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Abstract 

Targeted advertising's complex and multidimensional representation of women reflects and impacts 

society views, values, and gender perceptions. The present study delves into the multifaceted aspects of 

the subject matter, utilizing theoretical frameworks such as feminist theory, social cognitive theory, and 

cultivation theory to offer valuable insights into the processes involved in the creation, transmission, and 

interpretation of media portrayals of women. This study explores how the advertising business is changing 

and how advertisers are targeting women consumers through an analysis of academic research, industry 

reports, and expert interviews. It also draws attention to the opportunities and problems that come with 

encouraging more inclusive and powerful portrayals of women in targeted advertising, as well as the 

influence that these representations have on people's attitudes, actions, and social standards. This abstract 

provides a thorough review of the subject and its consequences for media literacy, gender equality, and 

social change by combining a variety of viewpoints and actual data. 

 

Introduction 

The analysis of the depiction of women in commercials intended for a specific audience starts by paying 

attention to how women are represented in ads that target particular groups of people. This study includes 

observing what types of female characters appear, what their roles are, and what messages they convey 

about women. The objective is to determine whether the advertisements portray women positively or 

negatively or if they uphold or undermine stereotypes. Therefore, this analysis enables us to understand 

how advertisers define our vision of the role and place of women in society. 

Women have always been a significant topic in the advertising industry, and how they are portrayed is a 

topic that merits serious consideration. The way society is changing is also changing how women are 

positioned and seen in various media, especially those that are aimed at. 

To understand the intricate mechanics of how women are portrayed in advertising that is expressly targeted 

at this demographic, this article will investigate the marketing strategies, societal norms, and gender 

stereotypes that underpin these dynamics. 

It has been determined to investigate in this work how hidden ideologies define particular beliefs on some 

form of established behavior or come into conflict with social norms through an analysis of the visuals, 

phrases, and appeals that are part of the specified advertisements. It has been said that targeted advertising 

represents a paradigm shift in the advertising industry as it has become more and more oriented toward 

demographic customization. More than just a matter of following trends, how women are portrayed in this 
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field affects how people view the place and role that each sex plays in society, as well as standards of 

beauty and many other things. 

Because these advertisements are so common, we need to examine the narratives they present to us and 

consider how they might affect women's self-esteem. This monograph will combine theoretical 

frameworks from media studies and gender studies with a sociological framework to analyse how women 

are portrayed in targeted advertisements. The dissertation research will examine the relationship between 

consumer culture, media effects, and feminist discourse to ascertain how advertisers contribute to the 

reinforcement or reversal of the dominant societal norms about women. In the end, we anticipate that by 

examining these interactions, our research will contribute to a significant comprehension of the connection 

between gender roles in contemporary society and targeted advertising. 

 

Research objectives 

• To find how targeted commercials portray women, and what societal messages do these 

advertisements aim to convey about femininity and womanhood. 

• Strategies can we implement to create more inclusive and empowering portrayals of women in our 

advertising campaigns, thereby contributing to positive societal change. 

 

Research gap 

The way women are portrayed in TV advertisements has received a lot of attention, but little research has 

been done to fully grasp the complex consequences these images have on viewers. Comprehensive 

analysis of the long-term effects on audiences' attitudes, perceptions, and behaviours is lacking, despite 

the fact that previous studies have frequently concentrated on the effects of single campaigns or broad 

patterns in representation. Furthermore, not much research has looked at how gender representations 

in TV advertisements connect with intersectional criteria including race, ethnicity, sexual orientation, 

and socioeconomic status, which leaves out important aspects of diversity and representation. 

Furthermore, little research has been done on how changing cultural norms and socioeconomic trends 

affect how women are portrayed in television advertisements throughout time. More thorough research 

into the moral issues surrounding the objectification, stereotyping, and empowering of women in 

advertising is still required, even if certain studies have examined the ethical implications of particular 

portrayals. In order to gain a more sophisticated knowledge of the function and significance of women's 

depiction in TV advertisements, as well as to influence future policies aimed at promoting more inclusive 

and empowering portrayals, it is imperative that these research gaps be filled. 

 

Research Questions 

• How do targeted commercials portray women, and what societal messages do these advertisements 

aim to convey about femininity and womanhood? 

• What strategies can we implement to create more inclusive and empowering portrayals of women in 

our advertising campaigns, thereby contributing to positive societal change? 

