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ABSTRACT

The subject is about the positive gender normgluedisement and its impact among youth.
Representations of gender in advertisements prguoaeerful models of behavior to emulate
or react against. Masculine images typically conpewer, strength, virility, athleticism, and
competitiveness whereas feminine images show bgeautymissiveness, nurturance, and
cooperation. Positive gender socialization refersptocesses that challenge and change
harmful norms in order to achieve gender-equitaiécomes. Gender stereotypes are
generalizations about the characteristics of a mroti people based on gender. Gender
portrayals in advertising have been examined ektelysin the last five decades and still
remain an important topic. Changing role structar¢he family and in the labor force has
brought significant variation in both male and féenaoles and subsequently how it is
reflected in advertising. It has been noted thatehs a culture lag. Sexes for a long period of
time were depicted in advertising in more tradiibroles. Women were presented in an
inferior manner relative to their potential and @hibities, while at the same the data indicated
a shift towards more positive role portrayals. Thanging role of men is the area that has
seen the greatest interest in the past few yeaes1 &e depicted in advertising in ‘softer’
roles, while interacting with their children. Merealso shown in more egalitarian roles. The
study is conducting among 205 persons from diffeage categories and there response are
recorded .The study is about the positive gendemsoin advertisement among youth
conducted among different Age categories of ouriespcto record their reaction and
approach to the advertisement and it's positivedgemorms. Positive response is largely

from the youngsters and mainly from females whiabvp the study
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CHAPTER-1
INTRODUCTION



ADVERTISING

Advertising is a promotional activity which aimsgell a product or service to a target
audience. It is one of the oldest forms of marlgtihich attempts to influence the actions of
its target audience to either buy, sell or do sbaingt specific. Using a highly tutored
message the advertisement can be niche (targetk amdience) or general ( target a large
audience).

Advertising is a lot older than most other markgtactivities like email marketing
and search engine marketing. Since the internebé&eamme the norm, advertising has been
divided into two fields; traditional advertisingchdigital advertising. Traditional advertising
relates to print, TV and a radio advertisement lizat been popular for over 150 years. Print
advertising is the most effective advertising fasimess as it revolves around a target
audience personally receiving the advertisement.

Digital advertising revolves around any advertisiragtivities online like display,
advertisements, PPC, social media advertisingTdiis form of advertising is cheaper and

easier to track. So it has become a more widelg ten of marketing.

Advertising is a marketing communication that emyples an openly sponsored, non
personal message to promote or sell a producticeeor idea. Sponsors of advertising are
typically business wishing to promote their prodactservices. Advertising is differentiated
from public relations is that an advertiser paysdiod has control over the message. It differs
from personal selling in that the message is naegual. , not directed to a particular
individual. Advertising is communicated through ieais mass media including traditional
media such as newspapers, magazines, televisidio, @utdoor advertising or direct mail.
and new media such as search results; blogs, soedia websites or text message. The
actual presentation of the message in a mediumefeésred to as an advertisement (advert or
add for shoot). Commercial advertisement often deefenerate increased consumption of
their product or services through ‘branding’, wha$sociates a product name or image with
certain qualities in the minds of consumers. Ondtier hand, ads that intend to elicit an
immediate sale are know as -direct response adweyti Non commercial entities that
advertise more than consumer product or servicelsde political parties, interest groups,
religious organizations and government agenciesi Nimfit organizations may use free
modes of persuasion, such as public service aneowsat. Advertising may also help to

reassure employees or share holders that a convag or successful.



Modern advertising originated with the techniquesraduced with the tobacco
advertising in the 1920s, most significantly witle ttompany of Edward Bernays, considered

the founder of the ‘Madison Avenue’ advertising.
History of Advertisement

In the ancient and medieval world such advertisiagxisted was conducted by word
of mouth. The first step toward modern advertisagie with the development of printing in
the 18" and 16" centuries. In the #7century weekly newspapers in London began to carry
advertisements, and by the™&entury such advertising was flourishing. The teegansion
of business in the 9century was accompanied by the growth of an aiuegtindustry; it
was that century, primarily in the United Statdmttsaw the establishment of advertising
agencies. The first agencies were, in essenceglwdlr space in newspapers. But by the
early 20" century agencies became involved in producingatieertising message itself,
including copy and artwork, and by the 1920s agenbiad come into being that could plan
and execute complete advertising campaigns, fratialimesearch to copy preparation to

placement in various media.

Advertising developed in a variety of media. Peshdape most basic was the
newspaper, offering advertisers large circulatioas,readership located close to the
advertiser’s place of business, and the opportupiiter their advertisements on a frequent
and regular basis. Magazines, the other chief pnedium, may be of general interest or they
may be aimed at specific audiences (such as padplested in outdoor sports or computers
or literature) and offer the manufacturers of piidwf particular interest to such people the
chance to make contact with their most likely costcs. Many national magazines publish
regional editions, permitting a more selective ¢tirgg of advertisements. In Western

industrial nations television and radio becamentlost pervasive media.

In the 2F' century, with an intensely competitive consumerrkefs advertisers
increasingly used digital technology to call grea#tention to products. In 2009, for
example, the world’s first video advertisementsb® embedded in a print publication
appeared in Entertainment Weekly magazine. Thelihttery-powered screen implanted in
the page could store up to 40 minutes of videochig technology and automatically began
to play when the reader opened the page. Variaussfof advertising have been around for

thousands of years. The Egyptians used papyragvertise goods and services. In ancient
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Rome and other parts of the ancient world mosaicsures on signs or walls were used by
businesses to advertise their wares. The Athenlenvgever, took advertising to a whole new
level by using town criers to stroll the streetseaxtising products and services (very similar
to our television and radio commercials) and caob@bly be credited with being the
inventors of advertising as we know it today. Adigeng started to become a serious
business and it wasn’t long before people startedffer themselves as specialists in

advertising — the earliest known record of an atisiag agency dates back to 1786.

Newspapers rapidly became a dominant advertisindiume during the first half of
the 1¢" century, a position that would remain virtuallychallenged until the emergence of
television in the 20 century. It was the papyrus created in 3000 BCbehalf of a
slaveholder who was trying to find one of his skvelere’s the full transcript translation
made by James Playsted Wood: According to the Sibrdvertising by James Playsted
Wood, the first known written ad in the historyauvertising was found by archeologists in

the ruins of Thebes, known to the ancient EgyptengV/aset

Relevance of Television Advertising

Television is the largest mass medium that is dgeddvertising more than 60 years.
Advertising influences nearly 90 percent of consurdecision to purchase goods and
services. Television advertising offers benefiteaah of any other medium. Television
advertising can help to reach larger audiencetargeted manner, that consumers get a trust.
The advantage of television advertising is it caach a mass audience with a single ad spot.
The number of TV viewers is very high and telewisis the most watched mass media,
therefore the television ads will reach wider ande The television advertisement is
considered more trustworthy than other advertis¢spdrecause world known companies
have been using TV Ads for centuries. By usingvisien advertisements, the companies can

build more credibility and trust for their brand.

There are some factors that are TV ads are most &fttive :

* People watch television in leisure time this meidwey are able to give their complete

attention to it and the ads being aired in it.

* Ads on the television matched the show being dineck is a dedicated media buying

department in every ad agency that makes suresof th
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 Even a few seconds of commercials during a popsttexw or event can have a
immense effect on the image of the brand
« TV ads have a major effect on buying behavior déls and people of older

generations that have higher disposable incomedianttial stability

Television ads are typically structured in 15 selsoand 30 seconds, but ads that play during
huge events will run as long as 90 seconds and.rmetevision ads also allow business to
show their products, tell stories about these prtsjuand generate laughter and emotion
without having tell to the audience how to feellelesion ads are more costly to produce
than other ads and commercial air time can be estpyenpromotional material on television
is the most influential because consumers truabdve other mediums. It has the advantage
of sophistication ahead of any other medium becaus®mbines with both visual and
auditory stimulation. Interesting camera anglesl #x@ combination of pictures and words is
not only exciting, but also gives a more realisti,ew of the product. Television
advertisement has the ability to show a producanatestrate it use and explain the benefits of

ownership or consumption.

