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Puc. 1. PacnpegeneHne oTeeToB «Moli pebeHOK B ByayLem GyaerT...»,
(B % OT uncna OTBETUBLUNX)
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[ns Hayana pacCMOTPUM KOTHUTUBHBLIA KOMIMOHEHT, KacaroLMncs nny-
HOCTHbIX YePT, KOTOPbIMU Hafennnn pebeHka oyayuive poautenn. Hau-
60/1ee YacTo BCTpevarLMMNca oTeetamm Ha Bonpoc «Moli pebeHoK B 6y-
ayuwem 6yaeT...» cTanu «cyacTamebiMy» (10,7 %), «kem 3axodeT» (9,3 %),
«XOpoLUNM/LOCTOMHBbIMY (9,3 %) 1 «BOCNUTaHHbIMY (4,8 %). Takne No3nunu,
KakK «HesasucumMbim» (0,3 %), «AyXOBHO pa3BUTbIM» U «KpacusbiM» (0,6 %)
BblOpano MeHee 1 % BCex OMpOLLEeHHbIX (puc. 1).

Kaxkgas wwecran geByLUKa CYMTAET, YTO ee pebeHOK ByfeT «CyacT/IMBbIM»
(15,5 %) n «xopolumm/gocTolHbIMY (8,2 %). UTo KacaeTcst KOHOLLEW, TO TO/b-
KO OMH 13 10 onpoLUeHHbIX OTMETW/T TaKUE MO3ULIMK, KaK «MOXOXK Ha MEHS»
(7,1 %), «kem 3axoueT» (11,1 %) 1 «xopoLumm/aocToiHbIMY (11,1 %). MHeHus
[EBYLLIEK U FOHOLLIEI pa3feIIvCh MOPOBHY Ha NO3ULMM «CBOOGOAHLIM OT Tpe-
60BaHWn poanTeneiy». Takke MOXHO Bble/IUTb OTBETbI, KOTOPbIE BCTPEYa/IUCh
TONbKO CPean HOHOLLEN: «KpacuBbiMy» (1,6 %), «<KeM CMOXKeT 6bITb» (4,0 %),
KUTb» (5,6 %). CBOIMCTBEHHbLIMW TOMBKO [EBYLLIKaM Obl/IN OTBETbI «/lyX0B-
HO pa3nTbIM» (1 %), «ueneycTpemneHHbIM» (1,4 %), «HesasucuMbiMy» (0,5 %)
N «>KenaHHbIM» (1,9 %). [laHHOe pacnpefeneHne CBUAETENLCTBYET O MPUHSA-
TUW YHUKa/IbHOCTM CBOEr0 OyayLLero pebeHka, ero UHAMBUAYasIbHOCTH.

B 11€710M y4acTBOBATH B €T0 KU3H! M [ 4,3

3aTpyAHSIOCh OTBETUTH M (3 4
Pa3BuBaTh pa3HOCTOPOHHE (ITOMOTaTh
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Pa3BMBaTh €ro MHTEJUIEKTYAIbHO M () 9

ITpoBoauThk noCyr, neaaTh BCE COBMECTHO 8,1
Pa3BuBaTh JyXOBHO s 7| |

BocnuthIBaTh KaK BOCIIUTBHIBAIYA MCHS s 5.6

[MonpepxuBaTh €ro UHTEPECHI, 56
I

TO, UTO eMy OyJIeT MHTEPECHO ’

Pa3BuBaTh €ro TaJIaHThHI B CIIOPTC s 5 3

Hyuuem s 5
JloMaltHUMU JielaMy s ) 8

3amuiarh, J100UTh, LICHUTD 2,2
byny ero Bo BceM KOHTpPOJIMPOBATh 1,9
[Tomorathb ¢ camopacrpeaeieHrueM 1,9

Pa3BuBaTh ero TajiaHThI

1
B U3YUYCHUMU SA3bIKOB ’9
Pa3BuBaTh ero TajgaHThI B MNCKYCCTBC 1,6

IlepenaBatb CBOW OIbLIT mem |,2

Puc. 2. PacnpefeneHve 0TBETOB Ha BOMNPOC
«Yem Bbl byaeTe 3aHMMATLCA CO CBOUM OyayLLNUM PeBEHKOM...»,
(B % OT uncna oTBETUBLUNX)
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YyBCTBO OTBETCTBEHHOCTH _727%3
Xopotire MaHepbl _64,8 74,3
Toyronotne I,
PemmtesbHOCTb M HACTOMYMBOCTD _364 44.8
TepnmuMOCTh ¥ YBaXKeHHUE K IPYTHM JIIOISM —40 58,5
He3aBUCUMOCTD _29237,9
BooGpaxenue _35,%0’7

