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ABSTRACT
This study investigates the effect of social media on public health awareness campaigns for disease prevention, with a focus on how platforms such as Facebook, Twitter, Instagram, and WhatsApp contribute to shaping public knowledge, attitudes, and practices regarding health-related issues. In the wake of increased internet penetration and the growing reliance on digital communication, social media has emerged as a crucial tool for health communication, especially in disseminating timely and accessible information about disease prevention. The research employed a descriptive survey method, using structured questionnaires distributed to 100 respondents drawn from a cross-section of the public. Data were analyzed using descriptive statistics to identify patterns in media usage, engagement with health content, and perceived impact on individual health behaviors. Findings revealed that social media significantly enhances public health awareness by offering real-time updates, interactive educational content, and direct access to health professionals and organizations. However, the study also identified challenges, such as misinformation, low digital literacy among certain populations, and inconsistent follow-through on health guidance. The study concludes that while social media is a powerful tool for public health campaigns, its effectiveness depends on content credibility, audience engagement strategies, and collaboration with trusted health authorities. Recommendations include increased investment in digital literacy, regulatory oversight of health-related content, and the strategic use of social media influencers and platforms in public health promotion.
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
The portrayal of gender in advertising has deep historical roots, shaped by cultural norms, societal expectations, and economic interests. As scholars such as Kilbourne (2019) and Tuchman (2022) have highlighted, the use of gender stereotypes in advertising is not a recent phenomenon but has evolved over time. The early 20th century witnessed the emergence of gendered advertising, with women often depicted in domestic roles and men in positions of authority. This historical context underscores the importance of examining the trajectory of gender representation in advertising to comprehend its contemporary manifestations.
Moreover, the economic shifts and societal changes of the mid-20th century brought about alterations in gender roles, influencing advertising practices. The feminist movement of the 1960s and 1970s challenged traditional gender norms, prompting advertisers to reconsider their approaches. This intersection of societal shifts and advertising strategies is a crucial aspect of the background to this study. Research by Cortese (2018) emphasizes the reciprocal relationship between media representation and societal attitudes, highlighting the need to explore how changing gender dynamics have been reflected in newspaper advertisements.
The advent of the digital age in the late 20th century further transformed advertising landscapes, introducing new platforms and challenges. As newspapers adapted to digital formats, the dynamics of gender representation in advertising underwent further changes. Research by Dines and Humez (2021) suggests that while digital platforms offer new opportunities for diverse portrayals, they also present risks of perpetuating harmful stereotypes. Thus, the historical context sets the stage for a nuanced examination of the evolving interplay between gender, society, and advertising in the contemporary newspaper landscape.
Building on the historical context, the examination of gender stereotypes in newspaper advertisements must also consider the theoretical frameworks that have shaped discussions in this field. Communication and media theories, such as cultivation theory (Gerbner et al., 2022) and agenda-setting theory (Shaw, 2012), provide lenses through which researchers can analyze the impact of repetitive and agenda-driven portrayals of gender in advertising. These theories underscore the power of media in shaping perceptions and constructing social reality, emphasizing the need to scrutinize the implicit messages conveyed through newspaper advertisements.
Moreover, the technological advancements that have facilitated the globalization of media have concurrently enabled consumers to actively engage with content. The rise of social media platforms as spaces for discourse and activism has created a dynamic feedback loop between advertisers and the public. Research by Van Dijk (2023) on media and power dynamics elucidates how social media amplifies the influence of advertisements, making them subject to immediate and widespread critique. This interactive dimension adds a layer of complexity to the study, necessitating an exploration of how public discourse on social media both reflects and challenges gender stereotypes in newspaper advertisements.
The economic considerations within the advertising industry also play a pivotal role in understanding the perpetuation of gender stereotypes. As advertisers seek to appeal to target demographics and maximize profits, they may resort to reinforcing conventional gender roles to align with perceived market expectations. Insights from economic theories, such as the market segmentation concept (Kotler, 1980), illuminate the strategic considerations that underpin advertising decisions. Examining these economic dimensions is integral to grasping why gender stereotypes persist in newspaper advertisements and exploring potential avenues for change.
Furthermore, psychological perspectives, particularly the impact of media on individual cognitive processes, provide valuable insights. Bandura's social cognitive theory (2016) posits that individuals learn from observing role models, suggesting that repeated exposure to certain gender portrayals in advertisements could contribute to the internalization of stereotypes. This research work is set to investigate the use of gender stereotypes in newspaper advertisement. 
1.2	Statement of the Problem 
The persistent use of gender stereotypes in newspaper advertisements poses a multifaceted challenge with far-reaching implications for societal perceptions, equality, and inclusivity. Despite significant strides towards gender equality in various facets of society, the advertising industry remains a bastion where archaic stereotypes often thrive. This study seeks to address the profound issue of gender stereotyping in newspaper advertisements by acknowledging it as a societal problem that extends beyond mere portrayals in print media. The crux of the problem lies in the potential reinforcement and perpetuation of harmful gender norms, limiting the aspirations and self-perception of individuals while contributing to the broader tapestry of unequal power dynamics and expectations.
The prevalence of gender stereotypes in newspaper advertisements also presents a substantial challenge to efforts aimed at fostering diversity and inclusivity. By perpetuating traditional gender roles and reinforcing narrow ideals of beauty and behavior, these advertisements contribute to a culture that marginalizes and restricts individuals based on their gender identity. This problem is not confined to a particular region or demographic but permeates global media, influencing attitudes and behaviors across diverse societies. Recognizing the depth and scope of this problem is the first step toward devising effective strategies to address and rectify the impact of gender stereotypes in newspaper advertisements. It is against these backdrops the researcher plans to conduct an analysis of the use of gender stereotypes in newspaper advertisement.


1.3	Objectives of the Study 
The primary objective of this research is to critically analyze the use of gender stereotypes in newspaper advertisements. Specific objectives include:
i. To examine the historical evolution of gender portrayal in newspaper advertising.
ii. To identify and analyze prevalent gender stereotypes in contemporary newspaper advertisements.
iii. To explore potential strategies for mitigating or challenging gender stereotypes in newspaper advertising.
1.4	Research Questions
To guide the investigation, the following research questions will be addressed:
i. How have gender stereotypes evolved in newspaper advertisements over time?
ii. What are the dominant gender stereotypes present in contemporary newspaper advertisements?
iii. What strategies can be employed to challenge or mitigate gender stereotypes in newspaper advertising?
1.5	Scope of the Study 
This study focuses specifically on gender stereotypes in newspaper advertisements, limiting its scope to printed media with special reference to Punch Newspaper. The analysis will cover a defined time frame of 2020-2023, allowing for a concentrated exploration of trends and shifts in gender representation. Geographically, the study will concentrate on Ilorin Metropolis, acknowledging that cultural nuances may influence the prevalence and nature of gender stereotypes in advertising.
1.6	Significance of the Study 
Understanding the significance of investigating gender stereotypes in newspaper advertisements requires an appreciation of its broader societal implications. Firstly, this study holds relevance in contributing to the ongoing discourse on gender equality and representation. By shedding light on the perpetuation of stereotypes in a prominent medium like newspapers, the research aims to fuel discussions that can lead to systemic changes in advertising practices. Addressing these stereotypes is not only a matter of rectifying a skewed representation but also a step towards fostering a more inclusive society where individuals are not confined by rigid gender norms.
Secondly, the significance of this study extends to the economic and business domains. Advertisers and marketers heavily influence consumer perceptions and purchasing decisions. An understanding of the impact of gender stereotypes on consumer behavior can have direct implications for businesses, urging them to reassess their strategies. In doing so, this research may guide businesses toward more ethical and socially responsible advertising practices, aligning their brands with contemporary values and expectations.
Thirdly, the study holds importance for policymakers aiming to create legislation or guidelines that promote gender-sensitive advertising. Legislative frameworks have the potential to influence industry standards and practices. By providing empirical evidence on the prevalence and impact of gender stereotypes in newspaper advertisements, this research equips policymakers with valuable insights to craft regulations that encourage responsible and equitable advertising.
Lastly, the significance of the study extends to academia, providing a foundation for future research endeavors. As the media landscape evolves, so do the nuances of gender representation. This study, by delving into the specifics of newspaper advertising, adds a nuanced layer to the broader scholarship on gender in media. It serves as a potential springboard for further research, allowing scholars to deepen their understanding of the intersection between media, gender, and societal norms in the evolving landscape of communication.
1.7	Definition of Terms 
1. Gender Stereotypes: Refers to preconceived and oversimplified beliefs or expectations about the roles, behaviors, and attributes deemed appropriate for individuals based on their gender. In the context of this study, gender stereotypes encompass societal norms and expectations often perpetuated through newspaper advertisements.
2. Newspaper Advertisements: Refers to promotional content disseminated through printed newspapers. This includes display ads, classifieds, and advertorials, each serving as a platform for conveying messages to a wide readership. The study focuses on analyzing gender stereotypes within the visual and textual elements of these advertisements.
3. Media Representation: Denotes the portrayal of individuals, groups, or concepts within media forms such as newspapers. In this study, media representation specifically examines how gender is depicted in newspaper advertisements, considering the visual imagery, language, and narratives employed by advertisers.
4. Gender Equality: The principle advocating for equal rights, opportunities, and treatment regardless of gender. In the context of this study, gender equality serves as a benchmark for evaluating the fairness and inclusivity of representations within newspaper advertisements.
5. Societal Constructs: The collective beliefs, values, and norms that shape the functioning of a society. Within the scope of this study, societal constructs refer to the broader cultural context influencing the creation and reception of gender stereotypes in newspaper advertisements.
6. Media Influence: The impact that media, including newspapers, can have on shaping public opinion, attitudes, and behaviors. In this study, media influence is explored concerning how newspaper advertisements contribute to the reinforcement or challenge of gender stereotypes.


CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review 
2.1.1	Evolution of Gender Stereotypes in Advertising
The roots of gender stereotypes in advertising can be traced back to the early days of print media. Icons such as the "Gibson Girl" in the late 19th and early 20th centuries epitomized societal ideals of femininity, projecting an image of the "new woman" who navigated both domestic and public spheres (Peiss, 2016. This era marked the establishment of gendered archetypes in advertising, laying the foundation for the evolution of gender stereotypes. Notably, these early portrayals often reflected and reinforced prevailing societal norms, defining women's roles primarily within the context of the home.
As the 20th century progressed, the influence of wars and societal changes significantly impacted gender representations in advertising. The post-World War II era witnessed the emergence of the suburban housewife as a dominant figure, reflecting the societal shift towards a more traditional family structure (Lears, 2021). Advertising played a pivotal role in constructing and perpetuating this image, contributing to the reinforcement of gender roles. The visual and textual elements in advertisements during this period reinforced the notion of women as caretakers and men as breadwinners, reflecting and, in turn, shaping societal expectations.
The revolutions in gender portrayals during the mid-20th century marked a turning point in advertising. The feminist movement of the 1960s and 1970s challenged traditional gender norms, prompting advertisers to reevaluate their strategies (Courtney & Whipple, 2013). This period saw a shift towards more progressive representations, attempting to break away from the rigid stereotypes that had dominated earlier decades. Advertisements started portraying women in professional roles and challenging traditional norms, albeit often in a way that still fell short of true gender equality.
The late 20th century, with its technological transformations and the advent of digital media, introduced new complexities to the evolution of gender stereotypes in advertising. The shift towards digital platforms provided advertisers with novel opportunities for diverse portrayals, yet it also brought about challenges. The hyper-visual nature of digital advertising and the commodification of beauty contributed to the persistence of certain stereotypes, particularly in the portrayal of women (Dines &Humez, 2011). This digital shift signaled a new chapter in the ongoing narrative of gender representation, prompting the need for a nuanced examination of how advertising continues to shape and reflect societal expectations.
In summary, the evolution of gender stereotypes in advertising is deeply rooted in historical contexts, shaped by societal changes, and influenced by economic and cultural dynamics. Early advertising archetypes set the stage for enduring tropes, while subsequent periods of social upheaval and technological advancements introduced both challenges and opportunities in the portrayal of gender. Understanding this evolution provides a crucial backdrop for comprehending the contemporary landscape of gender stereotypes in advertising.
2.1.2	The Visual Language of Newspapers: A Semiotic Analysis
The visual language employed in newspaper advertisements plays a pivotal role in shaping the narratives surrounding gender. Semiotics, as a theoretical framework, allows us to dissect the complex layers of meaning embedded in the visual elements of these advertisements. According to Barthes (2014), semiotics enables the understanding of how signs and symbols contribute to the creation of meaning in communication. In the context of gender in newspaper advertisements, semiotic analysis becomes a powerful tool for uncovering the underlying messages conveyed through visuals.
Central to semiotic analysis is the concept of signs, which are comprised of signifiers (the visual or linguistic elements) and signifieds (the meanings associated with these elements). In gendered advertising, images of women adorned in domestic settings or men in authoritative roles act as signifiers, invoking culturally ingrained associations of gender roles (Williamson, 2018). For example, a woman depicted in a kitchen may signify traditional gender roles, reinforcing societal expectations.
The representation of bodies in advertisements is another key area of semiotic analysis. The male and female body are often presented in ways that reinforce normative ideals of beauty and attractiveness. This aligns with Berger's (2018) assertion that women are typically portrayed as objects of desire, perpetuating the notion that their primary value lies in their physical appearance. Such representations contribute to the objectification of women, reinforcing gender hierarchies (Mulvey, 2015).
Color symbolism is also a significant component of semiotic analysis in gendered advertisements. Colors are culturally coded, and their use can evoke specific emotions or associations. Pink, for instance, has long been associated with femininity, while blue is linked to masculinity. A semiotic examination of color choices in newspaper advertisements reveals the deliberate construction of gendered meanings (Eiseman, 2010). Analyzing these color codes provides insights into how advertisers utilize semiotic elements to reinforce traditional gender norms.
Moreover, the placement and framing of individuals within the visual space of advertisements convey power dynamics. Goffman's (2019) concept of the "gender display" is particularly relevant here, highlighting how individuals are positioned in relation to each other to communicate social roles and expectations. For instance, a man portrayed in a dominant stance may reinforce traditional notions of masculinity, whereas a woman in a submissive pose may perpetuate stereotypes of female passivity.
Semiotic analysis extends beyond individual elements to explore the overall composition and design of advertisements. Advertisers strategically arrange images, text, and whitespace to construct narratives. This becomes especially pertinent when examining the portrayal of relationships and interactions between genders. The juxtaposition of male and female figures within an advertisement can signify relational dynamics, reinforcing or challenging traditional norms (Kress & Van Leeuwen, 2016).
The analysis of facial expressions within advertisements adds another layer to semiotic interpretation. Facial expressions serve as communicative signs, conveying emotions and attitudes. The perpetuation of stereotypical emotions associated with gender, such as men being portrayed as assertive and women as nurturing, can be discerned through a semiotic lens. This aligns with the work of Ekman (2017) on the universality of facial expressions and their cultural interpretation.
Moving images in advertisements, such as those in video or animated formats often found online, introduce temporal elements to semiotic analysis. The sequencing of scenes and the dynamics of movement contribute additional layers to the construction of meaning (Stam, 2020). Analyzing the temporal dimension is crucial for understanding how gender narratives unfold and evolve over the course of an advertisement.
A semiotic analysis of the visual language of newspapers unveils the intricate ways in which advertisers encode and communicate gendered meanings. By dissecting the signs and symbols within advertisements, scholars can unravel the nuanced ways in which gender norms are perpetuated or challenged. This semiotic approach offers a rich framework for comprehending the visual narratives that shape societal perceptions of gender in newspaper advertisements.
2.1.3	Gender Representation in Newspaper Advertisements
Gender representation in newspaper advertisements has undergone significant transformations throughout history, reflecting the evolving dynamics of societal norms, cultural shifts, and the demands of the advertising industry. A historical analysis reveals that early advertisements often perpetuated traditional gender roles, depicting women as homemakers and men as providers. This is consistent with Erving Goffman's (2019) notion of "gender display," where individuals were portrayed in ways that aligned with stereotypical expectations, reinforcing existing power structures within society.
The mid-20th century witnessed notable changes in gender representation in newspaper advertisements, spurred by the feminist movement. Advertisers responded to the call for gender equality by featuring women in more diverse roles, breaking away from the confines of the domestic sphere (Cortese, 2018). This era marked a departure from overtly stereotypical depictions and an attempt to align advertisements with the changing societal landscape. However, it is important to note that while there was progress, women were often still portrayed in ways that adhered to certain beauty standards and societal expectations (Courtney & Whipple, 2023).
Technological advancements, particularly the shift towards digital media, brought about new challenges and opportunities in gender representation. Online newspapers and digital platforms allowed for more interactive and dynamic advertisements. However, the hyper-visual nature of digital advertising also intensified the pressure on adhering to narrow beauty ideals (Dines &Humez, 2021). The convergence of traditional and digital media landscapes further complicated the portrayal of gender, demanding a nuanced understanding of how these platforms intersect in shaping societal perceptions.
The representation of gender in newspaper advertisements is inherently tied to broader societal issues. Historical and cultural contexts influence how advertisers construct gender narratives. A cross-cultural analysis reveals variations in the portrayal of gender across different regions. What may be deemed acceptable or progressive in one cultural context could be perceived differently elsewhere (Courtney &Lockeretz, 2017). Acknowledging these nuances is crucial for understanding the complex interplay between advertising, culture, and gender norms.
Visual and textual elements in newspaper advertisements serve as powerful tools for constructing gender representations. Advertisers strategically choose images, colors, and language to convey specific messages about masculinity and femininity. Semiotic analysis helps unravel these choices, revealing the intentional construction of meaning in advertisements (Barthes, 2014). The semiotics of gender representation in newspapers provides insights into the subtle ways advertisers communicate and perpetuate societal expectations.
Moreover, the representation of LGBTQ+ individuals in newspaper advertisements has evolved over time. While early depictions often reinforced stereotypes or remained invisible, there is a growing trend towards more inclusive portrayals. Advertisers are increasingly recognizing the importance of representing diverse sexual orientations and gender identities (Kates& Shaw, 2011). This shift reflects broader societal changes in attitudes towards LGBTQ+ issues and underscores the role of advertising in shaping and reflecting social attitudes.
As newspapers continue to be a primary source of information and cultural influence, gender representation within their pages remains a crucial area of scrutiny. The examination of gender portrayals in newspaper advertisements is not merely an analysis of media content; it is an exploration of how societal values, expectations, and power dynamics are reflected and perpetuated through a powerful communicative medium. Understanding the nuances of gender representation in newspapers is essential for fostering a media landscape that is not only reflective of diverse identities but also contributes to the dismantling of harmful stereotypes.
2.1.4	Impact of Advertisement of Consumer Buying Behavior 
The influence of advertisements on consumer buying behavior is a subject of enduring interest for marketers, psychologists, and scholars alike. Advertising is a powerful tool that shapes perceptions, influences preferences, and ultimately guides purchasing decisions. Scholars such as Shimp (2021) argue that advertisements play a critical role in informing, persuading, and reminding consumers about products and services, thereby affecting their buying behavior.
One significant way in which advertisements impact consumer buying behavior is through the creation of brand awareness. Effective advertisements increase the visibility and recognition of a brand in the minds of consumers (Keller, 2023). The repeated exposure to a brand through various media channels, including newspapers, reinforces its presence in the consumer's memory. This heightened brand awareness, in turn, influences purchasing decisions when consumers are faced with choices in the market.
Moreover, advertisements often leverage emotional appeals to connect with consumers on a deeper level. Emotional advertising, as suggested by Ambler (2013), has the potential to create a lasting impression and foster a positive emotional association with a brand. For instance, an advertisement that evokes feelings of happiness or nostalgia may lead consumers to associate those positive emotions with the advertised product. Such emotional connections can significantly impact consumer preferences and influence their decision-making process (Rossiter& Percy, 2017).
The persuasive nature of advertisements is evident in their ability to shape consumer attitudes towards products and services. According to McGuire's (2019) information processing model, advertisements serve as a source of information that consumers use to form or reinforce attitudes. Positive attitudes towards a product or brand are more likely to result in favorable buying intentions. Thus, the messages conveyed through advertisements contribute to the formation of consumer attitudes, influencing their perceptions of the value and desirability of a product.
Furthermore, the role of social influence in consumer behavior cannot be overlooked. Advertisements often feature social scenarios and endorsements by celebrities or influencers to create a sense of social validation (Goldsmith & Clark, 2018). Consumers may be motivated to align their purchasing decisions with perceived societal norms or the preferences of admired figures. This social influence, whether explicit or implicit in advertisements, can significantly impact consumer choices.
The visual elements in advertisements, including imagery, color schemes, and design, also contribute to their impact on consumer buying behavior. Semiotic analysis, as proposed by Barthes (1964), helps unravel the meaning embedded in these visual elements. The aesthetics of an advertisement can evoke certain emotions or associations, influencing the perceived quality and appeal of a product (Childers et al., 2021). Consumers often make split-second judgments based on visual cues, highlighting the importance of the visual language in advertisements.
Moreover, the context in which advertisements are presented can shape consumer perceptions. The placement of an advertisement within a reputable newspaper or a contextually relevant section can enhance the credibility and trustworthiness of the promoted product (MacKenzie& Lutz, 2019). Consumers are more likely to be influenced by advertisements that are perceived as credible sources of information.
In conclusion, the impact of advertisements on consumer buying behavior is multi-faceted and intricate. From shaping brand awareness and attitudes to leveraging emotional appeals and social influence, advertisements play a pivotal role in guiding consumers through the decision-making process. Understanding the mechanisms through which advertisements influence consumer behavior is crucial for marketers seeking to create effective campaigns and build lasting connections with their target audience.
2.1.5	Consumer Behavior and the Influence of Gender Stereotypes
The impact of gender stereotypes on consumer behavior is a complex and multifaceted phenomenon that intertwines cultural, social, and psychological dimensions. Gender stereotypes embedded in advertisements have the potential to shape consumer perceptions, preferences, and purchasing decisions, influencing how individuals relate to products and brands.
Research by Eagly (2017) suggests that gender stereotypes contribute to the creation of distinct gender roles, shaping societal expectations regarding appropriate behaviors for men and women. Advertisements often reinforce these stereotypes, associating specific products or services with stereotypical gender attributes. For instance, household cleaning products may be marketed with images of women, reinforcing the traditional association between women and domestic responsibilities, while images of men might be used to promote products related to strength and outdoor activities (Goffman, 2019).
These gendered associations in advertisements can influence product preferences by aligning them with socially constructed gender norms. Consumers, consciously or subconsciously, may develop preferences for products that conform to their perceived gender identity or societal expectations (Dittmar, 2018). The reinforcement of gender stereotypes in advertising, therefore, becomes a crucial factor in shaping consumer attitudes towards specific products.
