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Preface

Maria Kotseva presents a study of television adsiag representation of women in Bulgaria and Italy
from a gender perspective, which suggests theateknowledge in several areas, and in-depth
knowledge of the social, cultural and political text of the two countries. The general framework of
the EU's attitude to gender stereotypes is thedyaakd against which the author outlines specific E
policies on gender stereotypes in the media andréiding.

Given its interdisciplinary scope, the work dones@arching, systematizing and analyzing varioua,dat
documents and facts describing the phenomenon psessive. Its relevance becomes clear in the
introduction, which precisely states its purposel arecessity — driven by the persistent gender
stereotypes in the media and advertising, therlageng "a mirror of the dominant societal values a

at the same time ‘offering’ these values to socastydeas for masculinity and femininity” (p. 2)sé
described are the objects of study, the representaf women in television advertising on two
national commercial channels (Canale 5 and bTW) e biggest audience in two EU Member States;
its purpose, a comparative analysis of televisidvedising representation of women in Bulgaria and
Italy in view of the EU policies and initiativesaigst gender stereotypes; and the research olgscav
review of those as they address gender stereotypasd in particular against derogatory media
stereotypes — as major obstacles to achiedefactogender equality, a comparison between Bulgaria
and Italy on the images of women in television atisiag and the gender stereotypes used, and the
method employed to achieve these objectives, atfaive content analysis.

In the first chapter, Gender stereotypes and theg&an Union, Kotseva defines stereotypes — in
particular gender stereotypes and their relatignstith prejudice, and the categories of gender and
sex. Her efforts is that of an interdisciplinaryidg, which construes gender stereotypes as “social,
historical, culturally specific norms for the conte of femininity and masculinity acquired in the
process of socialization, one of the agents of Wi the media and advertising” (p. 8). In linéhwi
this, she formulates the main goal of the studyddétermine how gender stereotypes in differentsarea
contribute to discrimination against women in thé, Evhat the attitude of the EU is to the problenaas
whole, and in particular how it views the influenaed manifestations of gender stereotypes in the

media. The chapter reflects the author's detailedwhedge of the contents of many different
[



documents and EU and EWL initiatives dedicated qaaé treatment and gender equality as main
principles of the EU. Based on statistical dataglies a general overview of the situation of women
in both countries, to which she adds the resultshef European Values Survey 2008 and Geert
Hofstede’s definitions of Italy as a masculine doyiiand of Bulgaria as a moderately feminine one. A
detailed review of the existing research on theeggntation of women in both countries in televisio
advertising, and the existing negative stereotyplesut women, are also presented. These make
apparent the remoteness of Bulgaria and Italy fiteerEU's drive to achieve real gender equality.

The second chapter of the work — Content AnalygisuRs — comprises a review of content analyses of
gender stereotypes in television advertising inopar and the U.S. since the 1980s. Kotseva’'s
consistent and conscientious listing and descnppiothe main content analysis categories accoriting
their significance to gender stereotyping, and $edection of those used in the study, would not be
possible without the excellent knowledge she detnates of the general characteristics of advedisin
and the method of content analysis. On this bassgroups of hypotheses on media representation of
women in Bulgaria and ltaly are postulated (p. 3f)e associated with the advertising images of
women in both countries, and another related tosthey of the cultural dimension "masculinity /
femininity" by Hofstede. Here are presented thelteof content analyses of the two separately dode
central advertising figures, visual figures andcesovers, in 126 ads on bTV and 153 ads on Canale 5
broadcast in the period 21-27 March 2011. Followih is a summary comment on the results
obtained in the context of similar research, arel rilationship between the components of gender
stereotypes and certain categories of analysifegsmnal status, physical characteristics and role
behaviors. Some interesting examples of reversaeofler stereotypes are also given. Last but not
least, in the comparative perspective of the atertents analysed the author identifies common
characteristics of female advertising figures inhbadvertising samples, as well as in those ofaltal
and Bulgarian origin, mostly confirming the hypathe regarding stereotypical advertising portrayals
of women.

The comparative aspect developed by the authobased on television commercials in Bulgaria and
Italy is of interest because of the similaritiestle political, cultural and media environmentshe

two countries, although, as she points, it is clifii to find full similarity between Italian and Bjarian
cultures (pp. 66-67), and conclusive evidence & tklationship of gender stereotypes to the
Hofstedean “masculinity / femininity” of a counti/not found.

The conclusion of Kotseva’s study summarizes tkalte of the two content analyses as supporting her



main thesis that advertising texts reflect existsngietal ideas about gender. At the same time the
author uses these findings to highlight the poksilmf overcoming the obstacles to a non-sterealp
gender representation, in particular of women — @& changing attitudes and expectations of
advertising recipients, a project requiring thejafforts of civil society, media and other ingtibns.