The television advertisement primary promotion@lyo reach a lot of people. An ad
on a local network television affiliate usually hearger audience than any other traditional
means of promotional for local companies. Televisads allow for a much higher degree of
creative appeal than other media. A product dematish is one of the more powerful ways
to promote a product. Television offers one of llest media to showcase how the product
works. In a householder cleaner commercial, fotamse, they will show a customer using
that product. Car commercials routinely depict tae being driven in town or highway.
Seeing a product in action helps the customer detier sense of what it would be like to
own. A common long-term advertising building andimeining a brand image. The benefits
of television as a message medium and its reads, at great means to accomplish this
objective. Visual images tend to resonate longéh wiistomers than auditory or copy driven

messages.

Television advertising increases the willingnesgay in direct and indirect manner.
In addition ads positively affect the customer eyegaent with the brand as it is considered as
the most credible and relevant means of advertiggugprding to the consumers. Advertising
and marketing serves a critical purpose withinghterprise global, because it increases sales,

attract consumer’s interest, and makes the targeieace aware of services or products,
12



releases and upgrades. Nowadays modern generay®thle inspiration for the surroundings
where advertising and marketing can be easily agpb any sort of platform, irrespective of
the dimensions of the business and whether ortadar run online or offline, finding the
correct manner to promote it their services or pobsl growth their commercial enterprise’s
capability for profitability. Despite the diversityy media advertising big companies still
prefer

TV Ads for promotion, this is mainly due to the tfabat television is the world’s
most favorite video its consumption remains camtséaound the globe and still can excellent
way to generate large numbers of ad views in tesm®ach. In addition, recent literature
which compared television advertisement with thoseother platforms stressed out that
marketing in TV is more credible and relevant tlmsumer’s precipitations, leading to

higher purchase intent than YouTube ads.

Relevance of Print Advertising

Print advertising connects more on an emotionatllevith readers than digital. It
offers readers A chance to linger over your produad its message in a way that other
channels don’t. Print Advertising provides prospeattangible way to engage with your
brand message. Why is print still relevant prinksves you to tell a story effectively. And the
readers Catching the advertising products the vafugrint advertising is advertisers who
place massager In know relabel publications tloeve level of trust worthiness and brand
recognition. In Addiction print holder. Readerseation, increasing the likelyhood that the
audience not only Viewers your ads but is also &ibfecus on its message.

Print targets advertising to a relevant audienc&dvertising in print offers flexibility and
cost effectiveness. - Reading print boasts bett&rint. targets advertising to a relevant
audience.

Advertising in print offers flexibility and costfeictiveness. Reading print boasts
better. Print Targets advertising to a relevantienme. Advertising in print offers flexibility
and cost-effectiveness. - Reading print boastembeWhile print advertising isn’'t dead and is
still effective — depending on your business —sitNlore costly than other forms of

advertising. Advertising is often thousands of dimore expensive than online advertising.

*The printing press allows us to share large amoohisformation quickly and in huge
numbers. In fact, the printing press is so sigaificthat it has come to be known as

one of the most Important inventions of our timedtastically changed the way
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society evolved. Whilst we are living in an incriegsy digital world, print media is
still an incredibly important Part of the marketimgx. Investing in print media can
help businesses to extend their reach to Potentsibmers, gain exposure and engage
their target audiences with campaign sprint adsiadi penetrates Consumer
awareness and leads to consumer action. In a wdride print is continually under
threat from other media such as digital, theseltseshow that print can be considered
the “haute couture” of advertising. In today’s tidiworld, its easy to discard print
media and focus solely on Social Media, PPC, Welmstimization and other online

media. However, print is still alive in this digitage.
Relevance of Online Advertising

The progress of the World Wide Web over the pastyfears has completely changed
the way advertising is done. Online advertisingyiswing rapidly over time. People of all
ages are connected to the web. In addition, alraltof the world’s population use the
Internet. Online Advertising can make a big diffese in your business. Online ads are easy
to manage. It allows all companies, large and sn@lincrease their sales efficiency and get
multiple opportunities. Online advertising is cracto the success of an online business.
Today every product people buy at the internetheirtchoice. In addition, you can learn
more about the quality of the product through a @hne channels. Ads cannot be ignored
as half the world uses online products.Advertisingthe Internet can highlight business and
reach target audiences around the world withoutnigaio travel anywhere. You can easily
connect with the audience with the help of interBsjpectations later turn into customers and
help them make more profit. This will increase gwpe of the Internet and create more

opportunities in the future and ensure greaterifatafity.

The biggest advantage of advertising is that iBsteffective and a lot to promote
products and services because it's cost effectiee. do not have to spend a lot of money to
promote products and services. Online advertisialpshto find the right audience. Each

product is released according to the interesteefudience.

Online display ads can easily reach the audieng#) as social media ads and video
ads. People also make changes in their lifestylautih online advertisements. Each product
leads to the showing of each human kidney. In amdib the quality, people buy the product
based on the price of the product. No matter hopufar a brand is, it is very important to

continue to reach a diverse audience. Must be appte marketing. Targeting different
14



audiences with the right marketing ideas helps feate more leads and attract new
customers. Each product will have a brand and adbbarcode to indicate quality. Not all
products are fully acceptable to all consumers. sSOorers face both pros and cons when
buying products online. Every customer submitsrtiiormation online. Sometimes the
information is hacked. That leads to a huge lossustomers. Few people use online because
of this, but some do not use it online. At leashe@eople do not use online because of this.
There are pros and cons online. Every product tbeshade with the human mind in mind

and made in such a way as to attract advertisements

Positive Impacts of Advertising

Advertising has brought in an advanced manner dfliog awareness about any
product or a service in the society. It has enatitedconsumers to have knowledge about the
service or the product before making any purchAseertising has grown on the levels of
creativity and innovation. The types of ads beipgoduced these days have shown great
influence on the minds of people by persuading thierugh attractive advertising tactics.
Today the human needs are fulfilled by the soufcadeertisements. Almost every product
today is advertised in order to reach larger grotipeople. This benefits the company with
increased sales. For instance, if a person wishésly a car and is in dilemma whether to
make a purchase for it or not. In this case higeiawould set and he would be eager to learn
more about it from the advertisements. The adwertent will in a way provoke him to buy.
In this way advertisements control the mind of ititerested person by fulfilling their want.
Advertising has increased the awareness of thel@dnpkeeping them updated with the
activities of market like what product is launchaf®at is the market price of that product?
What is its use? How is it used? Etc. This enalhesn to participate in the ongoing
happenings market actively. In other words adviedisnfluences the consumer behavior.
However, it does give a negative impact on sodigtgreating unrealistic expectations for the
product. The features that are usually advertisede@lly are not same when dealt in real.

This disappoints the consumer and the relationgéip harmed.

Negative Impacts Of Advertising

Advertising impacts on the economic stability o thociety. We work with true
medical digital healthcare provider to give youoasistent standard of service. The influence

of ads on the society builds their desire to pusehdhis increases the sales of the company
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which sums up to benefit the economic stature efdbuntry. The impact of advertising on
society has brought in a great change. It has rpadple think beyond their compact world
of stability. It has made society to change theaywf living. The marketers try to influence
or persuade consumers to buy the particular produgs also a medium serving many
businesses. Through advertisements, the societyasmed of various products, their uses,
best bargains, safe handling of dangerous goodesctige use of scarce resources like
petroleum and electricity, technological advanets, But for advertising, the society would
have remained a less informed one. The advertissnenhealth drinks, toiletry products,
sanitary ware and their installation, etc., Make fheople become aware of health and
hygiene. Also advertisements on protected drinkiveger, effluent treatment, etc., help
people live better. Generally, people are tradaloriThey should be informed of the
development of latest technology. Creative advamisnts render an effective service
here.For example, the sex of the newborn babytermiéned by father’'s chromosome and not
of the mother’s. An effective advertisement wouddtainly help in dispelling the myth that it
is the female who is responsible in sex deternomatbf a new born. Advertisement
contribute creativity of people look at certain edisements. Your bathroom can be a
glamour-room is presented by the parry’s sanitaayewPerhaps, next to nature, the art of
advertising is more creative is anybody’s knowledg®ther important positive impact is
environmental protection. Environmental protectisnthe need of the hour. The brutal
onslaught on nature by indiscriminate felling @fets, letting off untreated industrial effluents
into the open, growing urbanization and conseghargeoning urban slums, etc., are brought
to the knowledge of people and an awareness isecremainst environmental degradation.
Social changes like accepting women as equals, werpwent of women, concern for the girl
child and curbs on female infanticide, Nationaknest Is promoted through advertisements
as well. Complying with tax laws, complimenting expachievement, promotion of tourism,
protection of monuments, creating political awassnef citizens, etc., are pursued through
advertisements. Developing public opinion againstdclabor, etc., are created through
advertisements only affect positively on economgvéxtising affect positively on economy .
Advertising can provide a healthy competition betweompanies of same product and thus
could be helpful in development of new product aseald help improving quality of life of
the society. Once mobile was very expensive angrdosl of status but now it is feasible and
has made communication a lot easier. Advertisimghedp to improve unemployment. As the

