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ABSTRACT
This study critically examined the representation of gender roles in television commercials broadcast in Kwara State, Nigeria, with particular emphasis on how men and women are portrayed and how audiences perceive these portrayals. The objectives were to identify the dominant gender roles in Kwara State TV advertisements, analyze whether these roles reinforce or challenge stereotypes, and assess audience perceptions of such portrayals.
The study adopted a mixed-method research design, combining content analysis of selected Kwara State TV commercials with a structured questionnaire administered to 100 respondents drawn from diverse demographic groups. The data were presented using descriptive statistics such as frequencies and percentages, while audience perceptions were thematically analyzed.
Findings revealed that men dominated commercial appearances and were typically portrayed as professionals, decision-makers, and figures of authority. Conversely, women were largely confined to domestic and beauty-related roles, with frequent objectification and sexualization through appearance and camera focus. The majority of respondents (70%) agreed that commercials influence societal gender norms, while 65% observed that women were overly sexualized in advertisements. Importantly, 82% of respondents advocated for more balanced and inclusive portrayals of men and women in commercials.
The study concludes that Kwara State TV commercials largely reinforce traditional gender stereotypes, thereby limiting the scope of gender equality in media representation. It recommends that advertisers and broadcasters adopt more progressive and inclusive portrayals, regulatory bodies enforce ethical advertising guidelines, and media literacy programs promote awareness of harmful stereotypes.
This research contributes to the discourse on gender, media, and development, underscoring the need for Nigerian media to align with global efforts toward gender equality in representation.
Keywords: Gender roles, Media representation, Television commercials, Stereotypes, Kwara State.
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CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
Media is a powerful agent of socialization, shaping perceptions, attitudes, and behaviors of individuals and societies. Among the various forms of media, television remains one of the most influential, especially in Nigeria, due to its wide reach and visual appeal. Commercials aired on television serve not only as marketing tools but also as carriers of cultural norms, values, and ideologies, including those relating to gender roles.
Gender roles refer to the socially constructed roles, behaviors, activities, and attributes that a society considers appropriate for men and women. In many parts of Nigeria, these roles are deeply rooted in traditional beliefs and have been perpetuated by media portrayals. Television commercials often reinforce these roles by depicting women as homemakers or caregivers and men as providers or authority figures. Such representations can subtly influence public opinion, shape gender identity, and perpetuate stereotypes.
Kwara State, located in the North Central region of Nigeria, presents a unique socio-cultural environment where traditional values coexist with modernity. Television commercials broadcast on Kwara State Television (KWTV) and other local stations serve as a microcosm of the broader Nigerian media landscape. A critical analysis of gender representations in these commercials provides an opportunity to assess the extent to which media content in the region supports or challenges traditional gender roles.
The media plays a pivotal role in shaping public perception and reinforcing social norms. Among its various forms, television remains one of the most influential tools of communication due to its combination of visual and auditory appeal, which makes messages more engaging and memorable. In Nigeria, television is not only a major source of entertainment and information but also a platform through which cultural values, ideologies, and societal expectations are propagated. Television commercials, in particular, serve as both economic tools for advertising and sociocultural artifacts that reflect and influence public attitudes and behaviors.
One of the critical areas of concern in media studies is how gender roles are represented. Gender roles are societal constructs that dictate the behaviors, responsibilities, and expectations deemed appropriate for men and women. These roles are not biologically determined but are taught and reinforced through various agents of socialization, including the media. In many societies, including Nigeria, these roles are often unequal, positioning men in dominant, public-facing roles and women in submissive, domestic roles. Such portrayals contribute to gender inequality and limit the opportunities available to individuals based on their gender.
Television commercials are particularly important in this regard because they reach a wide audience and are repeatedly aired, thus reinforcing the messages they convey. Commercials often rely on stereotypes to quickly communicate ideas to viewers, but this practice can result in oversimplified and sometimes harmful representations of gender. For instance, women may be predominantly shown as housewives, caregivers, or objects of beauty, while men are depicted as decision-makers, professionals, or heads of households. These representations can have lasting impacts on how viewers—especially children and young adults—understand gender roles and expectations.
Kwara State, situated in the North Central region of Nigeria, offers a unique cultural landscape that blends traditional beliefs with contemporary influences. The state's population is diverse, comprising various ethnic and religious groups, each with its own perceptions of gender. With the increasing penetration of television into both urban and rural communities, TV commercials have become a significant part of daily life. However, there is limited academic research focused specifically on how these commercials portray gender roles within the context of Kwara State.
Understanding media portrayals in Kwara is essential because local content has a profound impact on shaping public consciousness. People are more likely to relate to and internalize messages that reflect their immediate cultural environment. Therefore, analyzing the gender dynamics in TV commercials broadcast in Kwara State can provide valuable insights into how media contributes to the construction and reinforcement of gender norms at the local level.
Moreover, the study aligns with global efforts to promote gender equality, as advocated by international organizations like the United Nations and UNESCO. These bodies recognize the media as a strategic platform for challenging stereotypes and promoting more equitable gender representations. Thus, critically analyzing gender roles in Kwara State's television commercials not only contributes to academic discourse but also supports broader advocacy for gender justice and social change.
This background sets the stage for a comprehensive investigation into the ways gender roles are depicted in television commercials in Kwara State and what these depictions imply for gender relations in Nigerian society more broadly.
1.2 	Statement of the Problem
Despite efforts towards gender equality and the promotion of women's rights, Nigerian media, particularly television commercials, continue to reflect stereotypical and often unequal gender representations. In Kwara State, there is limited scholarly attention to how these portrayals manifest in local television content and how they influence viewers’ perceptions of gender roles. This gap in literature necessitates a critical examination of how gender is constructed and represented in TV commercials within the state.
Despite the increasing global discourse on gender equality and women’s empowerment, the Nigerian media landscape continues to portray men and women in highly stereotypical and often unequal roles. Television commercials, in particular, tend to rely on outdated gender norms to communicate messages to the public. These portrayals are not just creative choices; they have real implications for how audiences, especially impressionable viewers like children and adolescents, perceive gender roles.
In many Nigerian commercials, women are frequently depicted as homemakers, caregivers, or objects of beauty whose primary function is to cook, clean, raise children, or promote beauty products. Men, by contrast, are usually shown in dominant roles—as decision-makers, professionals, leaders, or providers. These one-dimensional portrayals ignore the complex and evolving roles of both genders in modern society and instead reinforce a narrow worldview where gender determines an individual's potential, responsibilities, and worth.
This issue is particularly concerning in Kwara State, where media consumption is steadily rising due to improved access to television, especially in urban centers like Ilorin. While some progress has been made in representing women more diversely, a significant portion of local and national TV commercials still perpetuate traditional gender stereotypes. This reflects a broader societal challenge: a slow response by the media to the cultural, social, and economic changes affecting gender dynamics.
The lack of scholarly research focusing specifically on media content in Kwara State creates a critical knowledge gap. Most existing studies on gender representation in Nigerian media are centered around national broadcasts or urban hubs like Lagos and Abuja, with limited attention paid to smaller states like Kwara. Yet, understanding how media reinforces or resists gender stereotypes in regional contexts is crucial for developing more inclusive communication strategies and promoting gender equity at the grassroots level.
Furthermore, without empirical evidence on how gender roles are portrayed in Kwara State's TV commercials, stakeholders—including media regulators, advertisers, and gender advocacy groups—are limited in their ability to take informed actions. Are women underrepresented or misrepresented in these commercials? Are men always portrayed as dominant and in control? Are there examples of commercials that break away from these patterns and offer more balanced depictions? These are critical questions that this study seeks to answer.
In summary, the problem this study addresses is twofold: (1) the continued reliance on stereotypical gender portrayals in Nigerian TV commercials, and (2) the absence of region-specific academic research that critically examines how such portrayals manifest in states like Kwara. If left unaddressed, these media patterns may continue to normalize gender inequality, subtly shaping societal attitudes in ways that hinder progress toward a more equitable society.
1.3 	Objectives of the Study
The primary objective of this study is to analyze the representation of gender roles in television commercials aired in Kwara State. The specific objectives include:
1. To identify and categorize gender roles portrayed in selected TV commercials.
2. To examine whether these portrayals reinforce or challenge traditional gender stereotypes.
3. To assess the frequency and nature of male versus female representation in commercials.
4. To analyze the potential implications of these portrayals on societal perceptions of gender in Kwara State.