The contributions and achievements of Maria Kotseaaalysis include the following:

* Her empirical study is undoubtedly the most int@ot contribution. The categories of analysis are
described precisely, based on a sound understaodithg nature of the method and theoretical work
on the subject, and the results are interpretdtiudly and professionally;

* The international comparative perspective isiedrthrough based on a common point of reference, a
similar — commercial — profile of two television arinels and common analytical categories for
comparison are used. The empirical research caomd#gbto existing knowledge and provides
opportunities for practical application for furtheomparative analysis of gender stereotypes in the
electronic media;

* The topic is current, original, and hitherto upkxed in either country;

» The thesis reflects thorough knowledge and afgreace to many information sources on the
subjects, in particular international documentgalegreements and recommendations;

* It offers a systematic comparative analysis ofdge stereotypes, which could serve in the futare f
coordinating policies and practices, in variousrtgas and cultures, towards achieving greater gend
equality;

» The author develops the topic knowledgeably &odaughly, with good understanding of the media,
the cultural and political situation in both Bulgaand Italy, a fine ability in the research methused,

and good knowledge about gender stereotypes iméuga and advertising.

Full professor Nedyalka Videva, PhD
Sofia University St. Kliment Ohridski, Bualga



Index

Introduction

1. Gender stereotypes and the European Union

1.1. Stereotypes and prejudices. Gender stereotypes
1.2.The European Union and gender stereotypes
1.2.1. Community Framework Strategies and Roadmaps
1.3. Gender stereotypes in the media and advegtssid
the European Union (1995-2013)

1.4. Italy and Bulgaria: a general overview

1.4.1. Analyses of advertising representation afnen
2. Content analysis results

2.1. Sample of advertisements

2.2. Coding procedure. The relation of coding \@éa to gender stereotyping
2.2.1. Categories of analysis used in the presedys
2.2.2. Coding reliability

2.2.3. Research hypotheses

2.3. Content analysis results: Bulgaria

2.3.1. Visual central figures and voice-overs

2.3.2. Visual central figures

2.3.3. Voice-overs

2.3.4. Discussion

2.4. Content analysis results: Italy

2.4.1. Visual central figures and voice-overs

2.4.2. Visual central figures

2.4.3. Voice-overs

2.4.4. Discussion

2.5. Bulgaria and Italy: comparative perspectives
Conclusion

Bibliography

21p
p.23
p.30
p.30
p.31
p.36
p.38
p.39
p.40
p.40
p.41
p.44
p.45
p.54
p.54
p.54
p.57
p.58
p.65
p.71
p.74



Appendix
Abstract

Abbreviations

EC European Commission

EP European Parliament

EU European Union

EIGE European Institute for Gender Equality
EWL European Women’s Lobby

p.84
p.88



Introduction

In a number of papers the EU institutions emphatfizeneed for monitoring and research of gender
stereotypes in society, and in particular thosenédia and advertising. The "European Handbook on
Equality Data" says, "Research, again, is a présgqufor developing and implementing more
effective policies" (2006: 25). The Council of th#®) encourages EIGE and the different national
gender equality bodies “to promote research, studie analysis to further examine the effect that
gender stereotypes have on efforts to achieve geader equality...” (Council Conclusion on
Eliminating Gender Stereotypes in Society, 9 JUb@B82 A concrete manifestation of this is the need
to research the image of women and men in advagtisnd marketing by the Member States (EP
Resolution of 3 September 2008 on How Marketing &wmlyertising Affect Equality...), the EU
(Opinion on the Future of Gender Equality Policytekf2010), and in particular by the EC, urged by
the EP in its resolution of 15 December 2010 onittgact of advertising on consumer behaviour to
promote “comparative research and documentatiomgrtite Member States concerning the image of
women being projected by advertising and marketingtent and to identify good practices for
effective and gender-friendly advertising...", additg this the need for “more studies about
participation of both women and men in media congm(positions, issues dealt with) and about the
portrayal of women and men in the media and theceféf this on the audience..(Opinion on
Breaking Gender Stereotypes in the Media, 2011).aXg different is the opinion of the EWL, which
calls for the creation of a European Media MonitgriGroup, which “should work on common
European standards for defining degrading imagek saxism..., grant gender equality awards to
media and advertising professionals, study andrtegowomen in the media and carry out regular,
systematic monitoring of gender images in mediaedh in order to promote a balanced and diverse
representation of gender in the meAVL 1st Contribution to the Advisory Committee &agual
Opportunities for women and men ..., 12.04.2010).

