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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study 
Advertising is a powerful tool that shapes consumer perceptions, reinforces societal norms, and influences buying behavior. It plays a central role in how products and services are presented to the public, and it reflects broader cultural values, including gender roles. Historically, advertisements have depicted exaggerated gender roles, reinforcing stereotypes such as women being primarily responsible for household duties and beauty, while men were shown as strong, assertive, and independent (Eisend, 2019). These portrayals have shaped public perceptions and expectations of gender roles in real life, contributing to the perpetuation of gender inequality (Gentry & Harrison, 2022).
The evolution of advertising over the past few decades has witnessed significant changes, particularly with increasing attention to gender representation. In response to social movements for gender equality, advertisers have begun to reflect more diverse, authentic portrayals of gender. This shift is seen in the rise of campaigns that promote body positivity, challenge beauty standards, and emphasize non-traditional gender roles. Brands like Dove, Nike, and Gillette have led the way with campaigns aimed at breaking down stereotypical depictions of both women and men, moving towards a more inclusive narrative (Gill & Elias, 2014; Sheehan & Morrison, 2020).
However, despite these advancements, gender stereotypes continue to permeate much of advertising. Many advertisements still adhere to outdated portrayals of femininity and masculinity, which can alienate consumers who desire more authenticity from brands. For instance, while there has been progress in showing women in leadership roles or showcasing diverse body types, many advertisements still reinforce the notion of women as caregivers and men as powerful, unemotional leaders (Åkestam et al., 2017). This ongoing reliance on gender stereotypes has the potential to harm brand credibility and customer satisfaction, particularly in an era where consumers demand greater authenticity and social responsibility from the brands they support (Windels & Lee, 2022).
The impact of gender representation on customer satisfaction is profound. Studies indicate that consumers who perceive advertisements as authentic and inclusive are more likely to feel positively about the brand and engage in repeat purchases. Conversely, advertisements that fail to resonate or, worse, perpetuate harmful stereotypes, can result in consumer backlash and damage to the brand’s image (Eisend, 2019; Åkestam et al., 2017). This underscores the importance of understanding how gender representations in advertisements influence customer perceptions, attitudes, and satisfaction.
1.2 Statement of the Problem
Despite growing calls for inclusive representation in advertising, many brands continue to rely on traditional gender portrayals that perpetuate outdated stereotypes. While some companies have embraced inclusive advertising, the effectiveness of these campaigns in fostering customer satisfaction is still not fully understood. Advertisements that feature stereotypical gender roles, such as women being portrayed solely in domestic or sexualized contexts, or men as aggressive, dominant figures, may alienate a large segment of the audience (Eisend, 2019). This is particularly true among younger, more socially-conscious consumers who demand brands reflect progressive values (Gill & Elias, 2014).
Furthermore, research has shown that when advertisements fail to reflect the diversity of real-world experiences, they can lead to dissatisfaction, disengagement, and, ultimately, brand avoidance. For instance, advertisements that depict unrealistic beauty standards or unrealistic depictions of masculinity may provoke feelings of alienation or inadequacy in consumers (Sheehan & Morrison, 2020; Windels & Lee, 2022). As such, brands that fail to adapt their advertising strategies to reflect contemporary gender dynamics risk losing relevance in an increasingly competitive market.
The problem is further compounded by the growing influence of social media, where consumers actively call out brands for perpetuating gender stereotypes. In this context, a brand's representation of gender in advertising can have immediate and far-reaching consequences on its reputation, customer satisfaction, and overall market performance (Gentry & Harrison, 2022). This study, therefore, aims to investigate how gender representations in advertising affect consumer satisfaction, particularly in the context of modern, socially-conscious consumers.
1.3 Objectives of the Study
i. To examine the prevalence of stereotypical gender portrayals in advertising across industries.
ii. To investigate the impact of inclusive gender representation on customer satisfaction and brand loyalty.
iii. To analyze consumer perceptions of advertisements that perpetuate traditional gender stereotypes.
iv. To propose strategies for enhancing customer satisfaction through gender-sensitive advertising.
1.4 Research Questions
i. What are the dominant trends in gender representation in advertising across various industries?
ii. How do inclusive gender portrayals influence customer satisfaction and purchasing decisions?
iii. What are consumers’ perceptions of advertisements with stereotypical gender roles?
iv. What strategies can advertisers adopt to enhance customer satisfaction through gender-sensitive campaigns?
1.5 Significance of the Study
This research is significant for advertisers, marketers, and brands seeking to improve customer satisfaction through effective advertising strategies. By understanding the implications of gender representation, businesses can align their campaigns with consumer expectations and societal values, fostering stronger brand connections and loyalty. Additionally, this study contributes to the broader discourse on media responsibility in promoting gender equity and inclusivity. It also provides insights for policymakers and advocacy groups striving to mitigate the negative effects of gender stereotypes in media and advertising
1.6 Scope and Limitations of the Study
This study focuses on gender representation in advertising within the context of Ilorin, particularly across key industries such as fashion, technology, and consumer goods. The research will examine how these portrayals influence customer satisfaction, with an emphasis on the perspectives of urban and semi-urban residents of Ilorin. Specifically, the study will assess how advertisements from multinational brands are received by local audiences, considering the cultural nuances and gender expectations unique to the region.
The scope of the study is limited to recent advertising campaigns from major brands that are prevalent in the Ilorin market. Financial and time constraints may limit the scale of data collection, particularly in terms of the number of advertisements analyzed and the geographic coverage. Despite these limitations, the research aims to provide valuable insights into how gender representation in advertising shapes consumer satisfaction and perceptions in Ilorin, a city that blends traditional values with increasing exposure to global marketing trends.
1.7 Definitions of Key Terms
i. Analysis: A process of examining and interpreting data to understand patterns or relationships. It involves identifying key themes and drawing conclusions from the data.
ii. Gender Representation: Refers to how men and women are depicted in media, influenced by societal norms and stereotypes. It reflects roles, behaviors, and appearances assigned to genders.
iii. Advertising: A communication method used to promote products, services, or ideas to a targeted audience. It includes visual and written media, aiming to influence consumer behavior.
iv. The outcomes or changes resulting from exposure to stimuli. In this case, the effects are how gender portrayals in ads influence customer satisfaction and behaviors.
v. Customer Satisfaction: The level of contentment customers feel when a product or service meets or exceeds their expectations. It is influenced by various factors, including the way products are advertised.










