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Abstract 

This paper explores the representation of gender in contemporary advertising across different 

cultural contexts. It examines how gender roles, stereotypes, and expectations are depicted in 

advertisements, and how these portrayals differ or align based on cultural perspectives. Using a 

cross-cultural lens, the study investigates how cultural values, societal norms, and media 

consumption patterns shape gender representations in advertisements. The paper also evaluates 

the impact of these portrayals on consumers and society, suggesting that advertising has the 

power to both reinforce and challenge traditional gender norms. 
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1. Introduction 

Gender representation in advertising has long been a critical area of study, as advertisements are 

a powerful medium for shaping societal perceptions and attitudes. The portrayal of gender in 

advertisements is not only a reflection of the prevailing norms but also a tool for reinforcing or 

challenging these norms. Modern advertising, fueled by global media and diverse consumer 

markets, now operates in a cross-cultural context where gender representations can vary widely 

depending on cultural norms and expectations. This paper aims to explore how gender is 

represented in advertising across different cultures, with an emphasis on how these depictions 

align with or diverge from traditional gender roles. 

2. Literature Review 

The literature on gender representation in advertising reveals a complex and evolving landscape, 

highlighting both traditional and progressive portrayals of gender roles. Historically, advertising 
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has played a key role in reinforcing traditional gender stereotypes, with women often depicted as 

homemakers, caregivers, or objects of beauty, and men portrayed as dominant, powerful, and 

financially responsible figures (Courtney & Whipple, 1974). These gendered depictions, 

according to early research, were not only a reflection of societal norms but also a tool used by 

advertisers to perpetuate these norms (Goffman, 1979). 

Over the decades, there has been a growing recognition of the power of advertising in shaping 

public perceptions and reinforcing or challenging gender expectations. In response to shifting 

societal attitudes towards gender equality, many contemporary advertisements have attempted to 

present more diverse and nuanced portrayals of gender. Women have increasingly been depicted 

as independent, career-oriented individuals, while men have been shown in roles traditionally 

associated with women, such as caregivers or nurturing figures (Kilbourne, 1999). However, 

despite these advancements, research indicates that traditional gender stereotypes continue to 

dominate many advertisements, particularly in certain industries, such as fashion, beauty, and 

household products (Eisend, 2010). 

The cross-cultural aspect of gender representation in advertising has been an area of significant 

study. Research indicates that cultural values and societal norms influence the way gender is 

portrayed in advertisements. In collectivist cultures, such as those in many Asian countries, 

advertisements tend to emphasize family roles, with gender portrayals reflecting the hierarchical 

and relational aspects of society (Choi & Lee, 2015). Men are often depicted as the primary 

providers and protectors, while women are shown in caregiving or supportive roles. In contrast, 

individualistic cultures, such as in the United States and Western Europe, often feature 

advertisements that focus on personal achievement and autonomy, with gender roles that 

prioritize individual choice and self-expression (Soley & Reid, 1983). 

The impact of advertising on gender perceptions is a central theme in the literature. Scholars 

have debated whether advertisements merely reflect societal norms or whether they actively 

shape and reinforce them. Some argue that advertising has a strong influence on shaping gender 

identities, particularly among younger audiences, by promoting certain ideals of beauty, strength, 

and success (Kilbourne, 1999). Others suggest that advertisements can challenge traditional 
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gender roles, providing alternative representations that encourage greater inclusivity and 

diversity (Eisend, 2010). 

Overall, the literature underscores the importance of examining gender representation in 

advertising from a cross-cultural perspective, as cultural differences play a significant role in 

shaping how gender roles are portrayed and interpreted. While progress has been made in terms 

of more inclusive and varied depictions of gender, traditional stereotypes continue to prevail in 

many advertisements, suggesting that advertising remains a powerful yet complex vehicle for 

reinforcing or challenging societal norms around gender. 