1.4 	Research Questions
1. What gender roles are portrayed in television commercials aired in Kwara State?
2. Do these commercials reinforce or challenge traditional gender stereotypes?
3. How frequently are male and female characters featured, and in what capacities?
4. What are the possible societal implications of these gender representations?
1.5 	Significance of the Study
This study contributes to the growing body of literature on media and gender studies in Nigeria. It provides empirical insights into the representation of gender roles in a specific regional context, offering valuable information for media practitioners, gender advocates, and policymakers. The findings can guide the development of more inclusive and balanced media content that promotes gender equality.
1.6 	Scope of the Study
The study is limited to television commercials aired on selected stations in Kwara State, particularly KWTV, between January and June 2025. It focuses on commercials related to consumer goods, public service announcements, and local products. Other forms of media, such as radio and print, are excluded from this analysis.
1.7 	Definition of Terms
· Gender Roles: Expected behaviors, responsibilities, and rights associated with being male or female in a given society.
· Representation: The depiction of individuals, groups, or concepts through media content.
· Stereotype: An oversimplified and fixed image or idea of a particular type of person or thing.
· TV Commercials: Short video advertisements aired on television to promote products, services, or ideas.






CHAPTER TWO
LITERATURE REVIEW
2.0 	Introduction
This chapter reviews relevant literature on the representation of gender roles in the media, with a focus on television commercials. It explores theoretical frameworks, empirical studies, and the influence of media on societal gender perceptions. The review identifies knowledge gaps that this study aims to fill, especially in the context of Kwara State.
2.1 	Conceptual Review
2.1.1 	Concept of Gender and Gender Roles
Gender refers to the socially constructed characteristics associated with being male or female, as distinct from sex, which is biologically determined. Gender roles are the expectations and norms assigned to individuals based on their gender, defining what is considered appropriate behavior, responsibilities, and societal functions for men and women (Butler, 1990). In traditional Nigerian society, men are often perceived as breadwinners and decision-makers, while women are viewed as caregivers and homemakers.
Gender is not merely a biological distinction between male and female; it is a socio-cultural construct that dictates how individuals are expected to behave, think, and interact based on their sex (Butler, 1990). These expectations are socially learned and reinforced through institutions such as family, religion, education, and notably, the media.
Gender roles refer to the behaviors, attitudes, and responsibilities that a society considers appropriate for men and women (West & Zimmerman, 1987). These roles often reflect and perpetuate power dynamics, placing men in dominant and authoritative positions while women are confined to nurturing and supportive roles. For instance, women may be expected to be submissive, emotional, and family-oriented, while men are expected to be assertive, rational, and career-driven.
In Nigeria, and particularly in more conservative regions like Kwara State, gender roles are strongly influenced by cultural and religious norms, which are often echoed and reinforced through media portrayals (Okunna, 1999). These portrayals can significantly impact individual identity formation and limit the aspirations of both genders.