CHAPTER TWO
Literature Review 
2.1 Conceptual Framework
2.0 Introduction 
2.1.1Concept of advertisements
An advertisement, otherwise known as an advert or ad, is generally considered a public communication that promotes a product, service, brand or event. To some the definition can be even broader than that, extending to any paid communication designed to inform or influence.
Advertising is a powerful communication force and vital marketing tool helping to sell goods, services, images, and ideas through a channel of information and persuasion. It is a highly visible force in society. All of us receive many advertising messages daily. It is essential to the success of any type of business and industry. Non-business organizations such as government, college, and universities, and Public Service groups employ more and more advertising strategies. It is one of the parts of the marketing and communication process. Advertising convinces people to buy products. All advertising contains both information and persuasion. Today we can say advertising is a communication, marketing, public-relation, information and persuasion process. Advertising reaches us through a channel of communication referred to as a medium. It is usually aimed at a particular segment of the population the target audience (Consumer and business).
Basically it is a medium of dissemination of information and persuasion. It always creates a glamorous area. Today advertising covers almost every area of the thought process and action of society. It is considered to be a highly sophisticated communication force and a powerful marketing tool. In other words, we can say that it is a complete psychological treatment of the consumer and a very creative and glamorous area also.
2.1.2   Purpose of Advertising:
Advertising constitutes a part of the marketing efforts of an organization. Advertising is undertaken by organizations in order to attract the attention of people towards products and services. Thus, the basic aim of advertising is to create awareness in the minds of people, about the availability of products and services and influence them to buy the same. The ultimate aim is to enhance the sales of the organization. Therefore, advertising complements and supplements the company’s selling efforts.
The main purposes of advertising are as follows:
1. Communicates information:
One of the most important functions of advertising is to convey or communicate the information to others. In the modem day world, where science and technology contribute to new innovations and inventions, every now and then new goods and improvisation of the existing goods and services are entering the market. If their use or knowledge is restricted to a limited number of people, social advancements cannot take place. Consumers are, therefore, provide information about new products and services which enter the market, through advertising. Besides, the demand for existing products and services has to be maintained as well as enhanced with the help of advertising. The ultimate purpose is to enhance sales either by creating or increasing the demand for goods and services.
2. Creates ground for personal selling
Since the main purpose of advertising is to create and sustain demand for products or services and expand the market, the prospective buyers automatically become interested to buy such products and services. In this way, advertising supports the efforts of the sales force of an organization and creates ground for the salesmen to approach prospective buyers.
3. Educates people:
Advertising serves another important purpose of educating people about products and services. As consumers are not aware of the use of several products and services, advertisements provide adequate knowledge to the people at large about the usage and utility of several products and services.
For example, as consumers, we are not aware of the composition of baby food, health drink, etc. which are made known to us by advertisements only. In fact, advertisement provides us knowledge of various aspects of products and services which really benefits and educates consumers in making wise purchase decisions.
4. Creates and extends demand:
By arousing the interest in the people and attracting their attention, advertising seeks to create and sustain demand for a product or service and expand the market for the same. Thus, advertising is a two-edged weapon. It creates demand for products and services and also helps to maintain and extend the demand. As a matter of fact, there are innumerable wants that lie dormant within us. Advertising and publicity try to bring out the hidden want within us and create demand for goods and services. Thus, new demand within the population is created and consumers are encouraged to buy more.
5. Creates an image for the product or service:
Another important purpose of advertising is to create an image both for the product as well as for the organization. This is done by emphasizing the distinctive features of the products or services through advertisements. Similarly, the reputation and goodwill of the organization can also be emphasized in advertisements.
Further, some advertisers also communicate information about new discoveries, new ideas, and new products and thereby create a good image of their firms. They also highlight their high points like low prices, special discounts, customer services, etc. which contribute to building a favorable image of the organization.
6. Builds goodwill:
Advertising serves the purpose of promoting goodwill for the organization. Many advertisements aim at impressing the consumers that the firm is patriotic, progressive, imaginative and very much concerned with quality. This creates goodwill in the minds of the general public about the firm. This goes a long way in creating a favorable impression about the organization on the prospective buyers.
2.1.3     Important of advertisements
Advertisements are important for businesses because they are the most direct and proven way to reach potential customers. They can have an instant impact on your business in a number of ways, including:
1. Brand awareness: Advertising can make your target audience aware of your existence, helping them take the first step into the sales funnel.
2. Brand reputation: Carefully crafted messages can tell an audience what your brand stands for and how you work. By sharing your mission, philosophy, values and track record, you can use advertising to build an enviable reputation.
3. Corrections and apologies: Advertising can grant you the opportunity to apologise for a slip-up or correct the record if you feel as though something has been misrepresented.
4. Sales: Last but not least, the overwhelming majority of ads are designed to increase sales, whether by directly promoting a specific product, service or deal or by any of the less direct methods listed above.
2.1.4.    Types of Advertisements
The vague definition of advertising offered at the top is a consequence of the variety of different forms ads come in and channels they’re delivered through.
1. Print advertising: Print ads see ink printed on paper. Newspapers, magazines, brochures, posters, flyers and direct mail are all examples of print advertising.
2. Broadcast advertising: In years gone by the term ‘broadcast advertising’ covered radio and TV, though these days the line between these formerly analogue channels and digital streaming services is blurrier than ever.
3. Outdoor advertising: Bus stops, billboards, blimps, banner planes, other things that don’t start with ‘B’ – outdoor advertising treats the whole world as an advertising stage.
4. Product integration: Perhaps the most subtle form of advertising, product integration sees products and brands included (and implicitly promoted) in film, TV, Instagram, YouTube and other forms of media.
5. Digital advertising: Over the last couple of decades digital advertising has overtaken all the other forms listed above. In fact, it really deserves its own section …
2.1.5 The Concept of Television Advertisement
Television advertisement refers to the use of television as a medium for promoting products, services, or ideas to a wide audience. As one of the most impactful and popular forms of advertising, television ads combine visual and auditory elements to create engaging content that appeals to viewers. The unique combination of moving images, sound, and storytelling allows advertisers to effectively communicate their messages, influence consumer behavior, and build brand awareness. Television advertising is often used to target specific demographics through strategic placement of ads during programs popular with the intended audience.
A key characteristic of television advertising Is its ability to reach a broad audience simultaneously, making it a powerful tool for mass communication. Advertisers leverage this feature to disseminate messages across different regions and age groups, depending on the channels and programs selected. Television ads can be delivered in various formats, including traditional commercials, sponsorships, product placements, and infomercials, each designed to achieve specific marketing goals. These advertisements are strategically scheduled during prime-time slots or major events to maximize visibility and impact.
The effectiveness of television advertisements Is largely influenced by their content and creative execution. Advertisers often employ compelling narratives, celebrity endorsements, and emotional appeals to resonate with their audience. High-quality production and a strong call to action are also critical elements that contribute to the success of television ads. Additionally, advertisers use repetition and consistent branding to enhance recall and reinforce their messages.
Despite its advantages, television advertising also faces challenges in today’s digital age. The high cost of producing and airing commercials can be a barrier for smaller businesses. Furthermore, the rise of digital streaming platforms and on-demand services has fragmented audiences, reducing the reach of traditional television ads. Advertisers must now compete for attention in a media landscape where viewers have greater control over what they watch and how they consume content.
In response to these challenges, television advertising has evolved to include interactive and integrated campaigns that align with digital strategies. Many advertisers now combine traditional television ads with online campaigns to create a multi-channel experience. This approach ensures that their messages reach audiences across various platforms, adapting to changing viewing habits while maintaining the wide reach and visual appeal of television.

