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GENDER STEREOTYPING PHENOMENON IN TV COMMERCIALS

Mass media play a significant role in a modern world, by broadcasting information in fast pace and giving entertainment to vast audiences. The powerful tool that is used on TV for creating and shaping people’s opinions is the commercials; the structure of which is simplified in order to be understood by mass receivers. 

As it was revealed, women are more often presented in commercials, because they are seen as responsible for making everyday purchases. Men generally advertise cars, cigarettes, business products or investments, whereas women are shown rather in the commercials with cosmetics and domestic products. They are also more likely portrayed in the home environment, unlike men, who are shown outdoors. Another important distinction is the face-ism phenomenon in the commercials, which consists in showing the entire figure in case of women and close-up shots in case of men. The first method lowers the receiver’s estimation of the intelligence of the person on the photo. The second one more often evokes positive associations.

More and more commercials are directed to children. They indicate “the proper place” in the society for girls and boys. Girls are shown as babysitters nursing dolls or cleaning house with a pink cleaning kit, whereas boys do sports or play computer games.

If men and women appear in the commercials together, they are mainly presented as a couple or marriage. A sexual subtext is also often used in this case, even if the advertised product has nothing in common with the erotic sphere. In the situation of competition, women appear to be weaker than men.

In spite of significant presence of the stereotypes in commercials, advertising specialists more and more often use non-schematic ideas of the promotion of products and services. Women are presented as liberated, strong and independent of social expectations and men are shown while washing or cleaning.

However, because of stereotypical way of explaining the reality, some groups are underrepresented or ignored, and therefore the society image is incomplete. For instance, the way in which male and female roles are presented in commercials reflects the traditional notions of gender, where women are dominated by. Although people are aware of the dangers posed by generalization, they tend to be conformists and would rather submit to the dominant patterns than oppose them and risk a negative reception of such behavior from the others. Moreover, the commercials evolve along with the development of a society and are the answer to many social and political changes, such as emancipation of women, growing role of individualism, globalization and revaluation of patterns and social roles.  More and more advertising specialists produce non-stereotypical commercials. However, the attempts to break down the stereotypes threaten to reject the message; they affect security and well-established knowledge about the world. Hence, a society has to achieve an adequate level of social readiness, so that messages breaking gender stereotypes could be effective.
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