demand for products and services goes up becaumgveftising, more people are needed to
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manufacture, supply, ship and test those produadssarvices. Thus, more jobs are created.
In addition to encouraging consumers in choosing pnoducts that suits them best,
advertising, at least in democratic nations, allangividuals to learn about the wide variety
of product/ services for same need and politicaiads available to them and choose the ones
that they find best. For example, in India, cantidafor an elected position often run
advertisements that discuss their strengths and dpponent’'s weaknesses. These
advertisements encourage people to compare thededesl and choose the one with whom
they most agree. It is another issue that ovatatilcy rate in our country is also a factor that
affect in making decision yet these advertisemeitp them to refine their choice for better
candidate.
Negative advertising, on the other hand, is theesttdements which work by warning

the consumers about the negative consequencemefisabit or behavior.

One negative aspect of advertising is its potetdidked into unrealistic expectations,
breed discontentment and influence our thought ggees in ways that are beyond our
control. This happens partly because we are comguthe advertisements as individuals but

also because the advertisements influence the widerre that shapes us.

Things like materialism, workholic, unhealthy lifgle habits, alcoholism, political
mudslinging and unrealistic views of body imageauvertisements negatively shape our
culture and impact the most vulnerable among usiléAutright lies are not allowed in
advertising, lies of omission are common, and adamnents frequently prey on our
emotions to get us to buy into what they are tgllus. A good example of negative
advertising could be smoking advertisements. limportant for readers to remember that

even negative advertising strategies have manyiyp@silements in it.

1. Misrepresentation

All advertisements tend to display the products services in the best possible light.
And many advertisements often tend to cross theedima little exaggeration to utterly falsely
representing the product or the service. Therena@aay government organization which

charges hefty fines for misrepresentation.

17



2. False Image

Advertisements tend to invade all possible sphanesbecause of that one can often
develop a false image. This false image also d#ads to make an individual feel bad about

himself or herself. This is also one of the negag¥fects of advertising to children.

3. Unrealistic Expectation

This negative effect is common in case productcwvkend to exaggerate regarding

its effectiveness. It sets unrealistic expectatwhih are hard to meet.

These are the major negative effects of advertising
Gender

Advertisements often depict gender roles in traddal ways that reinforce
stereotypes. Think about how many times you haea séeaning, diet and beauty products
marketed toward women, while tools, cars and beer marketed toward men. These
stereotypes are not represented across the boaadviertising but enough that children
watching them are going to get the idea of who theysupposed to be when they grow into

women and men.

It is true that we can partially counter the negatgender-role stereotypes in
advertising at home or in schools, but with thenger generation engaging in more and
more screen time with less sense of positive walidp, advertising still has a large influence

on daily life and beliefs.

By studying the cross-gender effects of gendeestgped portrayals in advertising
(i.e. the effects on consumers of a different gemal¢he persons depicted in the advertising),
this research highlights the need to consider i@matacross gender, regardless of target
audience. This investigation of cross-gender effestwarranted because the discourse on
gender issues in advertising research has chamngesiderably in the past few years. The
study of gender roles in advertising is evolvingpia research field closely aligned with the
current societal and cultural changes, where a desinction between gender and sex is

prevalent.

Another major drawback of advertisements is theatfit has on the brains of
children. They tend to want the products displagedthe advertisements oblivious of the

level of harm it could cause. Junk food, sugaryf €tnd violent toys are all made popular by
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creative advertising. It is sending a wrong mesgageur young ones. Advertisements have
known to have a negative effect on adults as \itelets in an inferiority complex amongst
people. The fact that you NEED to be fair to wiratte or you NEED to wear an expensive
perfume to win a lady is something promoted by adv@ hey have set a point of view into
the society that a female should be a thin, fad beautiful who should work as well as be
family keepers and men should be bulky, musclecgsieof flesh that should smell
intoxicating and be virile 24/7. A false sense afsacurity is heightened through
advertisements. Also, adverts give rise to impdssapectations that can never be fulfilled
by products. Instant fairness and pimple removiggnés are fantasy products that have no

existence in the real world.
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How advertising can create social change

Author — Brooke Tully

Advertising influences people’s understanding oé tworld around them. This
influences can be in different ways. Advertisings lthe ability to catch our attention ,
emotions and even shape our perceptions. Undoybterltan say, Advertising is a powerful
tool, can influence and shape the people’s mand;that’'s why thousands of companies use
advertising for achieving their business goalst &lvertising is not only a tool for business
but also advertising has a great role towards kohenge. Advertisements always introduces
new things for people and it ask audiences to adogtccept new behavior or change the
existing ones. And it helps people to come out fitweir comfort zone and do something
new. Advertisements always encourage the people hd@we courage to try new things.
Advertisements also remind us to think about oueseland our own needs. Advertising can
serve as a crystal ball, showing us what the futwwk like and motivate us to obtain it. Most
importantly , advertisements has a great role making stereotypes and to stimulate a
positive social change or create a positive sawam. It will help the people to rethink and

accept the positive social change.

A study on gender portrayals in advertising throughthe years

Article by Shraddha Shivani

In recent years, researchers have been monitoningcaeasingly dynamic consumer
market with respect to social roles relating todgrnIn particular, most of the attention has
focused upon the changing role of women in conteargasociety. Much of the research has
been limited to the examination of sex role pomiayin advertising.In addition, a large
number of feminists, unlike traditionalists, pevea that role portrayals in advertising depict
women as “sexual objects” and do not reflect charigat are taking place in contemporary
social values. The measures employed were selfteghgeneral attitudes. In contrast, the
current study undertaken actually measures reactiorspecific role depictions in varying
advertisements. Gender advertisement refers toirtteges in ddvertising that depict
stereotypical gender roles and displays. Gendegalajis are used heavily in advertising in
order to establish the role of one gender in r@fatvith the other, and some scholars argue

that advertisers are obsessed with gender. Adeestiscus on gender relationships, because
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people define themselves by gender, and gendebedoommunicated at a glance”, making
it easy for advertisers to use this theme in tinrk. The effects of advertising on body
image have been studied by researchers, rangingn fpsychologists to marketing
professionals. “These days we know that the medth laody image are closely related.
Particularly, the body image advertising portrajf'eas our own body image. Of course,
there are many other things that influence our bmdgge: parenting, education, intimate
relationships, and so on. The popular media does aaig impact, though.” This is because
thousands of advertisements contain messages alhgstcal attractiveness and beauty,
examples which include commercials for clothespuetics, weight reduction, and physical
fitness. It is argued that these images could dehiag the viewers a vast array of social cues,
and even the most subtle ones make an impact oviglvers. Further it is said that gender
relations are learned through advertisements. Antbege learned gender roles are those of
femininity and masculinity. Men and Women are pyéd in advertisements according to
the constructed definition of femininity and masaitly. To be a woman is to be feminine and
to be a man is to be masculine. There is littlenrdor variation or a reversal of roles, except

within the smaller frame of niche marketing.