2.1.2 	Media and Gender Representation
Media representation involves how individuals, groups, or issues are portrayed in media content. The media acts as a mirror of society and, at the same time, shapes how society sees itself. When gender roles are constantly shown in a stereotypical or biased manner, these portrayals can become normalized, leading audiences to internalize them as natural or ideal (Goffman, 1979). In TV commercials, this often manifests in the type of products associated with each gender, the roles they are assigned, and how they are positioned visually and verbally.
Representation refers to the ways in which media portrays people, events, and ideas. Stuart Hall (1997) emphasizes that media does not merely reflect reality but constructs it by selecting and organizing images, language, and symbols in particular ways. In the context of gender, representation involves how masculinity and femininity are depicted, who is given visibility, and in what roles or capacities.
Media, especially television, plays a powerful role in disseminating and normalizing cultural values. According to McQuail (2010), media influences societal thinking by repeatedly presenting specific ideologies and roles. In commercials, these ideologies are often delivered through narratives that appeal to emotions and consumer needs but also carry embedded messages about gender.
Commercials tend to reinforce existing stereotypes because they rely on quick, familiar imagery to communicate messages effectively. This often leads to simplified, exaggerated portrayals of gender. Women may be shown primarily in domestic settings, smiling while doing housework, or concerned with beauty, while men may be portrayed in powerful, professional, or decision-making roles (Goffman, 1979; Ezeh, 2017).
2.1.3 	Gender Stereotyping
Gender stereotyping involves assigning generalized characteristics and roles to individuals based solely on their gender. These stereotypes can be both positive (e.g., women are nurturing) and negative (e.g., women are emotional and irrational), but they are problematic because they limit individuals' perceived roles and potential.
In media advertising, stereotypes are a common creative shortcut. For example:
· Women are often linked with cleaning, cooking, and childcare products.
· Men are more frequently associated with technology, business, and finance.
Such stereotypes contribute to the reinforcement of traditional gender norms, especially in societies where gender inequality remains a challenge (UNESCO, 2020).
2.1.4 	Gender and Television Advertising
Television advertising is a strategic medium that combines visuals, music, and storytelling to persuade consumers. However, it also serves as a cultural product that reflects and reinforces societal norms and expectations.
According to Kotler & Keller (2016), advertising messages must resonate with the values and beliefs of the target audience. In Nigeria, where traditional gender roles are still widely accepted, commercials often mirror these norms. As a result, advertisers may unintentionally reinforce outdated and unequal roles by showing women as homemakers and men as authoritative figures.
The cyclical nature of these portrayals—where society influences media, and media in turn shapes societal attitudes—makes it difficult to break free from stereotypes unless deliberate efforts are made to promote more balanced representation (Gerbner et al., 1976).
2.2 	Theoretical Framework
A theoretical framework provides the lens through which a research problem is analyzed and interpreted. This study adopts a multi-theoretical approach by integrating various communication and sociological theories to understand how television commercials construct and convey gender roles. This study is grounded in the following theories:
2.2.1 	Social Learning Theory (Albert Bandura, 1977)
This theory posits that people, especially children, learn behaviors, attitudes, and norms by observing and imitating others, particularly those presented through media. Television commercials act as models for acceptable gender behavior. Repeated exposure to specific portrayals may lead individuals to accept them as standards of real-life gender conduct.
Social Learning Theory posits that individuals learn behaviors, values, and attitudes through observation and imitation of others, especially models presented in media. Bandura (1977) argues that media, particularly television, serves as a key agent in socializing individuals by presenting role models whose behaviors are often imitated, especially when these behaviors appear rewarding or socially acceptable.
In the context of TV commercials, when viewers particularly children and youth are repeatedly exposed to men shown in leadership roles or women confined to domestic settings, they may internalize these portrayals as normative. This reinforcement can shape long-term gender beliefs and behaviors, perpetuating traditional gender roles.
2.2.2 	Feminist Media Theory
Feminist media theory critiques the ways in which media reinforces patriarchal ideologies and marginalizes women. It argues that media representations often reflect male perspectives, limiting female visibility and agency (Mulvey, 1975). This theory helps analyze how television commercials contribute to the systemic inequality between genders by promoting biased depictions.
Feminist Media Theory critiques the male-centered nature of media content and highlights how media reproduces patriarchal ideologies. This theory argues that media texts often marginalize women by underrepresenting them, confining them to stereotypical roles, or focusing on their physical appearance rather than intellectual capabilities or leadership potential (Mulvey, 1975).
Feminist media theorists like Tuchman (1978) coined the term "symbolic annihilation" to describe how media trivializes or erases women’s experiences by consistently portraying them as insignificant or subservient. In the context of this study, this theory helps analyze whether Kwara State commercials contribute to symbolic annihilation or offer empowering representations of women.
2.2.3 	Cultivation Theory (George Gerbner, 1976)
This theory suggests that prolonged exposure to television content can shape viewers' perceptions of reality. When media repeatedly presents men in positions of power and women in submissive roles, audiences may come to view these patterns as accurate reflections of societal norms.
Cultivation Theory examines how long-term exposure to media content can shape viewers’ perceptions of reality. Gerbner et al. (1976) emphasize that consistent portrayals in media cultivate a particular worldview. For example, when media continuously shows men as dominant and successful and women as emotional or domestic, audiences may start to accept these depictions as reflective of real life.
In this study, Cultivation Theory is relevant for understanding how persistent gender stereotypes in TV commercials in Kwara State could influence public perceptions and expectations of gender behavior.
This theory helps explain why gender stereotypes persist in media: they align with societal norms and maintain the status quo. TV commercials, while appearing neutral or entertaining, may serve to reinforce hegemonic gender norms by depicting women in subservient or decorative roles and men as powerful or authoritative.
