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Abstract— In today’s consumer-driven world, advertisements
play a powerful role in shaping perceptions and influencing
minds. In India, these ads often reflect the deep-rooted biases and
stereotypes present in society, particularly when it comes to
gender. But this raises important questions: Are advertisements
simply mirroring societal norms, or are they actively reinforcing
and perpetuating these biases? What is the nature of gender
stereotyping in ads, and how do they impact society? Are there
existing laws to regulate this issue, and do. We need new ones to
address it? What are the various dimensions of gender
stereotyping in advertising? This research paper seeks to explore
these critical questions. In the digital age, advertisements are
everywhere, and no one can escape their reach. Whether we
realize it or not, we are all constantly exposed to ads, and their
influence is widespread. Given the sheer number of people who
consume these ads, their impact is significant. They don’t just sell
products—they leave a lasting psychological impression on
viewers, often reinforcing pre-existing gender biases and
stereotypes. This paper will also analyze the societal impact of
these gender stereotypes in advertisements, shedding light on how
they shape our thoughts, behaviors, and perceptions. By
examining these issues, the research aims to spark a conversation
about the role of advertising in perpetuating gender biases and
what can be done to create more inclusive and responsible
messaging.
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I. INTRODUCTION

Indian society has long been shaped by deep-rooted gender
stereotypes and patriarchal norms (Chopra, 2003). While we’ve
started to recognize these issues and are making efforts to
address them, there are still many areas where these stereotypes
persist, often without being questioned. One such area is
advertising. In today’s India, ads are everywhere, consumed by
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millions as the country has become a major global market post-
globalization (Kumar, 2012) [1]. With such a large audience,
the influence of these ads is immense. Yet, it’s troubling to see
that even now, many Indian advertisements continue to portray
men and women in outdated, traditional roles (Das, 2011).
Women are often shown as homemakers, confined to domestic
spaces and depicted as less adventurous, while men are
portrayed as bold, outdoorsy, and risk-takers (Jha & Sharma,
2020). These portrayals not only reflect societal biases but also
risk reinforcing them, making it crucial to examine and
challenge these stereotypes in advertising (Munshi, 1998).

Il. REVIEW OF LITERATURE

The portrayal of gender stereotypes in advertisements has
been a topic of interest for researchers, sociologists, and media
experts for decades. Over the years, studies have explored how
advertisements reflect and reinforce societal norms, particularly
in the context of gender roles [2]. Let’s take a closer look at
what the existing research tells us about this issue, especially in
the Indian context.

A. Gender Stereotypes in Advertising: A Global Perspective

Globally, advertisements have long been criticized for
perpetuating traditional gender roles. Research by Goffman
(1979) highlighted how ads often depict women as passive,
emotional, and confined to domestic spaces, while men are
portrayed as active, rational, and dominant. These portrayals
are not just harmless entertainment—they shape how society
views gender roles. For instance, a study by Eisend (2010)
found that gender-stereotyped ads can reinforce existing biases,
making it harder for societies to move toward gender equality.
In India, these global trends are amplified by the country’s
deeply ingrained patriarchal norms. Studies by Munshi (1998)
and Das (2000) have shown that Indian advertisements often
reflect traditional values, where women are shown as
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caregivers and men as breadwinners[3]. These portrayals are
not just a reflection of society—they also play a role in shaping
societal expectations.

B. The Evolution of Gender Roles in Indian Advertisements

Over the years, there has been some progress in how gender
is portrayed in Indian ads. For example, the 1990s saw the rise
of “modern” women in advertisements, often shown as
confident and independent. However, these portrayals were
often superficial, focusing more on appearance than substance.

A study by Gupta (2011) pointed out that even in ads
featuring “modern” women, the underlying message often
reinforced traditional roles, such as women being primarily
responsible for household chores or child-rearing. More
recently, there has been a shift toward more progressive
portrayals, with brands like Ariel and Tanishq challenging
stereotypes by showing men sharing household responsibilities
or celebrating inter-caste marriages.[4] However, such ads
remain the exception rather than the norm. Research by Nair
(2018) suggests that while some brands are pushing
boundaries, the majority of Indian ads still rely on outdated
gender stereotypes to sell products.

C. The Impact of Gender Stereotypes in Ads on Society

The impact of gender-stereotyped advertisements goes
beyond just selling products—it shapes how people perceive
themselves and others. A study by Shrikhande (2003) found
that repeated exposure to stereotypical ads can reinforce
societal biases, making it harder for individuals to break free
from traditional gender roles[5].