Gender stereotypes in advertising

Article by Stacy LandrethGrau&Yorgos C. Zotos

The purpose of this article is to highlight the tbigcal background of gender
stereotypes in advertising, and then examine theckstmarket related to gender
stereotypes.Qualityln modern days, advertisingde®me a matter of gender representation
and categorizing both men and women, rather th@manercial aiming to advertise a certain
product. Effective approval is generally associatéth some form of gender representation,
along with social values. It is rather doubtfultthasuccessful ad lacks controversy regarding
the illustration of women in particular. This isdagise, gender identity is not natural- it is
deliberately created by the media and society atais) as well as adopting the traditional
portrait of femininity and masculinity We are taudgb believe in stereotyped ideas of how a
person should look, remembering to fall betweenntiaegins of society,. Either categorized
as a strong, powerful man or a weak, delicate worG@mder representation in advertising
has been thoroughly examined over the last fiveadies and remains an important issue.
Changes in the role structure in the family andhia labor force have led to significant

variations in both male and female roles and sulesetty how it is reflected in advertising.In
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was noted there is a cultural shift. The gendersafiong time were represented in advertising
in more traditional roles. Women were presentedvays Inferior to their potential and
capabilities, while at the same the data indicatstlift towards more positive role portrayals.
The changing role of men is the area that has getethe most interest in recent years. Men
are represented in advertising in “sweeter” rolegdeninteracting with their children. Men are
also shown in more egalitarian roles. The papalliirattempts to outline the future direction
of research on gender portrayal in advertisingstFiresearch should focus on examining
gender representation on online platforms and ifyamy ways to modify existing coding
schemes into digital formats. Second, businessdsnaedia are beginning to focus on a
segment of lesbian/gay/bisexual/transgender (LGBdnsumers who have been largely
ignored. Third, recent advertising has focused &e tempowered’” women called

femvertising.

The Changing Roles of Gender in Advertising: PasRresent, and Future
Article by Eirini tsichla

Eirini tsichla state through her article is to bemathrough the rich academic literature about
gender representation in advertising, and thenigeovGender representation in advertising
has been thoroughly examined over the last fivadies and remains an important issue. The
changing role structure in the family and in thiediaforce has led to significant variations in
male and female roles.. It was noted that theeedsltural disconnect. Gender has long been
represented in advertisements in more traditionalesr Some progress has been
acknowledged in recent decades, but it seems #maalé stereotyping is becoming more
subtle but still remains present. The new regutaibpulates that “advertisements must not
include gender stereotypes that are likely to cdusen, or serious or widespread offense”,
and also cannot show people “failing to achievask specifically because of their gender”.
Male depictions have also changed, moving from Entgaditional male depictions to a
greater variety of roles, including decorative dacily roles. IN addition, the document
offers a cultural perspective by summarizing keyiings about the relationship between
gender stereotypes in advertising and various c&sntgender indices. Popular
methodologies used by content analysis studieamh @dvertising are also presented. Gender
advertising refers to images in advertising thaiictestereotyped roles and posters. Gender
displays are used heavily in advertising in ordeegtablish the role of one gender in relation

to the other and some scholars argue that advarigge obsessed with gender. Finally, the
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paper focuses on current developments and trentisregard to gender in advertising and

presents a research program which proposes timélpemising avenues for future studies.

5 main benefits of advertising to society

Article by — samiksha . S

Advertising has lots of benefits that are profiealdbr the society and people.
Advertising can act as an instrument to generates rapportunities for jobs and it introduces
diverse kind of jobs. Now advertising become a @ssion, which needs different kind of
artists, and talented people. So that people cscoder and polish their talents by selecting
advertising as their profession. By understandirggiimportance of advertising Many of the

companies do advertising job only.

Through advertising, people can always get informmaabout new products that are
available in market. By buying these new produaspbe can improve their standard of
living. This will stimulate the courage to try ndhings in their life too.Advertising job can
also help in improving standard of living, by gigiremployment and good salary. In
traditional medias like newspaper, television, eadic advertising is the main source of
income. So advertising help for their survival. $danedias have a great role in society so
their survival is important for the society. Wherc@mpany get advertised it will increase
their selling and it results the lowering of prexed increase in quality. So advertising creates
a healthy competition between companies ,thishelp people to get high quality products in
minimum price Today advertising is not limited iouf walls of the country. It reaches to a
great extent and crossed national boundaries. §hrawew technological advancements
advertising itself can act as a medium of commuitna As a result export- potential of a
country will be boosted. Foreign exchanges getudtited and it helps in economic growth of

a country.

Gender Stereotypes In Advertising Have Negative Css Gender Effects

The article Written by Nina Akestam published onn2&ch 2021

In this article Nina Akestam says that the adverigortrayals of women and men
have a presumed negative influence on others, dgath higher levels of advertising

reactance which has a negative impact on brantedektfects across model and participant
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gender, and for gender stereotypes in terms ofipdlysharacteristics and roles. Cross gender
reactions to gender stereotyped portrin advertisimguld be of great interest to marketers.
The discourse concerning the concept of gendernbesanore nuanced in many societies
today. She says that gender stereotypes are cargbgbased on the beliefs that certain
characteristics, attributes and behaviors diffeapmtthe different genders. The research of
Nina Akestam investigates consumer reaction to geerdstereotyped advertising portrayals.
Gender stereotypes are sometimes simply referraed gender roles, having a long history in
advertisement and still using today. The gendeaestgpes will cause harm to assumptions
about adults and children negatively. Still marketevant to reduce the use of gender
stereotypes by exploring non — stereotyped genddrgyals. In most cases, cross-gender
targets will even be a desired audience, sinceomets of different genders will likely be
interested in the same products and constitute x@osere audience. At social level
advertising is part of the cultural expressionst tedlect and impact on how consumers
perceive themselves and others. A binary concemeofer is also central to the gender
stereotypes found in advertising, which are charaxtd by portrayals of men and women
that conform to the stereotypes for their respectgenders. Non-stereotyped gender
portrayals in advertising thus differ from sterquegl portrayals by not portraying gender
stereotyped physical characteristics, role, belmayimccupational status or personality traits.
Stereotyped depictions of women tend to portray sliomen, the stereotyped depictions of
men rather emphasize athleticism and muscularityekposure to stereotyped depictions of
men has similarly negative effects on men’s bodistation, body esteem and self esteem.
A negative of the use of these stereotypes in &direg is the career disadvantages of not
considering some occupations due to the prolonggwdseire to occupational gender role
stereotypes. Like all stereotypes, gender sterestgpe also culturally dependent and change
over time, meaning that responses to gender syge®tin advertising can vary between
different cultures and across different periodstiofe. Gender stereotypes will likely be
affected by changing societal views of the gendencept, including the increased
understanding of concepts such as gender fluichty lemitations of using binary definitions
of gender stereotypes are culturally and tempaorangingent and as time passes and cultures

change, so will the gender stereotypes.
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Female Stereotypes in Advertising
Author Yorgos C Zotos

In the article Female stereotypes in print advieigisYorgos C Zotos says that the
depiction of females in advertising has receivedsaterable attention fulled by the feminist
movement and the evolution of women’s roles in gbeiety. The prevalence of traditional
portrayals such as housewives, women dependentroanég protection and depictions of
sexual objectification. Even though a decreaseemale stereotyping would be reasonable
considering the contemporary structure of socie#y prescribes multiple gender roles. In his
study he documenting the female stereotyping eadind well, even it is manifests itself
with different types women patterns that it did sowrigins. The rise of the women’s
movement in the 1960s contested equal opporturfiiiesales and females and propelled a
gradual change in occupational settings and domestiictures as well. The tendency of
more and more women to acquire higher educatioeir throwing participation in the
workforce and the claim for highest and executiesifoons previously dominated by their
male counterparts brought about compelling chardesonly did women acquire a financial
independence that allowed for an increased disp@sabome, but more importantly, their
social and educational status has significantlyheg According to Yorgos the western
thought has been constructed on a systematic spne®f the feminism argued that
advertising in popular media can be viewed as angnmy means for introducing and
promoting female roles stereotypes and sexism.icBkatly feminist theorists mainly
centered on the following images :- Portrayals thate unrealistic and limited pictures of
women as sex objects, happy housewives themesradlde as incompetent, portrayals of
women’s dependency upon men and underrepresent#tiorking women stereotype as a
group concept that reflects inferior judgment anag rise to a simple structure, implying a
high probability that stereotypes are predominapthgluative. He argues that a stereotype
involves the reduction of persons to a set of egeaggd, usually negative, character traits and
stressed that stereotyping reduces, naturalizes,fiaas differences. Stereotypes do not
necessarily bare negative connotations, though leey to oversimplified conceptions and
expectations. Gender stereotypes in particular,dafsed as beliefs that certain attributes
differentiate women and men. Gender stereotypes Haur different and independent
components: trait descriptors (e.g., self-assertoncern for others), physical characteristics
(e.g. hair length, body height), role behaviorgy.(eleader, taking care of children), and

occupational status (e.g. truck driver, Housewit&yery integral part is associated with a
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masculine and feminine version, which is strongated to males and females, respectively.
Each gender stereotyping component may lead totimegeonsequences particularly for
women, such as body dissatisfaction, reduced selfitence and confinement of
professional opportunities. Hence, it is no sugptigat. According to him

such stereotypes provide a limited “vocabularyrdéiaction”, encouraging people to think
and speak of women primarily in terms of their tielaship to men, family, or their sexuality.
Gender stereotypes in the media, and the mass nregarticular, have a long-recognized
capacity to define “socially-acceptable” ways oinlgeor relating to others, as well as to give,

or withhold, public approval.

