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[enbr0 AUTUIOMHONW palOTHI SIBISIETCS HA OCHOBAHWM WM3YYCHUS BIWSHUS
MYKCKUX U KCHCKHX OOpa3oB B pekjiaMe ompeaeiauTh Haubonee 3P eKTuBHbIC
CrocoObl BO3JICUCTBUS HA IIEJIEBBIE TPYMNIBI C YYETOM JWUHAMUKH TEHJIEPHBIX
CTEPEOTUIIOB B COBpEMEHHOM 0011ecTBe. OOBEKTOM TUILIOMHON pabOThI SBISETCS
MY)KCKHE M IKEHCKMM oO0pasbl, MNpEICTABICHHbIE B COBPEMEHHOH peKJIaMe.
[IpeameTromM AWTUIOMHON pabOThI BBICTYIAET BOCIPHUSATHE MYKCKHUX M KCHCKHUX
00pa3oB B peKjiaMe MOJIOIEKHON ayTUTOPUCH.

B nannoit qurnmomHoM pabore paccMoTpeHa JUHAMHUKA MYKCKUX U )KEHCKUX
00pa3oB B pekjiaMe, a TaKXKe TMOHSTHS PEKIaMHONW KOMMYHHUKAIIUW, TEHIEp H
COILIMAJIBHBIE CTEPEOTUITBI «MACKYJIMHHOCTB» U «PEMUHHOCTH)»

B pe3ynbrare nanHoit paboThl OBLIN MPEIOCTABIECHBI AKTYyaIbHBIE PE3YIIBTAThI
O BOCTIPUSITUU MOJIOZIEKBIO TEHAEPHBIX PEKIIAMHBIX 00pa30B.
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The purpose of the thesis is, based on a study of the influence of male and
female images in advertising, to determine the most effective ways of influencing
target groups, taking into account the dynamics of gender stereotypes in modern
society. The object of the thesis is male and female images presented in modern
advertising. The subject of the thesis is the perception of male and female images in
advertising by youth audiences.

This thesis examines the dynamics of male and female images in advertising,
as well as the concepts of advertising communication, gender and social stereotypes
of “masculinity” and “femininity”

As a result of this work, current results were provided on youth perception of
gender advertising images.