Moreover, the portrayal of gender roles in advertisements can impact the perceived relevance of products to individuals. Bem's Gender Schema Theory (1981) suggests that individuals develop cognitive schemas that guide their perceptions of what is appropriate for their gender. Advertisements that align with these gender schemas are more likely to resonate with consumers, increasing the perceived relevance of the advertised products (Martin & Gentry, 1997). This relevance, in turn, influences purchasing decisions as consumers are more inclined to choose products that align with their self-perceived gender identity.
The influence of gender stereotypes on consumer behavior extends to brand loyalty and engagement. Advertisements that perpetuate positive and empowering representations of genders can foster a sense of brand loyalty among consumers. Research by Kang and Lennon (2019) indicates that consumers are more likely to engage with and remain loyal to brands that challenge traditional gender norms and promote inclusivity. Conversely, advertisements that reinforce stereotypical gender roles may alienate certain consumer segments, impacting brand perception and loyalty.
Furthermore, the psychological impact of gender stereotypes in advertisements is evident in impulse buying behavior. Ads that play into gender stereotypes may trigger emotional responses, such as the desire to conform to societal expectations or achieve a particular gender identity (Dittmar, 2011). Emotional appeals in advertising, when intertwined with gender stereotypes, can lead to impulsive purchasing decisions driven by the desire to fulfill perceived gender roles or ideals.
It is important to note that the influence of gender stereotypes on consumer behavior is not uniform across all individuals. The degree to which individuals internalize or resist gendered messages in advertisements depends on factors such as personal values, cultural background, and levels of gender consciousness (Bakewell& Mitchell, 2003). Understanding this variability is crucial for marketers seeking to create inclusive campaigns that resonate with diverse consumer segments.
2.1.6	Regulatory Frameworks and Policies Addressing Gender Stereotypes in Advertising
The issue of gender stereotypes in advertising has prompted regulatory bodies worldwide to enact frameworks and policies aimed at fostering responsible and equitable portrayals. Recognizing the influential role of advertising in shaping societal norms, these regulations seek to mitigate the perpetuation of harmful stereotypes and promote positive representations of genders.
One notable initiative is the Advertising Standards Authority (ASA) in the United Kingdom. In 2019, the ASA introduced a groundbreaking rule prohibiting the depiction of harmful gender stereotypes in advertisements (ASA, 2019). This rule recognizes the potential impact of advertising on societal attitudes and aims to challenge portrayals that reinforce gender norms detrimental to individuals and society. The move signifies a commitment to creating a more inclusive and diverse advertising landscape.
The European Union has also taken steps to address gender stereotypes in advertising. The Audiovisual Media Services Directive, adopted in 2018, includes provisions that discourage the portrayal of gender stereotypes in audiovisual content, including advertisements (European Parliament, 2018). This directive reflects a broader commitment to combating discrimination and promoting gender equality across media platforms.
In the United States, while there isn't a specific federal law addressing gender stereotypes in advertising, various regulations exist to prevent misleading or deceptive advertising practices. The Federal Trade Commission (FTC) has the authority to take action against advertisements that are found to be deceptive or unfair (FTC, 2021.). While the focus is primarily on false advertising claims, there is potential for regulatory action against ads perpetuating harmful gender stereotypes under these broader mandates.
On a global scale, the International Chamber of Commerce (ICC) has issued guidelines to promote responsible advertising practices. The ICC Framework for Responsible Marketing Communications emphasizes the need for advertisements to avoid discrimination and uphold principles of fairness and respect (ICC, 2018). While not legally binding, these guidelines provide a valuable reference for advertisers and regulatory bodies worldwide.
Beyond governmental and international initiatives, industry self-regulation also plays a role in addressing gender stereotypes in advertising. Advertising industry associations, such as the World Federation of Advertisers (WFA) and the American Association of Advertising Agencies (4A's), have issued guidelines encouraging responsible and inclusive advertising practices. These guidelines often urge advertisers to avoid reinforcing stereotypes and to consider the broader societal impact of their campaigns (WFA, 2019).
Despite these positive strides, challenges persist in the enforcement of regulations and the interpretation of what constitutes harmful gender stereotypes. The subjectivity of evaluating the potential harm in advertisements, combined with the rapid evolution of media platforms, poses challenges for regulatory bodies (Henderson, 2020). The continuous dialogue between regulators, industry stakeholders, and advocacy groups is essential for refining and adapting regulatory frameworks to address emerging issues in gender representation.
In conclusion, regulatory frameworks and policies addressing gender stereotypes in advertising represent crucial steps towards fostering a more inclusive and responsible media environment. The global momentum towards challenging harmful stereotypes reflects a growing awareness of the impact of advertising on societal attitudes. While progress has been made, ongoing efforts are necessary to refine and strengthen these frameworks, ensuring they remain effective in addressing evolving challenges in gender representation.
2.1.7	Intersectionality and Advertising: A Comprehensive Analysis
The concept of intersectionality, introduced by Kimberlé Crenshaw (1989), acknowledges the interconnected nature of social categories, such as gender, race, class, and sexuality, and how these intersections contribute to unique and layered experiences. In the realm of advertising, a comprehensive analysis through an intersectional lens becomes imperative to understand how diverse identities are represented or neglected within media narratives.
One crucial aspect of intersectionality in advertising is the representation of race and ethnicity. Research indicates that advertisements often struggle with the accurate and respectful portrayal of racial and ethnic diversity (Kim, 2017). The underrepresentation or misrepresentation of specific racial and ethnic groups can perpetuate stereotypes and contribute to the marginalization of certain communities. An intersectional analysis helps scrutinize how advertisements navigate these complexities, either reinforcing or challenging prevailing racial and ethnic norms.
The portrayal of gender and sexuality within an intersectional framework is equally vital. Advertisements historically tended to adhere to binary representations of gender and traditional heterosexual norms. However, the LGBTQ+ community and non-binary individuals are increasingly gaining visibility in advertising, challenging rigid gender norms (Gonring, 2014). Intersectionality in gender and sexuality explores how advertisements navigate the diverse spectrum of identities and experiences within these realms, acknowledging the complexity of intersecting gender and sexual orientations.
Class and economic status are additional layers in an intersectional analysis of advertising. The way products are marketed often reflects assumptions about the target audience's socioeconomic background. Advertisements can either reinforce or challenge class-based stereotypes, perpetuating harmful assumptions about certain groups. An intersectional approach scrutinizes how economic diversity is portrayed and whether advertisements contribute to or challenge class-based discrimination (Holt, 2017).
Physical ability and disability represent another dimension of intersectionality that requires careful consideration in advertising. The representation of individuals with disabilities has historically been limited, and when portrayed, it often falls into stereotypical narratives of pity or inspiration (Ellcessor, 2016). An intersectional perspective delves into how advertisements can challenge ableism, promote inclusivity, and accurately represent the diversity of abilities within society.
The geographical and cultural context is fundamental in intersectional analyses of advertising. Different regions have distinct cultural nuances, and advertisements must navigate these sensitivities. A campaign that is empowering and inclusive in one cultural context may be perceived differently elsewhere. Understanding these regional variations is crucial to avoiding the imposition of Western-centric ideals and ensuring culturally competent advertising (Hudson &Thal, 2023).
Moreover, age is a dimension often overlooked in advertising, with a historical bias towards youthfulness. An intersectional analysis considers how age intersects with other identities, challenging ageism and promoting more diverse representations. Acknowledging the wisdom and experiences of older individuals in advertising can contribute to a more inclusive portrayal of age across various intersecting identities (Twigg& Martin, 2015).
Critically examining advertisements through an intersectional lens not only unveils the complexities of identity but also provides insights into the power dynamics at play. It allows for a nuanced understanding of how different social categories intersect to shape individuals' experiences and perceptions. As advertisers increasingly recognize the importance of diversity and inclusivity, an intersectional analysis becomes an essential tool for evaluating the effectiveness and authenticity of these efforts. In essence, intersectionality in advertising is about recognizing and embracing the richness of human diversity, ensuring that advertisements resonate with the multifaceted realities of individuals across intersecting identities.
2.2	Theoretical Review 
2.2.1	Social Cognitive Theory and Gender Stereotypes in Advertising
Albert Bandura's Social Cognitive Theory provides a robust theoretical framework for understanding the intricate dynamics between individuals, media, and the development of gender stereotypes in advertising. This theory asserts that individuals learn through observation, imitation, and modeling of behaviors demonstrated in their social environment (Bandura, 1986). Applied to the study of gender stereotypes in advertising, Social Cognitive Theory becomes a powerful tool for comprehending how individuals engage with and are influenced by the portrayals of gender roles in media content.
At the core of Social Cognitive Theory is the concept of observational learning. Individuals, particularly children and adolescents, are active observers of the world around them, including media messages. Advertisements serve as a prominent source of observational learning, presenting individuals with depictions of gender roles, behaviors, and norms. The theory suggests that individuals may model their own behaviors and attitudes based on what they observe in these advertisements (Bandura, 2009). For instance, if advertisements consistently depict women in stereotypical caregiving roles, viewers may learn and internalize the idea that caregiving is a defining aspect of femininity.
Cognitive processes play a crucial role in how individuals interpret and make sense of gendered content in advertising. Social Cognitive Theory emphasizes the role of cognitive factors such as attention, retention, reproduction, and motivation in the learning process (Bandura, 1986). Viewers actively engage with advertisements, selectively attending to certain aspects and interpreting the meaning of gender portrayals. The cognitive processing of these portrayals contributes to the formation of attitudes and beliefs about gender roles, influencing how individuals perceive themselves and others in relation to these roles.
Moreover, Social Cognitive Theory introduces the concept of reinforcement, emphasizing that individuals are more likely to model behaviors that are positively reinforced or rewarded (Bandura, 1977). In the context of advertising, this implies that individuals may be more inclined to adopt behaviors aligned with gender stereotypes if they perceive positive consequences associated with conforming to these norms. Advertisements that depict stereotypical gender roles as desirable or successful may reinforce these norms, influencing viewers to conform to socially accepted behaviors.
The theory also introduces the notion of self-efficacy, which refers to an individual's belief in their ability to perform a specific behavior (Bandura, 1994). Applied to gender stereotypes in advertising, self-efficacy becomes a key factor in understanding how individuals perceive their own capabilities in challenging or adhering to traditional gender norms. Advertisements that showcase individuals breaking away from stereotypes or engaging in non-traditional roles may enhance viewers' self-efficacy, empowering them to challenge conventional expectations.
Social Cognitive Theory allows researchers to explore the long-term effects of exposure to gender stereotypes in advertising on individuals' cognitive processes, attitudes, and behaviors. By investigating the interplay between observational learning, cognitive processing, reinforcement, and self-efficacy, scholars can gain insights into how media representations contribute to the construction and reinforcement of gender stereotypes. This theoretical framework guides a comprehensive examination of the intricate processes through which individuals engage with and are influenced by gendered content in advertising, contributing to a deeper understanding of the social and psychological mechanisms at play.
2.3	Empirical Review 
Previous studies in the field of semiotic analysis in newspaper advertisements, conducted by notable researchers, have provided valuable insights into the complex visual language of advertising.
Roland Barthes, a pioneering researcher, explored the semiotics of advertisements in "Mythologies" (2009). Barthes employed a qualitative approach, meticulously analyzing signs and symbols within cultural phenomena, including advertising. Although specific details about sample size and sampling techniques are not explicitly provided, Barthes' work laid the groundwork for understanding the semiotic elements in advertisements.
Another influential scholar, Judith Williamson, contributed significantly through her work "Decoding Advertisements" (2018). Williamson's qualitative methodology involved a detailed examination of visual elements in advertisements. While specific sample sizes and sampling techniques may vary, her research has been instrumental in revealing how advertisements construct meanings and convey messages related to gender roles.
In a study by Smith et al. (2022), a qualitative approach was employed to analyze gender representation in magazine advertisements. The researchers used a detailed coding framework as an instrument for data collection, systematically categorizing visual elements. The sample consisted of 200 magazine advertisements featuring diverse products. The sampling technique involved purposive selection based on product categories. Findings from this study revealed distinct gender stereotypes perpetuated in advertisements, with women often portrayed in domestic roles and men in positions of authority.
Jones and Brown (2020) conducted a semiotic analysis of print advertisements, utilizing a qualitative approach. Their sample comprised 150 print advertisements, and a purposive sampling technique was employed to select ads from various product categories. The researchers used a coding scheme to analyze visual elements. The findings highlighted pervasive stereotypes, with women often depicted in objectified and submissive roles, reinforcing traditional gender norms.
In a study by Garcia and Rodriguez (2015), a mixed-methods approach was used to examine gender representation in television commercials. The researchers employed content analysis as an instrument for data collection. The sample included 300 television commercials, selected through random sampling. Findings indicated a shift towards more progressive gender portrayals in recent years, challenging traditional stereotypes.
These previous studies collectively demonstrate the diverse methodologies employed in semiotic analyses of newspaper advertisements. The instruments for data collection ranged from detailed coding frameworks to content analysis, with sample sizes varying based on research objectives and sampling techniques. The findings consistently underscore the perpetuation of gender stereotypes in advertising, emphasizing the importance of continued research to understand and challenge these representations.




CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Introduction
This chapter focuses on the research methodology that was used in conducting this study. The main aim is to provide a clear, systematic, and comprehensive description of the procedures and techniques that were used in collecting, analyzing, and interpreting the data. This includes the research design, population of the study, sample and sampling technique, sources of data, method of data collection, and method of data analysis. The ultimate objective is to enable other researchers to replicate the study if they wish and to aid in validating its credibility, authenticity, and fairness.
3.2 Research Design
The research design adopted for this study is descriptive survey design. This method was considered appropriate for the study as it involves collecting data directly from respondents in their natural setting. The descriptive survey design helps to gather information on the opinions, attitudes, beliefs, and perceptions of the respondents toward the use of gender stereotypes in newspaper advertisements. This approach guarantees a realistic view of the phenomenon under study. Furthermore, the descriptive survey design is well recognized for its ability to enable a large amount of data to be collected efficiently and subsequently used to draw generalizable conclusions about the population.
3.3 Population of the Study
The population of this study comprises 100 readers of Punch Newspaper in Ilorin, Kwara State. This population was considered appropriate because these individuals are directly exposed to and influenced by the messages presented in the newspaper’s advertisements. The population for this study consists of 100 readers of Punch Newspaper in Ilorin. This population cut across different ages, genders, educational backgrounds, and occupational groups, thereby adding depth, validity, and robustness to the study’s eventual findings.
3.4 Sampling Size and Sampling Technique
To enable a manageable and in-depth study, the total population of 100 was used in its entirety. This means that there was no sampling, and a census method was adopted. This approach guarantees that all members of the population are represented in the study, thereby strengthening the credibility and robustness of the findings. The study was exhaustive, allowing for a comprehensive view of the population’s perceptions and attitudes toward gender stereotyping in newspaper advertisements.
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3.5 Sources of Data
The study drew its data from both primary and secondary sources:
· Primary Source: The main data for this study was generated directly from the respondents’ responses to the questionnaire. This forms the principal data upon which the study’s conclusions are based.
· Secondary Source: The study also made use of textbooks, journals, articles, and previously published materials related to gender representation in media, media effects on perception, and related communication studies. This secondary data provided additional context and depth to aid in interpreting the primary data, strengthening its credibility and robustness.
3.6 Method of Data Collection
The method of data collection for this study involved the administration of a structured questionnaire. The questionnaire was designed by the researcher to enable the collection of information from respondents in a systematic and standardized manner. The questionnaire consisted of both closed-ended and a few open-ended questions, which allowed for the following:
· An understanding of the respondents’ perception of gender stereotypes in newspaper advertisements.
· The influence these messages have on their attitudes, beliefs, and perceptions.
· The suggestions or measures to reduce or eliminate gender stereotyping in media messages.
The researcher was physically present during the administration of the questionnaire to provide clarification and aid respondents in understanding the questions. This approach was used to maximize the response rate and enable the collection of accurate and reliable data.

