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INTRODUCTION 
 

Change. Take a look around you and that’s what you will find; a radical turn from the mind-set, 
ideologies and attitudes of our older generation, to the generation of today, with all its good 
and bad. This paper focuses on an analysis of this young and modern world’s media, in specific 
print advertisements, that we are highly saturated with today. 

One does not need statistics to prove how exposed the world is to media in today’s times. The 
facts are as clear as black and white. Everything we see and do has some involvement with the 
‘media’. It has come to a point where we are dependent on the media to gain information and 
the media is dependent on us to receive information, to help serve us better. Everything we see 
in the media is a depiction of what we aspire to be. It is a reflection of the audience itself. But 
how did this happen? It’s a simple chain of events.  

 

 

 

 

 

 

 

 

 

 

 

With the rise in technology, we have become more exposed to the media. This new found 
information expands and broadens our mind-sets, views and attitudes about the world. 
However, while the positives of this exposure are an increase in literacy rate and knowledge, 
the negatives of this state are the increase in insecurities, and want for more knowledge. The 
vulnerable state that this exposure leaves the audience in is like easy prey for companies. 
Companies thrive on those insecurities of mankind and want for more knowledge; they show 
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them what they could be, what they could have, and what they could want, thereby satisfying 
their needs of information and insecurities.  

Representation of the male and female gender in the current media has seen a drastic change 
from the past. Since, in the past, women rights were a minimum and male gender dominated 
the corporate world, advertisements showed situations that aptly reflected the times. Women 
were assigned the roles of a ‘house-wife’ or ‘care-taker’, a ‘teacher’, and a ‘loving mother’. 
Their characters were always ‘cute’, ‘stupid’, ‘dependent’, ‘incapable’ of work and a ‘follower’ 
of their husbands. Then, the general conception was that women were present to aid the men 
in their day-to-day chores.  Men of those times were shown as ‘masculine’, ‘hard-working’, the 
‘breadwinner’ of the family, ‘smart’, ‘independent’, ‘charming’, ‘tough’, a ‘leader’ and 
‘stubborn’. Common roles assigned to the male gender usually included a ‘husband’, a 
‘successful worker’ and a ‘cow-boy’. However, the male roles diversified into a lot more fields of 
work, compared to that of the female roles, as they were shown as multi-tasking and multi-
talented individuals. 

These perceptions of the male and female roles in society drastically changed with the 
introduction of democracy, women’s rights, and an increase in the working class. Companies 
had to cater to the needs of the working, smart and intelligent women, so a degrading portrayal 
would no longer fly by so easily. However, you cannot say that there was a complete shift. It is 
true that women are now shown as smart, independent and capable, but it is also true that the 
roles of women portrayed in the media have become a little bit more drastic. Today’s woman, 
according to the media, would be knowledgeable and have a set of goals in mind, however, she 
would also be very conscious about her looks and realize that, just like in the past, needs to 
keep up appearances to be sexually appealing. They are, in short, shown as fashionable sex 
symbols. Men on the other hand are shown as more caring and in touch with their emotions. 
The new age of the metro-sexual man, who is aware of his looks, sees just as much need to take 
care of his looks as women do. It is necessary again to take note that these changes were not 
only because of the media, but because of the change in times. As attitudes changed, ideologies 
of freedom of speech, expression and democracy as a whole were encouraged, we as people 
changed. Our needs changed. We had to become more economical. The corporate world 
expanded and gaining a job became tougher. There was an increased importance in literacy and 
appearances. These circumstances and the rise in media all led to the ever-changing outcome 
we see today. Men and women both see the need to look good to attain a respectable position 
in society. All this inevitably led to a rise in insecurities and a materialistic world. 

However, it is wrong to look at the world as a mean and sad place, where the faith and hope of 
humanity is dying at the hands of our media, technology and clothing. As everything has a bad, 
so it has a good. The media today doesn’t only give rise to and encourages materialism, but also 
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combats this way of thinking. Freedom of speech allows both positive and negative messages to 
be equally heard. Today’s media shows that women and men don’t always have to attain 
unattainable heights of beauty to be accepted by society and be successful in their career.  