Stereotypes In Advertising : Normalizing Gender Rats Through Problematic Ideals

This article is written by Ritika A

Advertisements whether in the form of print, hoag$ on road, radio, internet or
television serve one purpose — to create awarexessg certain products and in turn, increase
their sales in the market. While most advertisesweeproduce the prevalent norms and

beliefs, a few speak and question them and tryfes a counter narrative.

Since advertisements aim to sell products and sesyithey also tap into the psyche
of the society when they try to position their tlemmn ways that are appealing to potential
consumers. They pander to popular morality and raj@n ideals because that is where
most of their target groups are. In the processy #nd up normalising rigid, patriarchal
norms and reaffirming problematic values. For exi@mimperial Blue has an advertisement
titted Men Will Be Men. This advertisement was masbn the official account of Imperial
Blue Super Hits Music CD’s and showcases a fematgod checking the pulse and other
parameters of a male patient lying unconscious loospital bed. A couple is seen seated near
the patient, and the man is shown to be gawkintpeaidoctor. The heartbeat of the patient
rises when the doctor holds the patient’s hand. @itemessage is that whether unconscious,
or visiting a severely ill kin, men will always @ght women. The woman is sexualized and
the advertisement is made to appear as if the woimaenjoying being stared at. The
derogatory behavior of the men in the advertisementot penalised but celebrated as
something which is natural to all men. To an impi@sable person watching this ad, it may

appear that it is okay to stare at any woman wasird, because like the doctor, the woman
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will also enjoy it. The fact that it is a breachpsrsonal space, or blatant objectification is not

even vaguely touched upon.

Consumers’ Response to Format Characteristics in Nae Advertising

A book written by Yoori Hwang, Se-Hoonjeong

Customer feedback on the format characteristideaal ads is huge. People describe
and look at a native ad very carefully. Peopleiaceeasingly focusing on native parasites.
Besides, people look at an advertisement in differeays. The formats of each ad are so
varied that people analyse it and sniff out all plositive and negative things about it. Then
they analyse it and then talk about it. On theoeit pages you can see both the positive and
negative analysis of the ads and the reactionfi@fpeople. More nautical matters will be
discussed. Each format will be based on the arsaysil response of the people. Advertising
always affects individuals and the movement as.wellertising always changes people’s
behaviour as well as their lifestyle. There aretadf ads. People today are based on ads.
People today are moving forward based on ads. Esigact used by man on a daily basis is
based on advertisements. In the old days, people ndt give much importance to
advertisements. In the old days, people did no¢ gnuch importance to advertisements. In
the past, people were less knowledgeable abouhdémiy than they are today. Gradually,
the pioneering advancement of science and techpddapto the further education of human
beings and their understanding of how to use ithis way, advertisements took place in the
human mind and so on. If there were no ads todeyetwould be no mind. With the advent
of advertisements in the minds of the people, todaysee advertisements full of variety
every day. Advertising Daughter Distinguishes Betiman And Its Quality Man
Distinguishes Advertising Inadequate Daughter AtisdQuality Man distinguishes It Further
Analysis And Speaking Against It And so on. Diffierdypes of ads are coming up today.
Each ad has different characteristics based omdlare of the ads Each ad has different
characteristics based on the nature of the ady todaan beings have become addicted to
ads. In terms of dress as well as in terms of dasssell as in terms of food, everything is
changing and imitating countries. Kerala gender nego as well as transgender
advertisements can cause a lot of negative comnasother problems in the hearts of
human beings. It also includes a group of people wh not agree with the opinion. In

today’s world there are no more advertisements dnatmore innovative than the ones that
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existed in the past. Everything from the birthie tleath of a human being is today prepared
in a very colorful way for advertising. Childrereamnore likely to be affected by acne.

Advertisements are always made based on a targiétrene. Every ad is designed
with people’s minds in mind. Not all products areople. The subsequent increase in the
number of customers will depend on the opinionhaf tisers who first bought and used the
products in the advertisements. As the number stiotoers increases, the quality of the item
changes.

Understanding All Advertising From the Consumer Pespective

A book written by Linwan Wu, Taylor Jing Wen

Mainly learned through Al-Advertising from a consemnperspective. In recent years,
it has become clear that artificial intelligenceheology is being used to create advertising
messages. Advertising has helped to delve intadépths of human life as well as convey
more innovative messages. Al created and condtctadalyse ads. Al conducted a survey to
find out the factors that influence the overalltonser impression of the ads towards the ads
created by the customers. At the heart of theirkweas a personal gagnest, backed up by
huge customer data. Current literature focusesilyeam explaining the principles of Al-
Sushti and building All-systems for actually cregticontent, but has not paid enough
attention to how ‘All responds to the ad conterdréates. Compared with most of the topics
found in this study, Al-powered content generatddrge portion of the negative comments
on the topic of generating Al-powered content core@ato most of the topics found.
However, although the current literature of theAallis adequate on this subject, the current
literature of the Al-Ad does not pay enough attemtio this subject. This is understandable as
consumers do not interact directly with all Progsathat provide or generate advertising
messages. Al — Makes cases when people talk alealihg with ads while interacting with
powered consumer tools and finds that they are cE¥e in controlling human-Al
interactions and can also be used to control huAdanteractions. Provides world-class self-
service analytics solutions for forecasting, fostirey, stream processing, visualization,
stream processing, visualization and more. Exconmeations can utilize the full power of
analytics A throughout its entire data life cycléhis will increase the next level business
results. Artificial Intelligence has been rapidbcreating consumer experiences with brands

in recent years. However, there has been uncertagto whether humans respond to robots.
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The task of understanding the artificial intelligenconsumer journey in advertising is
complex. Consumers express their needs, desitgsidas and values in various salvages.
Influence of Al on the Advertising Process Knowitltat the need for advertising in a
growing e-commerce marketplace in Benay licensarmot be adequately addressed in a
traditional advertising model, advertisers alsolppytificial intelligence (Al) technologies in
advertising to improve efficiency and meet markemdnd. From the observations of the
Chinese advertising market for the past five yeAtshas been using technologies in the
advertising process. The authors gain insight ihi® and suggest that the advertising process
provided by Al Technologies is built in four staggSonsumer Insight Discovery, Ad
Creation media Planning and Purchasing, Advertisimgact Evaluation. This new process is

supported by a data-based platform with algorithirits core.

It is tool based and integrated with high efficign@l redesigned and upgraded the
traditional advertising process and improved adsied efficiency; However, the new

process is still born out of the traditional pracasd it has not yet been rebuilt.