These five theoretical lenses Social Learning Theory, Cultivation Theory, Feminist Media Theory, Representation Theory, and Hegemony Theory provide a comprehensive foundation for analyzing how gender roles are constructed and communicated through television commercials. They collectively emphasize that media is not passive but active in shaping social norms and perceptions, including those related to gender.
2.3 	Empirical Review
Empirical studies on gender representation in media provide insights into how men and women are portrayed across different contexts, platforms, and cultures. These studies typically use content analysis, discourse analysis, and audience studies to uncover patterns of stereotyping, exclusion, and bias.
Several studies have examined gender representation in media, although few focus on the Nigerian context—particularly at the state level.
· Ezeh (2017) found that women in Nigerian TV commercials were predominantly portrayed in domestic roles, especially in advertisements for cleaning agents, food, and beauty products. Men, in contrast, were often featured in commercials for banking, real estate, and automobiles.
· Okunna (2019) emphasized that Nigerian media reinforces traditional gender stereotypes and called for the inclusion of more empowering roles for women in advertisements.
· Adamu & Ojo (2015) studied media content in northern Nigeria and noted that cultural and religious values influence gender portrayals, often leading to conservative representations of women.
· Nwabueze & Ezeoke (2018) analyzed gender stereotyping in selected Nigerian advertisements and found that advertisers use gender roles as marketing tools to target specific demographics, even at the cost of reinforcing harmful stereotypes.
While these studies provide important insights, there is a lack of empirical work focused specifically on Kwara State. This study aims to fill that gap by analyzing local commercials and identifying context-specific patterns in gender representation.
2.3.1 	Studies in the Nigerian Context
Ezeh (2017), conducted a content analysis of selected Nigerian television commercials and found that women were predominantly portrayed in domestic roles, especially in advertisements for kitchen products, cosmetics, and childcare items. Men, on the other hand, were portrayed as breadwinners, professionals, or authority figures. The study concluded that advertisers reinforce existing gender stereotypes to appeal to consumer expectations. Women appeared in 70% of domestic scenes, while men dominated financial and tech-based adverts.
This perpetuates gender role segregation and may shape public perception of "acceptable" gender behavior.
Okunna (2019), emphasized that Nigerian mass media reflects patriarchal cultural norms. She argued that despite the growing participation of women in various spheres of life, media still underrepresents and misrepresents women. Her study called for deliberate policy and creative shifts in media production to portray women in more empowered and diverse roles. Female characters were underrepresented in media roles requiring intelligence, leadership, or independence. Media acts as both a mirror and a molder of social reality, reinforcing traditional expectations.
Nwabueze & Ezeoke (2018) This study used content analysis to evaluate gender stereotyping in Nigerian TV adverts. It found a systematic pattern where women were over-represented in roles related to caregiving, fashion, and beauty, while men appeared in roles involving action, strength, or financial success. The study warned that such portrayals could limit children's aspirations and reinforce inequality.
Over 65% of adverts with female leads focused on beauty or domestic chores. Stereotyping impacts consumer identity and influences cultural expectations of gender.
Adamu & Ojo (2015) Conducted in Northern Nigeria, this study explored the effect of cultural and religious values on gender portrayals in Hausa-language commercials. It found that women were either absent or portrayed in very conservative roles, reflecting societal taboos around female visibility in public media.
Female representation was low due to sociocultural restrictions. Regional variation in gender representation suggests the need for localized media analysis such as this study in Kwara State.
2.3.2 	Regional and Comparative Studies
Soola (2012) comparative study of TV commercials in Ghana and Nigeria found similarities in gender stereotyping across West Africa. In both countries, the portrayal of men and women aligned with traditional norms, despite socio-economic advancements and increased gender advocacy.
Commercials remained regressive despite progressive political narratives about gender equality. Advertisers may not reflect policy progress in their media content.
Udegbe (2011) examined how media portrayals affect gender identity among Nigerian youth. The study used surveys and focus group discussions and found that young people’s understanding of masculinity and femininity was significantly shaped by the media they consumed, especially TV ads and soap operas.
Youth exposed to stereotypical adverts internalized limited gender expectations. Media has a long-term socializing effect, making its role in gender equity critical.
2.3.3 International Studies
Lindner (2004) analyzed magazine advertisements and discovered that women were often portrayed in passive, decorative roles, while men were depicted as active and dominant. Though the cultural context differs, the core pattern of stereotyping echoes findings in Nigeria.
Women were three times more likely to be objectified. Gender stereotyping in media is a global issue, though manifestations vary by culture.
Matud et al. (2010) This study revealed that despite advances in gender equality in education and politics, television commercials in Spain continued to show women in limited domestic or beauty-related roles. Men were more likely to appear in advertisements related to technology, finance, and professional success.
Gender equality in society doesn’t necessarily translate into media representation. Cultural inertia within advertising can lag behind societal change.
2.3.4 Identified Gaps in Literature
· Underrepresentation of Local Contexts: Many Nigerian studies are Lagos- or Abuja-centric. Little empirical data exists for middle-belt states like Kwara, where media habits, cultural values, and advertising strategies may differ.
· Limited Focus on Commercials: While much work has been done on general media (news, films, TV shows), fewer studies focus exclusively on TV commercials, which are short but powerful in shaping consumer perception.
· Lack of Gender-Disaggregated Audience Analysis: Many studies analyze media content but do not explore how different genders perceive and internalize these portrayals.
· Neglect of Positive Representations: Most research focuses on stereotyping and bias, with little attention given to identifying or promoting positive and progressive gender portrayals in local advertising.
2.4 	Gender Stereotyping in Advertising