All these statements speak to the scarce researctheo problem and the severity of persistent
derogatory media and advertising images of womeocoAling to the EP, "advertising often
communicates discriminatory and/or undignified nrages based on all forms of gender stereotyping,
which hinder gender equality strategigE€P Resolution of 15 December 2010 on the impact of
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advertising on consumer behavior). The problenoisisolated, and fits into the broader contexthaf t
EU fight against gender stereotypes in all sphefesociety (labour, education, sports, decision-
making, etc.), the elimination of which is essdnf@ achieving real gender equality. In the EU
context, the term "gender stereotype" is saturatgd negative connotations because it presents a
distorted and one-sided idea of gender equalityitsi the range of life options and is the basis of
gender-based inequality. For the EC, “eliminatioh existing cultural prejudices and societal
stereotypes is paramount for the establishmenenfigr equality{COM (2000) 335 final Towards a
Community Framework Strategy of Gender EqualitypeQvay that gender stereotypes are expressed
culturally is through media and advertising, andhelating them there is part of eliminating them in
society.

Given this need for research, we believe thatiingortant to carry out an analysis on the ways &om
are currently represented in advertising. There tar@ basic positions regarding the relationship
between gender stereotyping in media and gendatecklialues of a society (Eisend, 2009: 421): 1.
The “mirror” argument, according to which advenigireflects existing cultural expectations towards
gender, and advertisers adapt to the audience&cegpns instead of trying to alter its valtjemnd 2.
The “mold” argument, which states that advertissigble to mold and shape the values of its target
audience (Pollay, 1986), and that hence, advegtigender roles create, shape and reinforce gender
stereotypical beliefs and values in a society (®hma al., 2003¥. In the first case, advertising
representation is a simple reflection of sociallitgaand in the second it plays an active role by
offering certain gender representations for ideatfon. We consider advertising, widely presenthia
Member States Bulgaria and Italy, "a mirror" of tthe@minant societal values and at the same time
"offering" these values to society as ideas forcuksity and femininity. In this sense, we beligves
important to closely examine advertising imagesjcivhare far from being neutral: advertising is
required and created by men and women, and is aahesden and women. We agree with the EP,
according to which "... advertising and marketieflact culture, and also contribute to its credtion
(EP Resolution of 3 September 2008 on how marketimyadvertising affect equality between women

and men. While the first part of this statement is oursisewhich we could prove with our research

! Advertisers just “conventionalize our conventiostylize what is already a stylization” (Goffmar97D: 84).

2 This position is in line with the arguments praddby cultivation theory (cfr. Gerbner G. et aD02).

% “Strong arguments have been made suggesting divattising both reflects and influences culturdies” (Cfr. Albers-
Miller & Gelb, 1996).



method (content analysis), the second part is gpothesis, which could be proved or rejected by
analyzing the effects of advertising on the audgeicough this is not one of our goals. Actuallyeo

of the biggest debates about the social impadiefiedia is about the question: does the mediadave
significant amount of power over its audience, oesithe audience ultimately have more power than
the media? Although the first idea is not to bectgd, there has been a gradual shift from medigepo

to people power. We should not forget that audierme® not passive receptors of advertising and
media messages, could play an active role in aectgtn of meaning, and have a greater ability than
previously acknowledged to read those messagésadit*

The object of this study is the representation aim&n in view of the EU fight against gender
stereotypes in television advertising in two Mem8tates, Bulgaria and lItaly, in the 21st centung a
its subject are the TV ads broadcast within a stehdV week (21 to 27 March 2011) on one Italian
(Canale 5) and one Bulgarian (bTV) national commaémhannel with the largest audiences in these
countries. Television advertising is taken as aang{e of the manifestation of gender stereotypes
because, on the one hand, it is repetitive, hasgh audience reach and a high communication
potential, and on the other hand, analysis of gestdgeotypes in TV ads using the content analysis
method has a long tradition in the US and Westaunoie: some studies content-analyse single
countries’ ads, while others analyse ads from diffe countriegthe lattershowing differences and/or
similarities between countri€s)\While most studies pair Western European countii¢hitelock &
Jacksn, 1997; Furnham, Babitzkow & Uguccioni, 2000; Fnam & Saar, 2005)or Western
European and non-European countri€siroham & Farragher, 2000; Milner & Collins, 2000;
Furnham & Imadzu, 2002; Furnham & Spencer-Bowdag62; Nassif & Gunter, 2008only few

of them Gkoric & Furnham, 2003; Furnham & Saar, 2D0&mpare Western and Eastern European
countries What is more, as Albers-Miller (1996) claims, masvertising research lacks an a priori
justification. Milner and Colling2000), howevercompare television advertisements from various
countries with specific reference to Geert Hofstedeamework of “masculine” and “feminine”
countries.