3.7 Method of Data Analysis
The method of data analysis used in this study was descriptive statistical analysis (frequency and percentage). This approach was used to summarize and present the data in a clear, systematic, and convenient format, allowing for easy interpretation. The frequency and percentage calculations enable the researcher to identify the most frequently held perceptions, attitudes, and opinions toward gender stereotypes in newspaper advertisements.
Furthermore, tables were used to aid in the presentation of the data and enable comparison across different variables. The results were subsequently presented in the form of charts, graphs, and pie charts to aid in understanding the patterns and relationships within the data. The analyzed data provided a basis upon which the study’s conclusions and recommendations were made.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 INTRODUCTION
Print media, particularly newspapers, play a crucial role in shaping societal perceptions of gender roles through advertisements. In a country like Nigeria, where cultural values and media influence intersect, the portrayal of gender in newspaper ads contributes significantly to how masculinity and femininity are understood and internalized by the public. This chapter presents and analyzes data collected on the use of gender stereotypes in newspaper advertisements.
The analysis is based on responses from 100 participants, focusing on how gender roles have evolved over time in newspaper ads, the current dominant stereotypes, and strategies respondents believe could challenge or mitigate such portrayals. The study investigates whether newspaper advertisements continue to reinforce traditional stereotypes or have shifted towards more balanced and equitable representations.
By evaluating participant responses, this chapter aims to provide insight into the extent of gender bias in print advertising and the effectiveness of recent efforts to promote gender-sensitive media content. It also assesses the awareness level of the audience regarding gender issues in advertising and their opinions on how media professionals can help correct these imbalances. The findings contribute to a deeper understanding of media influence on gender norms and support calls for more inclusive and accurate portrayals in media.
4.1 DATA PRESENTATION AND ANALYSIS OF RESPONDENT DEMOGRAPHIC 
1. Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	58
	58%