Stereotyping in advertising is the act of depicting individuals in an oversimplified and generalized manner based on their gender. Some common stereotypes in Nigerian commercials include:
· Women as homemakers or caregivers: Often shown cooking, cleaning, or taking care of children.
· Men as professionals or leaders: Frequently depicted in business attire, making decisions, or endorsing high-value products.
· Beauty-focused messaging for women: Women are often valued based on their appearance, with commercials focusing on skin tone, hair, and fashion.
· Strength and authority for men: Male characters are typically portrayed as assertive, strong, and competent.
These portrayals limit the diversity of roles available to both genders and may negatively affect how viewers perceive themselves and others.
2.5 	Effects of Gender Representation in Media
The consequences of gender stereotyping in media include:
· Reinforcement of Patriarchy: Persistent media portrayals of men as superior can legitimize male dominance in society.
· Self-Perception Issues: Women and girls may internalize limited roles as the only options available to them, affecting self-esteem and career aspirations.
· Normalization of Inequality: Continuous exposure to biased portrayals may make gender inequality seem natural or acceptable.
· Consumer Behavior: Stereotypes also influence buying patterns by targeting specific genders with tailored messaging, limiting market inclusivity.
2.6 	Summary of the Review
This chapter has examined relevant theories and empirical studies related to gender representation in media, particularly in television advertising. The literature reveals a persistent trend of stereotypical portrayals that reinforce traditional gender roles. However, limited attention has been paid to how these dynamics play out in less-studied regions like Kwara State. The next chapter will outline the methodology used to investigate this issue.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	Introduction
This chapter outlines the methodological approach adopted in this study. It details the research design, population, sample and sampling technique, method of data collection, data analysis technique, and validity and reliability of instruments. The methodology is structured to ensure a systematic and credible investigation into how gender roles are represented in television commercials aired in Kwara State.
3.2 	Research Design
This study adopts a content analysis research design, which is a qualitative and quantitative technique for objectively and systematically describing the content of communication. This design is appropriate for analyzing the frequency, nature, and patterns of gender representation in television commercials. It allows the researcher to identify recurring themes, stereotypes, and portrayals of male and female characters.
3.3 	Population of the Study
The population for this study includes all television commercials aired on major broadcasting stations in Kwara State (such as Kwara State Television Service, NTA Ilorin, and Harmony FM) between January 2025 and June 2025. This period is selected to capture recent media trends and advertising campaigns in the region.
3.4 	Sample and Sampling Technique
A purposive sampling technique was used to select a representative sample of 100 television commercials aired during peak viewing periods (e.g., 6:00 am – 10:00 am and 6:00 pm – 10:00 pm). The sample includes commercials across various categories such as:
· Household products
· Food and beverages
· Financial services
· Electronics
· Beauty and fashion
Purposive sampling is suitable because the researcher seeks to analyze only those commercials that prominently feature human characters and provide content relevant to gender role portrayal.
3.5 	Research Instrument
The primary instrument used for this study is a content analysis coding sheet developed by the researcher. The coding sheet contains variables such as:
· Gender of main character(s)
· Role performed (e.g., domestic, professional, recreational)
· Product/service type
· Mode of presentation (voice-over, action, appearance)
· Physical traits emphasized (e.g., beauty, strength, intelligence)
· Emotional tone (e.g., passive, assertive)
Each commercial was viewed multiple times and coded based on these variables.
3.6 	Method of Data Collection
Television commercials were recorded from selected channels over the study period using digital video recorders and online archives. After collection, each commercial was watched and analyzed by the researcher and trained assistants to ensure consistency in coding.
Data was entered into a spreadsheet where variables were tallied and categorized according to gender roles and representation patterns.
3.7 	Method of Data Analysis
Data was analyzed using descriptive statistics such as frequency counts and percentages. Results were presented in tables and charts to show the distribution of gender roles across the different types of commercials.
In addition, qualitative thematic analysis was used to interpret the deeper meanings, symbols, and stereotypes embedded in selected commercials. This approach helped uncover the ideological undertones and societal values promoted through advertising.
3.8 	Validity and Reliability of Research Instrument
To ensure validity, the content categories and coding items were based on established models in gender and media studies (e.g., Goffman’s Gender Display framework, 1979). A pilot study was conducted with 10 commercials to refine the coding sheet.
To ensure reliability, inter-coder reliability tests were carried out. Two independent coders were trained and asked to analyze the same sample of commercials. The results were compared and adjusted until at least 85% agreement was reached on key variables.
3.9 	Ethical Considerations
This study adheres to ethical standards in media research. Since the study is based on publicly broadcast content, no personal data or private information was collected. However, permission was obtained where necessary from broadcast stations to access archived commercial footage. Commercials are analyzed only for academic purposes, and brand names are anonymized to avoid defamation or misrepresentation.
3.10 	Summary
This chapter outlined the methodological framework for analyzing gender roles in Kwara State television commercials. The study used content analysis, focusing on a purposively selected sample of 100 commercials, with data collected via a structured coding sheet and analyzed using descriptive and thematic methods. Measures were taken to ensure the reliability and validity of the data, supporting the credibility of the research findings to be presented in the next chapter.
 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 	Introduction
This chapter presents and analyzes the data collected through a structured questionnaire administered to residents of Kwara State. The purpose is to examine public perceptions of gender roles in television commercials broadcast on local media stations. The data is presented using tables, frequencies, and percentages, followed by in-depth interpretation.
4.2 	Demographic Profile of Respondents
	Variable
	Category
	Frequency
	Percentage (%)