The present study follows these well-establisheddet®y comparing television advertisements

in Italy — a “masculine” country, according to Hfde — and Bulgaria, a relatively “feminine”

“ See more about the debate in Gauntlett, 2002 aiigistone, 2003.
® For recent overview of existing research cfr. Famh& Mak, 1999; Eisend, 2010; Furnham & Paltzed,®@Furnham &
Paltzer, 2011.



country® This comparison has the additional further benefitiluminating apparent differences
between the situation in an “old European” country,original member of the EU, and a “new
European” country or recent accession from the ér8oviet orbit. Any differences that might appear
in the analysis could therefore be crucial to ustérding continuing tensions within the modern EU
itself as its member nations struggle to meet thmikJs own mandates for gender equalidyr goal is

a comparison between Bulgaraan EU Member State since 2067with one of its founders,
specifically the one which has the highest masitylstore among the 6 EU foundérhe purpose of
the present study will be a comparative analysitelgvision advertising representation of women in
both countries in the context of the EU’s policasl initiatives against gender stereotypes. ltagnss

to us an interesting example for comparison, nbt as a founding member of the EEC, but also given
the importance that the problem of the image of eras attained in its public sphere, especially in
recent years, when the traditional media and asuggt stereotypes of women — a happy mother, a
housewife, a sex object — have been challengedhdygéeneral turmoil in the country caused by the
politicization of women’s bodie%It would be interesting to see to what extent kinstereotypes for

women are present in post-communist Bulgaria, gthierdevelopment of a market economy and the

® According to Hofstede, Bulgaria scores 40 on tlilmension and is thus considered a relatively fémeirsociety. In
feminine countries the focus is on “working in arde live”, managers strive for consensus, and [eeoplue equality,
solidarity and quality in their working lives. Cdicts are resolved by compromise and negotiatinnetives such as free
time and flexibility are favoured. The focus is aevell-being, and status is not visibly displayed hitp:/geert-
hofstede.com/bulgaria.htnmJan 2014). Bulgaria continues to be relativelyniféine — it scores 46.9 points in 2001
(Silgidzhiyan et al., 2004) and 47.7 points in 2@Barabeliova et al., 2008). At 70 Italy is a mdsu society — highly

success-oriented and driven. Children are taugit fan early age that competition is good and ta fénner is important
in one’s life. Italians show their success by adggistatus symbols such as a beautiful car, dbige, a yacht, and travels
to exotic countries. As the working environmenthie place where every lItalian can achieve his/becess, competition

among colleagues for advancing in a career carebestrong. /[_http://geert-hofstede.com/italy.h{ddn 2014). For more

information see also Par. 1.4 of the present study.

" According to Hofstede, France (43 p.) and the Bigdinds (14 p.) are feminine countries; Luxemb&@g.) and Belgium
(54 p.) are in between, while Germany (66 p.) isasculine country.

8 Cfr. Ardizzoni, 2009; Brancati, 2011; Jones, 200@rzano, 2010; Michaels, 2007; Molfino, 2006; Blado, Donadio,
2011; Soffici, 2010; Ventura, 2009; Zajczyk, 20€anardo, 2010the documentary Videocracy (2009) by Eric Gandini;

http://www.senonoraquando.eu/ http://www.ilcorpodelledonne.net/ http://www.pariodispare.org/ ;

http://donnedellarealta.wordpress.com/; http://cainazionedigenere.wordpress.com/ http://nuovoedutile.it/

http://www.zeroviolenzadonne.it/




onset of new values, typical for western countsesh as individualism and narcissistic consumetism
In addition to this, although there have been stidn the image of women in media and advertiging i
Italy since the 1970s, we believe that the relegamicsuch analyses for the country is even greater
given the intensive debates in Italian society foa image of women in the media and advertising in
recent years. As for Bulgaria, we consider it neagsto fill the gap caused by the insufficientdstof

the image of women in the media and advertisind, taremphasize the relevance of gender issues in
the context of Bulgaria’s relatively recent accessb EU membershif.

Since advertising images exist in a particularaoamnd cultural environment, it is necessary tklab

the sociological and cultural differences betwdenttvo countries. In socio-political terms the w@k
based on the documents of the EU, UN, Italy andy&i# related to gender equality, and on official
statistics. In cultural terms, we can look at botluntries using Geert Hofstede’s theory, who dsfine
four basic dimensions of national culttirepower distance (PDI), individualism versus cdilism
(IDV), uncertainty avoidance (UAIl), and masculinityfemininity (MAS). One more look at both
countries gives the European Values Study 2008eramy 47 countries and studying several areas:
family, work, society, the EU, politics, religioand wealth'?

