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FUNCTIONING OF GENDER STEREOTYPES
IN ENGLISH ADVERTISING DISCOURSE

This article explores the functioning and perpetuation of gender stereotypes in English advertisements. It delves into
the portrayal of traditional gender roles and expectations, shedding light on their impact on society and the advertising
industry. The primary object of this research is to analyze how English advertisements contribute to the reinforcement of
gender stereotypes, encompassing both visual and textual elements. We aim to investigate the prevalent themes, narratives,
and imagery in advertisements. The research objectives encompass examining the prevalence of gender stereotypes in
English advertisements, identifying common themes and representations, and assessing their effects on consumer behavior
and societal norms. 1t is investigated this through a comprehensive analysis of a diverse range of English advertisements.
Prior research on this topic has revealed the persistence of gender stereotypes in advertising across different cultures.
Scholars such as Goffinan, Mulvey, and Kilbourne have discussed various aspects of gender representation in advertising,
providing foundational insights for this research. A mixed-method approach involving content analysis and semiotic
analysis is utilized to dissect a sample of English advertisements. This enables us to deconstruct both the visual and
textual elements, examining the portrayal of men and women, their roles, and the messages conveyed. The findings
indicate that gender stereotypes continue to be prominently featured in English advertisements, perpetuating traditional
gender roles and reinforcing unrealistic beauty standards. Such representations have a profound impact on societal
perceptions and consumer behavior. Recognizing and challenging these stereotypes is imperative for promoting gender
equality and diversifying media representations.
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®OYHKHOIOHYBAHHA 'EHAEPHUX CTEPEOTHUIIIB
B AHITTIOMOBHOMY PEKJTAMHOMY JUCKYPCI

YV yitt cmammi docniocyemovcs (PyHKYIOHY8aAHHS Ma 30EPeNCeH sl 2eHOCPHUX CIMEPeOmunie 8 aH2IOMOGHIU PEKLAMI.
Bin 3aznubmoemocs 6 300padicentss mpaouyiiHux 2eHOepHUX poiell I O4iKy6aHb, NPOIUBAIOYU CEIMJLO HA IXHIU 6NIUG
Ha CYCninbcmeo ma pekiamuy iHoycmpito. OCHOGHUM 00 €KMOM Yb020 OOCTIONCEHH € AHANI3 MO0, 5K AHSTOMOGHA
PEKAAMA CNpUsE 3MIYHEHHIO 2eHOEPHUX CMepeomunis, OXONMIOYU 5K GI3yanbHi, mak i mekcmogi enemenmu. Mu
npazHemo 00CHiOumu nowupeni memu, Hapamueu ma oopaszu 6 pexnami. Llini 0ocnioxcenHs oXonmowms 6ueueHHs
NOWUPEHOCMI 2eHOEPHUX CMEPEOMUNIE 8 AHIOMOBHIU PeKAaMI, BUSHAYEHHS 3A2ANbHUX MeM i YA81eHb, A MAKOHC OYIHKY
ix enausy Ha noeediHKy cnodxcusayie i cycniloni Hopmu. Lle docnioxncyemocs wiisxom 6cebiuH020 anaizy pisHOMAHIMHOL
PEKAAMU AH2TIUCHKOI0 MO68010. Tlonepedni 00CniodceH s HA Yo memy SUAGUIU CMIUKICMb 2eHOEePHUX CMEPeomunis y
pekaami 8 piznux Kynemypax. Taxi eueni, ax Togpdpman, Mansi ma Kinbopn, 062060oproganu pizni acnekmu penpezeHmayii
cmami 8 peknami, HA0awyu GYHOAMeHmanbti ioei 018 Yb0o2o O00CHIONCEeHHA. 3miuianuil nioxio, wjo 6KIYAE AHANI3
KOHMeHmy ma cemMiomudHull aHai3, BUKOPUCTOBYEMbCA O/ AHANIZY BUDIPKU 3 aHenoMOo6HOI pexnamu. Lle oae Ham 3moey
OeKoHCMPYI08amu K 8i3YanbHi, MaK i MeKCMOoBGi elemMeHmu, 00Ci0NCYIOUU 300paAdiCeHHA YON0BIKIB T HCIHOK, IXHI poni ma
nepedani nogioomuerntss. Ompumani Oaui ceiouamo npo me, ujo 2eHOEPHi CMmepeomun RPOOOBXNCYIOMb 3aUMAMU NOMIMHe
Micye 8 AHSTOMOBHIU PEKNaMi, Y8IUHIOIOUU MPAOUYILHI 2eHOEPHI PO Ma 3MIYHIOIOYU HEPeariCmMUu4Hi CIMAHOAPMU KPACU.
Taxi ysenenus maroms eiubOKUL 6NIUE HA CYCRIIbHE CAPUTIHAMMS MA NOBEOIHKY CROXCUBaYis. BusHauHs ma nooonanHs
yux cmepeomunis € 0006 ’s3K08UM 051 NPOCYBAHHIL 2eHOePHOI pienocmi ma ougepcugixayii penpezenmayit y 3MI.