BepexIIMBOCTb, SKOHOMHOCTD [, %g,g

BeckopricThe -lé’%
[ocrymanue -13120,9

Pesurno3HocTsb Lz’g 9

BX BEM

Puc. 5. PacnpeaeneHne 0TBETOB Ha Bonpoc «BbibepnTte, noxanyncra, 4—5 KayecTs,
pa3BUTUE KOTOPLIX Y AeTei 0653aTe/IbHO JOMHKHO MOOLLPSATLCS LOMa?»,
(pacnpegeneHwve no nosny, B %)

Uem 60/1bLUE OXKMAAHWNIA MeeTCA Y Oy AyLLIMX POANTENEN MO OTHOLLEHUIO
K pebeHKy, TeM 60/1ee KpaCOUYHbIM N MEHee peasIMCTUYHbIM CTaHOBUTCS €ro
o6pas [1, c. 184]. B cBA3M € 3TUM LienecoobpasHo hopMmpoBaThb Y MOJIOAbIX
NOJEN peasbHble NMpeacTaBneHnsa o0 byayLwem pebeHKe vepes TpaHCNAUMIO
3HaHW 0 ero NCUXon3nNoIOrMYeCKOM Pa3BUTUN U METOLAX BOCMUTaHWS,
NOBbILLIATb NCUXONOMMYECKYH FOTOBHOCTb K CBOOOAHOMY, HO OTBETCTBEH-
HOMY B3aMOAENCTBUIO C HAM, CIIOCOOCTBOBATL OCO3HAHWIO POAUTENICKON
COCTaBNAOLLEN CBOEN JINYHOCTN.
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GENDER STEREOTYPES IN THE PERCEPTION
OF IMAGES OF MEN AND WOMEN
IN COMMERCIAL ADVERTISING

The gender stereotype is characterized by high stability and long-term
existence in the mass consciousness, therefore advertising plays a big role in
its translation. In this regard, nowadays the study of advertising as a factor of
reproduction and the formation of gender stereotypes in the minds of people
becoming particularly relevant.

The aim of this study is to identify the correspondence of the perception of
advertising images to the inherent gender stereotypes. The object of the study
is students of 1—3 year of the BSU. The subject of the study is the perception
of gender stereotypes used in commercial advertising.

The complexity of the research tasks necessitated the use of several
methodological solutions and their combination at different stages of the
study. Methods of semiotic analysis of advertising images and a semantic
differential based on the classical scale and scale proposed by V. Petrenko
were chosen within the framework of our research.

One of the methodologies that make it possible to disclose the essence
of advertising messages is semiotics. Semiotics is the science of signs and
sign systems, which analyzes the nature, properties and functions of signs,
classifies types of signs [2, p. 21]. Semiotic analysis of advertising images
of men and women allows to describe the «laws» of advertising in terms of
gender stereotypes, as well as identify the most popular advertising images
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and sets of their characteristics for later research. We analyzed images of a
man and a woman in 41 advertisements.

With the help of semiotic analysis based on the typical and atypical
characteristics of men and women offered by E. llyin, we came to the
conclusion that the main stereotypical characteristics for a woman in
advertising are attraction, tenderness, emotionality, sensuality, sexuality.
Big attention is paid to the ideal appearance and such «femine» attributes as
dresses, heels, long hair, red and pink colors in clothes, etc. Among the atypical
characteristics of female images, there are «masculine» such as insolence,
stubbornness, riskiness, progressiveness, purposefulness, independence.
Among the most popular female images are a carefree girl, a business woman,
a sexy woman, a loving wife / a mother and a housewife. However, based on
the most common stereotypical characteristics, we identified two main female
Images: a sexy woman and a loving wife / a mother and a housewife.

Typical male stereotypical characteristics of advertising images are
masculinity, self-confidence, ambitiousness, energy, seriousness. Also great
Importance is attached to the appearance: absolutely all male images look
stylish, well-groomed, fashionable. There are also atypical characteristics for
a man in some advertising images — emotionality, impressionability, accuracy,
friendliness. The most common images are a male model, a macho, a party
man, a gentleman. And the most stereotyped images are the images of a
macho and a gentleman.

Comparative analysis of the results of semiotic analysis of female and male
advertising images showed that advertising actively uses social roles, played
by men and women in society, as images — mother, father, wife, husband,
professional, etc. Each of these images is focused on attracting the attention of
either female, or male, or both audiences. For the most part, advertising images
are reinforce and strengthen sex stereotypes in society. Advertising materials,
the selection of which is directly related to the interests of the mass audience, at
the same time have an unquestionable influence on the formation of attitudes,
preferences, perceptions of the relationship between men and women.