The objectivesof the present study are: a chronological reviewEdf initiatives and policies
concerning gender stereotyping; an analysis of idiiey on a Bulgarian and lItalian national
commercial television channel for a set periodiwfetto determine what stereotypes of women are
currently present; a display of the similaritiesl ahifferences between Bulgaria and Italy on thegena

of women in advertising and related stereotypess $tudy will use the methoaf content analysis of

the sample of adS.We would like to answer the question of to whaeakthe image of women and

® According to Hristov, 2004 and Georgieva, 200@&r¢hare 2 approaches to advertising in Bulgarigerdence, i.e.
adherence to understandable Bulgarian codes ansagess and convergence, i.e. borrowing of foreigtual elements,
pursuing uniformity between Bulgarian ads and thinsather European countries. Cfr. Petrova, 20p894-111.

1% Moreover, except for the 1995 and 2010 GMMP, weraot aware of studies of the representation of omith the

simultaneous participation of both countries. Gftp://www.whomakesthenews.org/

" Two more dimensions were added subsequently: terg-(LTO) versus short-term orientation, and igguice versus

restraint. Cfr, http://geert-hofstede.com/dimensibtml

12 http://www.atlasofeuropeanvalues.eu/new/zieeupigERyear=2008%2@&nd

http://www.europeanvaluesstudy.eu/evs/surveys/st2@88.html(accessed Jan 2014).

13 In the original text of the dissertation thesis also carried out a semiotic analysis of 7 ads wig&rian and Italian

origin, in order to give the analysis a further tthep



their characteristics match the Italian and Bulgareality, and to what extent they meet the EUgjoa
to eliminate gender inequality.

The dissertation extract consists of two chapt@rapter |, Gender stereotypes and the EU, intraduce
the concepts of stereotype, prejudice, gender ard and the EU attitude to gender stereotypes in
different areas including media and advertisinguing on the Community framework strategies, on
documents and initiatives over time, and on padicdé other organizations such as the UN (Beijing
Platform for Action), as well as gives a prelimipansight into the situation in Bulgaria and Italy,
including the research on advertising represemtadiowomen. Chapter Il, Content analyses results,
introduces the content analysis categories and tiedation to gender stereotyping, the research
hypotheses, the characteristics of the advertsamgples, the results of content analyses of atirdec
ads on both channels and those of Italian and Balgarigin, and a discussion of these results,
separately and in comparison.



1. Gender stereotypes and the European Union

1.1. Stereotypes and prejudices. Gender stereotypes

According to the American sociologist Walter Lippma(Public Opinion, 1922) stereotypes
are“an ordered more or less consistent picture of wioeld, to which our habits, our tastes, our
capacities, our comforts and our hopes have adjubtamselves. They may not be a complete picture
of the world, but they are a picture of a possiet#ld to which we are adaptédn this regard, our
cognitive relation to the environment is mediated dbereotypes in their role of simple and
resistant to change forms of mental representéyorategorization.

The present study takes into account two viewsterestypes: that of their falsity as justifying
discrimination, and that of the "grain of truth” them in their role of saving mental effolfs.
However, although there are some attempts to courggative stereotypes in the media, we
should not underestimate the role of stereotypegeaseralizations, creating and supporting
inequality of values, power, wealth, opportunitets. between socially constructed and based on
common features groups, and as a core of xenoph@ugm, sexism and discrimination. Thus,
they are associated with prejudices, which arenddfias tinfairly or unreasonably formed negative
opinions, assumptions and/or feelings towards amd people”, which “...typically represent faulty
or incorrect generalizations or rigid and inflexdttitudes”(Makkonen, 2006: 18)The cognitive
component of prejudice are negative stereotypes — “standacdimental pictures held in common by
members of a group about another group or phenamignepresenting “typically oversimplified or
overgeneralized opinion...” (ibidem). Although disomation is not always a result of internalized
stereotypes and prejudices, the latter “arguablierdene the overall tendency of a person to

discriminate, but cannot predict specific singlesagith much accuracy” (idem, p.19).

S Cfr. Mazzara, 1997; Stangor, 2009, pp.1—22.

5 The other 2 components are negative feelingsdffe component) and behavioural patterns, sudkeaping of social
distance (behavioural component), which reinforaeheother: “In general.... negative feelings leadsdmial distance
(avoidance of contact), which on its turn creates necessary space for the maintenance of negatveotypes, which
then again serve to reinforce negative feeling$gr@, p. 19).
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The EU is particularly concerned about the negadfects of gender stereotypes on women and
men. At EU level gender refers to ‘the social differences between women and men treat a
learned, changeable over time and have wide vanstboth within and between culturesi contrast

to sex, which refers to “the biologically determined differences between rard women, that are
universal.'® We consider gender as a social and cultural cectsto be relevant to the content of
masculinity and femininity in a culture. In thisrtext, gender stereotypes appear to lbaiéfs
and attitudes about masculinity and feminini(idrannon, 2005: 160).