For example, when women are consistently shown as
homemakers, it can discourage them from pursuing careers or
taking on leadership roles. Similarly, ads that portray men as
aggressive or emotionally detached can perpetuate harmful
notions of masculinity. Research by Jhally (2015) highlights
how these portrayals can contribute to toxic masculinity,
affecting men’s mental health and relationships. In India, where
gender roles are already rigid, the impact of such ads can be
even more pronounced.[6]

D. The Role of Regulation and Media Responsibility

While the impact of gender stereotypes in ads is well-
documented, the question of regulation remains complex. In
India, the Advertising Standards Council of India (ASCI) has
guidelines to prevent harmful stereotypes in ads. However,
critics argue that these guidelines are often vague and poorly
enforced. A study by Rao (2017) found that many ads continue
to slip through the cracks, perpetuating stereotypes without
consequences.[7]

At the same time, there is growing recognition of the need
for more inclusive and responsible advertising. Campaigns like
#Unstereotype by UN Women and initiatives by brands like
Dove and Nike have shown that ads can challenge stereotypes
rather than reinforce them.[8] However, as Chakraborty (2020)
notes, such efforts are still limited in scope and need to be
scaled up to create meaningful change.
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E. The Way Forward: Challenging Stereotypes in Advertising

The good news is that change is possible. Research by Gill
(2016) suggests that ads have the power to challenge
stereotypes and promote gender equality[9]. For example, ads
that show men as caregivers or women as leaders can help shift
societal perceptions. However, this requires a conscious effort
from advertisers, regulators, and consumers alike.

In India, there is a growing demand for more inclusive and
progressive advertising. A study by Mehta (2021) found that
younger audiences, in particular, are more likely to reject ads
that rely on outdated stereotypes. This shift in consumer
attitudes presents an opportunity for brands to rethink their
messaging and play a role in driving social change.[10]

I1l. METHODOLOGY

This research uses a mixed-methods approach—combining
both qualitative and quantitative techniques—to explore how
gender stereotypes in Indian advertisements affect society,
especially in the digital age.[11] The goal is to understand how
the portrayal of gender-specific roles in ads influences society
as a whole and impacts individuals on a personal level.

A. Research Design

To get a complete picture, the study blends two types of
research:

e Qualitative Methods: Digging deep into the "why" and
"how" behind gender stereotypes in ads and their
societal impact.

¢ Quantitative Methods: Using numbers and statistics to
measure audience awareness and attitudes toward
gender roles in ads.

1) Qualitative Methods

e We analyzed over 100 advertisements to identify
patterns in how gender roles are portrayed.

e This helped us understand how these portrayals have
evolved over time, especially with the rise of digital
platforms like YouTube, Instagram, and Facebook.

2) Literature Review

o We reviewed 15 research papers and books on topics
like gender roles in ads, their societal impact, and how
digital platforms are changing the game[12]. This gave
us a solid theoretical foundation to build on.

3) Quantitative Methods
a) Online Survey

e We created a 13-question survey and collected
responses from 100 people, randomly selected to
represent a diverse audience.

e The questions focused on awareness of gender equality,
perceptions of gender roles in ads, and how ads
influence societal behavior.

b) Statistical Data Analysis
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e We crunched the numbers from the survey and analyzed
media reports to see how ads shape societal attitudes
and individual behaviors.

c) Secondary Data Collection

e We looked at media reports, research papers, and books
on digital awareness, gender roles in ads, and how
society perceives advertisements.

e This helped us build a strong academic foundation for
our analysis.

B. Data Analysis
1) Qualitative Analysis

e Thematic Analysis: We identified key themes like
gender roles, the relationship between society and ads,
and how digital platforms are promoting (or hindering)
gender sensitivity.

e Content Analysis: We broke down ads from various
digital platforms to understand the stereotypes they
perpetuate and how these portrayals have changed over
time.

e Quantitative Analysis: We used statistical tools to
analyze survey responses, identifying trends in
awareness of gender stereotypes, the societal impact of
ads, and how ads influence behavior.

Why This Approach Works

By combining scholarly research, real-world examples, and
direct input from audiences, this study offers a comprehensive
look at how gender stereotypes in ads affect society. It’s not
just about what ads show—it’s about how they shape our
thoughts, behaviors, and perceptions.

e Validation Approach: To enhance the reliability of
findings, insights from content analysis, literature
review, and survey responses were cross-verified,
ensuring a holistic understanding of gender stereotypes
in advertisements and their changing behavior.

This methodology ensures a well-rounded approach,
combining scholarly literature, real-world case studies, and
direct audience input to explore the level of gender stereotypes
in advertisement and their effect on society.

IVV. RESULTS AND ANALYSIS

We have spoken to approximately 100 students for this
research, including individuals from very diverse backgrounds
ranging from working professional to homemakers and
students to professors [13]. The survey also includes the
individuals from various gender identities. Based on the
questions asked, we have concluded that in the present digital
era, though the pattern of gender depiction is changing towards
more inclusive environment, yet it’s not very much satisfactory
and mostly confined to social media platforms. For
conventional advertising platforms like TV and radio as shown
in Table I, the need of inculcating a more inclusive and fluid
gender phenomenon is still awaited.

Study and analysis of 100 advertisements reveal several
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aspects of gender stereotyping as in Fig I. These stereotypes
reinforce gender roles in society. The following points present
an analysis of this subject:

TABLE I. SURVEY DETAILS

Not

S. - Yes No
Question @ % Sure
No. (%) | (%) (%)
1 | Do you often see ads on TV or online? 96.15 | 3.85 0.00

Have you noticed ads showing men and
women in different ways?