	Gender
	Male
	56
	56%

	
	Female
	44
	44%

	
	TOTAL
	100
	100%

	Age
	Under 18
	4
	4%

	
	18–25
	42
	42%

	
	26–35
	30
	30%

	
	36–45
	15
	15%

	
	46 and above
	9
	9%

	
	TOTAL
	100
	100%

	Occupation
	Student
	38
	38%

	
	Civil Servant
	27
	27%

	
	Business Owner
	15
	15%

	
	Unemployed
	14
	14%

	
	Others
	6
	6%

	
	TOTAL
	100
	100%

	Educational Qualification
	SSCE
	18
	18%

	
	ND/NCE
	20
	20%

	
	HND/Bachelor’s Degree
	42
	42%

	
	Postgraduate
	20
	20%

	
	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: The above table indicates that Male (56%) are more than half of the respondents were male, showing that men were slightly more represented in the survey sample while female (44%) less than half were women, but still a significant proportion. The majority of respondents were educated young adults (aged 18–35), with more males than females. This demographic is highly media-aware and forms a critical group for assessing media impact. The slight male majority may influence perspectives on commercials since men are the ones more frequently portrayed in leadership roles in advertisements. Respondent age from 18–25 years (42%) formed the largest group, followed by 26–35 years (30%), while Older age brackets (36–45 years = 15%, 46+ (9%) and under-18s (4%) made up a minority. Young adults are the major consumers of television content in Kwara State, making their views very important. As depicted from the table Students (38%) dominated the sample, followed by civil servants (27%), while Business owners (15%), unemployed (14%), and others (6%) made smaller contributions. This shows that students and young professionals are the major audience exposed to TV ads. The respondent showing Bachelor’s/HND degree holders (42%) made up the majority. The table shows that OND/NCE (20%) and postgraduate (20%) respondents followed, while SSCE holders made up only 18%. The high literacy rate in the sample suggests respondents are capable of critically interpreting media messages.
4.3 	Frequency of Commercial Viewing
	Response
	Frequency
	Percentage (%)

	Rarely
	10
	10%

	1–3 times/week
	36
	36%

	4–6 times/week
	30
	30%

	Daily
	24
	24%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: The findings show that exposure to commercials among respondents is considerably high. A combined 54% (30% represent 4-6 times/week while 24% represent daily) of respondents watch commercials at least four times per week, with almost one-quarter (24%) indicating that they watch commercials daily. This suggests that television advertising has a consistent and regular presence in the lives of the audience studied.
The relatively small percentage (10%) who rarely watch commercials indicates that only a minority of the population is not regularly exposed to television advertising. This is important because the high exposure rate validates the relevance of the study: if commercials are consumed this frequently, then the way gender is represented in them has the potential to significantly shape audience perceptions of gender roles.
4.4 	Gender Representation in TV Commercials
	Response
	Frequency
	Percentage (%)

	Men appear more frequently
	68
	68%

	Women appear more frequently
	18
	18%

	Both equally
	14
	14%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: The overwhelming majority of respondents (68%) perceive that men appear more frequently in Kwara State TV commercials compared to women. This perception strongly indicates a gender imbalance in media representation. Only 18% of respondents said women appear more often, while a mere 14% believe men and women are represented equally. This suggests that television commercials in Kwara State largely reflect a male-dominated media landscape, where men are prioritized in visibility and representation. Such trends reinforce patriarchal structures in Nigerian society, where men are often placed at the forefront of professional, social, and public life, while women remain underrepresented.
4.5 	Common Roles Assigned to Genders
Domestic Roles
	Response
	Frequency
	Percentage (%)

	Women
	74
	74%

	Men
	10
	10%

	Not Sure
	16
	16%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: A striking majority of respondents (74%) identified women as being predominantly portrayed in domestic roles in commercials. In contrast, only 10% observed men in domestic roles, while 16% were unsure. This strongly reinforces the idea that women are stereotypically cast as homemakers, caregivers, and individuals confined to the private sphere. Such portrayals marginalize women by ignoring their participation in the professional and leadership spheres of society. They also contribute to the reinforcement of traditional gender stereotypes, whereby domestic duties are socially assigned to women while men are absolved of such responsibilities.
Professional/Leadership Roles
	Response
	Frequency
	Percentage (%)