Gender representation in advertising has evolved significantly over the decades. Historically, 

advertisements reinforced traditional gender roles, where women were often depicted as 

caregivers, homemakers, or objects of beauty, while men were shown as strong, dominant, and 

responsible for economic provision (Courtney & Whipple, 1974). More recently, advertisers 

have attempted to challenge these stereotypes by presenting more diverse and complex portrayals 

of both genders. However, many advertisements still rely on traditional gender tropes, despite the 

progress in gender equality (Goffman, 1979; Kilbourne, 1999). 

Research on cross-cultural differences in gender representation has shown that cultural values 

and societal expectations influence the way gender is portrayed in advertisements. For example, 

in collectivist cultures, such as many Asian societies, advertisements may emphasize family roles 

and communal values, with gender roles that reflect societal expectations of harmony and 

hierarchy (Choi & Lee, 2015). In contrast, in individualistic cultures, such as in the United States 

or Western Europe, advertisements may focus more on personal achievement and individual 

choice, with gender roles that prioritize autonomy and self-expression (Soley & Reid, 1983). 

3. Methodology 

To conduct a cross-cultural analysis of gender representation in advertising, this study employs a 

qualitative content analysis of advertisements from three countries: the United States, Japan, and 

Brazil. These countries were chosen due to their distinct cultural backgrounds and varying 

approaches to gender roles. A total of 30 advertisements (10 from each country) from major 

global brands were analyzed. The advertisements were selected from diverse industries, 
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including fashion, automobiles, and consumer goods. The analysis focused on the portrayal of 

gender through visual elements, language, and narrative structures. 

4. Results 

The content analysis of advertisements from the United States, Japan, and Brazil revealed 

notable patterns in how gender is portrayed across these culturally distinct contexts. Despite the 

global nature of modern advertising, the portrayal of gender continues to be shaped by local 

cultural values, societal norms, and expectations. Below are the key findings for each country 

analyzed: 

 United States: In the United States, advertisements generally present a more progressive and 

diverse representation of gender. Women are frequently depicted in roles that emphasize 

independence, career success, and strength, challenging traditional stereotypes of women as 

solely homemakers or objects of beauty. For example, many advertisements in industries 

such as automotive, technology, and finance featured women in positions of leadership and 

authority. However, despite these advances, traditional gender norms persist in certain 

sectors, particularly in beauty and fashion ads, where women are still often shown in passive, 

aesthetic roles. Men, while depicted as strong and adventurous in many advertisements, are 

also increasingly portrayed in more nurturing or domestic roles, such as fathers involved in 

child-rearing or household tasks. This shift indicates an evolving view of masculinity in U.S. 

advertising. Advertisements from the U.S. often depict gender in a more progressive and 

diverse manner. Women are increasingly shown as strong, independent, and career-oriented, 

while men are portrayed in nurturing roles. However, traditional gender stereotypes still 

persist, with women frequently depicted in beauty or household roles, and men often shown 

as dominant and adventurous (Eisend, 2010). 

 Japan: Japanese advertisements, in contrast, exhibit more conservative portrayals of gender 

roles. Women are predominantly shown in traditional domestic roles or in beauty-related 

contexts, adhering closely to societal expectations of femininity in Japan. In household 

product ads, women are often the central figures, depicted as caretakers or homemakers. 

Men, on the other hand, are usually portrayed as the breadwinners and protectors of the 
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family, often in business settings or with authoritative roles. However, there has been a subtle 

shift in advertisements targeting younger audiences. Some brands, especially those in the 

fashion and entertainment industries, have begun to present more progressive depictions of 

women in leadership positions or as active participants in the workforce. These 

advertisements reflect a broader, albeit slower, cultural shift toward gender equality. In 

Japanese advertisements, gender roles are more traditional and conservative. Women are 

often portrayed in domestic or beauty-related roles, while men are depicted as the primary 

breadwinners and protectors of the family. However, recent advertisements, especially those 

targeting younger audiences, have begun to challenge these stereotypes, showing more 

egalitarian partnerships and women in leadership positions (Sato, 2019). 