Do you think ads push old-fashioned ideas
about how men and women should act?
Do you feel uncomfortable when ads show
4 | men and women in typical roles (like 69.23 | 26.92 | 3.85
women cleaning or men working)?

Do you think ads shape how society expects

96.15 | 0.00 | 3.85

76.92 | 7.69 | 15.38

5 76.92 | 7.69 | 15.38
men and women to behave?
Do you think ads with gender stereotypes

6 affect kids and teens negatively? 807711154 | 769

7 Have you seen any ads that break gender 76.92 | 1538 | 7.69
stereotypes?

8 Should advertisers be more careful about 96.15 | 0.00 3.85
how they show gender roles?
Are you aware of any rules about how

9 gender is shown in ads? 19.23 5385 26.92

10 Can people like us help make ads more 88.46 | 3.85 769
equal for men and women?

1 Should ads show men and women in better 9231 | 385 385
and more equal ways?

12 Do you like brands more when they 65.38 | 23.08 | 1154

challenge gender stereotypes in their ads?

Survey Responses on Gender Stereotypes in Indian Advertisements

—ves (%)
- o (%)
mmm Not Sure (%)

Percentage

Survey Questions (S.No.}

Fig. 1. Survey Response on Gender Stereotypes

A. Household Work as Women's Responsibility

e Most advertisements depict women engaged in kitchen
or household work.

e Example: In a Fevicol advertisement, there are three
characters — two men and one woman. The men are
shown talking while the woman is engaged in kitchen
work.

e Specific  Advertisements:  Advertisements  for
detergents, dishwashing soaps, spices, and idli batter
predominantly feature women doing household chores.

e Other Examples: In Dettol and Lizol advertisements, a
woman is shown mopping the floor, while in Surf Excel
advertisements, a mother is shown discussing laundry.
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B. Childcare as a Woman’s Duty

o All advertisements related to child care products depict
women as the primary caregivers.

e Example: Johnson's Baby Lotion, Dabur Lal Tail,
Huggies diapers, and children's food products always
feature women taking care of children.

e Other Examples: In Parle biscuit advertisements, a
woman is shown making biscuits for her child.

C. Women Are Portrayed as More Attractive

e Some advertisements depict women as products
themselves.

e Example: Lux soap advertisements show women as if
their sole purpose is to look beautiful.

e Beauty product advertisements suggest that women can
only gain confidence by enhancing their beauty.

D. Men Dominating External Work

e Men are predominantly shown in advertisements related
to the outside world.

e Example: Men are frequently seen driving cars and
working in office setups.

o Specific Advertisement: In a Honda car advertisement,
a man is shown driving while women are depicted as
being attracted to his car and driving skills.

E. Men in Risk-Taking Roles

e Advertisements show men taking on riskier tasks such
as taking loans, starting new businesses, etc.

F. Men Purchasing Expensive Items

e Most advertisements depict men buying expensive
items such as cars, houses, or gold.

e In contrast, women are shown buying household goods,
clothes, and cosmetic products.

V. FUTURE SCOPE OF THE STUDY

In this research we find that gender inequalities which are
prominent even in today’s society are easily visible in gender
stereotypes shown in advertisement. This research mostly looks
for the advertisement part as how is it shaping society. In the
evolving era of digitalization and Al, new avenues for further
exploration are open to look into the scenario from the societal
perspective where society is also a strong stakeholder in
shaping advertisement’s content and message. Future studies
can build upon these findings by exploring the following
aspects:

e Social Media Platforms and  Personalized
Advertisements: A deep study is required on how person
specific advertisement is shaped as per individual’s
requirement. This may or may not be gender
stereotyped advertisement.

e Behavioral Analysis of Society: Conducting in-depth
studies on how society is reacting to the changing
pattern of gender roles in advertisements can be a
subject of further research.
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e Presence of Non-Binary Gender Identities in

Advertisement: In the fast growing societies and era of
globalization, there is a urgent need to address the
question of the presence of non-binary sexual or gender
identities in advertisements.

e Gender and Advertising Ethics: Analyzing how gender

plays a pivotal role in advertising ethics can open new
dimensions of the work process of advertising agencies
and their challenges.

e Psychosomatic Effect of Gender Stereotypes: Exploring

the psychological effect of depiction of gender biased
on the self-esteem, body image and mental ability of
young generation can be beneficial for the advancement
of better counselling techniques for mental disorders.

e Product based Effect of Gender Stereotypes: Some

industries such as beauty industry effects the human
behavior more than some other ones. Studying the
effectiveness of products can specify area where special
interventions can be given.

¢ Role of Celebrity Endorsement: Research can look into

the impact of celebrity endorsement on society and can
also look for how it changed over a period of time.

e Language and Gendered Advertising: Language plays a

very important role in deciding gender roles in society.
Masculinity and femininity is deeply connected with
words we use in languages. Research can be done to
investigate how language is used in slogans, punchlines
and dialogues to decide gender roles in advertisements.

By addressing these areas, future research can contribute to

a more gender sensitive, equitable and inclusive advertisement
industrial values .
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