Knrouoei cnosa: cenoepri cmepeomuni, aHeIOMOBHA PEKIAMA, KOHMEHM-AHANT3, CeMIOMUYHULL AHANI3, MPAOUYItIHI
2eHOepHi poti, 8NJIUE PEKTIAMU, CNONCUBYA NOBEOTHKA, CYCNIbHI HOPMU.
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Problem statement. Gender stereotypes repre-
sent generalized cultural beliefs about the character-
istics and behaviors associated with different genders,
specifically men and women. These stereotypes are
closely intertwined with the concept of gender roles,
which dictate expected patterns of behavior and norms
for individuals of different genders, effectively defi-
ning how they should act to uphold and perpetuate
these roles. Gender stereotypes play a significant role
in perpetuating gender inequality. Most scholars clas-
sify gender stereotypes as a specific type of social ste-
reotype, characterized by their standardization, stabi-
lity, emotional intensity, and value-laden imagery tied
to societal conceptions of “masculine” and “feminine”.

These stercotypes have evolved over centuries
and have become deeply ingrained in the collective
subconscious of nations. Although the content and
intensity of these stereotypes vary across different
cultures and historical periods, certain cross-cultural
similarities persist. Scholarly investigations into gen-
der differences have consistently revealed that these
stereotypes do not align with the reality of human
diversity. Nevertheless, their resilience can be attrib-
uted, in part, to cognitive biases that lead individuals
to selectively perceive and interpret information from
their surroundings.

Analysis of research and publications on the
topic. Researchers of gender stereotypes typically
frame their work within the context of Western cul-
ture's conceptions of gender. Consequently, the exis-
ting literature predominantly focuses on the stereo-
types and roles ascribed to men and women within
this cultural context.

However, it is essential to recognize that the binary
gender system with its rigid role prescriptions is not
universal. Many cultures around the world encom-
pass more than two traditional gender roles, allowing
for greater flexibility and adaptation. In some socie-
ties, gender holds little to no significance in shaping
social life.

Gender studies play a critical role in addressing
and deconstructing gender stereotypes. The roots of
this field trace back to the 1970s in Western socio-
logy, and its relevance has continued to the present
day. Early studies, like the work of I. Broverman and
colleagues, empirically confirmed the androcentric
nature of gender stereotypes. Subsequently, a wealth
of monographs and articles have delved into various
aspects of gender stereotyping.

Analyzing contemporary researches can shed
light on the pervasive presence and impact of gen-
der stereotypes in advertising and media. In Berger's
work explores how gender stereotypes are propa-
gated and disseminated through digital advertising,
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considering how certain messages or images become
popular and shared online. Bordo (1993) exam-
ines the intersection of gender stereotypes and body
image in advertising, delving into how these stereo-
types affect women's perceptions of their bodies due
to societal pressures. Dill and Thill (2007) explore the
impact of video game representations on reinforcing
traditional gender roles, discussing how these depic-
tions influence young people's perceptions of gender
norms. Eagly and Carli (2007) focus on gender biases
in leadership roles and how advertising either perpe-
tuates or challenges these biases. Furnham and Pal-
tzer (2010) examine how men and women are stere-
otypically portrayed in TV ads, highlighting whether
there have been shifts or continuations in these
portrayals over time. Lambiase et al. (2003) offer a
global perspective on how gender roles are depicted
in advertising, showcasing cultural variations or simi-
larities in these portrayals. Lysonski and Durvasula
(2008) provide an extensive review of research on
how gender roles have been depicted in advertising
over 25 years, focusing on changes or persistent pat-
terns. McRobbie (2008) explores the broader societal
changes post-feminism and how these changes have
influenced gender portrayals in media and adverti-
sing. Reichert and Carpenter (2004) track changes
in gender representations in magazine ads over two
decades, highlighting shifts or continuations in these
portrayals. Wood (2018) provide a comprehensive
overview of how communication perpetuates and
challenges gender stereotypes in various cultural con-
texts. Kilbourne’s work (2015) is part of a documen-
tary series that critically examines the portrayal of
women in advertising, discussing the harmful effects
of stereotypical representations.