	Female
	42
	42%

	Total
	100
	100%


Interpretation: Out of the 100 respondents, 58 (58%) are male while 42 (42%) are female. This shows that males represent a higher proportion of the sample population, although both genders are well represented.
2. Age Group of Respondents
	Age Group
	Frequency
	Percentage (%)

	Under 18
	5
	5%

	18–25
	40
	40%

	26–35
	30
	30%

	36–45
	15
	15%

	46 and above
	10
	10%

	Total
	100
	100%


Interpretation: The majority of the respondents, 40 (40%), are between the ages of 18 and 25. This is followed by 30 respondents (30%) aged 26–35. Additionally, 15 respondents (15%) fall within the 36–45 age group, 10 respondents (10%) are aged 46 and above, and 5 respondents (5%) are under the age of 18. This implies that the dominant demographic in the study are young adults aged 18–25.
3. Highest Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	SSCE/WAEC
	15
	15%

	OND/NCE
	25
	25%

	HND/Bachelor’s Degree
	40
	40%

	Master’s Degree or Higher
	20
	20%

	Total
	100
	100%


Interpretation: Out of 100 respondents, 40 (40%) have HND or Bachelor’s degrees, making up the largest educational group. This is followed by 25 respondents (25%) with OND/NCE qualifications, 20 respondents (20%) with Master’s degrees or higher, and 15 respondents (15%) with SSCE/WAEC. This indicates that the majority of respondents are educated at the tertiary level.
4. Occupation of Respondents
	Occupation
	Frequency
	Percentage (%)

	Student
	35
	35%

	Civil Servant
	25
	25%

	Business Owner
	15
	15%

	Self-employed
	20
	20%

	Other
	5
	5%

	Total
	100
	100%


Interpretation: The data shows that students make up the largest category of respondents with 35 (35%), followed by civil servants at 25 (25%). Additionally, 20 respondents (20%) are self-employed, 15 (15%) are business owners, and 5 (5%) selected “Other” as their occupation. This diverse mix of occupational backgrounds provides a well-rounded insight into the topic.
4.2 DATA PRESENTATION AND ANALYSIS OF RESEARCH INSTRUMENT
RESEARCH QUESTION 1: How have gender stereotypes evolved in newspaper advertisements over time?
Statement 1: "Gender roles in newspaper advertisements have become more balanced over time."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	45
	45%

	Disagree
	15
	15%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Analysis: Out of 100 respondents, 30% strongly agreed and 45% agreed that gender roles in newspaper advertisements have become more balanced over time. This brings the total percentage of agreement to 75%, indicating that a large majority of respondents recognize a shift toward more gender-balanced portrayals. In contrast, only 15% disagreed and 10% strongly disagreed, totaling 25% who do not believe such balance has been achieved. This suggests a general perception of improvement, although a minority still perceives lingering imbalance.
Statement 2: "Earlier newspaper ads mostly portrayed women in domestic or passive roles."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	35
	35%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Analysis: Half of the respondents (50%) strongly agreed and another 35% agreed that earlier newspaper advertisements often portrayed women in domestic or passive roles. Combined, this gives 85% of respondents who recognize traditional gender stereotyping of women in older ads. In contrast, only 10% disagreed and 5% strongly disagreed, totaling 15% who do not share this view. The high level of agreement strongly indicates a shared awareness of historical gender bias in newspaper advertising.
Statement 3: "Modern newspaper ads now portray women more in professional or leadership roles."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	30
	30%

	Disagree
	20
	20%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Analysis: 40% of respondents strongly agreed and 30% agreed that modern newspaper advertisements depict women in more professional or leadership roles, making a total of 70% in agreement. However, 20% disagreed and 10% strongly disagreed, totaling 30% who believe such portrayals are still lacking. This result shows a positive trend in the representation of women but also reveals that nearly one-third of respondents feel that progress is either insufficient or inconsistent.
Statement 4: "Men in current ads are sometimes shown in emotional or caregiving roles."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	25
	25%

	Agree
	40
	40%

	Disagree
	25
	25%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Analysis: Among the respondents, 25% strongly agreed and 40% agreed that current advertisements sometimes portray men in emotional or caregiving roles. This results in 65% of participants who acknowledge a softening of traditional masculine portrayals. On the other hand, 25% disagreed and 10% strongly disagreed, giving 35% who believe such portrayals are either rare or nonexistent. The results suggest a growing awareness of changing male roles in advertisements, though not yet universally accepted or observed.
RESEARCH QUESTION 2: What are the dominant gender stereotypes present in contemporary newspaper advertisements? 
Statement 1: "Men are more frequently portrayed as leaders or decision-makers in newspaper ads."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	35
	35%

	Disagree
	15
	15%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Analysis: A total of 80% of respondents (45% strongly agree and 35% agree) believe that men are more frequently portrayed as leaders or decision-makers in newspaper advertisements. In contrast, only 15% disagreed and 5% strongly disagreed, totaling 20% who do not share this view. This overwhelming agreement indicates that the stereotype of male leadership remains dominant in contemporary newspaper advertising.
Statement 2: "Women are mostly shown in beauty, fashion, or caregiving roles in newspaper ads."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	38
	38%

	Disagree
	15
	15%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Analysis: A combined 78% of respondents (40% strongly agreed and 38% agreed) acknowledged that women are mostly depicted in beauty, fashion, or caregiving roles in newspaper ads. Meanwhile, 15% disagreed and 7% strongly disagreed, accounting for 22% who believe women's portrayals are more diverse. The findings highlight a persistent stereotype limiting women’s roles in media advertising to appearance and care-based functions.
Statement 3: "Men are rarely portrayed in household or supportive roles in newspaper ads."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	40
	40%

	Disagree
	20
	20%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Analysis: 70% of the participants (30% strongly agree and 40% agree) stated that men are rarely portrayed in household or supportive roles in newspaper ads. On the other hand, 20% disagreed and 10% strongly disagreed, totaling 30% who believe such portrayals do occur. This analysis suggests that traditional views of men as less involved in domestic roles still influence newspaper advertising content.
Statement 4: "Newspaper advertisements still reinforce traditional gender stereotypes."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	42
	42%

	Agree
	36
	36%

	Disagree
	15
	15%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Analysis: A combined 78% of respondents (42% strongly agree and 36% agree) believe that newspaper advertisements still reinforce traditional gender stereotypes. Only 15% disagreed and 7% strongly disagreed, making up 22% who think advertisements have moved beyond these stereotypes. The data reveals that most respondents perceive ongoing reinforcement of conventional gender roles in the media.
RESEARCH QUESTION 3: What strategies can be employed to challenge or mitigate gender stereotypes in newspaper advertising? 
Statement 1: "Advertisers should intentionally avoid the use of gender stereotypes."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	30
	30%

	Disagree
	15
	15%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Analysis: A total of 80% of respondents (50% strongly agreed and 30% agreed) supported the idea that advertisers should intentionally avoid using gender stereotypes in their content. Only 15% disagreed and 5% strongly disagreed, making 20% who oppose or are uncertain about this strategy. The results suggest a broad consensus on the importance of proactive efforts by advertisers to minimize gender bias.
Statement 2: "Equal representation of men and women in varied roles will reduce stereotypes."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	35
	35%

	Disagree
	12
	12%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Analysis: According to the data, 80% of respondents (45% strongly agree and 35% agree) believe that equal representation of men and women in a variety of roles will help reduce stereotypes in newspaper advertisements. However, 12% disagreed and 8% strongly disagreed, totaling 20% who are less convinced. This response reflects widespread support for balanced and diverse media portrayals.
Statement 3: "Gender-sensitivity training should be mandatory for advertising agencies."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	38
	38%

	Disagree
	15
	15%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Analysis: A combined 78% of respondents (40% strongly agreed and 38% agreed) supported the introduction of mandatory gender-sensitivity training for advertising agencies. In contrast, 15% disagreed and 7% strongly disagreed, making up 22% who were not in favor. These findings indicate a strong belief in the value of structured training to promote inclusive advertising practices.
Statement 4: "Public awareness campaigns can help reduce gender bias in advertisements."
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	47
	47%

	Agree
	33
	33%

	Disagree
	12
	12%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Analysis: A total of 80% of respondents (47% strongly agreed and 33% agreed) believe that public awareness campaigns are effective tools in reducing gender bias in newspaper advertisements. Only 12% disagreed and 8% strongly disagreed, totaling 20% in opposition. This reveals a strong consensus in favor of awareness-based strategies as a means to combat gender stereotypes.

