figure 5).

VE SIDIET KHUAN DETTOL - BAO VE GIA DINH TOAN DIEN (N)

Figure 5. Co mmercial video of Dettol
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This advertisement conveys several gender biases at once. Firstly,
the expert opinion in the commercial is presented by a male, as is often
depicted in advertisements of a similar nature (a similar trend can also
be observed in projects by Procter & Gamble, specifically in the majority
of commercials featuring the character Mr. Clean, who is not only an
“expert” but also a savior). Secondly, household cleaning responsibilities
are placed on the woman, while the man is exempt from household chores.
Another commercial from the Dettol brand for the Malaysian market,
with a significantly shorter duration (six seconds), demonstrates a similar
scenario where a man, playing the role of an expert, introduces a surface
cleaning spray for the sofa. At the end of the commercial, the viewer can
see a happy family: a mother and two children (refer to Figure 6). Almost
all Dettol commercials depict women in stereotypical gender roles as
homemakers, while men are portrayed as experts providing instructions.

Figure 6. Commercial video of Dettol for the Malaysian market

Commercial still, although not as often as before, continues to depict
women with oniomania (shopaholism). A commercial released on the official
Fiat YouTube channel shows a car in a pastel pink color, next to which a
man is waiting for his girlfriend. She approaches him with a large number
of shopping bags. Assessing the number of bags in her hands, the woman
looks at the man in surprise, as she doesn’t understand how to fit all the
purchases into the car. However, the man, with a smile, opens another
door of the Fiat 500, thus demonstrating the versatility, convenience, and
spaciousness of the presented car (refer to Figure 7).
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= _New Fiat 500 | Dolce Vita by design WELCOMING

Figure 7. Commercial video the Fiat 500 car

The feminist initiative “Bilkis,” founded in 2019, organized actions in Lviv
at the end of November 2022 as part of the international campaign “16 Days of
Activism Against Gender-Based Violence.” The initiative aimed to change the
imagery displayed on the signs of the “P’yana Vishnya” (Drunk Cherry) network
establishments. They conveyed a message that the woman depicted on the signs
is primarily portrayed as a sexual object. The “P’yana Vishnya establishments
also depict a man with a dog. However, the man is dressed in a sweater, wearing
aberet on his head, and holding an alcoholic drink, while the woman is portrayed
naked. In her hands, she holds two cherries covering her breasts. Additionally,
the images feature the inscription: “And she won’t refuse, and he won’t retreat”
(refer to Figure 8). According to activists, this advertising also reflects gender-
based violence against women and may contribute to a culture of rape, as the

b [13

woman’s “no” in this advertisement is doubted.

Figure 8. The imagery on the signs of the “P’yana Vishnya” network establishments
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Participants in the action stood with posters bearing slogans such as
“Stop objectifying women,” “Women’s bodies are not your advertising,”
“Boycott sexists,” “No means no,” “Shame on sexists,” “Dress the woman,”
etc. One of the posters featured an illustration reflecting the image
presented in “P’yana Vishnya.” It depicted a man from the establishment’s
ad, but with a bare torso, holding a cherry in his hands, covering the area
below the waist. The activists reported that during the action, an employee
of the “P’yana Vishnya” establishment approached them with a sign saying,
“Don’t pretend you don’t like Drunk Cherry.”

The “Bilkis” team appealed to the State Service of Ukraine for Food
Safety regarding the identification of sexism and discrimination in the
existing images but is still awaiting a response. However, “Bilkis” managed
to receive a comment from “P’yana Vishnya” on Facebook, stating that they
decided to change the brand slogan “And she won’t refuse, and he won’t
retreat” and had already partially removed it from their products. They
mentioned that they, as before, do not encourage violence but acknowledged
that the expression was previously perceived as playful and flirtatious.
However, due to the ongoing war waged by Russia against Ukraine, the
context has changed. “P’yana Vishnya” stated that they don’t want their
words to remind Ukrainians who suffered violence from Russian military
about the traumatic experience.

The “Bilkis” team commented on this, stating that they do not
understand why the brand decided to slowly change the slogan only after
the actions of Russian soldiers in February. They emphasized that there is
nothing romantic in the violent behavior of a man and the refusal to hear
a woman’s “no,” neither in times of war nor peacetime. The owners of the
network had enough time to remove the inscription from their products and
signs, but unfortunately, it is still observed at the entrance.

During the action, “Bilkis” received various reactions from passersby.
According to the team, there were many responses due to a lack of
understanding of the situation, but there was also support for the initiative.
Additionally, photos of the feminists were shared on several Telegram
channels. Commentators had diverse opinions, with some supporting the
feminist initiative, while others condemned it, arguing that they did not
see anything in the advertising as claimed by the action participants. Some
people claim that such issues are not relevant now, given the ongoing war
in Ukraine, and there are more important things to focus on. However, the
“Bilkis” team believes that violence issues are particularly relevant during
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wars, not only in peacetime, and such advertising only contributes to the
formation of a violent attitude. This problematic situation has not yet been
resolved.

