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Abstract: This research examines how television shows and advertising campaigns portray gender roles, focusing
on the impact of these portrayals on societal expectations and gender stereotypes. By analyzing popular media
content, the study reveals patterns in the depiction of masculinity and femininity, discussing the implications for
gender equality and public perception. Findings highlight the need for more balanced representations to challenge
traditional stereotypes.
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1. INTRODUCTION

In contemporary society, media plays a significant role in shaping and reinforcing
gender roles. Television shows and advertisements are key outlets through which these
roles are communicated and perpetuated to large audiences. As media consumption
becomes increasingly pervasive, the representation of gender in these mediums influences
how individuals perceive masculinity, femininity, and gender relations more broadly. This
study seeks to analyze the portrayal of gender roles in television and advertising, and to
assess the impact of these portrayals on societal expectations and stereotypes about gender.

Understanding the influence of media on gender representation is particularly
crucial in the context of ongoing efforts towards gender equality. Media has the power to
either challenge or reinforce traditional gender norms, and its role in shaping the public's
understanding of gender roles cannot be overstated. Therefore, this study explores the
following questions: How are gender roles depicted in contemporary television and
advertising? What impact do these portrayals have on societal expectations? And how can

more balanced representations of gender contribute to a more equal society?

2. LITERATURE REVIEW
The portrayal of gender roles in media has long been a subject of academic interest.
Numerous studies have demonstrated that media content often reflects and reinforces
traditional gender stereotypes. According to Goffman (1979), advertisements frequently
depict women in passive, decorative roles, while men are portrayed as active and
authoritative. This binary depiction of gender roles not only reflects but also perpetuates
societal expectations about masculinity and femininity. Similarly, studies by Smith et al.

(2013) argue that television shows often reinforce these roles by depicting women in
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domestic roles or as objects of desire, while men are shown as providers, protectors, or
adventurers.

However, there is also evidence that contemporary media has made strides in
portraying more complex gender identities. For example, recent research by Lister et al.
(2009) suggests that television shows, such as those in the drama genre, have started to
represent women as independent, complex characters with their own agency, challenging
traditional gender stereotypes. Similarly, advertising campaigns by brands like Dove have
sought to challenge traditional beauty ideals by featuring women of various shapes, sizes,
and ages (Tiggemann & Slater, 2014). While these shifts are encouraging, they have yet to
be widely adopted across the industry.

Despite these advancements, the persistence of gendered advertising and television
content continues to reinforce rigid gender norms. The influence of media on the
development of gender stereotypes has significant implications for public attitudes and
behaviors. According to Hargreaves & Tiggemann (2009), media representations of gender
roles influence not only individual identity formation but also broader societal perceptions

about the capabilities and roles of men and women in both public and private spheres.

METHODOLOGY

To analyze the media representation of gender roles in contemporary television and
advertising, this study utilizes both qualitative and quantitative methods. The research
focuses on popular television shows and advertising campaigns that have reached large
audiences, both in Denmark and internationally, to ensure a broad and culturally diverse

sample.

Sample Selection
The sample for this study includes:

a. Television Shows: A selection of popular TV shows broadcast in Denmark between
2018 and 2023, including dramas, comedies, and reality television. These shows
were chosen based on their widespread popularity and cultural impact.

b. Advertising Campaigns: A variety of advertisements from both national and
international brands, specifically those that aired during prime time slots in
Denmark. These campaigns were selected to represent a mix of product types,

including beauty, automobiles, consumer goods, and healthcare.
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Data Collection

a. Content Analysis: A systematic content analysis of television episodes and
advertisements was conducted to identify recurring themes and representations of
gender. This analysis focused on the portrayal of gender roles, the behavior of male
and female characters, and the language used in both television shows and
advertisements.

b. Audience Reception: In addition to content analysis, audience reception was also
studied by reviewing public responses to certain advertising campaigns and
television shows. Public opinion surveys and social media comments were analyzed

to assess how these media portrayals of gender roles were received by audiences.

Data Analysis

The data was analyzed using both thematic and statistical methods. Thematic
analysis was employed to identify common patterns and themes in how gender roles were
portrayed, while statistical analysis was used to assess the frequency and prominence of
male and female characters in various roles. This combination of qualitative and
quantitative methods allowed for a comprehensive understanding of the representation of

gender in both mediums.

RESULTS
The findings of this study highlight several key patterns in the portrayal of gender

roles in television and advertising.

Television Shows

Traditional Gender Roles: A significant portion of the television content analyzed
continues to portray women in traditional roles such as caregivers, homemakers, or
romantic interests. Men, on the other hand, were predominantly depicted as leaders,
decision-makers, and providers. Shows like The Bachelor and The Real Housewives
exemplified these patterns, where women were often cast in roles that emphasized beauty,
relationship dynamics, and domesticity, while men were shown as assertive, independent,
and powerful.

Progressive Portrayals: However, several TV shows, particularly in the drama and
comedy genres, have increasingly featured female characters in more complex roles.

Women were shown as professionals, leaders, and individuals with strong personal agency.
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For example, characters in shows like Borgen and Dr. Death presented women in

leadership positions, contributing to more nuanced representations of femininity.

Advertising

Gendered Advertising: The majority of advertisements continued to reinforce
traditional gender stereotypes. Women were primarily depicted in ads for beauty,
household products, and personal care, while men were portrayed in ads for automobiles,
technology, and financial services. This trend was particularly evident in advertisements
for luxury goods and personal products, where women were often presented as objects of
desire.

Challenging Gender Norms: Some brands, however, were found to have made
deliberate efforts to present more diverse and inclusive portrayals of gender. Campaigns
by Dove and Always featured women of different body types and ages, moving away from
the traditional portrayal of beauty. Moreover, brands like Audi and Heineken began
showcasing men in roles traditionally reserved for women, such as caregiving and

household responsibilities.

DISCUSSION

The findings of this study suggest that while there has been some progress in the
representation of gender roles, both television and advertising continue to perpetuate
traditional stereotypes. Women are still often depicted as passive, nurturing, and dependent
on men, while men are portrayed as dominant, active, and independent. However, recent
shifts in media portrayals, especially in advertising, reflect growing efforts to challenge
these traditional roles and offer more inclusive representations of gender.

Despite these advancements, the research indicates that media representations are
slow to evolve and that traditional gender norms continue to dominate mainstream
television and advertising. This highlights the need for a more concerted effort by media
producers to create content that reflects the diversity and complexity of gender identities.
Moreover, the challenge of dismantling gender stereotypes in media is compounded by the
fact that these portrayals are not only influenced by media creators but also by societal

expectations and norms.
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6. CONCLUSION

This study underscores the significant influence of media in shaping societal
perceptions of gender roles. While there has been some positive progress, media portrayals
of gender still heavily reflect traditional stereotypes, which have implications for public
attitudes and gender equality. To foster a more equal society, it is essential that media
creators continue to challenge these outdated norms and present more balanced, diverse,
and empowering representations of both men and women.

As media continues to be a powerful force in shaping societal attitudes, the need
for inclusive and diverse gender portrayals in television and advertising is more urgent
than ever. Future research should focus on how media representations can evolve further

to promote gender equality and reduce the perpetuation of harmful stereotypes.
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