Following are five advertisements that have been exposed to its target audience in the current 
print media. It includes advertisements showing a positive and negative portrayal of men and 
women, and an analysis on how the two genders are portrayed in advertisements that include 
both the male and female gender, in today’s media. 
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NEGATIVE REPRESENTATION OF MALE GENDER 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The above advertisement is by a company called ‘Old Spice’. Old Spice produces a variety of 
products for men. The above advertisement is a wash for men. Though the visuals are 
misleading, this advertisement is meant for men’s wash. Today, there is a rise in the use of 
female models for male products. Why? Because companies believe the male gender is sexually 
driven and that a female model would increase their point of sale. The advertisement above, 
however, does not simply employ a woman for the sake of an ‘attention-grabbing’ stimulus, but 
rather has another agenda. The metro-sexual man today is aware that females can make their 
own decisions. They are independent and are not reliable on the male gender for their 
resources. The most beautiful of them all are seemingly ‘hard-to-get’. These results in the male 
gender taking care of their looks more ritually. The above advertisement can be taken for a 
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basic meaning, that is, a man perspires in the summer and it’s good to wash properly so that 
they stay fresh all day, or that it’s simply a joke to call readers on their identification of sexual 
meanings in the absence of sexual imagery. However, there is another, deeper, meaning to the 
advertisement. The advertisement shows the stereotypical ‘blonde beauty’. She is appealing, 
attractive, young and fun (in more ways than one). This ‘blonde beauty’s’ attention is extremely 
tough to gain. She will not look at a man even once, if he doesn’t interest her. The 
advertisement shows her licking a vanilla flavored ice-cream cone, in the summer. The hidden 
or suggested meaning of the usage of that particular ice-cream is of a sexual reference. The 
wordings play with the visuals by explaining that it is ‘simply’ a picture of a woman eating a 
vanilla ice-cream cone. It gives the time of the year, that is summer, by showing the sunlight 
shining on her face, while the text says that she is only eating it because it is ‘hot’ where she is, 
and that ice-cream ‘tastes’ good. The whole image is framed with a background of reddish 
maroon, which stands for love and lust, and is also a very attention grabbing colour. This 
meaning leads to the final message or conclusion to the male audience that, if you want a girl 
that good looking to be licking ‘something’ of yours, during summer, where human beings tend 
to perspire more, you either use our product and get fresh, or else you have a far cry from 
‘getting’ with her.  

This is a negative representation of the male gender, as it shows that men are at the mercy of 
women. It shows the women in a dominatrix form and the male as a gender who are not equal 
to such, without the use of the company’s product. It further shows men as sexual driven 
beings. It rather undermines a man by feeding on their insecurities. It is the exact opposite of 
what was shown in the past print advertisements. Then, men were shown as dominating and 
those who controlled any situation. This advertisement, however, shows the exact opposite. 
Neither situations are true and therefore show a negative and incorrect representation of men.  
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POSITIVE REPRESENTATION OF MALE GENDER 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
The above advertisement is by the company ‘Levis’. The Levis brand started in 1873 and was the 
first to invent the most commonly used form of clothing today, jeans. Levis is an all American, 
comfortable and stylish brand. It has had many campaigns that revolve around the ideologies of 
‘freedom’, ‘independence’ and ‘uniqueness’.  

From the advertisement, the first element to capture our eyes would be the heart-warming 
black and white image of a son helping his father button the top collar of his shirt. The picture is 
set in black and white because the aim of the advertisement is for the message and idea of the 
image to clearly stand out and not have colours obstruct the message from being perceived. 
The image shows an African-American father and son in a regular room. The implications of the 
set-up are such that the room is not grand and is very simple, portraying a middle class man 
working for his family. The advertisement shows the man is probably not a business man who 
earns too much money, he lives in an average home and has an average life, but he is still 
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happy with his state since he is working for his family. The time of the day is clearly shown as 
morning as the window looks relatively whiter, signifying day. The scene further confirms that it 
is morning by showing the bed-sheet folded a little to the edge, the son not completely dressed 
and the father getting ready. It directly implies that the father is getting ready for work and the 
son is helping him do it.  

The clothing suggests further that the father is not a business man, and that he would 
stereotypically be a middle-class work man and/or be a creative personality who followed his 
dreams rather than money. The idea is further enhanced by using African-Americans rather 
than any other nationality, as most African-Americans in the United States of America are 
perceived as struggling and a middle-class working force. However, the text of the 
advertisement ‘Everybody’s work is equally important’ explains that every persons work, big or 
small, is highly necessary for any form of success. The idea of the message is further enhanced 
by showing the son helping his father to get ready for work. It shows the father’s stance in 
society, indirectly, that he may be as small as his son, but every man counts, and every little 
work and effort counts. The tagline, under the logo, ‘Go Forth’ is an implication that we must 
strive to do better no matter what or who we are, with full force.  