 Brazil: Brazilian advertisements show a mixture of traditional and evolving gender 

representations. Women are often depicted as attractive, family-oriented figures, aligning 

with conventional gender expectations. However, there is a growing trend toward portraying 

women as empowered and independent, particularly in advertisements targeting young, urban 

consumers. Women are increasingly shown in strong, confident roles, such as business 

leaders, athletes, and adventurers. Men in Brazilian advertisements, like those in the U.S., are 

often portrayed as physically strong and charismatic but are also depicted in more domestic 

and caregiving roles. In advertisements for products like household goods or children's toys, 

men are shown participating in domestic tasks, challenging traditional depictions of men as 

solely providers. This reflects the changing gender dynamics in Brazilian society, where 

there is increasing recognition of shared responsibilities in the home. Brazilian 

advertisements present a mix of traditional and progressive gender roles. Women are 

commonly shown as attractive and family-oriented, but there is also an emphasis on 

empowerment, with women depicted as strong, confident, and independent in many 

advertisements. Men, on the other hand, are often portrayed as physically strong and 

charismatic, but there is an increasing presence of men in domestic settings, signaling a shift 

in gender expectations (Teixeira, 2017). 

5. Cross-Cultural Insights 
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Across the three countries, a common trend emerged: while traditional gender roles remain 

dominant, there is a noticeable shift towards more inclusive and progressive representations, 

especially in advertisements targeting younger, more diverse audiences. The U.S. showed the 

most pronounced movement toward gender equality in advertising, with both women and men 

portrayed in non-traditional roles. Japan, while more conservative, has seen a gradual shift in 

gender portrayals, especially in certain sectors like fashion and technology. Brazil exhibited the 

most balance between traditional and modern depictions, reflecting a culture that is in the midst 

of negotiating changing gender expectations. 

Despite these shifts, the analysis found that many advertisements still rely heavily on traditional 

gender stereotypes, especially in industries like beauty, fashion, and household products. In these 

ads, women were often depicted as passive, focused on beauty and domesticity, while men were 

portrayed as dominant, strong, and assertive. This suggests that while there are efforts to 

challenge gender stereotypes in advertising, these portrayals are often limited to certain sectors 

and demographics. 

In conclusion, the results of this study highlight the complex and varied ways in which gender is 

represented in modern advertising across different cultural contexts. While there are global 

trends towards more progressive gender portrayals, the persistence of traditional gender norms 

indicates that advertising remains a site where cultural values and societal expectations continue 

to shape and influence gender representations. 

6. Discussion 

The cross-cultural analysis reveals that while traditional gender roles continue to dominate 

advertising in many parts of the world, there is a noticeable shift towards more diverse and 

egalitarian portrayals of gender, particularly in individualistic cultures like the U.S. However, 

these shifts are not universal. In Japan, for example, gender roles remain largely conservative, 

with advertisements reinforcing traditional family structures and expectations. In contrast, Brazil 

presents a more mixed approach, blending traditional depictions with modern, progressive 

representations of both genders. 
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The influence of cultural values and media consumption patterns is evident in these findings. In 

more collectivist societies, gender roles are often tied to the maintenance of social harmony and 

family structures, whereas in individualistic cultures, advertisements tend to emphasize personal 

achievement and autonomy. This suggests that gender representation in advertising is not solely 

driven by global trends but is deeply influenced by the cultural context in which the 

advertisement is created. The results of this study provide valuable insights into how gender is 

represented in advertising across different cultural contexts. The findings underscore the 

importance of cultural values and societal norms in shaping the portrayal of gender roles in 

advertisements, and they reveal both the progress made in gender representation and the 

persistence of traditional stereotypes. This discussion will explore these findings in the context of 

broader theoretical frameworks and offer reflections on the implications for both the advertising 

industry and society at large. 

 Cultural Influences on Gender Representation : The cross-cultural differences observed in 

the advertisements from the United States, Japan, and Brazil demonstrate the significant 

influence of cultural context on the portrayal of gender. In the United States, advertisements 

reflect the country's individualistic values, which emphasize autonomy, personal 

achievement, and self-expression. As such, U.S. advertisements present more diverse and 

progressive depictions of gender, with women increasingly shown as independent, career-

driven, and empowered, while men are increasingly seen in nurturing and domestic roles. 