Female power portrayals in advertising

A book written by MelikaKordrostami& Russell N. Lagdak

Although depictions of women are still common irvadisements, there has been a
recent movement to portray women in powerful posgiin research. Based on previous
literature on social power, femininity, and currérgnds in advertising, a typography of
femininity is suggested and confirmed by two stadik is believed that when individuals
know about brands, products, services and ideay, whll reflect the current trends in the
advertising culture. Therefore, the way women agrayed in advertisements is important.
Because it reflects and indicates the expected mfl@evomen in society. In the 2kentury,
jobs such as police officers, lawyers, and electidials have taken the place of women. It
seems to reflect this trend. Women are still pgedain advertisements in stereo-tele-fashions
like housewives or secretaries. In fact, many restardies have shown no significant change
in advertising imagery with women over the yearscuses on the proliferation of advertising
messages that express women’s abilities and inchhdevomen messages. The authors
conclude that various factors, such as activismragdlatory efforts, led women more into
advertising. The study concluded that the advedisienvironment, which includes

advertisements that seek to empower women througmen-centric messages, and the
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different elements of women that are now beinguiest, is changing. Analysing the content
of the current ad, their results show that the fenempowerment ad is mostly focused on
female consumers and that it is portrayed throbghagent power of female models. It's also
important that consumers see how women'’s visualpartrayed. It is important to determine
if the ads match the strong portrayals of womethe perception of the ad recipient. It has
been argued that studies that explore the depiofiovomen’s power may shed more light on
society’s current views of women. The primary aifthe current research is to illustrate the
depictions of women in power in advertisementsyigugthat studies may shed more light on
society’s current perspectives on women. The pyngoal of the current research is to
explore how advertisers understand the depictidnsomnen in power in advertising. It is

hoped that the study will help to understand in endetail and detail the basis of the
depictions of femininity in advertisements. Reprgésea deviation from the preconceived
notions of power from a male perspective. Previeesearch has shown that the use of
feminist empowerment in advertising can lead testasce to the message contained within

the ad and a more positive attitude towards adregiamong the female audience.

Portrayal of women’s in advertising

By Pallavisoni

Although stereotypical female portrayals atid common in advertisements, in
recent years it appears there has been a moved@edraying women in powerful positions
in ads. This research investigates the recent trenaldvertising that portrays women in
positions of power and offers a typology of femptever dimensions in ads. Building on
previous literature on social power, feminine pgwend current trends in advertising, a
typology for female power is proposed and verifisthg two studies. In the first study, data
from a pile sort of current print ads is collectadd analyzed by cluster analysis and
multidimensional scaling. In the second study, ssimictured interviews are employed to
verify the proposed typology. Results verified thateivers perceive female power in
advertisements in the following power dimensionsxual power, expert power, family
power, and empowerment including athletic powervektising is the main factor of in
every human life. Daily we are following advertisemts. Advertising are influenced in our
every life. But today advertising focused by gendeguality. Means some other advertising
using transgendered. That means there are humagsb& our society. We have to

accepted. The gender role that women played inras@ments are decorative role, reactional
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role, independent role, self involved and familyeso Basically the advertising prefer to
women'’s that means the objectivity women showingreo as subordinate to men and as
mentally withdrawn from the larger scene Gradu#ilg portray of women changed shape
with later 70s and 52 percentage women were reflieas employed .Ads are also began
portraying stronger women in their changing rofethe socio-economic or industrial world
as business people and. Even some at the top mrttiees. An example is the considered
there’re numerous ads that create a deprectivs@perficial images of women. Ads like fair
and lovely which portrays that if a women in nat taen life in difficult for her and will be
crticised for looks. Such as ads might affect th# sonfidence or girls who are fair in
complex. This is the Although stereotypical femadertrayals are still common in
advertisements, in recent years it appears therdéan a move toward portraying women in
powerful positions in ads. This research inveséigathe recent trend in advertising that
portrays women in positions of power and offery@ology of female power dimensions in
ads. Building on previous literature on social pgweminine power, and current trends in
advertising, a typology for female power is progbs@d verified using two studies. In the
first study, data from a pile sort of current prads is collected and analyzed by cluster
analysis and multidimensional scaling. In the seécetudy, semi-structured interviews are
employed to verify the proposed typology. Resubsified that receivers perceive female
power in advertisements in the following power dnsiens: sexual power, expert power,
family power, and empowerment including athletievyeo. My opinion is advertising is to be
a field of creativity. Truly respect advertiserfiavpresent strong women and portray how
they have envolved in to empowered human. Sucm@escent ads should be banned and

more ads depicting women of strength and powetfatacter should be made.

Has a problem people’s hate ad
By Tiffany Hsu

Then the advertising industry faced bytafgproblems. People’s hate ads. That
means producing companies are looking and tryinggemarofit of our product and etc.
Budget limits, compelling content, choosing thehtignethod, measuring effectiveness,
rising through the competition, these are somélpros faced by today advertising industry.
A good content create a good ad and product vald&d competition companies are
competition. The pandemic situation covid chantiedadvertising industry. This is one of
the main reasons that online advertising is so @titive. That ever-increasing competition is
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just one of the challenges that brands face when do online advertising (and we’ll dive
into this more below).The truth is, as humans, we’tdike to feel like our behavior is being
tracked and analyzed, even if it is common pradiese days thanks to digital marketing.
When it comes down to it, advertising can sometifees like an invasion of privacy, or in
other words, an infringement on our personal spaone. several major components are lack
of trust, Ad fatigue, Quality of the creative, Peopower, Poor customer experience , No
value add, Woke washing etc. For small businessosynt pays to work with sincerity. An
honest, reliable, and commendable service is a g@ydto set your business apart from the
competition. Give your customers a great buyingeeigmce, and do not be afraid to ask for

recommendations because this is the best formvarasing that you could ever have.

What Drives Consumers To Engage with Influencers?

Written By:Justine Rapp Farrell, Colin CampbellaB&ands

Now Advertising was Greatly influence consumers faging a product, in the last
few years have seen a significant increase inenfites in advertising, a strategy applied to
drive brand awareness and purchase by leveragenyday opinion leaders on social media.
Although a growing body of research focuses on whakes influencers effective, the
authors took a step back to determine what driv@ssumers to follow influencers. To
address two research questions, the authors egptaresumer heterogeneity to understand
how consumers derive value from the influencery tbbow. Following a large-scale survey
of consumers across social media platforms like€baok, Instagram, YouTube, Snapchat,
and Twitter)etc. the authors used latent class satation to uncover six consumer segments.
The segments differ in why people follow, and hdwyt react to, influencers. The findings
provide both brands and influencers with insightattcan guide better management of

influencer—consumer relationships.

How Male Consumers Respond to “Enlightened Manversing” Campaigns

Written by : MiglenaSternadori, Alan Abitbol

The survey of the last few years. As the result Mhelicated that participants’ gender
schemas, hostile sexism, political orientation, sampport for women'’s rights influenced their
attitude toward “enlightened manvertising,” whickfars to advertising that redefines

masculinity by promoting both masculine and feméninaits as elements of contemporary
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manhood. The study uses the advertising self-cemges framework, which in previous
research has not been applied to the context aegeand gendered identities. The results
show that enlightened manvertising messages reseovit men who self-identify strongly
only with masculine traits or who score high intbatasculinity and femininity. Support for
women’s rights was positively associated with atk& toward enlightened manvertising. Men
who expressed overtly misogynistic views more {ikelould have a negative attitude, as
were men who identified as more conservative inrtpelitical orientation. The overall
results suggest a link between men’s views on neidgf masculinity and their views on
women and women’s roles in society, with implicatdior the success of campaigns that

attempt to tackle gender identity and equality.

The representation of women in advertising hasn’'tmproved in a decade

By Rachel Gee

Media and advertising play an important role in auiture, reflecting the social
norms of our society. Representation of women igs ak often defined by how men see
women or by how society expects women to look aekalie. This hasn’t improved in a
decade. The percentage of women in ads has osly sigghtly from 33.9% in 2006 to 36.9%
in 2016.

Men are given more screen time than women and thkkyless than men. Men
typically convey power, strength and competitivenebereas women concentrate on beauty,
sexuality and emotions. Women in the ads are mastigere 20s and are typically pictured
as less active and more concerned with physicaappce and beauty whereas men who are
aged between their 20s and 40s are most likelyetshown as leaders. They should be
equally represented. Advertising has the poweh&mps how we see each other. By changing
the narrative, the image we use about women camatieally change the way the world

values women and how women see themselves.

Why Do Some Advertisements Get Shared More than O#rs?
Written by Daniel McDuff, Jonah Berger

Advertising influences people by altering what thieink or feel about a product and

encouraging them to purchase it. According to dysthe authors examined the link between
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consumer facial expression and sharing of hundoédsdeos. And the result suggest that
facial actions linked to positive emotions like Bmivere associated to increased sharing and

negative emotions like sadness were linked to dsecksharing.
Facial expression provide a valuable tool to piedind understand consumer

behaviour. People share things that make themgfesd and avoid sharing things that make
them feel bad
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CHAPTER-3
RESEARCH AND METHODOLOGY

36



3. RESEARCH

Research is a scientific and systematic searchefervant information. It's an art of
scientific investigation. Research involves coll@at organization and a systematic analysis
to increase our understanding of a topic or issUéhere are two basic approaches for

research, quantitative approach and qualitativeare$.