Ukrainian rap artist A. Savranenko, better known as alyona alyona,
frequently addressed the theme of self-love on her social media pages. She
often dedicated posts on her official Instagram page to express her views on
the importance of self-love. The singer also collaborated with well-known
brands, one of which was a partnership with Dove as part of the “ShowUs”
project. This overall communication strategy is referred to as femvertising.
Femvertising is an initiative based on feminist ideas, encompassing
advertising projects that challenge gender stereotypes directed towards
women.

Dove notes that the “ShowUs” project is supported by women from 39
countries worldwide. As part of the project, there is a collection of over
10,000 photos, each portraying a diverse perspective of human beauty in
advertising and media space. Dove emphasizes that “ShowUs” showcases a
variety of beauty rarely seen in advertising. Dove features women without
digital retouching, presenting them as they are in real life. The participants
in the project themselves determine how they want to be perceived by
others.

In the music video “The World Needs Beauty,” published by alyona
alyona on YouTube in collaboration with Dove, the theme revolves around
accepting one’s own body. The song talks about the idea that we are all
different and each of us is beautiful. In the video’s finale, the performer
delivered a speech addressing her own body. She said, “Hello, my body. I
want to talk to you. I was taught not to love you. Taught to hate your folds
and your flatness. Taught not to love my legs, not from the ears, not for the
dance floor. Taught to cover up all the flaws on my face and taught to want to
change myself. Body, you don’t fit into frames, but I don’t want to squeeze,
plaster, hate, or want to reshape you. I accept you, and I want to love you!
Also, to show you. I want to see different bodies, with the same flawless
disproportion as mine. Body, I want to talk. Let’s love ourselves! Show us”
[8]. In the video’s description, the singer also expressed her desire to see
diverse women everywhere, on the streets, magazine covers, television,
social media, in advertising, and in various professional positions. Alyona
alyona urged women to express themselves and not be afraid to be in
their own bodies. In the comments, people mostly appreciated the video
positively. Among the responses were words of approval, and admiration,
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with some stating that her words made them reflect. Some people
emphasized the importance of conveying such messages to the masses. Of
course, there were those who did not understand the problems women face.

Overall, Dove collaborates with many women. In the “ShowUs” project in
Europe, Italian Paralympic athlete Veronica Yoko Plebani also participated.
She fell ill with bacterial meningitis in childhood, leaving large scars on her
body and leading doctors to amputate the phalanges of her fingers and toes.
Veronica Yoko Plebani mentioned that she often notices people judging her
based on preconceived notions about disability. Therefore, she wants to
break down prejudice regarding limited abilities and make everyone believe
in their body [6].

Representation of people with diverse appearances in media is an
important task, as it shapes a society’s understanding of diversity and
fosters a healthy perception of all individuals, regardless of their gender
or appearance. Advertising often conveys idealized images that are not
reflective of reality. Through photo retouching, wrinkles or blemishes
are removed, and specific parts of the human body are digitally altered.
Roles with gender biases and objectification are portrayed. In such images,
consumers cannot recognize themselves, as being like the beauty standards
prescribed is impossible in real life. That’s why initiating similar projects
is a relevant issue, and society’s support will help eradicate the problem,
which has slowly begun to be addressed in recent years but persists.

Conclusions. The use of unethical elements or gender biases in the global
advertising market has been strongly condemned by consumers in recent
years and is becoming increasingly rare. The Western advertising market
seeks to avoid the use of stereotypical images that violate moral standards,
or it does so subtly. This is largely influenced by cancel culture, with brands
that make mistakes facing boycotts. Ideally, commercial should reflect
dynamic changes in real life, such as a man working in the kitchen, a woman
repairing a car, or using mint-scented shampoo, and it should also portray
fathers as caregivers, particularly in large families or in the absence of a
mother, as men in caregiving roles are now a social norm. Women, although
to a lesser extent, are still depicted as the primary caregivers for both
the home and children. Some advertisements still portray women taking
care of, dressing, cooking for, and cleaning up after children, while men
are mostly shown playing with children outdoors. To completely eradicate
stereotypical commercial, it will take years of effort from relevant
organizations and society.
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Commercial should also acknowledge that not all men want to look
masculine, wear dark clothing, or work in traditionally male-dominated
jobs. Similarly, not all women aspire to have children, take maternity
leave, wear pink clothing, look feminine, have ample breasts, or possess
an “ideal” body size or flawless skin. Broadcasting unrealistic or detached-
from-reality images can cause insecurities among the audience, reinforce
gender stereotypes in society, and further contribute to the segregation
between individuals of both genders. Commercial should not become the
factor that defines life boundaries for the modern individual, regardless
of gender.

The most prevalent issue that still remains relevant in advertising is
sexual objectification, using the human body as an object or decorative
element. Vulgar and inappropriate portrayal of individuals under the
guise of “aestheticizing the human body” can lead to serious consequences,
including violence. Gender models systematically conveyed through
commercial have a tendency to deeply embed themselves in consciousness
and alter consumer thinking. Some advertisers, especially those working
with lesser-known brands, still believe that using stereotypes is the
best way to convey their message to consumers. However, this notion is
fundamentally flawed.
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