 

Statement of problem 

Because these advertisements are so common, we need to examine the narratives they present to us and 

consider how they might affect women's self-esteem. This paper will combine theoretical frameworks 

from media studies and gender studies with a sociological framework to analyses how women are 
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portrayed in targeted advertisements. The dissertation research will examine the relationship between 

consumer culture, media effects, and feminist discourse to ascertain how advertisers contribute to the 

reinforcement or reversal of the dominant societal norms about women. In the end, we anticipate that by 

examining these interactions, our research will contribute to a significant comprehension of the connection 

between gender roles in contemporary society and targeted advertising. Essentially, the core of the 

problem is the possibility of damaging stereotypes and inflated expectations being reinforced, which 

affects not just how women consider themselves but also how society views and treats them.  

 

Review of literature 

Scholarly interest in the representation of women in targeted advertising has grown as a result of the 

possible effects of these representations on gender roles, society norms, and individual perspectives 

(Kilbourne, 1999; Dittmar, Halliwell, & Ive, 2006). The complex nature of this phenomena is highlighted 

by a wealth of research, which also provides insights into the difficulties and repercussions related to how 

women are portrayed in targeted advertisements. 

The impact of advertising on societal standards has been extensively studied by academics. Kilbourne 

(1999), for example, argues that the way women are shown in ads reinforces traditional roles and beauty 

ideals. Kilbourne draws attention to the way that commercials frequently objectify women, treating them 

like inanimate objects and upholding damaging gender stereotypes.Dittmar, Halliwell, and Ive (2006) 

expand on this viewpoint by investigating the psychological ramifications of being exposed to idealised 

body representations in advertising. Their findings highlight the part that targeted advertisements play in 

creating distorted ideals that cause women to feel dissatisfied with their bodies and struggle with self-

esteem. 

The relationship between public perceptions of women's skills and targeted ads is also examined in the 

literature. According to Eagly and Karau's (2002) role congruity hypothesis, women's 

perceived fit for particular roles might be influenced by their regular exposure to gender-

stereotypical media portrayals. This theoretical approach holds special significance in comprehending the 

ways in which targeted advertisements can reinforce prejudicial perceptions about women's capabilities, 

hence restricting their representation in a range of professional and societal roles. 

Furthermore, Grabe, Ward, and Hyde's (2008) recent study emphasizes how crucial it is to take 

intersectionality into account when analyzing how gender is portrayed in the media. They contend that 

because of the ways in which their identities intersect, women from various ethnic, cultural, and social 

origins may face unique difficulties. This viewpoint emphasizes the necessity of a comprehensive analysis 

of depictions that goes beyond a stereotypical image of women in the context of targeted advertising. 

Research on the cognitive impact of exposure to idealized pictures in advertising shows how such 

portrayals might affect people's perceptions of reality (Cian, Krishna, & Elder, 2015). The cognitive 

impact becomes especially noteworthy when one considers the possible outcomes for women who 

internalize the unattainable beauty standards that are promoted by targeted advertisements. 

The body of research on the subject highlights how complicated it is to represent women in targeted 

advertising and how it can contribute to negative stereotypes, unreal expectations, and a shift in public 

opinion about women (Kilbourne, 1999; Dittmar, Halliwell, & Ive, 2006; Eagly & Karau, 2002; Grabe, 

Ward, & Hyde, 2008; Cian, Krishna, & Elder, 2015). Diverse theoretical frameworks and approaches have 

been utilised by scholars to investigate the psychological, social, and cognitive aspects of this 

phenomenon. More interdisciplinary studies that take into account the intersectionality of gender 
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depictions in targeted advertisements and their wider societal ramifications are desperately needed as the 

study on this area develops. 

 

Theoretical framework 

Feminist theory, which provides a critical viewpoint on gender roles and power dynamics, can be used to 

analyse how women are portrayed in targeted marketing. According to feminist theory, 

preconceptions and inequities from the past are frequently reflected in and reinforced by media 

representations. For instance, advertisements usually show women in home duties or as objects of desire, 

which perpetuates the idea that women's value is primarily derived from how they look or how well they 

can perform traditional gender roles. 

Feminist philosophy also highlights how gender intersects with other social identities like race, class, and 

sexual orientation. Advertisements have the potential to further marginalize and erase the experiences of 

women from marginalized groups by tokenizing or stereotyping them. 