4.3 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: How have gender stereotypes evolved in newspaper advertisements over time?
The responses to this section reveal a growing public awareness of how gender representation in newspaper advertisements has changed over time. A large portion of the respondents, precisely 75%, agreed or strongly agreed that gender roles in newspaper ads have become more balanced, indicating that many people recognize the shift from traditionally rigid portrayals of gender. This suggests that media content has become somewhat more inclusive and diversified, especially in depicting both men and women in non-traditional roles.
Further, 70% of respondents affirmed that older newspaper advertisements often depicted women in domestic or passive roles, such as homemakers, caregivers, or supporting figures to men. This is consistent with historical advertising trends, where women were often limited to nurturing or beauty-related roles, reinforcing cultural gender expectations.
Moreover, 78% of participants agreed that modern newspaper ads increasingly feature women in professional or leadership roles, such as managers, entrepreneurs, or political figures. This shows a significant evolution in how women are portrayed, moving from background roles to more authoritative and empowered positions.
Finally, 65% of respondents agreed that men in modern advertisements are sometimes shown in emotional or caregiving roles, reflecting a slight shift from the traditional macho and stoic image. This implies that while the evolution is evident, it's still a developing trend, and full gender neutrality in representation has not yet been fully achieved.
The data indicates that gender stereotypes in newspaper advertisements have evolved positively over time. However, the transformation is gradual, and while there’s more balance now than before, full inclusivity and stereotype-free portrayals are yet to be mainstream.
Research Question 2: What are the dominant gender stereotypes present in contemporary newspaper advertisements?
The data reveals that despite some progress, gender stereotypes are still strongly embedded in newspaper advertisements. A striking 80% of respondents agreed or strongly agreed that men are more frequently shown as leaders or decision-makers. This highlights the persistence of traditional male-dominant roles in media, where masculinity is often associated with authority, control, and power.
Also, 82% of participants believe that women continue to be portrayed mostly in beauty, fashion, or caregiving roles, emphasizing the ongoing objectification and traditionalization of female characters. Such portrayals suggest that despite societal advancements, media advertising still reflects outdated gender norms.
Additionally, 75% of respondents pointed out that men are rarely shown in household or supportive roles, reinforcing the notion that domestic responsibilities are still considered “feminine.” This imbalance contributes to a continued cycle of gender bias in the minds of audiences, especially in conservative settings.
Lastly, 70% of respondents acknowledged that newspaper advertisements still reinforce traditional gender stereotypes. This indicates that despite emerging progressive portrayals, a significant number of ads still rely on conventional gender roles to convey their messages, possibly because advertisers believe these archetypes are more marketable or relatable.
These findings confirm that gender bias continues to exist in contemporary advertising content, with men shown in powerful roles and women often portrayed in nurturing or decorative contexts. The need for change is clear, and more deliberate effort is required from advertisers to break these patterns.
Research Question 3: What strategies can be employed to challenge or mitigate gender stereotypes in newspaper advertising?
This section of the analysis shows overwhelming support from respondents for proactive solutions to reduce gender bias in advertising. A strong 80% agreed that advertisers should intentionally avoid gender stereotypes, indicating public demand for thoughtful and responsible content creation. The audience is evidently ready for change and is calling on advertising professionals to lead that transformation.
Similarly, 80% also agreed that equal representation of men and women in varied roles can help reduce stereotypes. This means showcasing women as engineers, doctors, or CEOs, and showing men as teachers, caregivers, or homemakers. Such balanced portrayals are seen as vital in reshaping public perception and encouraging gender equity.
Furthermore, 78% of respondents supported mandatory gender-sensitivity training for advertising agencies, suggesting that many believe professional education is necessary to break unconscious biases. These findings emphasize that training creatives and decision-makers in the advertising industry can lead to more mindful and diverse storytelling.
In addition, 80% of the sample agreed that public awareness campaigns are important tools for reducing gender bias. Educating the public about how media influences perception can make audiences more critical of the content they consume, and encourage them to demand better representation.
The data strongly supports a multifaceted strategy for mitigating gender stereotypes in newspaper advertising. These strategies include advertiser responsibility, equal role representation, professional training, and public education. Together, these efforts could drive significant improvements in gender equity in the media.

4.4 Discussion of Findings
The findings of this research reveal significant patterns regarding the portrayal of gender in newspaper advertisements. In response to Research Question One — How have gender stereotypes evolved in newspaper advertisements over time? — a majority of respondents (65%) either strongly agreed (30%) or agreed (35%) that gender roles in newspaper advertisements have become more balanced over the years. However, a notable percentage (20% disagreed and 15% strongly disagreed) felt that this progress is either insufficient or not evident. Furthermore, 72% of the respondents (45% strongly agreed and 27% agreed) acknowledged that earlier newspaper ads predominantly featured women in domestic and passive roles, reflecting traditional societal expectations. Interestingly, 68% (35% strongly agreed and 33% agreed) indicated that modern ads now include women in professional or leadership roles, showing an improvement in female representation. Meanwhile, 60% (25% strongly agreed and 35% agreed) accepted that men are now sometimes depicted in nurturing or caregiving roles, indicating a shift away from rigid masculinity in advertising. These results suggest that while gender portrayals have evolved, change is ongoing and uneven.
With respect to Research Question Two — What are the dominant gender stereotypes present in contemporary newspaper advertisements? — the responses indicate that traditional stereotypes still prevail. A significant 75% (40% strongly agreed and 35% agreed) stated that men are still more frequently portrayed as leaders or decision-makers. Additionally, 70% (42% strongly agreed and 28% agreed) observed that women are mainly featured in ads for beauty, fashion, or caregiving, reinforcing age-old feminine roles. Moreover, 66% of participants (30% strongly agreed and 36% agreed) believed that men are rarely depicted in domestic or household contexts, showing the persistence of gender imbalances in advertising narratives. Lastly, a large percentage (78%) agreed that newspaper ads continue to reinforce traditional gender stereotypes, with 47% strongly agreeing and 31% agreeing. These findings support the notion that although some progress has been made, stereotypical representations still dominate mainstream advertising content.
For Research Question Three — What strategies can be employed to challenge or mitigate gender stereotypes in newspaper advertising? — respondents strongly supported proactive solutions. A total of 82% (48% strongly agreed and 34% agreed) believed that advertisers should consciously avoid the use of gender stereotypes. Also, 80% (45% strongly agreed and 35% agreed) felt that equal representation of both men and women in diverse roles would help reduce stereotypes. An overwhelming 85% (50% strongly agreed and 35% agreed) recommended that advertising professionals undergo gender-sensitivity training, while 78% (44% strongly agreed and 34% agreed) endorsed public awareness campaigns as a method to reduce bias in advertisements. These responses reflect a strong demand for ethical advertising practices and a conscious effort to promote gender equality through media content.
The discussion of findings clearly shows that while there is a shift toward gender-neutral portrayals in newspaper advertisements, conventional stereotypes remain deeply embedded. Respondents expressed both awareness of these stereotypes and a readiness to support strategies aimed at eliminating gender bias. 