This is a positive representation of the male gender as it shows that not all male are dominant 
in society, but neither are they helpless. They do not all go after self-satisfaction and lowly 
biological needs alone, but rather are caring and look out for their family. They are striving, 
free- willed and positive about the future no matter what state they may be in. It shows that no 
matter what age they may be, the will to work kindness and care all starts from a young age of 
a child, and shows that the father’s role plays a major importance in a child’s life. It shows that 
men look out for others needs and not just their own. 
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NEGATIVE REPRESENTATION OF FEMALE GENDER 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

‘Diesel’ is an Italian fashion company that specializes in stylish clothing for the youth. Above is 
an advertisement from their campaign titled ‘Be Stupid’. The idea behind this advertisement is 
to show that teens who take risks have more fun during their youth, and these risks can only 
come from bright ideas. 

The advertisement above shows a teenage girl who climbed up a ladder, in the night, to ‘flash’ a 
security camera, just to show that she got in through their security. The girl used here has 
‘blonde’ hair because it goes with the stereotypical notion that blonde girls are stupid. The girl 
is further very skinny, and yet, you can tell by the text ‘But stupid has the balls’ that she is the 
‘coolest’ person you’ll have ever met. This is because ‘balls’ in slang means the courage or guts 
to do something daring and different. However, this act is extremely stupid and seems more 
like a dare that the girl had enough ‘balls’ to do.  
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The text is in bold, capital and block letters, in pink colour. The reason behind this design is 
because the person being ‘stupid’ is a girl, and the impact of the bold, capital letters further the 
direct message. It undermines the idea of being ‘smart’ by saying that you’re no fun if you are. 

It’s a highly degrading visual as, although it perfectly fits with the idea of the message, it shows 
females are ‘stupid’ enough to do something. It reinforces the stereotype of a ‘dumb blonde’ 
and continues to say that the new age, modern girl is cool enough to be frivolous with her body 
parts; she has no decorum or respect for herself, but that she is accepted by her friends. It 
encourages and portrays the young female gender as the new delinquents who only care about 
fashion, being accepted by their friends and obsessed with their body weight.  

This is an extremely negative and highly incorrect portrayal of women today as it shuts down 
the idea completely that a blonde hair girl could be smart and that younger women are ‘easy’ 
and can be manipulated by will. 
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POSITIVE REPRESETNATION OF FEMALE GENDER 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The above advertisement is by fashion company ‘Liz Claiborne’. The company today is called 
Fifth & Pacific Inc. with a variety of brands under them. This advertisement was created from 
the earlier years of Liz Claiborne. 

Most fashion advertisements in today’s media shows women as sexual objects and/or those 
who are extremely fashion conscious. They like to take care of their looks and care more about 
what they wear, rather than how comfortable it is or their general well being as a whole. This 
tactic furthers the idea that it pays to be beautiful.  
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This particular advertisement however tries to battle the usual portrayal of women today, by 
challenging them with a young, healthy looking woman. She may not be as skinny as the other 
women are portrayed, but she is healthy, still beautiful (if not more beautiful), she has a 
content glow on her face and still looks highly attractive in over-alls. 

The message the advertisement tries to bring about is that it doesn’t always hurt or pay to be 
beautiful. You can be beautiful in almost everything, so long as you are comfortable in it, 
because that is when you are most free and happy with yourself and being. The text ‘Feel 
comfortable’ just below the image of the woman is apt. The woman is shown in big and baggy 
clothes, in a mountainous area. This is to signify that she is calm and feels at ease; she is in 
peace. The woman is positioned in the middle of a tight-frame to give a big impact, thereby not 
letting the focus go anywhere else, but to let the focus stay on her expression. The image is 
positioned in such a way that it is almost made to look like she is looking at you. The colours 
used are majorly blue, to signify comfort and ease, and yet she is shown wearing red lip-stick 
because that particular colour for lip-stick is seen as a ‘classic’ look that can be carried out only 
by the most fashionable, and stylish looking women. The woman in the advertisement carries 
this fashionable look with ease. 

This is a positive representation of women as it shows that not all women need to be skinny to 
look good. It further states that women give more importance to their comfort, rather than just 
the pains of looking good. It suggests that women can be comfortable and still fashionable at 
the same time. 
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REPRESENTATION OF BOTH MALE AND FEMALE GENDER TOGETHER 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In the past, when male and female characters were both employed in an advertisement, the 
woman would be the follower of the man. The male would be shown as dominant, tough and 
smart and the woman would be more docile, unintelligent, tending to more house-hold chores 
and activities. The woman would be there to aid the man’s needs. Today’s advertisements have 
not drastically changed, when men and women are used for the same advertisement, however 
positions of dominance can differ – that is probably the only difference in today’s 
advertisements. Almost very rarely would you find that both the male and female 
representatives are shown as equal to each other. There has, however, been a change in the 
way the male and female genders are represented together. 