Through the application of feminist theory to the examination of targeted marketing, scholars can reveal 

the ways in which these commercials aid in the establishment and maintenance of gender norms and 

disparities. They can also spot situations in which advertisements give more powerful depictions of women 

by challenging or subverting conventional assumptions. 

Feminist theory also pushes academics to take into account the larger social and cultural environment that 

produces and consumes advertisements. This entails studying how consumer culture, media corporations, 

and advertising agencies shape how women are portrayed. 

Ultimately, feminist theory may guide tactics for encouraging more inclusive and empowering depictions 

of women by illuminating how targeted marketing both reflect and affect society attitudes towards women. 

This could entail speaking up against negative stereotypes, supporting more diversity and representation 

in advertising, and elevating the experiences and voices of women from underrepresented groups. By 

doing this, advertising can contribute more constructively to the cause of social change and the challenge 

of gender inequality. 

 

Research Methodology 

This research will take a mixed-methods approach, using textual analysis and interviews to fully 

investigate how women are portrayed in targeted commercials. First, semi-structured interviews with a 

broad range of participants, such as specialists in gender studies, consumers, and advertising professionals, 

will be held. A fuller knowledge of the topic from a variety of viewpoints will be possible thanks to these 

interviews, which will offer qualitative insights on perceptions, attitudes, and experiences linked to the 

portrayal of women in targeted advertisements. Second, a sample of targeted television commercials from 

various sources will be subjected to content analysis. The goal of this research is to find recurrent themes, 

stereotypes, and representations of women by methodically going over the messaging, imagery, and 

substance used in the advertisements. This study attempts to provide a thorough knowledge of how 

women are portrayed in targeted advertising and the effects of these representations on society norms 

and gender attitudes by combining insights from content analysis with findings from interviews. A greater 

comprehension of the nuances involved in the representation of women in advertising will be possible 

because to the mix of qualitative interviews and quantitative content analysis, which will offer a rich and 

nuanced study of the research issues. 

In this paper few campaigns like Dove’s beauty test, Pantene’s Shine Strong, Ariel’s Share the Load, and 
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Always’ #likeaGirl campaign have been discussed. 

 

Result and Analysis 

The Dove Beauty Test campaign, which questions traditional notions of beauty and encourages diversity 

and female empowerment, marks a huge advancement in the way women are portrayed in targeted 

advertising. Dove highlights women of different body shapes, ages, and ethnicities, honouring their 

inherent beauty and uniqueness, with a focus on realism, body acceptance, and diversity. The campaign 

stresses authenticity and seeks to connect with a wider audience by using genuine women rather than paid 

models. Furthermore, Dove's emphasis on fostering confidence and self-worth inspires women to value 

their individual characteristics rather than giving in to the false beauty standards promoted by conventional 

advertising. The Dove Beauty Test campaign promotes a more positive and empowered image of women 

in targeted advertisements by challenging conventional beauty standards and calling for a more inclusive 

representation of women. This encourages a culture of acceptance and self-love. 

Ariel's "Share the Load" campaign serves as an excellent example of how women are portrayed in targeted 

advertisements, which marks a huge shift in advertising towards more gender-inclusive message. 

Ariel challenges the deeply embedded societal prejudice that laundry is primarily the domain of women 

in this campaign. The commercial opens with a parent realizing how unfair his own domestic 

responsibilities are, as he watches his daughter copying her mother's behavior. This is a powerful reminder 

of how gender standards are perpetuated and the role modelling effect that occurs inside families. 

Furthermore, the advertisement's kid questions why women wash laundry exclusively, highlighting the 

psychological toll that this inequality exacts. This poignant plea moves the viewers, making them reflect 

on their own beliefs and behaviors. 

Through the prism of emotional resonance and intergenerational influence, Ariel skillfully questions 

conventional gender roles and compels viewers to reevaluate their viewpoints. 

Furthermore, the advertisement offers a remedy by having couples simply "share the load." Ariel promotes 

its product as a catalyst for social change and identifies with progressive principles by advocating for a 

more equitable division of domestic responsibilities. By strategically matching its brand language to 

societal ideals, Ariel is more relevant and appealing to contemporary consumers who place a high 

importance on gender equality and inclusivity. 