Quantitative research from the name itself caidbatified that it is the research that
is Expressed using quantities. It is the generatioa data in quantitative form. This method
Emphasizes the statistical, mathematical or nuraleaicalysis of data collected through polls,
Questionnaires and surveys. Qualitative researclonserned with subjective assessment of
attitude, opinion and Behavior. Generally the teghes of focus groups interviews,

projective techniques and Depth interviews are used

3.1General objective

To study how the positive gender norms in adverie# affects or impact youth.
3.2 specific objective

» To study about the gender stereotypes in advegtisin

* To Study about changing role of gender in adveriess
* To Study female stereotypes in advertisement

* To analyse positive and negative impact of advartient
* To analyse how advertising create social change

* To Study female portrayals in advertisement

3.3Research Design

A research design is the set of methods and proslused in collecting and analyzing
Measures of the variables specified in the problesearch. Here we have both quantitative
and qualitative form of analysis. Quantitative egsl, from the name itself can be designated
that of analyzing research using quantities. Stuglyand emphasizing the statistical,
Mathematical or numerical analysis of data colléctBrough polls, questionnaires and
surveys. Qualitative research on the other haad @ssessment of analyzing attitude, opinion
and Behavior. Techniques of focus groups interviep®jective techniques and depth

interviews are used to interpret and analyse tladitgtive research.
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3.4 Method of study

Here we use quantitative analysis and survey abadetf study. Here we conducted
a survey from age category 15 to 33 and by see#iegopinions of advertisement and

positive gender norms.

3.5Field of study

The survey is conducted among different age caiegdrut mainly focused on the
new Generation. Students ranging from 21 to 26 amded highly to the survey and an
opinion of the Coming generation can be taken ftbensurvey. Total of 205 responses had
been recorded Which 55.1% Are from 21 to 26 agegmaly where 63.4% are females and
113 students.

3.6Period of study

The study was conducted from 2022 January to 2022 Ahe span time is mainly
Focused on collecting data, analyzing the presentaif stories in different channels and
Reading related books and reviews. The study islwtted among different age groups of

Society via online through Google form and respassecorded via online.

3.7 Selection of sample studying

The study is about the positive gender norms inedtbement among youth
conducted among different Age categories of ourietpcto record their reaction and

approach to the advertisement and it's positivelgenorms.

3.8Hypothesis

* Positive gender norms in various types of advertes® has the capability to
influence youth.
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What is your age?

® 15t0 20
® 21to 26
@ 271033
@ 341039

15 to 20 — 82 (40%)

21 t0 26 — 113 (55.1%)
27 t0 33 — 09 (4.4%)
34 t0 39 — 1 (0.5%)

From the figure, it can be analyzed that 55.1% edgbe are in the age group of 21 to 26.
40% of people are in the 15 to 20 age group, teeakthem are 4.4% in the 27 to 33 age

group and one is in the 34 to 39 age group.
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Whatis your gender?

® Male
@ Female
OMP

Female — 130 (63.4%)
Male - 74 (36.1%)
Others — 1 (0.5%)

From the figure it is clear that the majority oétheople 63.4% are female. The rest of them
are 36.1% male and 0.5% others.
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Educational Qualification

School

Under graduate 155 (75.6%)

Post graduate 27 (13.2%)

Others 6 (2.9%)

0 100 200

School — 23 (11.2%)

Under Graduate — 115 (75.6%)
Post Graduate — 27 (13.2%)
Others — 6 (2.9%)

From the figure, it can be analyzed that the mijai people have an education qualification
(75.6%) of Degree, 13.2% of Post Graduate, 23%cbb8lchildren. Rest of 2.9% who have
learned other courses
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Which area do you belong?

@ Rural
@ Urban

Urban -69 (33.7%)
Rural — 136 (66.3%)

When we ask about their locality according to asearch majority of the people which
means 66.3% (136) people are from rural areas alyd38.7% of people are from urban
areas. So we get a conclusion that the majorith@people who gave responses to our

research were rural people
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Do you like advertisements?

Yes 157 (76.6%)

No 52 (25.4%)

0 100 200

Yes — 157 (76.6%)

No — 52 (25.4%)

From the figure, it can be analyzed that the mjai the people like advertisements. From
our survey 157 (76.6%) people like advertisememid 52 (25.4)%o0f people don't like
advertisements
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Which kind of advertisement do you prefer?

Social media/
Internet
advertisement

Tv advertisement

radio
advertisement

Print
advertisement

0 100 200

Social Media / Internet media — 133 (64.9%)
T.V Ads — 75 (36.6%)
Radio Ads — 16 (7.8%)

Print Ads — 19 (9.3%)

The majority (64.9%) of 133 people rely on sociadia to watch advertisements and 36.6%
of people who are watching television advertisemeamd a small percentage 9of .30f 7% of
people rely on print media for advertisements. Angmall percentage 7.8% of people prefer

radio for advertisements
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Please watch some of the advertisements attacheddwe.

15
]
15 (30%) Il

10

2 (4%)
1 (22(2%)1 (A% (AREREBEI(2%) (232

No Gender-.. Noway Reymond Watched Yz
Equality MP Okay Sry Yes

In our survey, we attached some of the gender ratb®rtisements. The majority of the
people watched it and they sent their responsd8o6R06f people watched Gender equality
advertisements,15(30%) watched the ad of Reymond.
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Do you like Gender equal content in advertisements?

® Yes
® No

Yes — 191 (93.2%)
No — 14 (6.8%)

Most of the people (93.2%) 191 say that they likadgr-equal content in advertisements and
only 6.8% of people say that they don’t like gerelgual content
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Do you think the above-mentioned advertisements angositive in nature?

M ves

B No

Yes — 186 (90.7%)
No — 19 (9.3%)

From the figure, it can be analyzed that the mjar the people think that the above-
mentioned advertisements are positive in natureoahd9.3% of people think that the
advertisement has done any positive in nature.



Do you like post or share gender equal advertisemes?

Hyes

HNo

Yes — 183 (89.3%)
No — 22 (10.7%)

Most of the people 183 (83.3%) like post and slgeeder-equal advertisements and only
10.7% people don't share like or post such typageofder equal advertisements .
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Whenever you going through these types of ads, dogésnake you happy?

Hyes

HNo

Yes — 86 (84.4%)
No — 12 (15.6%)
From the figure, it can be analyzed that majorityttee people feel happy when they go

through these types of advertisements. Only a samatunt (15.6%) of people don't feel
happy when they go through these types of advergsés.
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What are the factors that influence you to share ke, and post these types of
advertisements?

content/ theme 166 (81%)
characters
technical factors
0 100 200

Content/Theme -166(81%)
Characters — 27 (13.2%)
Technical factors — 31 (15.1%)

From the figure most of the people 166 choose coraied theme as the factor that influences
them to share like and post this advertisementd. %bof people selected technical factors
and only 13.2% choose characters in advertisenaasngésfactor that influenced them to share
like or post these advertisements
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The content of advertisements influenced me

2% 1 2.40%

B Strongly agree

B Agree

¥ Neither agree nor disagree
Disagree

¥ Strongly disagree

Strongly agree — 94(45.9%)

Agree- 83 (40.5%)

Neither agree nor disagree — 19 (9.3%)
Disagree — 4 (2%)

Strongly disagree — 5 (2.4%)

Most of the people (94) strongly agree that thea@oninfluenced them. Then 40.55 people
agree with that the content influenced them. OnBy®people neither agree nor disagree and
a small number of people strongly disagree andyasmall number (2%) disagree to this

statement.
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Advertisements has the capability to change individals’ perspective?