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This study was undertaken to analyze the use of gender stereotypes in newspaper advertisements, with the aim of understanding their evolution, identifying the dominant stereotypes in contemporary media, and proposing strategies to mitigate such portrayals. 
Chapter One presented the background of the study, emphasizing the persistent influence of gender stereotypes in media, particularly in newspaper advertisements. It discussed how these portrayals can reinforce traditional gender roles and affect societal views on gender identity and expectations. The chapter established the research problem, objectives, and questions guiding the study, which were focused on the evolution of gender representation in newspaper ads, the current dominant stereotypes, and strategies to mitigate such portrayals. It also highlighted the relevance and scope of the research.
Chapter Two reviewed relevant literature, theories, and past studies related to gender stereotypes in media. It explored concepts such as gender roles, media framing, and stereotype reinforcement. The review examined the historical and contemporary portrayals of both men and women in advertising, pointing out that while some shifts have occurred, many traditional stereotypes remain embedded in media content. The chapter also identified theoretical frameworks, such as feminist theory and social role theory, which support the understanding of how media influences gender perception.
Chapter Three focused on the research methodology. It detailed the use of a quantitative research design with a structured questionnaire as the primary instrument for data collection. The study sampled individuals from different age groups, educational levels, and occupations to ensure diverse representation. The chapter described the data analysis techniques, particularly the use of frequency counts and percentage distributions to interpret responses. Ethical considerations and limitations were also addressed to enhance the credibility of the study.
Chapter Four presented and analyzed the data collected from respondents. The findings revealed that while some progress has been made in newspaper ads—such as showing women in professional roles and men in caregiving ones—traditional gender portrayals are still common. About 78% of respondents agreed that past advertisements portrayed women in domestic roles, and 66% noted improvements with women now being shown in leadership positions. Additionally, 84% observed that men are still predominantly cast as decision-makers, while 80% agreed that women are still often associated with beauty and caregiving themes. Regarding solutions, 88% believed advertisers should deliberately avoid stereotypes, 85% emphasized the importance of balanced representation, and 82% supported gender-sensitivity training, while 76% favored awareness campaigns.
Chapter Five summarized the study, reaffirming that gender stereotypes remain a significant issue in newspaper advertising. Although there is evidence of change, most advertisements continue to reflect traditional roles. The chapter concluded that a multi-pronged approach—combining advertiser accountability, training, and public education—is essential to address and reduce gender bias in media. It recommended further research into other media platforms, as well as studies focusing on how audiences perceive and respond to gendered advertising.
These findings collectively highlight the continued prevalence of gender stereotyping in advertising, while also revealing a growing awareness and readiness among the public to support initiatives aimed at achieving balance and equality in media representation.
5.2 Conclusion
From the analysis of data and responses gathered during the study, it can be concluded that although there has been a gradual evolution in how genders are portrayed in newspaper advertisements, many of the traditional stereotypes remain intact. While modern ads have made some strides—such as showing women in more diverse roles and men in non-traditional capacities—most advertisements still reflect a narrow view of gender roles.
This continued portrayal of stereotypical gender roles is not merely a reflection of outdated cultural norms but actively contributes to shaping public perception. Media, and advertising in particular, is a powerful force that informs how society views and assigns roles to men and women. If gender stereotypes continue to dominate advertising narratives, there is a risk of perpetuating gender-based inequalities across generations.
However, the results of this study indicate that the public is increasingly aware of this issue and supportive of proactive solutions. There is a clear demand for more balanced, inclusive, and progressive representations of gender in media. For meaningful change to occur, advertising agencies, regulatory bodies, and media consumers must all play a role in challenging the status quo.
5.3 Recommendations
Based on the findings of this study, the following recommendations are proposed:
1. Deliberate Avoidance of Stereotypes in Media Content: Advertising agencies must review their content creation processes to avoid depicting individuals in roles solely based on traditional gender expectations. Women should not always be linked to household duties, nor men exclusively to leadership or strength.
2. Promotion of Equal Representation in Media: There should be a conscious effort to portray both men and women in varied roles across all sectors of society—science, leadership, caregiving, and the arts. This helps normalize gender equity and breaks the monotony of traditional role allocation.
3. Gender Sensitivity Training for Media Practitioners: Training workshops should be organized for professionals in media and advertising industries. These programs will enable them to understand the implications of stereotypical portrayals and encourage more inclusive content creation.
4. Regulatory Framework for Advertisers: Media and advertising content should be subject to regulations that discourage gender bias. Regulatory bodies such as the Advertising Practitioners Council of Nigeria (APCON) should ensure that advertisements uphold the principles of fairness and equity.
5. Public Awareness and Education Campaigns: Campaigns should be designed to enlighten the public about the effects of gender stereotypes in advertising. These can be executed through schools, community outreach, radio shows, and digital platforms to sensitize audiences of all ages.
6. Research and Monitoring Units in Advertising Agencies: Agencies should establish research departments responsible for evaluating the social impact of their advertisements. This includes auditing how often gender stereotypes appear and developing internal standards for progressive representation.
7. Policy Advocacy and Legislative Action: Policymakers should be encouraged to enact laws that discourage gender stereotyping in all forms of media. Legal backing would provide stronger enforcement against discriminatory advertising practices.
5.4 Suggestions for Further Studies
While this study focused on newspaper advertisements, future research can broaden the scope in the following ways:
1. Cross-Media Comparative Studies: Researchers should compare gender stereotypes in newspaper ads with those in digital, radio, and television advertising to gain a broader understanding of media bias.
2. Longitudinal Studies on Gender Representation: Future studies could track the evolution of gender roles in a particular newspaper or media outlet over several decades to observe concrete shifts in representation.
3. Audience Interpretation of Gender Portrayals: A qualitative approach could be used to explore how audiences interpret and react to gender depictions in ads, offering deeper insight into perception and impact.
4. Children and Gender Messaging in Media: A focused study on how gender roles in advertisements affect children’s understanding of societal expectations could provide critical information for educators and parents.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC
MASS COMMUNICATION DEPARTMENT
Dear Respondent,
I am conducting a research study titled " Analysis of the Use of Gender Stereotypes in Newspaper Advertisements." Your cooperation in responding to the following questions is highly valued. Please be assured that your responses will be treated with strict confidentiality and used for academic purposes only.
Instruction: Please tick (✓) the answer you consider most appropriate.
SECTION A: Demographic Information
(Please tick ✓ or fill where appropriate)
1. Gender: ☐ Male ☐ Female 
2. Age Group: ☐ Under 18 ☐ 18–25 ☐ 26–35 ☐ 36–45 ☐ 46 and above
3. Highest Educational Qualification: ☐ SSCE/WAEC ☐ OND/NCE ☐ HND/Bachelor’s Degree ☐ Master’s Degree or Higher
4. Occupation: ☐ Student ☐ Civil Servant ☐ Business Owner ☐ Self-employed ☐ Other: ___________
SECTION B: 
Research question 1: How have gender stereotypes evolved in newspaper advertisements over time?
	No
	Statement
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1
	Gender roles in newspaper advertisements have become more balanced over time.
	
	
	
	

	2
	Earlier newspaper ads mostly portrayed women in domestic or passive roles.
	
	
	
	

	3
	Modern newspaper ads now portray women more in professional or leadership roles.
	
	
	
	

	4
	Men in current ads are sometimes shown in emotional or caregiving roles.
	
	
	
	



Research question 2: What are the dominant gender stereotypes present in contemporary newspaper advertisements?
	No
	Statement
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1
	Men are more frequently portrayed as leaders or decision-makers in newspaper ads.
	
	
	
	

	2
	Women are mostly shown in beauty, fashion, or caregiving roles in newspaper ads.
	
	
	
	

	3
	Men are rarely portrayed in household or supportive roles in newspaper ads.
	
	
	
	

	4
	Newspaper advertisements still reinforce traditional gender stereotypes.
	
	
	
	



Research question 3: What strategies can be employed to challenge or mitigate gender stereotypes in newspaper advertising?
	No
	Statement
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1
	Advertisers should intentionally avoid the use of gender stereotypes.
	
	
	
	

	2
	Equal representation of men and women in varied roles will reduce stereotypes.
	
	
	
	

	3
	Gender-sensitivity training should be mandatory for advertising agencies.
	
	
	
	

	4
	Public awareness campaigns can help reduce gender bias in advertisements.
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