2.1.6 Strengths of Television Advertisement over Radio Advertisement
1. Visual Appeal
Television advertisements have the advantage of combining visuals with audio, which allows for a more immersive and engaging experience. Unlike radio ads, which rely solely on audio, television can use imagery, colors, animations, and body language to create memorable content and convey complex messages more effectively. This visual element makes it easier for brands to showcase their products and services in action, fostering a stronger connection with the audience.
2. Emotional Connection
Television advertisements can evoke emotions through storytelling, facial expressions, and dramatic visuals, which are more impactful than audio alone. By appealing to both sight and sound, TV ads can create a deeper emotional resonance with viewers, enhancing brand loyalty and recall.
3. Wider Reach
Television has a broader audience reach, especially during prime-time programming or major events like sports tournaments and award shows. While radio is effective for targeting specific local or regional audiences, television’s visual and auditory format enables it to reach a larger and more diverse audience on a national or global scale.
4. Higher Credibility
Television ads are often perceived as more credible and trustworthy than radio advertisements. The high production quality, professional visuals, and association with well-known TV channels enhance the perceived legitimacy of the message.
5. Better Demonstration Capabilities
Television enables advertisers to demonstrate how a product works or how a service is provided. For example, a cleaning product can be shown removing stains in real-time, providing convincing proof of its effectiveness. This level of detail cannot be achieved in radio ads, which depend solely on descriptive narration.
6. Memorability and Impact
The combination of sight, sound, and motion in television ads makes them more memorable than radio advertisements. TV ads have a higher likelihood of leaving a lasting impression, as viewers are more likely to recall a visual scene or jingle than an audio-only ad.
7. Targeted Advertising Through Visual Context
Television provides opportunities for more precise targeting by airing ads during specific programs that cater to a particular demographic. For instance, a children’s program can feature ads for toys, while a cooking show might advertise kitchen appliances. While radio also allows for targeted advertising, the visual reinforcement on television enhances its effectiveness.
8. Brand Differentiation
Television advertisements enable brands to differentiate themselves through unique visuals, colors, and creative executions. The ability to showcase logos, slogans, and brand ambassadors visually helps in building and reinforcing brand identity, which is not possible in audio-only radio ads.
9. Longevity of Impact
Television ads often have a longer-lasting impact because of their association with well-loved shows or memorable moments, such as major sporting events. This recall is enhanced by the vivid imagery and stories crafted within the ad, which can linger in viewers’ minds for a long time.
10. Cross-Platform Synergy
Television advertisements can be repurposed across multiple platforms, including social media and online streaming services, ensuring wider visibility and reuse of content. While radio ads are often restricted to their original format, television ads can gain additional traction through online views, shares, and engagement.
2.1.7 Concept of Gender
Gender is a socially constructed concept that refers to the roles, behaviors, activities, and attributes that a given society considers appropriate for men, women, and other gender identities. Unlike sex, which is biologically determined and based on physical attributes such as reproductive organs, gender is shaped by cultural and societal norms. These norms influence how individuals are expected to behave, interact, and even think, based on whether they are perceived as male or female.
From childhood, individuals are socialized into specific gender roles. Boys may be encouraged to be assertive, strong, and independent, while girls are often taught to be nurturing, gentle, and obedient. These expectations create a framework of gender roles that shape people’s lives, affecting everything from career choices to personal relationships. However, these roles are not fixed and can vary significantly across cultures and over time.
In addition to gender roles, the concept of gender identity is essential. Gender identity refers to a person’s internal understanding and personal experience of their own gender, which may or may not correspond with the sex they were assigned at birth. For example, a person assigned male at birth may identify as female, non-binary, or transgender. This personal identification plays a crucial role in an individual’s self-expression and psychological well-being.
Furthermore, gender intersects with other aspects of identity such as race, class, religion, and age, creating unique experiences of privilege or discrimination. This concept, known as intersectionality, highlights the complexity of gender in society and the importance of considering multiple factors when addressing gender-related issues.
In recent years, there has been growing advocacy for gender equality and equity. Gender equality refers to the state in which individuals of all genders have equal rights, responsibilities, and opportunities. Meanwhile, gender equity involves recognizing the different needs and circumstances of different genders and taking steps to correct historical imbalances. Understanding gender as a social construct is essential for creating inclusive and fair societies where everyone, regardless of gender, can thrive and contribute fully.
2.1.8 Concept of Gender Representation in Advertising
Gender representation in advertising refers to how men, women, and other gender identities are portrayed in promotional messages across different media platforms. Advertising not only reflects societal norms but also has the power to shape and reinforce them. Historically, advertisements have often relied on stereotypical portrayals of gender, presenting men and women in narrowly defined roles. These portrayals influence how audiences perceive themselves and others, reinforcing certain expectations and behaviors based on gender.
Traditionally, women in advertising have been depicted in domestic settings, often shown as homemakers, caregivers, or objects of beauty and desire. This has contributed to the objectification of women and reinforced the idea that their primary value lies in their appearance or ability to please others. Men, on the other hand, are often portrayed as strong, dominant, and career-focused, reinforcing ideals of masculinity that prioritize power, control, and emotional restraint. Such portrayals can limit both men and women by promoting unrealistic and restrictive ideals.
In recent times, there has been a growing movement toward more balanced and inclusive gender representation in advertising. Some brands have begun to challenge traditional stereotypes by showing men as nurturing fathers or emotionally expressive individuals, and women as professionals, leaders, and decision-makers. This shift aims to reflect the evolving roles of men and women in society and promote greater gender equality.
However, despite progress, stereotypical and biased representations still exist, particularly in global advertising where cultural norms may vary. In some regions, gender roles in advertising remain deeply conservative, limiting the potential for progressive change. Additionally, non-binary and transgender individuals are still significantly underrepresented, and when included, are often portrayed in ways that lack authenticity or sensitivity.
Overall, gender representation in advertising is a powerful force that can influence public perceptions and social attitudes. As society continues to evolve, it is important for advertisers to embrace diversity and promote positive, realistic portrayals of all genders. Doing so not only reflects the true nature of society but also fosters inclusivity, respect, and equal opportunities for everyone.
2.2 Theoretical Framework 
This research work is anchored on social learning theory


2.2.1 Social Learning Theory 
One relevant theory that underpins this study is Social Learning Theory, developed by Albert Bandura in 1977. The theory posits that individuals learn behaviors, attitudes, and emotional reactions through the observation of others, particularly in media. In the context of advertising, consumers are exposed to numerous depictions of gender roles, which over time influence their understanding of gender norms, expectations, and acceptable behaviors. Television advertisements, as a form of mass communication, become powerful tools for social learning, especially when they repeatedly present stereotypical or idealized images of men and women.
Social Learning Theory emphasizes the role of modeling, where individuals emulate behaviors demonstrated by models they find attractive, relatable, or aspirational. In advertising, models or celebrities are often used to showcase desirable lifestyles or product usage. When these figures embody certain gender traits—such as women being portrayed as caregivers or men as leaders—audiences, particularly impressionable groups like students or youth, may internalize these roles as societal norms. This has significant implications for how consumers perceive the products being advertised and their overall satisfaction with the brand.
A key component of this theory Is vicarious reinforcement, where individuals observe the consequences of behavior and adjust their own behavior accordingly. If a female viewer sees another woman being praised or admired in an advertisement for using a particular beauty product, she may be motivated to purchase the same product in hopes of achieving similar results or social approval. This suggests that gender-targeted advertising, especially when portraying positive outcomes, can influence not only consumer buying decisions but also satisfaction, particularly when the consumer feels validated or empowered by the representation.
In contrast, when advertisements reinforce rigid or outdated gender stereotypes, they may lead to negative emotional responses and dissatisfaction among viewers who do not identify with or support such portrayals. Consumers today are more socially conscious and increasingly demand diversity, fairness, and realism in media. Social Learning Theory helps explain why audiences react strongly—either positively or negatively—to gender representations in advertising, and why such reactions can affect overall satisfaction with the brand or product.
Furthermore, the theory explains how repeated exposure to certain gender representations can normalize these portrayals over time. This “normalization effect” means that when consumers consistently see particular gender roles in advertisements, they begin to accept these images as societal standards. This can shape preferences, influence purchasing decisions, and even reinforce cultural biases. However, it also offers an opportunity for advertisers to challenge stereotypes and positively influence consumer satisfaction by portraying more inclusive and balanced gender roles.
In summary, Social Learning Theory provides a strong framework for understanding how gender representation in advertising affects consumer behavior and satisfaction. By observing and internalizing the gender cues portrayed in ads, consumers form perceptions that influence how they relate to a product or brand. Thus, the way gender is represented in advertising is not just a creative decision but a strategic factor that can significantly impact consumer attitudes, loyalty, and satisfaction levels.
2.3 Empirical review 
This section examines existing empirical studies relevant to understanding how gender representation in advertising influences customer satisfaction. Research in this area highlights the significance of inclusive, realistic, and relatable portrayals of gender roles in shaping consumer perceptions, emotional responses, and ultimately satisfaction with advertised products and brands.
A study by Eisend (2019) conducted a meta-analysis on gender stereotyping in advertising and its effect on consumers. The findings revealed that traditional gender portrayals—such as women in domestic roles or men as dominant figures—often lead to reduced satisfaction among modern audiences, especially in younger and more educated demographics. The study emphasized that advertisements aligning with progressive gender representations are more likely to resonate with viewers and foster positive brand associations, thus increasing satisfaction levels.
In the Nigerian context, Adebayo and Okonkwo (2020) investigated gender portrayals in television commercials and their impact on consumer attitudes. Their study found that many Nigerian advertisements still reinforce gender stereotypes, which can alienate certain audience segments. However, when ads portrayed women in empowered roles—such as professionals or decision-makers—there was a notable increase in customer satisfaction, especially among female viewers who felt seen and respected by the brands.
Similarly, Chukwu and Eze (2021) explored how gender-balanced advertising affects brand perception and customer loyalty among university students. The research showed that advertisements that reflect equitable gender roles tend to create a sense of authenticity and trust. This, in turn, positively influenced satisfaction, as consumers felt more aligned with brands that represent societal progress and inclusivity. The study emphasized the importance of avoiding exaggerated gender traits and instead promoting realistic and diverse portrayals.
A recent study by Musa and Ibrahim (2022) examined the role of gender sensitivity in digital advertisements and its influence on customer satisfaction in Northern Nigeria. The research revealed that advertisements which respect cultural nuances while avoiding gender bias contribute to higher consumer engagement and satisfaction. Respondents reported that when they see themselves fairly represented in ads—without sexist undertones—they are more likely to trust and support the brand.