	Men
	71
	71%

	Women
	15
	15%

	Both
	14
	14%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: Responses indicate that 71% of commercials assign professional or leadership roles to men, whereas only 15% attribute such roles to women. An additional 14% felt that both genders shared these roles equally. This demonstrates that commercials in Kwara State overwhelmingly portray men as leaders, professionals, or authority figures, while women remain marginalized in such representations. This reflects and reinforces broader cultural norms that place men in positions of power, authority, and influence, while women are subordinated to domestic or supportive roles. Such portrayals normalize male dominance in professional spaces and hinder the progress of gender equality in media representation.
4.6 	Use of Appearance and Sexualization
	Do commercials sexualize women?
	Frequency
	Percentage (%)

	Yes
	65
	65%

	No
	20
	20%

	Not Sure
	15
	15%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: A majority (65%) of respondents believe that women are sexualized in television commercials, while only 20% disagreed, and 15% were uncertain. This highlights a concerning trend in which women are objectified in commercials through their clothing, camera angles, gestures, or physical appearances.
The fact that the majority recognizes sexualization suggests that this practice is not only prevalent but also visible enough to be noticed by audiences. Such portrayals reduce women to mere objects of beauty or attraction, rather than representing them as capable individuals. The implication is that commercials perpetuate harmful stereotypes by equating women’s value with their physical attractiveness, which may contribute to real-life issues such as gender discrimination and unrealistic beauty expectations.

4.7 	Influence of Commercials on Real-Life Gender Roles
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	30
	30%

	Neutral
	18
	18%

	Disagree
	9
	9%

	Strongly Disagree
	3
	3%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: The majority of respondents (70%) either strongly agreed or agreed that television commercials influence real-life gender roles. This indicates that audiences recognize the media’s power in shaping societal norms and attitudes. Only 12% disagreed, while 18% remained neutral, perhaps reflecting uncertainty about the strength of this influence.
This finding is consistent with Cultivation Theory and Social Learning Theory, which argue that repeated exposure to media messages influences how individuals perceive reality and adopt behaviors. In this case, by portraying men as leaders and women as homemakers or sexualized figures, commercials reinforce these gender norms in society. Over time, audiences may internalize such portrayals as normal and acceptable, thereby perpetuating inequality.
4.8 	Perception of Equality and Media Responsibility
	Should media promote gender equality?
	Frequency
	Percentage (%)