The above advertisement is a perfect example of most today’s fashion of advertising when both 
genders are involved. The above advertisement is by fashion company Dolce & Gabbana. This 
brand caters to the high fashion needs of society, giving the most edgy looks of ‘the now’ to its 
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consumers. The above advertisement aims to show the addiction to its clothing. The intended 
message of the advertisement is such that, if a man and woman wears clothes from Dolce & 
Gabbana, both will become extremely attractive and desirable, to the point where a woman 
wouldn’t mind being taken over by those many attractive men, and the men will not be able to 
resist the woman. The woman is depicted like prey that has been caught by the alpha male of 
the pack.  

This advertisement shows a dominant role of the male and a willingly submissive role of the 
female. This message is highly negative for both genders. To begin with, it portrays both the 
male and female gender as sex objects or objects of desire. The clothes in which the woman is 
dressed in the advertisement suggests that she was once a dominatrix, who had power and 
control over her man, but now is willingly cowering to the man who is wearing Dolce & 
Gabbana clothing.  

Another reason why this advertisement shows negative portrayal is because it suggests that 
both men and women are driven sexually, to the point where they would act like animals. It 
suggests that men attack women in packs and today’s women are more than alright with this 
factor. The women is further shown as thin and skinny, and the male is now the typical metro-
sexual. The advertisement does explain how materialistic our world has become, however its 
negative implications far beats its purpose. 

It inadvertently shows that even though the female gender tries to come up and gain position 
and status in society, she will always be brought down to her knees by the true alpha male of 
our materialistic kingdom.  
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CONCLUSION 

From a simple medium to pass on reliable and timely information that is vital to the public, to a 
medium of forceful change, the world of media today has drastically changed from what it was. 
The rise in technology has led to a change in our wants and needs. We no longer only seek 
information of the world news, but also for answers and entertainment. Media companies 
therefore respond by catering directly to our needs, but in ways that would benefit them as 
well. Social media has played a major role in the way media is produced today. With websites 
such as Facebook, LinkedIn, Twitter, MySpace and other social platforms, that enables the 
common man to speak up about their opinions, it allows for a new player in the media industry; 
the consumer. The role of the audience is no more only the receivers. They shape what they 
want to see and how they wish to see it. This has opened many doors to advertising today, 
making the experience for the consumer more tailored to their needs. Websites now track and 
trace the activity of its users. This information is then bought by companies who use it to their 
advantage. They gain more valuable information about the consumers and their views on the 
product. Furthermore, advertisements on social media websites, such as Facebook, have now 
become more personalized to its users, depending on the information they collect on every one 
of its users. Media criticism today no longer looks at the negative effects of the media but also 
appreciates aspects of it. The media produced today is not all good, but critiques will stand by 
the fact that not all is bad either. Every media has its good and bad points. Critiques now take 
into consideration the visual elements of media, its artistic angles employed and also the 
following social implications it has. 

Media today is therefore created for both aesthetic and artistic expression as well as self-
benefit. From a child uploading videos of their pet on YouTube, to a company creating an 
advertisement to showcase their new product on television, media is produced almost 
everyone. Each form of media is created with some form of agenda. It is only natural that a 
company today would create media where their company stands to be the benefactor. A 
freelancer or an occasional blogger, who has fewer constraints, would be more artistically 
inclined during their creation of media. The purpose and agenda of the creation of media, and 
the source, therefore dictates the implications of media. One can only compare these forms of 
media, therefore, after analysis of their purpose and creativity. As our world is a fast-moving 
and fast-paced land of individuals, our value for aesthetic has largely increased. It has 
broadened our view on how we see media today. Besides the agenda, purpose and creativity of 
the media today that would help us compare and contrast media created by these various 
sources, there are also ethical concerns. All media outlets, small or big, have the obligation to 
be ethically sound when producing content. There is no excuse for content that defaces or 
disgraces a group of individuals. Ethics has become a major issue, concern and basis for fairly 
judging media. 
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In conclusion, gender representation in the media today still employs stereotypes and shows a 
dominant culture of either of the genders. However, not all media is bad, as there are many 
advertisements produced today that balance out the negative implications of most 
advertisements. Society will continue moving forward and media, with its vast opportunities, 
will continue to grow. It is up to the audience and the companies ethically take a step forward, 
if we want to see a more civilized tomorrow.  
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