This aligns with the broader cultural shift in the U.S. toward gender equality and the 

dismantling of traditional gender roles (Soley & Reid, 1983). In contrast, Japan, with its more 

collectivist and hierarchical social structure, retains more traditional gender depictions in 

advertisements. Women are predominantly shown in domestic and beauty-related contexts, 

while men are often depicted as the primary breadwinners and protectors of the family. This 

reflects Japan’s cultural emphasis on family and societal roles, where gender expectations are 

often tied to maintaining social harmony and fulfilling specific familial duties (Choi & Lee, 

2015). Despite some progress, particularly in advertisements targeting younger generations, 

Japan's deep-rooted cultural values still strongly influence the portrayal of gender in its 

media. Brazil, which blends elements of both individualistic and collectivist cultures, exhibits 

a more balanced approach in its advertisements. Traditional gender representations are still 
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evident, particularly in advertisements related to family and beauty, but there is a noticeable 

shift toward empowering portrayals of women and men in non-traditional roles. Brazilian 

advertising seems to mirror the country’s ongoing societal transformation, where gender 

norms are evolving in response to increased awareness of gender equality and shared 

domestic responsibilities (Teixeira, 2017). 

 Gender Stereotypes in Advertising : Despite the increasing prevalence of progressive 

gender portrayals, the persistence of traditional gender stereotypes in advertising remains a 

key finding of this study. Women are still often depicted in roles tied to beauty, household 

duties, and caregiving, while men are shown as strong, dominant figures responsible for 

financial provision and protection. These stereotypes are particularly dominant in certain 

sectors, such as beauty, fashion, and household products, where women are often reduced to 

their physical appearance, and men are depicted as the quintessential leaders or protectors. 

This aligns with earlier research that argues that advertisements both reflect and reinforce 

societal norms (Goffman, 1979; Kilbourne, 1999). The persistence of these stereotypes is 

likely due to the effectiveness of traditional gender roles in selling products and appealing to 

cultural expectations. Advertisers often rely on these established stereotypes because they 

resonate with the core beliefs and values of their target audiences. In this sense, advertising 

not only mirrors society but also helps perpetuate societal expectations. Moreover, gendered 

portrayals of women and men in advertisements can influence how individuals internalize 

these roles and expectations, particularly among younger and impressionable audiences. The 

portrayal of women as passive, dependent, and focused on beauty can reinforce unrealistic 

ideals of femininity, while depictions of men as dominant and assertive can limit the scope of 

acceptable behaviors for men in society (Kilbourne, 1999). 

 The Impact of Globalization and Changing Consumer Demands : The globalization of 

advertising has contributed to the spread of more diverse and progressive gender portrayals 

in advertisements. Global brands are increasingly aware of the need to appeal to diverse 

audiences with varying cultural values and expectations. As consumers demand more 

inclusive and representative content, advertisers are pressured to reflect this demand by 

showcasing more balanced and diverse portrayals of gender (Eisend, 2010). This has led to 

the inclusion of non-traditional gender roles, such as women in leadership positions and men 
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engaging in domestic chores. However, the global influence of advertising does not entirely 

erase cultural differences, as this study demonstrates. Advertisers must carefully navigate the 

cultural landscape to avoid potential missteps or backlash, as gender representations that are 

deemed progressive in one culture may be seen as controversial or inappropriate in another. 

 Implications for Advertising and Society : The findings from this study highlight the 

significant role that advertising plays in shaping societal perceptions of gender. While 

advertisements have the potential to challenge traditional gender norms and promote more 

inclusive representations of men and women, they can also reinforce harmful stereotypes. 

Advertisers must be mindful of their power to influence social attitudes and recognize the 

responsibility they bear in shaping more equitable representations of gender. The portrayal of 

gender in advertising has significant implications for both consumers and advertisers. 