The gender stereotype can be modified in time due to the changing roles
of women and men in society, but the main points remain unchanged: man
has power over a woman, she must obey; woman should devote a lot of time
to her appearance; man must demonstrate confidence and strength; female
sphere of activity is home, family and personal life, and male sphere is his
profession and friends. Identified during the semiotic analysis of stereotypical
female and male images formed the basis of a sample of advertising samples
for later research.
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As Osgood notes, «The semantic differential is basically a combination of
the method of controlled associations and scaling procedures» [1, p. 313]. The
respondent evaluates objects on a number of scales, which are then grouped
into factors using statistical procedures.

In this study, the factor analysis procedure was used to distinguish the factor
structure of the semantic space, through the prism of which the perception of
advertising images of a man and a woman takes place. The next stage involves
the identification, interpretation of the selected factor structures. The name
of each factor was determined on the basis of the semantic invariant of the
corresponding scales — as a rule, by the name of one of the antonyms of the
scale, having the maximum weight in this factor.

Specificity of perception and interpretation of advertising images of
respondents was studied in comparison with their ideas about the ideal image.
And these data, in turn, were compared with the data of semiotic analysis, on
the basis of which important conclusions were drawn about the significance of
the symbolic organization of advertising images in the formation of a certain
type of reaction. The grounds for the semantic differentiation of advertising
messages were described, a map of the semantic space was constructed, the
Spearman rank correlation coefficient was calculated. The characteristics of
the semiotic structure of the selected types of images allowed to illustrate the
influence of various visual stereotypes of the advertising image on its perception.

The research tasks included, first, the respondents’ assessment of
stereotyped characteristics of advertising images, and secondly, the
reconstruction of the «ideal» image of a man and a woman in the respondents’
opinion. This allowed us to compare the ideal and real advertising images. In
the second stage of the study, 52 BSU students took part. These are women
and men of 17—21 years, living in Minsk.

The timeframe for the study did not allow the inclusion at this stage of
all 41 of the advertising message described at the stage of semiotic analysis.
Therefore, based on the similarity of communicating meanings and used
semiotic solutions, promotional samples were combined into several groups.
Despite the fact that each of the advertisements is unique in its own way, the
results of semiotic analysis showed that all the samples can be grouped into
four main types. For female images it is:

® A sexy woman;

¢ A loving wife / a mother and a housewife.

e For male images it is:

e A gentleman;

e A macho.
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Type names reflect a generalized understanding of the idea of an advertising
image. Each of the four types is represented by an advertising message.

As a research tool, a form of a semantic differential was made, representing
14 bipolar scales, at the poles of which there were pairs of characteristics. We
decided to choose a traditional 7-point scale.

The distributions of individual estimates of advertising images obtained
during the semantic differential were generalized within the study group. On
the basis of generalized estimates, a semantic profile was constructed for the
«ideal» image of a man and a woman. The results of the estimates for each
Image are presented in Table 1.

Table 1
Estimates of advertising images
Images Characteristics
Ideal female image Light, pure, sweet, active, young, pleasant, kind, soft, hot, slow,
weak, brave, smart, quiet
A sexy woman Sweet, loud, brave, hot, heavy, passive, weak, soft, slow, young,

stupid, dirty, pleasant, kind

A loving wife / a mother | Light, clean, smart, sweet, active, soft, hot, young, quiet,
pleasant, weak, kind, slow, brave

Ideal male image Active, pleasant, hard, fast, young, heavy, strong, brave, clean,
smart, sweet, hot, kind, loud

A macho Loud, brave, strong, active, heavy, hard, young, fast, clean,
smart, sweet, hot, kind, pleasant

A gentleman Heavy, sweet, loud, evil, strong, clever, old, clean, hard, cold,
pleasant, brave, active, slow

Further on, the semantic profile of the «ideal» advertising image was
alternately overlaid with curves characterizing the «real» images of a man and
a woman in advertising. The image of a macho was closest to the ideal male
Image: he is stronger, braver, faster, more active, than the image of gentleman.
The results for the female images turned out not so unambiguous, but we can
say that the closest to the ideal female image is a loving wife / a mother: she is
more light, intelligent, soft, kind, than the image of a sexy woman. Thus, the
construction of semantic profiles allowed to determine visually which of the
«real» images of a man and a woman in advertising is closer to the «ideal» one.

Using the Spearman rank correlation coefficient, we determined the actual
degree of parallelism between the quantitative series of attributes assigned to
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advertising images as a result of their evaluation by respondents. Thus, the
correlation between such pairs of images as the «ideal» male image and a
macho turned out to be statistically significant. Consequently, the male image
in Levi’s advertising can be considered the closest to the «ideal» image in the
advertising modeled by the respondents. Correlation between the «ideal»
female image and the image of loving wife / a mother is characterized by
statistical significance. Thus, the female image in LG advertising is the closest
to the «ideal» advertising image.