Overall, Ariel's "Share the Load" campaign offers a compelling and realistic story that connects with 

viewers, marking a substantial break from conventional gender stereotypes in advertising. The campaign 

calls for shared responsibility and positively represents women, which not only helps the brand sell more 

products but also adds to larger discussions about societal reform and gender equality. 

The "Shine Strong" campaign from Pantene is a noteworthy illustration of how women are portrayed in 

niche advertising. By highlighting women's fortitude and resiliency—especially in the face of stereotypes 

and societal expectations—the ad aims to empower women. Pantene encourages women to embrace their 

inherent traits and shine fearlessly by defying gender norms and conventional ideals of beauty through its 

language and imagery. 

The emphasis on inner power and self-assurance rather than just outward looks is one way the marketing 

portrays women. Rather than only endorsing hair care products for visual appeal, Pantene associates its 

brand with principles of confidence and empowerment. This strategy appeals to contemporary audiences, 

who are more interested in commercials that have content and authenticity than just superficial beauty 

standards. 
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In addition, the "Shine Strong" campaign from Pantene highlights the diversity of women's life 

experiences and ethnicities. Through the inclusion of women from diverse backgrounds and occupations, 

the campaign serves to further emphasize that beauty and strength are not constrained by a particular 

standard or stereotype. Because of its inclusivity, advertising portrays women in a more relatable and 

realistic light, better representing the diverse range of consumers it hopes to attract. 

Additionally, by emphasizing the challenges women encounter in both their personal and professional life, 

the commercial addresses societal concerns including discrimination and gender inequality. Pantene 

challenges viewers to reject prejudices and support initiatives towards gender equality with meaningful 

storytelling and striking images. In line with the wider cultural dialogue on feminism and women's rights, 

Pantene is positioned as a company that prioritizes activism and social responsibility. All things considered 

Pantene's "Shine Strong" campaign provides a good model for how companies can represent women in 

niche advertising. The campaign encourages social awareness, diversity, and empowerment in addition to 

driving meaningful conversations and product sales. 

One important step towards dispelling myths and changing how women are portrayed in targeted ads is 

Always's #Likeagirl campaign. The ad aimed to reinterpret and recover the meaning of "like a girl," 

transforming the term from one of derogation to one of empowerment through its potent messaging. 

The campaign successfully dispelled the myth that femininity is synonymous with weakness or inferiority 

by presenting young girls doing chores with strength, confidence, and expertise. 

The power of this campaign to subvert deeply held societal beliefs and gender role expectations is what 

makes it so effective. The ad portrays genuine girls showcasing their skills without constraint or restraint, 

sending a strong message about the potential, resiliency, and strength of women. By reaffirming their 

value and abilities, it not only empowers young girls but also asks viewers of all ages to reevaluate their 

gender stereotypes. 

In addition, the #Likeagirl campaign is in line with larger societal movements that support female 

empowerment and gender equality. Always' campaign is noteworthy for its audacity in confronting female 

representation and empowerment in the advertising industry at a time when these topics are becoming 

more and more popular. Through the campaign's portrayal of women and girls as strong, powerful, and 

self-assured, people of all genders are positively and truthfully portrayed in the media, creating a more 

diverse and inclusive landscape. 

All things considered, Always's #Likeagirl campaign is a noteworthy illustration of how focused 

advertising can subvert prejudices and advance positive portrayals of women. The commercial 

struck a chord with viewers and started crucial discussions on gender equality and the value of questioning 

conventional standards thanks to its strong message and striking graphics. 

 

Discussion 

The interviews with experts in the field illuminated the changing face of women's representation in 

targeted advertising, exposing a complex strategy that includes representation, collaboration, storytelling, 

authenticity, and representation. Professionals generally agree that there has been a substantial shift in the 

direction of more diverse, realistic, and empowering depictions of women in advertising. 

According to one advertising company, "There has been a noticeable shift towards more empowering and 

inclusive portrayals of women in targeted ads." A copywriter agrees, stating that "there's been a shift 

towards more empowering and diverse representations of women in targeted ads." These findings point to 

a larger movement in the business away from antiquated stereotypes and towards an appreciation of 
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women's complexity and agency. 

Setting authenticity and representation as a top priority is a crucial tactic that was mentioned in all of the 

interviews. According to one advertiser, "Our company prioritises authenticity and representation in all 

our campaigns targeted towards women." This emphasis on authenticity is further supported by a 

scriptwriter who stresses the value of character development and storytelling in order to create 

advertisements that speak to the experiences of women. 