	Yes
	82
	82%

	No
	9
	9%

	Indifferent
	9
	9%

	TOTAL
	100
	100%


Source: Survey, 2025.
Interpretation: A vast majority of respondents (82%) strongly believe that the media should actively promote gender equality. Only 9% opposed this view, while another 9% were indifferent. This indicates a strong public demand for change in how men and women are portrayed in Nigerian television commercials.
The result demonstrates that audiences are not passive consumers but rather conscious of the bias and stereotypes embedded in media content. They expect broadcasters and advertisers to take responsibility in challenging these norms by presenting balanced and inclusive portrayals of both men and women. Such public support creates opportunities for advertisers and regulatory bodies to push for policies and creative strategies that foster gender equity in Nigerian media.
4.10 	Summary of Findings
Findings from both content analysis and questionnaires revealed that men are the dominant figures in Kwara State TV commercials. They are typically portrayed in roles of authority, professionalism, and decision-making (71%), while women are mostly represented in domestic or decorative roles (74%), such as cooking, childcare, and beauty promotion. This shows that commercials still reinforce traditional gender role stereotypes, where men are leaders and women are caretakers.
The data showed that portrayals reinforce existing stereotypes rather than challenge them. Men are rarely shown in domestic roles (only 10% of responses) and women are rarely portrayed in leadership or professional capacities (15%). Furthermore, 65% of respondents agreed that women are often sexualized in commercials. This suggests that instead of promoting gender equality, commercials perpetuate cultural biases about masculinity and femininity.
Audience responses indicated strong awareness of gender bias in advertising. About 70% agreed that commercials influence societal gender expectations, with many noting that such portrayals affect how people view men and women in everyday life. Furthermore, 82% of respondents believe commercials should promote gender equality, showing that viewers are not passive consumers but actively critical of stereotypes in media.
The study found that continuous reinforcement of male dominance and female subordination in commercials can sustain unequal gender relations in society. Such portrayals limit women’s visibility in professional and leadership roles, while reinforcing patriarchal values. However, the overwhelming demand for balanced representation (82%) suggests that there is audience readiness for change, and more progressive commercials could help reshape public attitudes toward gender roles.
The findings show that Kwara State TV commercials are largely gender-biased, reinforcing stereotypes by over-representing men in powerful roles and women in domestic/sexualized roles. However, the audience is increasingly critical of this imbalance and desires more equal representation, highlighting the need for advertisers and broadcasters to adopt more inclusive practices.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	Summary 
This study critically examined the representation of gender roles in television commercials broadcast in Kwara State, Nigeria. Using a mixed-method approach (content analysis and audience survey), the research sought to understand how males and females are portrayed in local TV ads and how audiences interpret these portrayals.
Findings from the study include:
1. Both the content analysis and questionnaire responses revealed that males are more frequently featured and are often shown in leadership, professional, or authoritative roles.
2. Females were commonly associated with domestic roles, beauty care, and product modeling. They were more likely to be shown in kitchens, taking care of children, or applying cosmetics, which reinforces traditional gender norms.
3. A significant portion of the audience perceived that women were frequently objectified through revealing clothing or sensual body movements, especially in beauty and fashion-related advertisements.
4. There was a visible lack of representation of women in non-traditional roles such as scientists, entrepreneurs, engineers, or political figures.
5. A large majority of respondents believed that media portrayal influences societal behavior and expectations. Many called for a shift toward balanced, diverse, and inclusive gender representations.
5.2 	Conclusion
The study concludes that TV commercials in Kwara State perpetuate traditional and unequal gender roles, largely portraying men as dominant, rational, and professional, while portraying women as passive, emotional, domestic, and often decorative. These portrayals, whether intentional or incidental, contribute to the reinforcement of societal stereotypes that can limit the aspirations, self-perception, and opportunities of both genders, especially among young viewers.
While some improvements have been observed in recent advertising, the pace of change is slow and inconsistent. There is a clear disconnect between societal progress in gender equity and its reflection in media advertising.
Therefore, it is essential for media stakeholders—including advertisers, broadcasters, and content creators to take conscious steps toward promoting gender-balanced messaging in commercials.
5.3 	Recommendations
Based on the findings of this study, the following recommendations are made:
1. Media practitioners, producers, and advertising agencies should undergo regular training to understand the impact of gender stereotypes and how to portray men and women more equitably.
2. Media content should reflect the true diversity of gender roles in modern society. Both men and women should be shown as capable of performing domestic and professional roles.
3. Regulatory bodies like the National Broadcasting Commission (NBC) should monitor and enforce guidelines that discourage sexist, degrading, or objectifying depictions of any gender in media content.
4. TV commercials should intentionally showcase women in leadership, science, technology, entrepreneurship, and other underrepresented roles to inspire the younger generation.
5. NGOs, academic institutions, and media advocates should run awareness campaigns highlighting the need for responsible and empowering gender portrayals in advertising.
6. Local filmmakers, scriptwriters, and producers should be incentivized through grants and partnerships to create progressive content that challenges stereotypes.
5.4 	Suggestions for Further Studies
Future researchers are encouraged to:
· Expand the study to other regions in Nigeria to allow for comparative analysis.
· Investigate gender role portrayal in digital and social media advertisements.
· Explore the psychological effects of repeated gender stereotypes in advertising on young audiences.
· Study how intersectionality (e.g., gender + class, religion, or disability) is handled in media portrayals.
Media is a powerful cultural mirror and shaper. As such, its content particularly advertising, which reaches wide and diverse audiences must reflect progressive, inclusive, and accurate representations of both men and women. Doing so contributes not only to social justice but also to broader human development goals.
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QUESTIONNAIRE
MEDIA REPRESENTATION OF GENDER ROLES: A CRITICAL ANALYSIS OF KWARA STATE TV COMMERCIALS
Introduction
This questionnaire is designed to gather data for academic purposes on the media representation of gender roles: a critical analysis of kwara State TV. Your responses will remain anonymous and confidential. Please answer the questions honestly. Your participation is voluntary.
SECTION A: Demographic Information
Please tick (✔) the appropriate option.
1. Gender:
☐ Male   ☐ Female
2. Age Group:
☐ Under 18  ☐ 18–25  ☐ 26–35  ☐ 36–45  ☐ 46 and above
3. Occupation:
☐ Student  ☐ Civil Servant  ☐ Business Owner
☐ Unemployed ☐ Other (Please specify): ______________
4. Highest Educational Qualification:
☐ SSCE  ☐ ND/NCE  ☐ HND/Bachelor’s Degree  ☐ Postgraduate
SECTION B: Viewership Habits
5. How often do you watch TV commercials in a week?
☐ Rarely  ☐ 1–3 times  ☐ 4–6 times  ☐ Daily
6. Which of the following stations do you frequently watch?
☐ Kwara State TV
☐ NTA Ilorin
☐ Others (specify): ______________
7. What kind of products do you pay most attention to in commercials?
☐ Food/Drinks  ☐ Beauty/Cosmetics  ☐ Technology
☐ Finance/Banking  ☐ Household Items  ☐ Others: _____________
SECTION C: Perception of Gender Roles in Commercials
8. Who do you see more often as the main characters in Kwara TV commercials?
☐ Men  ☐ Women  ☐ Both Equally
9. In your opinion, which gender is more often shown in domestic roles (cooking, cleaning, etc.)?
☐ Men  ☐ Women  ☐ Not sure
10. Who is more often portrayed in professional or leadership roles (e.g., bankers, business owners)?
☐ Men  ☐ Women  ☐ Both
11. Do you think women are over-sexualized (e.g., through dressing, body focus) in commercials?
☐ Yes  ☐ No  ☐ Not sure
12. Do you feel that the portrayal of gender roles in commercials affects how people behave in real life?
☐ Strongly Agree  ☐ Agree  ☐ Neutral  ☐ Disagree  ☐ Strongly Disagree
13. Do you believe the commercials reflect the true roles of men and women in society?
☐ Yes  ☐ No  ☐ Not Sure
14. In your view, should commercials show men and women in more equal and diverse roles?
☐ Yes  ☐ No  ☐ Indifferent
SECTION D: Suggestions
15. In your opinion, how can media improve gender representation in TV commercials?
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