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hlntroduction

Advertising is more than selling products.

It reflects and shapes how society views
gender.

From 1970s TV to today’s social media, ads
Influence how we see men and women.




Purpose statement: Why this study
matters?

- Ads do not just mirror society—they also create norms.

They reflect what already exists in culture, but also shape how men and women
believe they should behave.

By studying ads, we can understand cultural beliefs about

gender.

W

Advertisements act as cultural texts, showing how ideas of masculinity and
femininity are produced and reproduced.
This matters for students, marketers, and anyone who

e—= consumes media.

Recognizing stereotypes helps audiences question them and encourages
companies to adopt inclusive practices.




Hypotheses

Question:

Do ads reinforce or challenge gender stereotypes?

i Hypothesis:
Ads have shifted from reinforcing stereotypes to showing
progress, but still rely on gender roles for impact.




1970s-1980s:

Women shown as homemakers, men as
breadwinners.

“Superwoman” —women managed both jobs and
home.

Ads began showing empowerment but often for
profit.

History
of
Gender
In Ads

Sources: “History of Marketing”, 2025; Das,
2024; Gupta, 2023; ASCI, 2022; Gill, 2007




Stereotypes About
Women

Detergent ads: women as responsible for
laundry.
 Food ads: women as cooks and caregivers.
* Health drink ads: mothers only responsible
for children’s nutrition.

Stereotypes About Men

 Motorbike ads: men shown as adventurous
and independent.

e Energydrink ads: men as risk-takers and
fearless heroes.

« Money and decision-making linked to
masculinity.

Source: Horlicks' 1960s Advertisement (Dasgupta, 2020)
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Breaking Stereotypes

Dove
- Newer ads show women as *

independent and strong. Q| #StorThebya oass!

- Some ads show men cooking or - | // &
TANISHQ {

sharing domestic roles.
MARRIAGE ]

CONVERSAITONS
- Sports ads support women

athletes and diversity.

Source: https://www.bwmarketingworld.com/article/from-stereotypes-to-strength-the-changing-face-of-women-in-indian-
media-550097
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Survey Results

AD ALL RESULTS - MALE GENDERED . AD ALL RESULTS - FEMALE GENDERED
 Menrated both types of
ads almost the same.

Gandared
Gondared

« Women rated progressive
ads more positively.

AD ALL RESULTS - MALE NEUTRAL | AD ALL RESULTS - FEMALE NEUTRAL

Most people still believed . “

[13 [1] :§ 30 0
stereotypes “work i I . i l ”
commercially even if - ‘ - "M i -__

inappropriate.
Figure: Distribution of Responses to the Advertisements
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Survey Results

Men rated both types of
ads almost the same.

Women rated progressive
ads more positively.

Most people still believed
stereotypes “work”
commercially even if
Inappropriate.

Did you feel any ad reinforced a stereotype? - MALE
GENDERED

| Yes

Did you feel any ad reinforced a stereotype? - FEMALE
| GENDERED

Did you feel any ad reinforced a stereotype? - MALE
NEUTRAL

Yes

: Did you feel any ad reinforced a stereotype? - FEMALE
| NEUTRAL

Figure: Charts on Stereotype Recognition




Survey Results

 Menrated both types of ads almost
the same.

« Women rated progressive ads more
positively.

* Most people still believed stereotypes
“work” commercially even if
inappropriate.

Figure: Appropriateness of gendered advertisements, responses by
men (top) versus women (bottom)

Do you believe that gendered advertising is an appropriate
strategy for brands today?- MALE GENDERED

Not sure
216°

Do you believe that gendered advertising is an appropriate
strategy for brands today? - FEMALE GENDERED

Yes

Mo
72.2%,




Conclusion &Future Directions

Indian ads often rely on gender roles—
Key Findings either traditional or “progressive”—
because they sell.

Women were more critical of
Audience Reactions stereotypes, while men showed greater

. acceptance or indifference.
This Study —

Even when seen as inappropriate,
Cultural Impact stereotypes remain commercially
effective and shape social norms.

Future studies should explore how ads
portray class, caste, and sexuality
alongside gender.
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