There is no consensus on the question of how idkeassculinity and femininity are created and
reproduced, and scholars from different theoretmagditions attempt to explain the process of
formation of gender identit}. Our approach is primarily sociological - thoughsaal
interdisciplinary.The focus of our study is on the idea of genderestgpes as social, historical,
cultural specific norms for the contents of femityinand masculinity acquired in the process of
socialization, one of the agents on which are tleglienand advertising. We are interested in how
gender stereotypes contribute to discriminatiorireggavomen in the EU, and what is the attitudehef t
EU towards the problem as a whole and in partictdavards the influence and manifestations of

gender stereotypes in the media and advertising.

1.2. The European Union and gender stereotypes

The problem of gender stereotypes in view of the fdlicies is relevant, for gender stereotypes
concern issues such as equality (of opportunitgsiocracy, discrimination and women's rights (as
human rights). To clarify the content of genderestéypes in the EU context, we must emphasize the
role of equal treatment and gender equality asxddmental right and principle of the EU, adopted fo
the first time by the EC in art. 141 (former 119}twe Treaty of Rome (1957) as the right of "equey

for equal work." Over time there has been a gracv@lement from focusing on the purely economic
aspects of gender equality to a focus on its saaménsions (Dona, 2006: 21-42, 2007: 57-79).

A key moment in this process is the Fourth Worldhfécence on Women (UN, Beijing 1995), which
brought together representatives of over 180 camtthe EC and many women's organizations,

including the EWL. In the adopted Beijing Platfofon Action, 12 areas of concern for female progress

16 A guide to gender impact assessmé@itectorate General for Employment, Social Aftaird Inclusion, EC, 1998, p.3.
17 Cfr. Macdonald, 2003, p. 11-40; Wood, 2007, pp. 37-59.
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were outlined, and special attention was paid ® ititegrated approach to gender equality: gender
mainstreaming, through which the interests and si@édvomen and men should be systematically
sought in the implementation of all government gie and progran$.According to Rees (1998) (cit.

in Dona, 2006: 64) at the base of gender mainsirepie 3 principles: 1. The conception of the
individual as a whole, i.e. avoiding of stereoty@esl the adoption of a global vision of men and
women; 2. The principle of democracy; 3. The eqgdiatribution of resources between men and
women. We could see two ideas here that underheeirhportance of gender mainstreaming: the
policy of gender equality is associated with thentle of social justice, i.e. the problem is not only
nature; and a women's issue is a gender issud,iseot considered by itself but is relevangender

relations.
1.2.1 Community Framework Strategies and Roadmaps

The importance of eliminating gender stereotypesrder to obtairde factogender equality as one of
the key priorities of the EU is found in the Comntyrramework Strategies and in the Roadmaps for
gender equality:

v' Community Framework Strategy for Gender EqualitQ 22005 (COM(2000) 335 final): this deals
with gender equality in civil, political, economiand social life, equal participation and represton,

and change of gender roles and stereotypes, avases] on the dual approach: gender mainstreaming
and specific measures. Part 3.5, "Promoting chafiggender roles and stereotypes”, highlights “the
need to change behavior, attitudes, norms and vaihech define and influence gender roles in sgciet
through education, training, the media, arts, thétuce and science”, and clearly states that
“Elimination of existing cultural prejudices andcsetal stereotypes is paramount for the establisihme
of gender equality". The negative impact of stepiohl portrayal of women (particularly in the
media, in advertising and in educational materigdsyonsidered an obstacle to the realization of
women’s full potential, and the media and culturdustries — opinion formers and means of shaping

values — are able to “contribute to changing gersiereotypes in the public perception and to

8 The approach is defined as “The systematic intiEgraf the respective situations, priorities arekds of women and
men in all policies and with a view to promotinguatity between women and men and mobilizing allegahpolicies and
measures specifically for the purpose of achiegiggality by actively and openly taking into accquatitthe planning stage,
their effects on the respective situations of woraed men in implementation, monitoring and evaardtiCOM (96) 67
final of 21/02/96).



presenting a fair portrayal of gender in changiegdgr stereotypes and in the realistic depiction of
both sexes”. The EC proposes concrete actionsatzeetwo operational objectives: raising awareness
about gender equality issues, and overcoming gestedexotypes in and via relevant Community
policies.