Another relevant study by Williams and Tunde (2023) focused on the effect of gender diversity in advertising casting. The study demonstrated that consumers responded more favorably to brands that showcased diversity in gender roles, including non-binary and gender-neutral representations. The inclusive approach led to higher levels of customer satisfaction, especially among younger, socially aware consumers who value diversity and equality in media.
Finally, Adeola and Hassan (2023) explored how the use of gendered messaging in beauty product advertising affects customer satisfaction. The findings indicated that female customers were more satisfied with advertisements that celebrated individuality and self-expression rather than idealized beauty standards. Conversely, ads that emphasized unrealistic gender expectations led to dissatisfaction and skepticism toward the product.



















CHAPTER THREE
METHODOLOGY
3.0. Introduction  
Research is a systematic process aimed at finding reliable solutions to problems through planned data collection, analysis, and interpretation. This chapter outlines the methods to be employed to achieve the objectives of this study. It details the data collection methods, sampling procedures, and data analysis techniques to be used in analyzing gender representation in advertising and its effects on customer satisfaction.
3.1. Research Design  
According to Bets (2021), a research design integrates various research components, employing data collection and analysis techniques to address research questions logically. This study adopts a quantitative research design to obtain objective and generalizable responses from participants. The quantitative approach is suitable because it provides measurable insights into how gender representation in advertising influences customer satisfaction, enabling the researcher to make objective, data-driven conclusions. As Fleetwood (2022) notes, quantitative research involves collecting and analyzing numerical data to test relationships, make predictions, and generalize findings to a larger population. This design is appropriate for this study as it allows for the collection of quantifiable data on customer perceptions and satisfaction levels.
3.2. Research Method  
The descriptive survey method is used for this research. Bhat (2022) describes the research method as a process of characterizing the phenomenon under study. The descriptive survey method is appropriate for this study because it facilitates the collection of data to interpret the current state of gender representation in advertising and its impact on customer satisfaction. According to Longe (2021), a survey is a planned data collection method used to predict relationships between variables. This method is suitable as it enables the researcher to gather evidence from respondents to make generalizations about the study’s objectives.
3.3. Population of the Study  
Ravikiran (2023) defines a population as the entire group of individuals from which a researcher seeks to draw conclusions. For a comprehensive analysis of gender representation in advertising and its effects on customer satisfaction, the population of this study comprises consumers exposed to advertisements in ilorin metropolis, Nigeria. Ilorin population is estimated to be over 1,100,000 according to the Kwara state website 2025.. For this study, the target population is consumers aged 18 and above who engage with advertisements through various media platforms.


3.4. Sample Size and Sampling Technique  
Omni Convert (2020) defines sample size as the number of subjects included in a study, while Kibuacha (2021) notes that it represents a subset of the population selected for research. The sample size for this study is determined using purposive sampling techniques, which allow the researcher to select participants based on specific criteria relevant to the study. Given the large population of consumers in Ilorin metropolis, studying the entire population is impractical. Therefore, a sample size of 100 consumers will be selected. These respondents will be chosen based on their exposure to advertisements and willingness to participate, ensuring representation across demographics such as age, gender, and location.
3.5. Research Instrument  
This study employs a questionnaire as the primary research instrument. According to Hassan (2022), a questionnaire is a survey tool designed to collect information from individuals through structured questions. The questionnaire will be administered via Google Forms to ensure accessibility and ease of data collection. It is divided into two sections: Section A collects demographic information such as age, gender, and occupation, while Section B contains questions tailored to address the research objectives, focusing on perceptions of gender representation in advertising and customer satisfaction levels.
3.6. Validity of the Research Instrument  
Pattino and Ferreira (2018) define validity as the extent to which research results accurately represent true findings. To ensure the validity of the questionnaire, content validity will be established by submitting the instrument to the research supervisor for review and necessary adjustments. Feedback from the supervisor will be used to refine the questionnaire, ensuring that it measures the intended constructs related to gender representation and customer satisfaction accurately.
3.7. Reliability of the Research Instrument  
Mcleod (2023) describes reliability as the consistency of a research instrument. To ensure reliability, a test-retest technique will be employed, as suggested by Schiffer and Williams (2022), which measures the consistency of results when the same participants complete the questionnaire at different times. A pilot test will be conducted with a small group of respondents to assess the instrument’s reliability, and adjustments will be made to ensure consistent results across administrations.
3.8. Method of Administration of the Research Instrument  
Data for this study will be collected from primary and secondary sources. Primary data will be gathered through the distribution of questionnaires to respondents via Google Forms, shared through social media platforms and email. Secondary data will be sourced from relevant journals, books, and online resources related to gender representation in advertising and customer satisfaction. This dual approach ensures a comprehensive dataset for analysis.
3.9. Method of Data Analysis  
Data collected from respondents will be coded and analyzed using the Statistical Package for the Social Sciences (SPSS) Software Version 23. The software will be used to categorize data based on questionnaire responses, generating frequency tables, percentages, and other statistical representations to facilitate a clear understanding of the findings. This approach will enable the researcher to identify patterns and relationships between gender representation in advertising and customer satisfaction.




















CHAPTER FOUR
4.0. Data Analysis
Data analysis is a fundamental aspect of research, converting raw data into actionable insights to address research objectives. It involves organizing, summarizing, and interpreting data to draw logical and statistical conclusions. In this chapter, data collected from the questionnaire titled "Analysis of Gender Representation in Advertising and Its Effects on Customer Satisfaction" are presented in tables for clarity and comprehensive understanding. The analysis uses a simple percentage tabular presentation to facilitate interpretation of the primary data gathered from the field. All questionnaire items are analyzed in alignment with the research questions to evaluate gender representation in advertisements and its impact on customer satisfaction.
4.1. Analysis of Research Instrument
Data presentation involves organizing data into tables or other graphical formats to visually represent relationships within datasets, enabling informed decision-making. In this study, data are presented in tables according to the questionnaire items and responses. The questionnaire, comprising twenty (20) items across four sections (A, B, C, and D), was designed to answer research questions related to gender portrayal, customer perceptions, and satisfaction with advertising. A total of one hundred (100) copies of the questionnaire were distributed to respondents in Ilorin, Nigeria. All presentations are conducted using a simple percentage tabular format, with descriptive analysis techniques employed to interpret the contents of the tables.
DISTRIBUTION TABLE
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil



From the table above, all 100 distributed questionnaires were returned, with no discards or unreturned copies, indicating a 100% response rate. The respondents were students at the University of Ilorin, and all 100 questionnaires were analyzed, ensuring a robust dataset for this study.
4.2. Analysis of Questionnaire

SECTION A: DEMOGRAPHY OF THE RESPONDENTS
QUESTION 1: Gender?
TABLE I
	Responses
	Frequency
	Percentage (%) 

	Male
	55
	55%

	Female
	45
	40%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025 
From Table I, 55 respondents (55%) are male, while 45 respondents (45%) are female. This shows a relatively balanced gender distribution, with a slight male majority. The near-equal representation suggests that the responses reflect a diverse range of perspectives across both genders.
QUESTION 2: Age range?
TABLE 2
	Responses
	Frequency
	Percentage (%) 

	18-25
	30
	30%

	26-35
	50
	50%

	36-45
	15
	15%

	46 and above
	5
	5%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025 
From Table 2, 30 respondents (30%) fall within the 18–25 age range, 50 respondents (50%) are aged 26–35, 15 respondents (15%) are between 36–45, and 5 respondents (5%) are 46 and above. This indicates that the majority of respondents (80%) are between 18 and 35 years old, highlighting a predominantly young adult demographic. This age distribution suggests that the findings largely reflect the views and experiences of a digitally active and socially engaged population.

QUESTION 3: Educational Level?
TABLE 3
	Responses
	Frequency
	Percentage (%) 

	Secondary school 
	25
	25%

	Undergraduate 
	45
	45%

	Graduate 
	25
	25%

	Postgraduate 
	5
	5%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025 
From Table 3, 25 respondents (25%) have completed secondary school, 45 respondents (45%) hold an undergraduate qualification, 25 respondents (25%) are graduates, and 5 respondents (5%) have attained postgraduate education. This shows that a significant majority (70%) have attained tertiary education (undergraduate level or higher), indicating a well-educated respondent group whose views may be shaped by academic exposure and digital literacy.


QUESTION 4: Employment Status?
TABLE 4
	Responses
	Frequency
	Percentage (%) 

	Employed
	20
	20%

	Unemployed 
	20
	20%

	Student
	45
	45%

	Self employed 
	15
	15%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025 
From Table 4, 20 respondents (20%) are employed, another 20 respondents (20%) are unemployed, 45 respondents (45%) are students, and 15 respondents (15%) are self-employed. This indicates that nearly half of the respondents are students, suggesting that the data largely reflects the perspectives of a younger, possibly transitional population. The mix of employment statuses also highlights a diversity of economic and professional experiences within the sample.

QUESTION 5: How often do you watch advertisements?
TABLE 5
	Responses
	Frequency
	Percentage (%) 

	Rarely 
	30
	30%

	Occasionally 
	60
	60%

	Frequently 
	10
	10%

	Very frequently 
	0
	0%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025 
From Table 5, 30 respondents (30%) report that they rarely watch advertisements, while 60 respondents (60%) say they do so occasionally. Only 10 respondents (10%) watch advertisements frequently, and none report doing so very frequently. This suggests that the majority of respondents engage with advertisements on an infrequent basis, indicating a generally low level of active ad consumption, which may reflect ad avoidance behaviors or selective viewing habits.

4.3. Analysis of Questions Segment
SECTION B: 
QUESTION 6:  Advertisements often portray women in domestic or caregiving roles.
Table 6
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	35
	35%

	Agree
	20
	20%

	Neutral 
	15
	15%

	Strongly Disagree
	25
	25%

	Disagree 
	15
	15%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
From Table 6, 35 respondents (35%) strongly agree and 20 respondents (20%) agree that advertisements often portray women in domestic or caregiving roles, totaling 55% who recognize this stereotype. Meanwhile, 15 respondents (15%) are neutral, and 40 respondents (40%) (25 strongly disagree and 15 disagree) reject the notion. This indicates that while more than half acknowledge the persistence of gendered portrayals in advertising, a significant portion of respondents either do not perceive this trend or disagree with it, reflecting mixed opinions on how women are represented in media.

QUESTION 7:  Men are frequently depicted as authoritative or decision-makers in advertisements.
Table 7
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	50
	50%

	Agree
	40
	40%

	Neutral 
	9
	9%

	Strongly Disagree
	1
	1%

	Disagree 
	0
	0%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
From Table 7, 50 respondents (50%) strongly agree and 40 respondents (40%) agree that men are frequently depicted as authoritative or decision-makers in advertisements, totaling a substantial 90% who observe this trend. Meanwhile, 9 respondents (9%) are neutral, and only 1 respondent (1%) strongly disagrees, with no respondents disagreeing. This overwhelming consensus highlights a widely recognized pattern of gender representation in advertising, where men are predominantly shown in positions of power and authority.

QUESTION 8:  Advertisements in industries like fashion and cosmetics are more focused on women 
Table 8
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	50
	50%

	Agree
	40
	40%

	Neutral 
	9
	9%

	Strongly Disagree
	1
	1%

	Disagree 
	0
	0%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
From Table 8, 50 respondents (50%) strongly agree and 40 respondents (40%) agree that advertisements in industries like fashion and cosmetics are more focused on women, totaling 90% in agreement. Meanwhile, 9 respondents (9%) are neutral, and only 1 respondent (1%) strongly disagrees. This strong consensus suggests a widely held perception that these industries predominantly target and represent women, reinforcing traditional gender marketing trends in advertising.
QUESTION 9:  Gender diversity in advertisements has increased over the past few years.
Table 9
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	50
	50%

	Agree
	40
	40%

	Neutral 
	9
	9%

	Strongly Disagree
	1
	1%

	Disagree 
	0
	0%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
From Table 9, 50 respondents (50%) strongly agree and 40 respondents (40%) agree that gender diversity in advertisements has increased over the past few years, making up a substantial 90% in agreement. Meanwhile, 9 respondents (9%) are neutral, and only 1 respondent (1%) strongly disagrees, with no one disagreeing. This indicates a broad recognition of progress in gender representation within advertising, reflecting a growing awareness of and appreciation for more inclusive and diverse portrayals in media content.

QUESTION 10:  Stereotypical gender portrayals in advertisements reflect societal norms.
Table 10
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	36
	36%

	Agree
	24
	24%

	Neutral 
	10
	10%

	Strongly Disagree
	18
	18%

	Disagree 
	12
	12%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
From Table 10, 36 respondents (36%) strongly agree and 24 respondents (24%) agree that stereotypical gender portrayals in advertisements reflect societal norms, totaling 60% in agreement. Meanwhile, 10 respondents (10%) are neutral, and 30 respondents (30%) (18 strongly disagree and 12 disagree) reject this view. This indicates that a majority perceive advertising stereotypes as a mirror of societal expectations, though a significant minority challenge this perspective, suggesting differing opinions on the relationship between media representation and social norms.

QUESTION 11: Do you think inclusive gender portrayals make advertisements more relatable?
Table 11
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	86
	86%

	No
	14
	14%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025 
From Table 11, 86 respondents (86%) believe that inclusive gender portrayals make advertisements more relatable, while 14 respondents (14%) do not share this view. This overwhelming majority highlights the strong perception that diversity and inclusivity in advertising enhance audience connection and relevance, emphasizing the importance of representation in media content.

QUESTION 12: Have you ever purchased a product due to an advertisement’s inclusive representation?
Table 12
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	56
	56%

	No
	44
	44%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025
From Table 12, 56 respondents (56%) have purchased a product due to an advertisement’s inclusive representation, while 44 respondents (44%) have not. This indicates that over half of the respondents are influenced by inclusive advertising when making purchasing decisions, underscoring the impact that representation can have on consumer behavior.