These sources collectively offer a multifaceted
understanding of how gender stereotypes operate
within advertising, encompassing various mediums,
cultural contexts, and psychological impacts on indi-
viduals and society.

In Ukraine, gender research has been spearheaded
by scholars such as O. Kis, V. Ageeva, L. Stavyt-
ska, M. Mayerchyk, T. Martsenyuk, L. Matsko,
L. Leontieva, O. Fomenko, A. Okara, D. Sepetiy, and
0. Sydorenko. This research holds both theoretical
and practical significance, as it aids in comprehen-
ding gender-related issues and the various ways these
stereotypes manifest in society and individual con-
sciousness. It contributes to the broader understanding
of gender dynamics and paves the way for means to
address and challenge deeply ingrained stereotypes.

The relevance of the research. The research
on the functioning of gender stereotypes in English
advertisements holds profound relevance in today's
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society. Understanding the impact and perpetuation of
these stereotypes is crucial for several key reasons:

- advertisements are not merely commercial mes-
sages; they serve as reflections of cultural values and
societal norms. By reinforcing traditional gender
roles and expectations, they contribute to the mainte-
nance of unequal power dynamics;

- in an era where gender equality and women's
empowerment are significant global goals, recogniz-
ing and challenging gender stereotypes in advertising
is paramount. These stereotypes not only hinder pro-
gress but can also undermine the hard-fought battles
for equal rights. The relevance of this research lies in
its potential to contribute to the dismantling of harm-
ful stereotypes and the promotion of gender equity;

- advertising plays a significant role in shaping
consumer behavior. Understanding how gender ste-
reotypes affect consumer choices, perceptions, and
preferences is crucial for businesses and marketers.
In this context, this research offers insights that can
guide responsible advertising strategies, potentially
leading to increased brand loyalty and success in an
era where consumers value social responsibility.

- the perpetuation of unrealistic beauty standards
and harmful gender expectations in advertisements
can have adverse effects on individuals' mental health
and well-being.

In a diverse and interconnected world, promoting
inclusivity and respecting the multiplicity of gender
identities is a matter of social justice. This research
aligns with global movements advocating for greater
inclusivity and respect for individuals of all gen-
ders. It highlights the importance of challenging and
changing harmful portrayals that contribute to mar-
ginalization.

The research underscores the significance of media
literacy and critical thinking. It encourages consum-
ers to question the representations they encounter and
empowers them to make informed choices about the
media they consume. In an age of information over-
load, these skills are essential for discerning fact from
fiction and promoting a more informed and enlight-
ened society.

The advertising industry is in a unique position
to drive change. By recognizing the relevance of this
research, the industry can transform its practices to
align with evolving social values. This transformation
can lead to more authentic, inclusive, and responsible
advertising that resonates with today's audiences.

The research on the functioning of gender stere-
otypes in English advertisements is profoundly rele-
vant as it touches upon cultural, economic, social,
and psychological dimensions of contemporary
society. Its findings and insights can guide us toward
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a more equitable and inclusive world, where individ-
uals are free from the constraints of harmful gender
stereotypes, and where diversity and empowerment
are celebrated. This research serves as a call to action
for individuals, businesses, and society as a whole to
challenge these stereotypes and promote a more just
and enlightened future (Furnham &Paltzer, 2010;
Lambiase, 2003; Lysonski& Durvasula, 2008).

The primary object of this research is to analyze
how English advertisements contribute to the rein-
forcement of gender stereotypes, encompassing both
visual and textual elements. It aims to investigate the
prevalent themes, narratives, and imagery in adver-
tisements. The research objectives encompass exam-
ining the prevalence of gender stereotypes in English
advertisements, identifying common themes and rep-
resentations, and assessing their effects on consumer
behavior and societal norms.

Methodology of the research. The methodology
employed in our research on the functioning of gen-
der stereotypes in English advertisements is crucial
to ensure the rigor and validity of our findings. This
section outlines the research design, data collection,
and data analysis procedures.

This study adopts a mixed-method research design
that combines both content analysis and semiotic
analysis. Such an approach is instrumental in compre-
hensively examining the textual and visual elements
of English advertisements, allowing us to dissect the
portrayal of gender and the messages conveyed.

To compile a diverse sample, a systematic sam-
pling method was employed. A variety of English
advertisements from different sources, including tel-
evision, print media, and digital platforms, were col-
lected. The selection criteria encompassed different
product categories and advertising mediums to ensure
a wide representation of the advertising landscape.

