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or high propensity to stereotype women. It has been studied that gender-

those with a medium or high propensity to gender stereotype based on this 

for trait stereotypes and role stereotypes as well as trait assessments and 
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stereotypical roles rather than as professionals.

Today, wielding their ever-increasing buying power, women purchase or 

of women in society as both spenders and earners has undergone a sea 

in the fact that art imitates life and life imitates art. Studies on gender 

roles.

New Zealand yielded surprising results that despite the steadily morphing 
roles of women and their centrality in the consumer economy, women 
consistently accounted for merely about one-third of all characters in 
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for women. Ads with only male voices were much more common than ads 

than lines spoken by women. Furthermore, women's spoken dialogue was 
analysed to be marginally simpler than men's.

discovered that words like history, legendary, and classic are used to 

Moreover, being perceived as the “voice of authority”, there is an observable 
consistent predominance of male voice-overs—a predominance that is 
more pronounced in Asia compared to other regions. A UNESCO report 
points towards a general trend on the global status of women in media. 

they are more brand loyal and may relate more to products that appeal to 
their “manhood” and are loyal to their “fraternity”. While women may be 
repulsed, in stark contrast, men tend to choose products with gender labels. 

and body products, or “toiletries,” “beauty products,” and “personal care 
products,” as well as “household and cleaning products”. On the contrary, 

and computers. A meta-analysis illustrates that the odds of women being 

men.
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than their male counterpart, with a body language that is submissive 

our patriarchal society.

products. With male beauty being equated with physical strength, beauty 
standards for men are also set.

While on the subject of beauty, we must also delve into the topic of 

and behaviours. The limited range of gender roles depicted in mass media 
translates to limited societal roles. The focus of women as homemakers takes 
away from them being included in several facets of life outside the home. 
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society.

stereotypes only propagates damaging ideals, and usually an insulted 
audience.

into three tropes: The good male, the bad male and the passive ‘onlooker’. 

Such results are not shocking considering that it is mostly men that are 
turning the cogs behind the screen.

choosing a product they would have otherwise considered. It is a major 
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Increasingly, people are seeking products that go beyond the binary and are 

Recent trends show that in industries where products have been historically 
marketed based on gender, some brands are mirroring the changing societal 
norms and beginning to shun stereotypes and embrace neutrality---or at 

up, will fall behind.

and-women/
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