QUESTION 13: Do you feel satisfied with brands that avoid gender stereotypes in their campaigns?
Table 13
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	87
	87%

	No
	13
	13%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025
From Table 13, 87 respondents (87%) feel satisfied with brands that avoid gender stereotypes in their campaigns, while 13 respondents (13%) do not. This strong majority demonstrates a clear preference for and appreciation of brands that promote more equitable and stereotype-free representations, highlighting the value consumers place on responsible advertising.

QUESTION 14:  Does inclusive advertising influence your perception of a brand’s values?
Table 14
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	96
	96%

	No
	4
	4%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025
From Table 14, 96 respondents (96%) agree that inclusive advertising influences their perception of a brand’s values, while only 4 respondents (4%) disagree. This overwhelming majority shows that inclusive representation plays a crucial role in shaping how consumers view a brand’s principles and ethics, emphasizing the importance of diversity in advertising for brand reputation.

QUESTION 15:  Have you ever been dissatisfied with advertisements promoting stereotypical gender roles?
Table 15
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	45
	45%

	No
	55
	55%

	Total
	100
	100%


GOOGLE FORM SURVEY, 2025
From Table 15, 45 respondents (45%) have been dissatisfied with advertisements promoting stereotypical gender roles, while 55 respondents (55%) have not. This suggests that nearly half of the respondents experience negative feelings toward gender-stereotyped advertising, indicating a considerable level of awareness and sensitivity to how gender roles are portrayed in media.

QUESTION 16 : Stereotypical gender portrayals in advertisements reinforce outdated societal norms.
 Table 16
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	67
	67%

	False
	33
	33%

	Total
	100
	100%


     GOOGLE FORM SURVEY, 2025 
 From Table 16, 67 respondents (67%) agree that stereotypical gender portrayals in advertisements reinforce outdated societal norms, while 33 respondents (33%) disagree. This majority perspective highlights a strong concern that traditional gender stereotypes in advertising continue to perpetuate old-fashioned social expectations, signaling a call for more progressive and updated representations in media.

QUESTION 17: Consumers are less likely to engage with advertisements that promote gender stereotypes.
     Table 17
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	89
	89%

	False
	11
	11%

	Total
	100
	100%


     GOOGLE FORM SURVEY, 2025
From Table 17, 89 respondents (89%) agree that consumers are less likely to engage with advertisements that promote gender stereotypes, while 11 respondents (11%) disagree. This overwhelming majority indicates that stereotypical portrayals can negatively impact consumer engagement, emphasizing the importance of moving towards more inclusive and stereotype-free advertising to attract and retain audience interest.

QUESTION 18: Stereotypical gender roles in advertising are more common in developing countries.
     Table 18
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	77
	77%

	False
	23
	23%

	Total
	100
	100%


      GOOGLE FORM SURVEY, 2025
From Table 18, 77 respondents (77%) believe that stereotypical gender roles in advertising are more common in developing countries, while 23 respondents (23%) disagree. This majority view suggests a perception that traditional gender stereotypes persist more strongly in advertising within developing regions, reflecting concerns about slower progress toward gender equality in media representation in these contexts.

QUESTION 19 : Advertisements that challenge gender stereotypes often attract more attention.
     Table 19
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	19
	19%

	False
	81
	81%

	Total
	100
	100%


       GOOGLE FORM SURVEY, 2025
From Table 19, only 19 respondents (19%) believe that advertisements challenging gender stereotypes often attract more attention, while a significant majority of 81 respondents (81%) disagree. This suggests that most respondents do not perceive stereotype-challenging ads as more attention-grabbing, indicating potential skepticism about the impact or visibility of such campaigns in the current advertising landscape.

QUESTION 20: Inclusive gender representation can improve a brand’s reputation.
     Table 20
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	86
	86%

	False
	14
	14%

	Total
	100
	100%


      GOOGLE FORM SURVEY, 2025
From Table 20, 86 respondents (86%) agree that inclusive gender representation can improve a brand’s reputation, while 14 respondents (14%) disagree. This strong majority highlights the belief that embracing diversity and inclusivity positively influences how a brand is perceived, underscoring the value of inclusive advertising in building brand equity.