The content analysis focused on coding the adver-
tisements based on specific criteria, including the
gender roles portrayed, the language used, and the
overall messaging. Each advertisement was catego-
rized as adhering to traditional gender stereotypes or
challenging them.The data collected from the con-
tent analysis were subjected to statistical analysis,
focusing on the prevalence of gender stereotypes in
the advertisements. Patterns and themes related to the
portrayal of men and women, their roles, and the mes-
saging were identified. The content analysis helped
quantify the degree to which advertisements conform
to or challenge traditional gender stereotypes.

In the semiotic analysis, particular attention was
given to the visual elements of advertisements. We
examined the imagery, symbols, colors, and visual
narratives employed to convey gender roles and
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expectations. The visual semiotic analysis aimed
to uncover the subconscious and subliminal cues
in advertisements. The semiotic analysis involved
a qualitative examination of the visual elements in
advertisements. Through a hermeneutic approach, we
interpreted the symbolic meaning behind the visuals.
This process helped unearth the hidden or implied
gender messages in advertisements.

Signs of sex and signs of gender are two distinct
but interconnected concepts. They manifest inde-
pendently, unaffected by external influences, and they
maintain universality, transcending geographical,
cultural, and religious boundaries. While signs of sex,
such as the biological capacity to give birth, remain
constant throughout history and pertain exclusively to
one gender, signs of gender encompass cultural tra-
ditions that vary considerably, even within a single
country. These gender signs can evolve over time and
apply to individuals of diverse sexes.

From birth, parents play a significant role in shap-
ing a child's understanding of their gender identity.
Across the globe, various traditions and practices
reinforce these gender roles. For instance, girls are
often dressed in pink, while boys are attired in blue.
Parents typically provide dolls for girls and toy cars
for boys, thus indirectly encouraging behavior that
aligns with societal gender norms. Additionally, exter-
nal influences, including educators, religious institu-
tions, neighbors, and media outlets, all contribute to
a child's perception of appropriate gender behavior.

The concept of gender equality strives to grant
individuals the freedom to develop their potential,
free from limitations imposed by preconceived gen-
der roles and stereotypes. Gender equality dismantles
double standards, which involve treating individuals
differently based on their gender or gender identity. It
doesn't erase the existence of sex and gender differ-
ences but rather empowers each person to navigate
life according to their own preferences, irrespective
of prevailing gender stereotypes. These oversim-
plified notions concerning how people of different
sexes should behave, dress, or engage in activities
are referred to as gender stereotypes. These stereo-
types often neglect individual characteristics, thereby
imposing a standard that doesn't account for the wide
spectrum of human diversity .

The gender stereotypes ingrained in society extend
beyond influencing educational choices. They also dic-
tate the dynamics of relationships, including those of
a sexual nature. These stereotypes guide expectations
of how individuals should behave prior to marriage,
determine the initiators of relationships, and allocate
responsibility for potential consequences like preg-
nancy. While many gender stereotypes facilitate prepa-
ration for adult social roles such as parenthood or mar-
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ital partnerships, some have persisted from different
historical contexts and now serve to limit the possibili-
ties available to individuals in the contemporary world.

Gender identity, regardless of biological sex, is the
individual's sense of their gender. This identity is cul-
tivated through education and socialization. By the
age of two, children generally understand their gen-
der but lack a comprehensive comprehension of its
implications. As they mature, children begin to rec-
ognize gender in others through observable cues like
clothing, hairstyles, and facial features. By around
seven years of age, children grasp the immutability of
their biological sex and commence the formation of
their gender attitudes (Wood, 2018).

Adolescence, marked by rapid physical changes,
romantic experiences, and erotic desires, signifi-
cantly contributes to the establishment of gender
identity. The assimilation of behavioral norms and
character traits is propelled by societal expectations.
For instance, a teenage boy may aim to demonstrate
his courage, participating in sports, exhibiting deter-
mination, and actively displaying an interest in the
opposite sex. If he avoids these behaviors or exhibits
traits associated with traditional femininity, he may
become a target for ridicule.

Today's teenagers and young adults exhibit
increasingly liberal views on sexuality and gender
roles. The once-dominant paradigm of male domi-
nance in love, family, and society is being replaced by
more inclusive and diverse ideals. As societal percep-
tions of gender roles continue to evolve, individuals
continually adapt to new expectations and guidelines.

All these theoretical arguments can viewed and
illustrated within the following examples:

A car commercial:

Visuals: A sleek, high-performance car naviga-
ting through winding roads, showcasing its speed and
agility.