More emphasis is placed on the importance of diversity and collaboration in fostering more inclusive 

representations of women in advertising. According to a filmmaker who makes ads, "Advertisers must 

understand their target audience's preferences and values while also being mindful of the potential impact 

of their messaging." This opinion emphasises how crucial it is to work with varied teams and seek advice 

from specialists in order to make sure that advertisements are both successful and socially conscious. 

Even with the advancements, there are still difficulties striking the right mix between appealing to target 

audiences and eschewing negative preconceptions. According to a copywriter, "One challenge is 

overcoming entrenched stereotypes and societal norms that have long influenced the portrayal of women 

in media." An further major barrier is opposition from stakeholders who are used to traditional gender 

norms. 

Nonetheless, noteworthy advertising campaigns like Nike's Dream Crazier and Always' #Likeagirl act as 

beacons of progress, successfully questioning conventional gender standards and encouraging viewers to 

reconsider their preconceptions of women's empowerment and talents. According to a scriptwriter, "The 

Dove Real Beauty campaign is a great example of a campaign that challenged traditional beauty standards 

and celebrated the diversity of women's bodies and experiences." 

There is still work to be done, even while there has been a noticeable advancement in the promotion of 

more inclusive and powerful images of women in targeted advertising. Sustaining diversity, genuineness, 

and dispelling preconceptions are crucial to creating a media environment that is more representational 

and egalitarian. Advertisers need to stick to these guidelines even as the business develops if they want to 

produce advertisements that accurately capture the varied experiences and goals of women. 

The paper's findings about how women are portrayed in targeted advertisements shed light on a number 

of important ways that these commercials affect people's attitudes towards gender roles and identities as 

well as how society perceives them. By means of an extensive examination of extant literature and 

theoretical frameworks, the study illuminates the complex dynamics operating in the domain of targeted 

advertising. 

The widespread prevalence of gender preconceptions reinforced by targeted advertisements is one 

important discovery. The study supports earlier findings by Kilbourne (1999) and Eagly and Karau (2002), 

which show that ads frequently present women in constrained roles and with strict adherence to beauty 

standards. among addition to objectifying women, these representations encourage unattainable goals, 

which causes body dissatisfaction and low self-esteem among female viewers. Additionally, the study 

emphasises how targeted advertisements affect how society views women's talents since it might lead to 

prejudiced ideas about women's eligibility for particular positions or careers due to repeated exposure to 

gender-stereotypical representations. 

The significance of intersectionality in comprehending gender representations in targeted advertisements 

is another noteworthy discovery. The study emphasises the necessity for a comprehensive analysis of 

depictions that takes into account the overlapping identities of women from varied origins, building on the 

work of Grabe, Ward, and Hyde (2008).Through acknowledging the distinct obstacles encountered by 
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women due to intersecting variables like socioeconomic position, culture, and ethnicity, the study 

emphasises the significance of advocating for more inclusive portrayals in targeted advertising. 

In addition, the study highlights the cognitive impacts of advertisement exposure, as supported by studies 

by Cian, Krishna, and Elder (2015). According to the research, people who internalise the unattainable 

beauty standards promoted by targeted advertisements may have warped perspectives of reality, which 

can negatively impact their wellbeing and self-esteem. 

All things considered, the thesis's conclusions offer insightful information on the intricate connection 

between women's representation and targeted advertising. The study highlights the need for more inclusive 

and empowering representations of women in media and culture by drawing attention to the persistence 

of stereotypes, the significance of intersectionality, and the cognitive impacts of exposure to idealised 

images. More multidisciplinary research is required in the future to improve our comprehension of these 

dynamics and encourage a shift in the way women are portrayed in targeted advertisements. 

The study on how women are portrayed in targeted advertisements offers insightful information about the 

complex dynamics of how these commercials affect people's attitudes about gender roles and identities, 

perpetuate stereotypes, and create society perspectives. Several significant conclusions are drawn from a 

detailed examination of the body of research and theoretical frameworks, providing insight into the 

nuances of the targeted advertising industry. 

The widespread prevalence of gender preconceptions reinforced by targeted advertisements is one 

important discovery. Building on the work of academics like Kilbourne (1999) and Eagly and Karau 

(2002), the study shows that women are frequently portrayed in ads in constrained roles and in accordance 

with conventional notions of attractiveness. among addition to objectifying women, these representations 

encourage unattainable goals, which causes body dissatisfaction and low self-esteem among female 

viewers. This emphasises how damaging these portrayals are to women's sense of self and wellbeing. 