An expression of the EC’s priority for 2001-2008nder stereotypes was the EQUAL Community
initiative (2000-2008) and its strategy to elimmataditional gender roles and stereotypes, thémks
which media campaigns and practical training weagied out in many EU countries in order to
overcome the traditional model of the working mdme&dwinner) vs. superwoman (reconciling
professional and family life)’ Another interesting initiative was the FramewofkAotions on Gender
Equality by the European social partfér&2.03.2005). One of its priorities was addressjegder
roles, for “gender roles and stereotypes have @gtinfluence on the existing division of labour
between men and women, in the family, the workpkaue society at large, producing and reproducing
gender gaps®!

v A Roadmap for Equality between Women and Men 200B32COM (2006) 92 final): this
indicates six priority areas for action, among thefimination of gender stereotyp&swhich
contribute to gender inequality despite the pragmeade. To overcome their persistence, the strategy
of gender mainstreaming should be reinforced inheak six areas. The Roadmap indicates the
following areas in which gender stereotypes app&aEducation, training and culture: women often
follow traditional education and training paths, igth have less value than men’s. Combating
stereotypes should start from an early age throaghreness training for teachers and students,
encouraging men and women to explore non-traditiedacational paths; b) Labour market: women

still face vertical and horizontal segregation. iFhentry into non-traditional sectors should be

19 Cfr. http://ec.europa.eu/employment_social/equaisolidated/(accessed Jan 2014), Farewell to the male breadwin

model? EQUAL Strategies to dismantle traditionahdgr roles and stereotypes, 2004, Dismantling GeBtkreotypes.
Good practices and strategic lessons from EQUADB2nd many others.

20 hittp:/;www.eurofound.europa.eu/areas/industriatiehs/dictionary/definitions/europeansocial parsdem

21 Key elements to fight stereotyped gender rolesttom labor market are identified: promoting non-gembdiased
education, attracting girls and young women intchiécal and scientific professions, promoting gmteaeurship as a
career option for both women and men, etc.

2 The other five areas are: Equal economic indepeselfar women and methe reconciliation of private and professional
life, equal representation in decision-makitigg eradication of all forms of gender-based viogethe promotion of gender
equality in external and development policies.
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facilitated, anti-discriminatory laws enforced, andentives and training provided; c) Media: theaa
have a crucial role in combating gender stereotypeesenting skills of men and women in a realistic
and non-offensive way. Dialogue with stakeholdersl awareness-raising campaigns should be
promoted at all levels.

On 23/24 March 2006, the first European Pact fondee Equality (7775/1/06 REV 1) was adopted,
through which the Council of the EU called on therber States to support the objectives of the
Roadmap, and stressed the need for measures taatgehder stereotypes, especially in the labour
market. It is not coincidental that gender sterpesywere seen as obstacles to gender equalityhaad t
related to democracy and human rights. On 26 Noeer2b08 the Mid-term Progress Report on the
Roadmap (COM(2008) 769 final) was released, in tvilhe EC reiterated that "stereotypes of women
and men are the cause of many cases of inequ§litys). Gender equality, according to it, should be
included in youth policies, and is included as ec#fjr priority for Community programs in the fietd
education. The EC launched awareness-raising cgmgpan the business sector in order to eliminate
stereotypical views about women's role therein.

The fight against gender stereotypes is a majaathiinking various EU papers concerning gender
equality. "Gender stereotypes” was the intertwirtilgme of the Trio Presidency (Germany, Portugal
and Slovenia) in its work on gender equality, andfiirmed in its Declaration of 15-16 May 2007,
"Towards Gender Equality in the EU": “Gender-baststeotyping can be found in all areas of society
as a determinant factor and smallest common deraamirfor gender inequalities and unbalanced
participation”. Among the declaration’s prioritiegs encouraging the Member States to eliminate all
forms of gender stereotypes in education and trgjrgulture, media, the labour market and decision-
making, and to empower young women in society. Ploetuguese EU Presidency organized the
European conference of experts on gender equakityployability and Entrepreneurship - Gender
Stereotypes”, held in Lisbon on 3 and 4 October7200order to exchange best practices between the
Member States. Gender stereotypes were analysedsiti@ying [their] transversal nature which
influence social representations of male and femaés”. The conference highlighted the role ofilciv
society, governments, social partners, researcheadation, and regional and local authorities in
“searching [for] solutions and implementing polgi@nd measures to promote women’s employability
and entrepreneurship and combat gender stereotypes”

Another European conference, organized by the 8lamePresidency in Ljubljana on 29 and 30
January 2008, with the catchy headline "EliminatogdriGender Stereotypes; Mission (Im)possible?",
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dealt with the process of stereotyping of male femdale gender roles at different stages of life end
every aspect of society - family, political, culiyreducational, and economic. In "Introduction to
gender stereotypes” (pp.17-28) Naomi Finch, loolahthe idea of women as "natural” carers and men
as breadwinners, highlighted the need to challeyeyeler stereotypes actively at each stage ofd#e,
well as the need for a change in male identity kgkimg men participate in "feminine" activities.
Gender stereotypes as one of "the most obstinatgesaof inequality between women and men in all
areas and stages of life", according to Marjet Gotnbead to the need for "... an integrated, cot@aec
and coordinated strategy, clear guidelines fohmivork and more efficient measures for sensitnat

of all actors, who play a decisive role in the abzation process” (ibid., p. 29).