Dialogue: A male voiceover narrates, “Unleash
the power within. Take control of the road. Drive like
a boss.”

The use of phrases like “take control”, “drive like
a boss,” and “unleash the power within” emphasizes
dominance, control, and power, aligning with tradi-
tional masculine traits associated with assertiveness
and authority.

The voiceover is masculine, reinforcing the ste-
reotype that cars are associated with masculinity and
power, targeting a male audience. This aligns with
the assumption that men are more interested in high-
performance vehicles. The absence of any female
presence in the advertisement, both in the dialogue
and visuals, perpetuates the stereotype that cars,
particularly powerful or high-end ones, are primar-
ily for men.
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The ad reinforces societal expectations by asso-
ciating driving prowess and power with masculin-
ity, potentially perpetuating the stereotype that men
should be dominant and assertive. While the ad
doesn't explicitly state that the car is exclusively for
men, the language, visuals, and overall tone implicitly
reinforce the gender stereotype that links power, con-
trol, and high-performance products to masculinity.

This portrayal could potentially influence audi-
ence perceptions by reinforcing existing gender stere-
otypes, subtly suggesting that power and dominance
are male attributes, which might affect how individ-
uals perceive their own roles or desires in relation to
the product advertised.

In this linguistic analysis, we see how language,
visuals, and the overall narrative of the advertise-
ment contribute to reinforcing traditional gender ste-
reotypes. The linguistic choices and representation
within the advertisement may perpetuate societal
norms rather than challenge or redefine them. This
example illustrates how gender stereotypes function
within the discourse of English advertising.

The motivational aspects of rational argumentation
in advertising exhibit gender-specific characteristics.
In men-targeted advertising, teleological motives,
such as prestige, leadership, and success, tend to
dominate, reflecting traditional patriarchal gender
norms. On the other hand, women-targeted advertis-
ing emphasizes aesthetic motives. These differences
arise from advertisers' adherence to long-standing
gender standards where men are associated with
rationality, career focus, strength, and aggressiveness,
while women are linked to emotionality, relational
care, beauty, and tenderness. These associations cor-
respond to established roles of men as leaders and
breadwinners and women as protectors and nurturers.

Conclusion. The analysis of gender stereotypes
in English advertisements reveals a disconcerting
and enduring trend in the advertising industry. As
we investigated the functioning of these stereotypes,
it became evident that traditional gender roles and
expectations are still deeply entrenched in contempo-
rary advertising campaigns. Our study aimed to shed
light on the prevalence of these stereotypes, their
impact on societal norms, and their consequences on
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consumer behavior. Our findings emphasize that gen-
der stereotypes are prominently featured in English
advertisements, often perpetuating traditional gender
norms and roles. This perpetuation occurs through
both visual and textual elements, and it is not lim-
ited to specific product categories but is widespread
throughout the advertising industry. Such representa-
tions continue to depict women as submissive, overly
concerned with appearance and housework, and often
as passive objects of male desire. Men, on the other
hand, are portrayed as dominant, rugged, and asser-
tive. These depictions not only reinforce unrealistic
gender expectations but also contribute to the objec-
tification and marginalization of individuals based on
their gender. The impact of these stereotypes extends
beyond the realm of advertising. They play a substan-
tial role in shaping societal perceptions of gender, con-
tributing to the reinforcement of traditional roles and
hierarchies. Consumers are exposed to these images
daily, which, over time, may influence their beliefs
and behaviors, including their consumer choices.
Furthermore, such representations can contribute to
the perpetuation of gender-based discrimination and
violence, as they normalize unequal power dynam-
ics and unrealistic beauty standards. Recognizing the
pervasive influence of gender stereotypes in Eng-
lish advertisements is crucial. By understanding the
underlying issues, society can take steps to challenge
and change these harmful portrayals. Advertisers and
marketers can play a pivotal role by adopting more
inclusive, diverse, and socially responsible strate-
gies that reflect the real diversity and complexity of
human experiences and identities. Consumers, too,
can exert pressure by supporting brands that prioritize
gender equality and challenging those that perpetu-
ate harmful stereotypes. In conclusion, this research
underscores the necessity of a paradigm shift in the
advertising industry. It calls for a more conscious,
responsible, and inclusive approach that dismantles
traditional gender stereotypes, embraces diversity,
and contributes to a more equitable and just society.
The journey toward a world free from the constraints
of gender stereotypes is ongoing, but by recognizing
the problem, we take a significant step toward a more
inclusive and egalitarian future for all.
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