The study also emphasises how targeted advertisements influence how society views women's potential. 

These advertising may have an adverse effect on preconceived notions about women's appropriateness for 

particular jobs or professions in society since they frequently feature women in gender-stereotypical roles. 

The upholding of gender stereotypes highlights the wider societal ramifications of targeted advertising by 

further entrenching inequality and limiting chances for women. 

The significance of intersectionality in comprehending gender representations in targeted advertisements 

is another important finding of the thesis. The research highlights the necessity for a comprehensive 

analysis of depictions that takes into account the overlapping identities of women from varied origins, 

echoing the work of Grabe, Ward, and Hyde (2008). Acknowledging the distinct obstacles encountered by 

women due to variables including cultural background, racial background, and financial standing 

highlights the significance of advocating for more diverse portrayals in focused advertising. Advertisers 

may work to portray women in more authentic and representative ways by recognizing and addressing the 

intersecting components of identity. 

The study also emphasizes how exposure to idealized pictures in advertisements affects one's cognitive 

functioning. The results, which are based on study by Cian, Krishna, and Elder (2015), imply that people 

who internalize the unattainable beauty standards promoted by targeted advertisements may have warped 

perceptions of reality, which may have an adverse effect on their wellbeing and self-image. This 

emphasizes the necessity of ethical advertising methods that put viewers' positive body image and self-

esteem first. 
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Limitations of the study 

There are a few drawbacks to researching how women are portrayed in TV advertisements. First of all, the 

way depictions are interpreted can be subjective, which makes it difficult to develop standard criteria for 

analysis in various studies. Furthermore, the context in which advertisements are viewed—such as 

personal perceptions and cultural norms—can have a big impact on how people interpret them. Moreover, 

a lot of research concentrate on content analysis, which might 

not fully account for the influence of advertisements on the attitudes and actions of viewers. It's also critical 

to understand that women's presence in the media could change across various platforms and that TV 

commercials are only one facet of media representation. Moreover, it is challenging to draw firm 

conclusions from static analyses because the advertising sector is always changing and adopting new 

tactics and trends. Ultimately, the impact of television advertisements on public perceptions of gender 

roles is intricate and diverse, shaped by factors other than advertising itself, including cultural values, 

educational attainment, and social standing. As a result, even if research on how women are portrayed in 

TV advertisements offers insightful information, it is important to consider media representation and 

cultural dynamics when interpreting these findings.  

 

Conclusion 

In summary, the way women are portrayed in targeted advertising is an important part of modern media 

culture that is closely linked to society attitudes, values, and gender perspectives. By critically analysing 

multiple theoretical frameworks, including but not limited to feminist theory, social cognitive theory, and 

cultivation theory, we have acquired a thorough comprehension of this phenomenon's complex character. 

The perspectives offered by experts in the field highlight the continuous progress towards more diverse, 

authentic, and empowering portrayals of women in advertising. This change is a reflection of larger 

cultural shifts towards gender equality and diversity, as advertisers realize how important it is to connect 

with a wide range of consumers and dispel antiquated prejudices. Ads that genuinely reflect the lived 

experiences and goals of women are increasingly being created by embracing strategies including 

emphasizing authenticity, representation, storytelling, and collaboration with diverse teams. 

Even yet, there are still difficulties in striking the right balance between appealing to target audiences and 

preventing the perpetuation of negative stereotypes. One major challenge still lies in breaking through 

deeply ingrained societal conventions and opposition from stakeholders used to traditional gender roles. 

However, effective ads and programs like Nike's Dream Crazier 

and Always' #Likeagirl offer compelling illustrations of how focused advertising can subvert gender 

stereotypes and spur social change. 

Looking ahead, it is evident that in order to promote more inclusive depictions of women in targeted 

commercials, ongoing efforts towards diversity, authenticity, and the questioning of stereotypes are 

essential. Advertisers may help reshape cultural conceptions of gender and create a more equal and 

representative media landscape by staying watchful and devoted to these ideals. In the end, how women 

are portrayed in targeted advertisements has the power to both reflect and affect public perceptions of 

gender, which makes it an important tool in the continuous fight for social progress and gender equality. 
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