@ strongly agree

@ agree

¢ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 77 (37.6%)

Agree -89 (43.4%)

Neither agree nor disagree — 27 (13.3%)
Disagree — 7 (3.4%)

Strongly disagree — 5 (2.4%)

From the figure most of the people 89 (43.4%) agine¢ advertisements have the capability
to change individuals perspective and 77 (37.6%plgestrongly agree with this.27 (13.2%)
people neither agree nr disagree. Only 2.4% styotighgree and3.4% people disagree
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Gender equality in advertisements should increas@&inumber?

@ Strongly agree
@ agree

@ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 81 (39.5%)

Agree — 96 (46.38%)

Neither agree nor disagree — 21 (10.2%)
Disagree — 5 (2.4%)

Strongly disagree — 2 (1%)

Majority of the people (46.8%) agree that genderadity in advertisements should increase
in number. 81 people strongly agree with this apiril0.2% people neither agree nor
disagree.A small amount (2.4%) disagree this opiiovery small amount 2 (1%) strongly
disagree with this opinion.
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| always felt respect towards brands after watchinggender equality in advertisements?

@ Strongly agree
@ Agree

@ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 71 (34.6%)

Agree — 94 (45.9%)

Neither agree nor disagree — 30 (14.6%)
Disagree — 8 (3.89%)

Strongly disagree- 2 (1%)

From the figure majority of the people (45.9%) a&gthat they always felt respect toward
brands after watching gender equality in advertesinnSome people (34.6%) strongly agree
with his statement.30 people neither agree nomgdesa A very small disagree and strongly

disagree
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| like advertisements when they represent old gendas equal

@ Strongly agree
@ Agree

¢ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 84 (41%)

Agree — 97 (47.3%)

Neither agree nor disagree - 15 (7.3%)
Disagree — 6 (2.9%)

Strongly disagree - 3 (1.5%)

From the figure, most of the people 97 (47.3%) aghat they like advertisements when they
represent all gender as equal.84 people agreetmathstatement. Only 7.3% people neither
agree nor disagree.2.9% people disagree with thersent and 1.5% people strongly
disagree
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I would prefer brands or products which representspositive gender roles

@ Strongly agree
@® Agree

@ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 66 (32.2%)

Agree — 101 (49.3%)

Neither agree nor disagree — 25 (12.2%)
Disagree — 10 (4.9%)

Strongly disagree — 3 (1.5%)

Most of the people 101 (49.3%) agree that they waqarefer brands or products which
represents positive gender roles.66 people stroagige with this statement and 25 people
neither agree nor disagree and rest of them diedfgi® statement.
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| won't purchase some brands because of their sekigranding?

@ Strongly agree
@ Agree

@ Neither agree nor
disagree

N | @ Disagree
\ . @ Strongly disagree

Strongly agree — 48 (23.4%)

Agree — 85 (41.5%)

Neither agree nor disagree — 42 (20.5%)
Disagree — 21 (10.2%)

Strongly disagree — 9 (4.4%)

From the figure. Most of the people 85 (41.5%) adteat they won't purchase some brands
because of their sexist branding.48 people stroagige and 20.5% people neither agree nor
disagree only 21 people disagree with the statearah® people strongly disagree.
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Some advertisements changed my way of thinking oregder equality

@ Strongly agree
@ Agree

& Niether agree nor
disagree

@ Disagree
@ Strongly Disagree

Strongly agree — 49 (23.9%)

Agree — 103 (50.2%)

Neither agree nor disagree — 33 (16.1%)
Disagree — 15 (7.3%)

Strongly disagree — 5 (2.4%)

Most of the people 103 (50.2%) agree that some radgments changed audience way of
thinking on gender equality,23.9% strongly agre p&ople neither agree nor disagree and
rest of the people disagree and strongly disagree.
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Some advertisements helped me to think women and mare equally responsible for
doing household activities

@ Strongly agree

@ Agree
@ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 73 (35.6%)

Agree — 96 (46.8%)

Neither agree nor disagree — 24(15.7%)
Disagree —11 (5.4%)

Strongly disagree — 1 (0.5%)

From the figure, most the people agree that somerasements helped them to think women
and men are equally responsible for doing househotwities.35.6% of people strongly

agree with the opinion. The rest of hem disagrekstrongly disagree
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Stereotyping gender roles (women should cook, mehauld not cry)should give no
importance since today’s advertisements

@ Strongly agree

@ Agree
@ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 64 (31.2%)

Agree — 94 (45.9%)

Neither agree nor disagree -28 (17.7%)
Disagree — 14 (6.8%)

Strongly disagree — 5 (2.6%)

Majority of people (45.9%) agree that stereotypgegder roles should give no importance in
today’s advertisements. Some the people stronglyeagith this statement. A small amount
of people neither agree nor disagree and a verll amaunt of people strongly disagree with
this state statement .
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People around me including my friends changed theiviews on gender equality and
become more progressive after watching these adves¢ments

@ Strongly agree
@ Agree

@ Neither agree nor
disagree

@ Disagree
@ Strongly disagree

Strongly agree — 48 (23.4%)

Agree — 108 (52.7 %)

Neither agree nor disagree - 33 (16.7%)
Disagree — 10 (6.8%)

Strongly disagree — 6 (2.6%)

Most of the people 108 (52.7%) agree that they tued friends changed their view on
gender equality and became more progressive afi¢ching these advertisements. Some
people (23.4%) strongly agree with this opinion.(B8.1%) neither agree nor disagree. Only
10 people disagree and 2.9% of people stronglygdeeawith this opinion.
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FINDINGS

Majority of the people who responded to the syngeyoungsters,in the age group
between 15- 26

All categories of genders responded to the survey

People from both rural and urban areas are accéssetyertisments

Out of 209 responses ,157 like to watch advertesem

Majority of people prefers internet media or tetdon (digital medias) rather than

traditional medias

Majority of responses proves that they are inteckgn gender equality concepts in
advertisements

Majority of people are attracted towards advertistedased on its quality of content
or the theme.

Majority agrees that advertisements influenced tiresrarious manner.

Majority approved the statement that , advertisdmdras the ability to change

individual's perspectives.

Majority of people wants to see more gender equabntents in advertisements for a
positive change.

Majority approved the statement that, | always felspect towards brands after
watching gender equality in their advertisements

A large percentage of people prefers brands orymtsdwhich represents positive
gender roles

A large number of people agrees that advertisenuraisged their way of thinking on

gender equality.

Advertisements as a strong medium for creatingtpessocial change,out of 205

responses 169 agrees that advertisements helpedtthenderstand all genders are
equally responsible for household activities

Majority of people wants to see the ads which bsegdnder stereotypes

A large number of responses approved the statertexit, people around me

including my friends changed their view on gendequadity and became more

progressive after watching these kinds of advertesds.

63



CHAPTER-5
CONCLUSION

64



CONCLUSION

Advertising is one of the most pervasive and atleanpassing forms of communication in
the modern world. By demonstrating and showing wdygropriate behaviors look like,
advertising can send signals and cues that motpedple to join the Advertising also impact
values. While it reflects society to a certain @egrit also has the effect of ‘normalizing’
values or behaviors. Our study is about the pasigender norms in advertisements and it's
impact among different age categories of our spcietom the responses of our survey we
can clearly understand the impact of advertisemamisng people especially among youth.
Students ranging from the age 21 to 25 respondgidyhio the survey and an opinion of the
coming generation can be taken from the surveymAtds study we can say that, positive
gender norms in advertisements has shaped theeg&xspof gender equality among people.
And also people are interested to see these kinadvertisements. Majority of people agrees
that gender equality in advertisements should as@en number and also they believe that it
can create a positive social change. Our studymed to analyze the positive impacts of
advertisements, and how it helps to change thedatigres and reshaping perspective among
people. Advertisements can be propagated throutdreht types of medias. But now a days
most of the people prefer digital medias to watdbestisements. Because of its timelines and
accessibility. By the influence of these digitaldizeadvertisement s people were started to
rethink about stereotypes and patriarchal appr@aichtheir own social life and they want to
correct their mistakes for a positive social charfgem analyzing the survey responses we
can undoubtedly say that , advertisements haveeategr role in our society. Because it
reaches to a great number of audience. So thgidsiéive gender norms in advertisements
has influenced the people and it helped them turet Majority of the responses from the
survey approves that advertising shapes and reggagendered ideas about what it means to
be a woman or man and how women and men are valumal society. But advertising can

also positively transform gender norms and to stpgad normalize gender equality.
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