4.3. Analysis of Research Questions
Question I: What are the dominant trends in gender representation in advertising across various industries?  
Tables VI, VII, VIII, IX, and X answer this research question.  
Table VI: 55 (55%) of respondents (35% strongly agree, 20% agree) acknowledge that advertisements often portray women in domestic or caregiving roles, indicating a persistent trend of gendered stereotypes in advertising.  
Table VII: 90 (90%) of respondents (50% strongly agree, 40% agree) note that men are frequently depicted as authoritative or decision-makers, highlighting a dominant trend of portraying men in positions of power across industries.  
Table VIII: 90 (90%) of respondents (50% strongly agree, 40% agree) agree that advertisements in industries like fashion and cosmetics are more focused on women, reflecting a trend of targeting women in specific sectors.  
Table IX: 90 (90%) of respondents (50% strongly agree, 40% agree) recognize increased gender diversity in advertisements over recent years, suggesting a growing trend toward more inclusive representations across industries.  
Table X: 60 (60%) of respondents (36% strongly agree, 24% agree) believe stereotypical gender portrayals reflect societal norms, indicating that while progressive trends are emerging, traditional gender roles remain prevalent in advertising.  
Question II: How do inclusive gender portrayals influence customer satisfaction and purchasing decisions?  
Tables XI, XII, XIII, XIV, and XX answer this research question.  
Table XI: 86 (86%) believe inclusive gender portrayals make advertisements more relatable, suggesting that inclusivity enhances customer satisfaction by fostering a stronger connection with the audience.  
Table XII: 56 (56%) have purchased a product due to an advertisement’s inclusive representation, indicating that inclusive portrayals directly influence purchasing decisions.  
Table XIII: 87 (87%) feel satisfied with brands that avoid gender stereotypes, highlighting that inclusive campaigns significantly boost customer satisfaction.  
Table XIV: 96 (96%) agree that inclusive advertising influences perceptions of a brand’s values, implying that inclusive portrayals enhance satisfaction by aligning with consumers’ ethical expectations.  
Table XX: 86 (86%) believe inclusive gender representation improves a brand’s reputation, suggesting that inclusive campaigns contribute to higher customer satisfaction and positively influence purchasing behavior.  
Question III: What are consumers’ perceptions of advertisements with stereotypical gender roles?  
Tables VI, VII, X, XV, XVI, and XVII answer this research question.  
Table VI: 55 (55%) agree that advertisements often portray women in domestic or caregiving roles, while 40 (40%) disagree or are neutral, indicating mixed perceptions but a significant recognition of stereotypical portrayals.  
Table VII: 90 (90%) agree that men are frequently shown as authoritative or decision-makers, reflecting a widely held perception of male stereotypes in advertising.  
Table X: 60 (60%) believe stereotypical gender portrayals reflect societal norms, suggesting that many consumers see these portrayals as a mirror of traditional expectations, though 30% disagree, indicating some resistance.  
Table XV: 45 (45%) have been dissatisfied with advertisements promoting stereotypical gender roles, showing that nearly half of consumers view such portrayals negatively.  
Table XVI: 67 (67%) agree that stereotypical gender portrayals reinforce outdated societal norms, highlighting a critical perception that these ads perpetuate regressive values.  
Table XVII: 89 (89%) believe consumers are less likely to engage with advertisements promoting gender stereotypes, indicating a strong negative perception that impacts engagement.  
Question IV: What strategies can advertisers adopt to enhance customer satisfaction through gender-sensitive campaigns?  
Tables XI, XIII, XIV, XVII, XIX, and XX answer this research question.  
Table XI: 86 (86%) find inclusive gender portrayals more relatable, suggesting that advertisers should prioritize inclusive representations to enhance audience connection and satisfaction.  
Table XIII: 87 (87%) are satisfied with brands avoiding gender stereotypes, indicating that advertisers should adopt stereotype-free campaigns to boost customer approval.  
Table XIV: 96 (96%) agree that inclusive advertising shapes positive perceptions of brand values, recommending that advertisers align campaigns with inclusive values to enhance trust and satisfaction.  
Table XVII: 89 (89%) believe consumers are less likely to engage with stereotypical ads, suggesting that avoiding stereotypes is critical to maintaining engagement and satisfaction.  
Table XIX: Only 19 (19%) believe ads challenging gender stereotypes attract more attention, indicating a challenge but also an opportunity for advertisers to create bold, innovative campaigns that gradually shift perceptions.  
Table XX: 86 (86%) agree that inclusive gender representation improves brand reputation, recommending that advertisers use diverse and equitable portrayals to build brand loyalty and satisfaction.  
4.4. Discussion of Findings  
This study examines "Analysis of Gender Representation in Advertising and Its Effects on Customer Satisfaction" in Nigeria, based on a survey of 100 respondents with a 100% response rate, providing a robust dataset. The findings offer significant insights into dominant trends in gender representation, the influence of inclusive portrayals on customer satisfaction and purchasing decisions, consumer perceptions of stereotypical gender roles, and strategies for enhancing satisfaction through gender-sensitive campaigns. The respondents, predominantly young (80% aged 18–35, Table II), students (45%, Table IV), and well-educated (70% with tertiary education, Table III), reflect a digitally active and socially aware demographic, making their perspectives particularly relevant for understanding modern advertising dynamics.
The findings reveal a complex landscape of gender representation in advertising, characterized by both persistent stereotypes and emerging inclusivity. A significant 55% of respondents agree that advertisements often portray women in domestic or caregiving roles (Table VI), and 90% note that men are frequently depicted as authoritative or decision-makers (Table VII), highlighting the persistence of traditional gender stereotypes across industries. Additionally, 90% confirm that sectors like fashion and cosmetics predominantly target women (Table VIII), reinforcing gendered marketing trends. These findings align with global research indicating that advertising often mirrors societal norms, perpetuating traditional gender roles (Eisend, 2010). However, 90% of respondents also recognize increased gender diversity in advertisements over recent years (Table IX), suggesting a shift toward more inclusive representations, particularly in progressive markets. This duality—traditional stereotypes coexisting with growing inclusivity—reflects a transitional phase in advertising, as noted in studies on evolving gender portrayals (Knoll et al., 2011). The perception that stereotypical portrayals reflect societal norms (60%, Table X) further underscores the influence of cultural expectations on advertising content, though a notable 30% disagree, indicating growing awareness of and resistance to outdated norms.
Inclusive gender portrayals significantly enhance customer satisfaction and influence purchasing behavior. A striking 86% of respondents find inclusive advertisements more relatable (Table XI), and 87% express satisfaction with brands that avoid gender stereotypes (Table XIII), suggesting that inclusivity fosters stronger audience connections and approval. This is consistent with research showing that inclusive advertising enhances brand relatability and loyalty (Åkestam et al., 2017). Furthermore, 56% of respondents have purchased products due to inclusive representations (Table XII), demonstrating a direct impact on consumer behavior. The overwhelming 96% who agree that inclusive advertising shapes positive perceptions of brand values (Table XIV) and 86% who believe it improves brand reputation (Table XX) highlight the critical role of inclusivity in building trust and satisfaction. These findings align with studies on the economic benefits of inclusive marketing, where brands embracing diversity see improved consumer engagement and sales (WARC, 2020). The strong preference for inclusive portrayals among this young, educated demographic suggests that advertisers must prioritize diversity to meet evolving consumer expectations.
Consumer perceptions of stereotypical gender roles in advertising are largely negative, reflecting growing sensitivity to outdated portrayals. While 55% acknowledge the prevalence of women in domestic roles (Table VI) and 90% recognize men as authoritative figures (Table VII), 45% express dissatisfaction with such stereotypical portrayals (Table XV). Additionally, 67% agree that these portrayals reinforce outdated societal norms (Table XVI), and 89% believe consumers are less likely to engage with stereotypical ads (Table XVII), indicating a strong rejection of traditional gender roles. These findings resonate with research highlighting consumer fatigue with stereotypes, particularly among younger audiences who value authenticity (Grau & Zotos, 2016). The perception that stereotypical portrayals are more common in developing countries (77%, Table XVIII) suggests that cultural and societal norms in Nigeria may amplify these trends, posing challenges for progressive advertising. However, only 19% believe ads challenging stereotypes attract more attention (Table XIX), indicating a potential gap in the visibility or impact of such campaigns, possibly due to entrenched cultural expectations or limited exposure to innovative advertising.
The findings underscore several strategies for advertisers to enhance customer satisfaction through gender-sensitive campaigns. The high relatability (86%, Table XI) and satisfaction (87%, Table XIII) associated with inclusive portrayals suggest that advertisers should prioritize diverse and equitable representations to connect with audiences. Avoiding stereotypes is critical, as 89% note reduced engagement with stereotypical ads (Table XVII). Advertisers can leverage collaborations with diverse influencers and incorporate real-life stories to enhance authenticity and relatability, aligning with the 96% who value inclusive brand values (Table XIV). The belief that inclusive representation improves brand reputation (86%, Table XX) further supports the adoption of campaigns that reflect diverse gender identities. However, the challenge lies in overcoming cultural barriers, as 77% perceive stereotypical portrayals as more common in developing countries (Table XVIII). Advertisers should conduct regular audience research to align campaigns with evolving values and train creative teams in gender sensitivity to craft culturally relevant, stereotype-free content (Table XVI, XVII). These strategies align with best practices in inclusive advertising, which emphasize authenticity and cultural awareness to build consumer trust and loyalty (HBR, 2019).  
The study highlights a dual landscape in Nigerian advertising, where traditional gender stereotypes persist alongside growing inclusivity, reflecting societal norms and evolving expectations. Inclusive gender portrayals significantly enhance customer satisfaction and drive purchasing decisions, with consumers favoring brands that avoid stereotypes and align with diverse values. Negative perceptions of stereotypical portrayals underscore the need for advertisers to adopt gender-sensitive campaigns to maintain engagement and trust. Recommended strategies include prioritizing inclusivity, avoiding stereotypes, leveraging diverse narratives, and aligning with cultural sensitivities through audience research. These findings emphasize the importance of gender-sensitive advertising in fostering customer satisfaction and brand loyalty, particularly among young, educated consumers in Nigeria, while navigating cultural challenges to drive meaningful change in media representation.




















CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION

5.1. SUMMARY  
This research study, titled "Analysis of Gender Representation in Advertising and Its Effects on Customer Satisfaction," was structured into five comprehensive chapters to systematically investigate how gender portrayals in advertising influence consumer perceptions and satisfaction in Ilorin, Nigeria.  
Chapter One introduced the study, highlighting the pivotal role of advertising in shaping consumer behavior and societal norms, particularly through gender representations. It discussed the persistence of stereotypical portrayals despite growing calls for inclusivity, emphasizing their impact on customer satisfaction. The chapter outlined the statement of the problem, research objectives, research questions, significance, scope, limitations, and definitions of key terms.  
Chapter Two provided a literature review, establishing a conceptual framework that defined advertising, its purposes, types, and the concept of gender representation. It anchored the study on Social Learning Theory, which explains how consumers internalize gender norms through media exposure. Empirical studies were reviewed, highlighting the link between inclusive gender portrayals and enhanced customer satisfaction, while noting the persistence of stereotypes in Nigerian advertising.  
Chapter Three detailed the research methodology, adopting a quantitative research design with a descriptive survey method. The population comprised consumers in Ilorin, with a sample size of 100 respondents selected through purposive sampling. Data were collected using a questionnaire administered via Google Forms, validated by experts, and tested for reliability via a test-retest method. Data analysis utilized the Statistical Package for Social Sciences (SPSS) to generate descriptive statistics.  
Chapter Four presented and analyzed data from 100 respondents, predominantly young (80% aged 18–35), students (45%), and well-educated (70% with tertiary education). The findings revealed persistent gender stereotypes, with 55% noting women portrayed in domestic roles and 90% observing men as authoritative figures. However, 90% acknowledged increased gender diversity in recent years. Inclusive portrayals significantly enhanced customer satisfaction, with 86% finding them relatable, 87% satisfied with stereotype-free brands, and 56% making purchases due to inclusivity. Conversely, 45% expressed dissatisfaction with stereotypical portrayals, and 89% noted reduced engagement with such ads. The chapter highlighted strategies like prioritizing inclusivity and avoiding stereotypes to boost satisfaction, though cultural barriers in developing countries (77%) pose challenges.  
Chapter Five summarizes the findings from Chapters One to Four, draws conclusions based on the research objectives, and provides recommendations to enhance gender-sensitive advertising and customer satisfaction in Ilorin.  

5.2. CONCLUSION  
This study investigated the prevalence of gender representations in advertising, their impact on customer satisfaction, consumer perceptions of stereotypical portrayals, and strategies for gender-sensitive campaigns. The findings confirm that stereotypical gender portrayals remain prevalent, with 55% of respondents noting women in domestic roles and 90% observing men as authoritative figures, reflecting societal norms (60%). Specific industries, like fashion and cosmetics, heavily target women (90%), reinforcing gendered marketing trends. However, a significant shift toward inclusivity is evident, with 90% recognizing increased gender diversity in recent advertisements, indicating a transitional phase in Nigerian advertising.  
Inclusive gender portrayals profoundly influence customer satisfaction and purchasing behavior. An overwhelming 86% find inclusive ads relatable, 87% are satisfied with brands avoiding stereotypes, and 56% have purchased products due to inclusive representations. Additionally, 96% agree that inclusive advertising shapes positive perceptions of brand values, and 86% believe it enhances brand reputation, underscoring inclusivity’s role in fostering trust and loyalty. These findings align with Social Learning Theory, as consumers internalize progressive gender portrayals, leading to positive emotional responses and stronger brand connections.  
Consumer perceptions of stereotypical gender roles are largely negative, with 45% expressing dissatisfaction with such portrayals and 67% agreeing they reinforce outdated norms. A striking 89% believe consumers are less likely to engage with stereotypical ads, highlighting a demand for authenticity and inclusivity, particularly among young, educated respondents. The perception that stereotypes are more common in developing countries (77%) suggests cultural barriers slow progress toward equitable representations in Nigeria, necessitating culturally sensitive approaches. Notably, only 19% believe ads challenging stereotypes attract more attention, indicating a need for more impactful, innovative campaigns to shift perceptions.  
The study identifies key strategies for enhancing customer satisfaction through gender-sensitive advertising. Prioritizing inclusivity, avoiding stereotypes, and aligning campaigns with diverse values are critical, as supported by high relatability (86%) and satisfaction (87%) with inclusive ads. Advertisers should leverage diverse narratives and conduct audience research to address cultural nuances, given the 77% perception of persistent stereotypes in developing contexts. These strategies can build trust and engagement, particularly among Ilorin’s young, socially conscious consumers.  
In conclusion, while stereotypical gender portrayals persist in Nigerian advertising, inclusive representations significantly enhance customer satisfaction and brand loyalty. Negative perceptions of stereotypes and cultural barriers underscore the need for progressive, gender-sensitive campaigns. By adopting inclusive strategies and navigating cultural expectations, advertisers can foster stronger consumer connections, improve brand reputation, and contribute to gender equity in media.  

5.3. RECOMMENDATION  
Based on the findings of this study, the following recommendations are proposed to enhance customer satisfaction through gender-sensitive advertising in Ilorin:  
1. rands should feature diverse and equitable gender portrayals, including non-binary and gender-neutral identities, to enhance relatability and satisfaction.
2. Advertisers must eliminate traditional gender stereotypes, to maintain consumer trust and satisfaction.  
3. Regulatory bodies and brands should launch campaigns educating advertisers and consumers on the benefits of inclusive advertising.
4. Brands should partner with influencers reflecting diverse gender identities to create authentic, relatable campaigns.
5. Further studies, including focus groups and interviews, should explore cultural nuances and consumer preferences to refine gender-sensitive advertising strategies, complementing the quantitative insights of this study.

INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY 
DEPARTMENT OF MASS COMMUNICATION 
KWARA STATE POLYTECHNIC, ILORIN, KWARA STATE, NIGERIA 

QUESTIONNAIRE
Dear Respondent,
I am a final year student of Kwara State Polytechnic, I am conducting research on the topic: ANALYSIS OF GENDER REPRESENTATION IN ADVERTISING AND ITS EFFECTS ON CUSTOMERS SATISFACTION. All information disclosed will be treated as confidential and shall be used solely for the purpose of this research.
Thank you.
SECTION A: DEMOGRAPHIC DATA
1. Gender: (     ) Male  (     ) Female
2. Age Range: (     ) 18–25 years  (     ) 26–35 years  (     ) 36–45 years  (     ) Above 45 years
3. Educational Level: (     ) Secondary School  (     ) Undergraduate  (     ) Graduate  (     ) Postgraduate
4. Employment Status: (     ) Employed  (     ) Unemployed  (     ) Student  (     ) Self-employed
SECTION B
5. How often do you watch advertisements?
            Rarely  (     ) Occasionally  (     ) Frequently  (     ) Very Frequently (     )
6. Advertisements often portray women in domestic or caregiving roles.
          Strongly Agree  (     ) Agree  (     ) Neutral  (     ) Disagree  (     ) Strongly Disagree (     )
7. Men are frequently depicted as authoritative or decision-makers in advertisements.
          Strongly Agree  (     ) Agree  (     ) Neutral  (     ) Disagree  (     ) Strongly Disagree (     )
8. Advertisements in industries like fashion and cosmetics are more focused on women (     )
          Strongly Agree  (     ) Agree  (     ) Neutral  (     ) Disagree  (     ) Strongly Disagree (     )
9. Gender diversity in advertisements has increased over the past few years.
         Strongly Agree  (     ) Agree  (     ) Neutral  (     ) Disagree  (     ) Strongly Disagree (     )
10. Stereotypical gender portrayals in advertisements reflect societal norms.
        Strongly Agree  (     ) Agree  (     ) Neutral  (     ) Disagree  (     ) Strongly Disagree (     )
SECTION C
11. Do you think inclusive gender portrayals make advertisements more relatable?
 Yes  (     ) No (     )
12. Have you ever purchased a product due to an advertisement’s inclusive representation?
       Yes  (     ) No (     )
13. Do you feel satisfied with brands that avoid gender stereotypes in their campaigns?
      Yes  (     ) No (     )
14. Does inclusive advertising influence your perception of a brand’s values?
      Yes  (     ) No(     )
15. Have you ever been dissatisfied with advertisements promoting stereotypical gender roles?
      Yes  (     ) No (     )
SECTION D
16. Stereotypical gender portrayals in advertisements reinforce outdated societal norms.
     True  (     ) False (     )
17. Consumers are less likely to engage with advertisements that promote gender stereotypes.
      True  (     ) False
18. Stereotypical gender roles in advertising are more common in developing countries.
      True  (     ) False
19. Advertisements that challenge gender stereotypes often attract more attention.
      True  (     ) False
20. Inclusive gender representation can improve a brand’s reputation.
      True  (     ) False




