With the help of factor analysis, we identified and examined the main factors
affecting the audience’s assessment reaction: «Lightness», «Strength» (the
greatest semantic significance), «Evaluation», «Tension» and «Characteristic».
The resulting semantic space corresponds to the structure predicted from the
comparison of the structure of the semantic differential Osgood and Petrenko.
It was suggested that the following axes of the semantic space of the selected
advertising images exist: «Evaluation», «Strength», «Activity», «Comfort»,
«Satisfaction», «Lightness», «Modernity». The cohesion of the factors
«Strength» and «Activity» is a common phenomenon in the construction of
private semantic spaces.

Unexpected was the fact of blurring the vector «Comfort», a fairly stable
measurement in the semantic structures of visual images, which includes
advertising. In our study, the «hard-soft» scale associated with the notion of
comfort was highly correlated with lightness. The assumption of the value
of the parameter «Satisfaction» in the semantic estimation of advertising
images was not confirmed either. The factor «Modernity» was included
in the «Characteristics». And such scales as «clean-dirty» and «good-
evil», characteristics of scoring judgments, were included in the factors
«Lightness» and «Characteristics». The manifestation of specific features
in the reconstructed semantic space can be explained both by the features
of the objects which being scaled, and by the specific characteristics of the
personality of respondents.

For graphically representation of the placement of advertising images in
two-dimensional manifestations of semantic space, a map of factors with
the highest semantic significance — Strength, Lightness, Characteristics —
was constructed. According to the schedule «Strength» — «Lightness», the
images of the ideal man and a macho were rated as the strongest, fastest,
active, heavy and hard. And the images of an ideal woman and a loving
wife / a mother — like weak, light, clean and soft. The graph «Strength» —
«Characteristics» showed that both images of the ideal man and a macho
are clever, kind, young, and also active, bold, strong. The images of an ideal
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woman and a loving wife / a mother are young, kind, and also weak and soft.
From the graph «Lightness» — «Characteristics» it is clear that the images
of the ideal man and a macho are hard and solid, smart, kind and young.
The images of an ideal woman and a loving wife / a mother are light, clean
and soft, and also young and kind. Thus, the map of the semantic space
confirms that a macho is the most consistent with the idea of the ideal male
Image in advertising. And the image of a loving wife / a mother is closer to
the image of an ideal woman.

Comparison of the results of semiotic analysis and the semantic differential
has shown that the perception of advertising images depends on its gender
characteristics: it is advisable to use male images in those cases when it
IS necessary to convey dynamics, variability and activity in an advertising
message. Female images associated with stability, tranquility and slowness, are
better suited to emphasize the traditionality of a particular product or service.
In general, the classification of advertising messages based on psychosemantic
evaluation corresponds to the previously developed semiotic typology, but
does not repeat it completely.

It is necessary to conduct an experimental study of perception. On the
other hand, the psychosemantic study of perception, allowing to diagnose
the informational, evaluative and sensory content of the perceived image,
does not explain which particular features of the perceived object cause this
or that type of reaction. But in the context of advertising it is necessary not
only to know what reaction of the audience the message will cause, but also to
understand why a certain type of perception is being formed, what can be done
to change it, to bring it into line with the goals of communication. Therefore,
the combination of the methods of semiotics and semantic differential allows
to get the most complete picture of the problem of semantic in advertising
Images of men and women.

Based on the results of the study, we developed practical recommendations
for increasing the effectiveness of advertising using male and female images.
They can be used by specialists in the field of PR and advertising, Belarusian
manufacturers of clothing, accessories, cosmetics, food products, as well as
organizations working in the service sector:

e \When choosing an advertising image, it is recommended to take into
account the perceptions of male and female images revealed in this study: the
Image of a sexual woman can be used by Belarusian manufacturers of women’s
lingerie, the image of a loving wife / a mother — in advertising of baby food
and banking services, the image of a macho is good for advertising of men’s
perfume, and the image of a gentleman — for advertising of a men’s shoes;

252



e Advertising images will be more successful if, when forming their gender
characteristics, correlate the choice of visual decisions with actual ideas about
sex role stereotypes in society;

e While the creation of new advertising materials, it is recommended
to use such images of a man and a woman whom will form the style of
communication desired by advertisers.

Thus, the results of the semiotic analysis allowed us to streamline the
advertising materials for later research: images of a sexy woman, a loving
wife / a mother, a macho and a gentleman were selected. The results of the
study by the method of the semantic differential showed that the images of a
loving wife / a mother for the female image and a macho for the male image
are the closest to the ideal advertising images. Also, the results of the study
became the basis for developing practical recommendations for increasing the
effectiveness of advertising using male and female images.
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