Advertisements not only reflect societal norms but also contribute to the construction of these 

norms by influencing how individuals perceive gender roles and behaviors. The persistence 

of traditional gender stereotypes in advertising can reinforce harmful societal expectations, 

particularly for women, who may feel pressured to conform to unrealistic beauty standards or 

submissive roles (Kilbourne, 1999). However, advertisements that challenge these 

stereotypes can help promote more inclusive and equitable representations of gender. In 

cross-cultural contexts, advertisers must be sensitive to the cultural values and expectations 

of their target audiences. What may be considered empowering or progressive in one culture 

may be seen as inappropriate or offensive in another. Understanding these cultural nuances is 

crucial for creating advertisements that resonate with diverse audiences and avoid 

perpetuating stereotypes. In societies where traditional gender roles are more entrenched, 

advertisers may face greater resistance to change, but these societies also offer significant 

opportunities for advertisements to challenge outdated norms and encourage broader societal 

shifts. For example, portraying men in caregiving roles or women in authoritative positions 

can help challenge traditional gender expectations and promote more inclusive visions of 

gender equality. On a global scale, advertising has the power to foster greater understanding 

and appreciation of gender diversity, especially as advertisers adapt their messages to align 

with the values and norms of different cultures. 
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This study underscores the importance of understanding the cultural dimensions of gender 

representation in advertising. While there has been progress in challenging traditional gender 

stereotypes, many advertisements continue to rely on these depictions, particularly in certain 

sectors. The cross-cultural analysis reveals that the portrayal of gender is heavily influenced by 

cultural values, societal norms, and media consumption patterns. As advertising continues to 

evolve in response to consumer demands for inclusivity and diversity, the role of advertising in 

shaping gender perceptions will remain a central point of discussion. Ultimately, advertisers have 

a unique opportunity to influence societal change by embracing more equitable and diverse 

representations of gender that reflect the evolving realities of modern life. 

7. Conclusion 

Gender representation in advertising is a dynamic and evolving subject, shaped by both cultural 

values and global trends. While there has been progress in moving beyond traditional gender 

roles, many advertisements continue to perpetuate stereotypes that reinforce societal 

expectations. Through a cross-cultural analysis, this paper has highlighted the ways in which 

gender is represented in advertisements across different cultural contexts, revealing both 

similarities and differences in the portrayal of men and women. Moving forward, advertisers 

have an opportunity to challenge these traditional norms and create more inclusive, diverse, and 

empowering representations of gender in advertising. 

8. References 

 Choi, H., & Lee, J. (2015). The role of culture in the perception of gender roles in 

advertising. Journal of Cross-Cultural Psychology, 46(4), 510-528. 

https://doi.org/10.1177/0022022115570081 

 Courtney, A. E., & Whipple, T. W. (1974). Advertising and women’s stereotypes. Lexington 

Books. 

 Eisend, M. (2010). A meta-analysis of gender roles in advertising. Journal of the Academy of 

Marketing Science, 38(4), 418-440. https://doi.org/10.1007/s11747-009-0161-1 

 Goffman, E. (1979). Gender advertisements. Harvard University Press. 

https://siddhantainternationalpublication.org/index.php/sijcs/index
https://siddhantainternationalpublication.org/index.php/sijcs


Siddhanta’s International Journal of Cultural Studies 
Vol 1, No. 1, Year 2025 

Website : https://siddhantainternationalpublication.org/index.php/sijcs 
 

35 | P a g e  

 Kilbourne, J. (1999). Deadly persuasion: Why women and girls must fight the addictive 

power of advertising. Free Press. 

 Sato, Y. (2019). Gender and advertising in Japan: A cultural analysis. Asian Journal of 

Communication, 29(3), 285-301. https://doi.org/10.1080/01292986.2018.1566231 

 Soley, L. C., & Reid, L. N. (1983). Gender roles in advertising. Journal of Advertising, 12(2), 

3-8. https://doi.org/10.1080/00913367.1983.10672656 

 Teixeira, A. R. (2017). Gender representation in Brazilian advertising: A historical overview. 

Revista de Comunicação, 28(1), 14-30. https://doi.org/10.1590/2179-1988.2017.28.1.14-30 

  

https://siddhantainternationalpublication.org/index.php/sijcs/index
https://siddhantainternationalpublication.org/index.php/sijcs