The elimination of gender stereotypes can be ssbtdeasnly if it is supported by the EU, which, ag w
have seen, pays particular attention to the proldsna particular challenge for its policies. Iinit
enough simply to change legal regulations to overgender stereotypes; ‘it is necessary to change
the public’s deep-seated opinions in support obéqpportunities for women and men as a foundation
stone of every democratic society and a basic tiondof that society’s successful development”. The
latter was stated at the European Conference "Nayswn Overcoming Gender Stereotypes”, held in
Prague on 27 May 2009, at which tools and methcele wffered to overcome stereotypes as a major
obstacle to gender equality in three areas: meéeéi@gsion-making and childhood.

The EC Report on equality between men and womer8 2@OM(2008) 10) reaffirmed that
“Stereotyping constitutes a barrier to individubbice for both men and women” (p.11). The EC was
convinced that that “It is necessary to removeutaltbarriers in order to facilitate access for veom
and men to non-traditional occupations,” and tAdte’ media as a whole must participate in efforts to
tackle stereotypical images of women and men anst pnomote a realistic image of their abilities”.
This underlines the need for Member States, togewhith civil society and social partners, to
strengthen their efforts to tackle gender sterezgyp education, employment and the media, asasell
the role of men in promoting gender equality.

On 9 June 2008 the Council published its Conclusioiliminating of Gender Stereotypes in Society,
stating that “Gender-stereotyping is one of the trpessistent causes of inequality between women and
men in all spheres and at all stages of life”, &wodh a very young age particular attention showdd b
paid to the mechanisms and structures that rei@ftriaxditional gender roles and stereotypes. One of
these mechanisms is the media and the advertisthgsiry, which “contributes to the reproduction of

culturally transmitted stereotypes and images omew and men”. The Council encouraged the
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development of policies and programs to eliminagedgr stereotypes, including training of teachers,
students, and parents, and an analysis of the ingpatereotypes on efforts to achieve equality.
Elimination of gender stereotypes in the workplaee the theme of the toolkit for consultants and HR
managers “Break gender stereotypes, give talenaace” (2008), which showed the relationship of
vertical and horizontal segregation to gender stgpes. Behind the first lies the idea that women a
not suited to being managers, for they do not Haadership skills and enough time (due to family
responsibilities), and behind the second is tha idewomen as unfit to have "male" occupations,
because they lack necessary skills, physical dinertgne and motivation. Such unsubstantiated
allegations have real consequences for women andoautrary to the objectives of the Lisbon Strategy
for Growth and Jobs (2005) and the renewed Soaeahda (20085

Affirmation of human dignity, democracy, freedonguality, primacy of law and respect for human
rights is the basis of the EU, and this is writterthe Treaty of Lisbon (01.12.2009). The EU will
combat all forms of discrimination (Art. 19 of tiAgeaty on the Functioning of the EU), and the
principle of equality is enshrined in Art. 2 andBthe Treaty on EU and in Art. 8 of the TFEU. By
approving the Charter of Fundamental Rights ofEkie(2007), the Community acquired a 'catalog’ of
social, political, economic and civil rights, bindi EU institutions and Member States legally. Te th
EU, “Combating persisting gender inequalities ihsgheres of society is a longer-term challenge,
since it entails structural and behavioural charayes a redefinition of the roles of women and men”
(Report of the Commission for Equality between Waraed Men 18.12.2009, COM(2009)694 final).
This statement emphasizes the need for a new daritgender roles, different from the traditionial,
which there are reconciliation of private and pssfenal life of women and participation of men in
family responsibilities. One of the steps to tlascording to the EP, would be launching of similar
campaigns, as well as campaigns aimed at combpérgistent sexist stereotypes (EP Resolution on
equality between women and men in the EU 2009,21200.0, (2009/2101(IN1)).

Commitment at the EU level to achieving gender &yf4 the main obstacle to which are gender

23Cfr.http://eur-lex.europa.eu/LexUriServ/LexUriSeto?uri=COM:2008:0412:FIN:EN:PDF,
http://www.infra.kth.se/cesis/documents/WP106.pdfl _http://www.euractiv.com/innovation/growth-jetedaunch-lisbon-
strategy/article-13189(accessed Jan 2014).

4 The Charter defines the following principles ohder equality underlying the actions of the Comioisgor the period:

equal economic independence, equal pay for equet aod work of equal value, equality in decisionking, dignity,

integrity and an end of gender-based violence gemdler equality beyond the Union.
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stereotypes, was confirmed by the EC in its Wom@harter (05.03.2010, COM(2010) 78 final).

One of the barriers to women's economic indeperel@mdicated were stereotypes in education that
lead to career choices bound to traditional expiects. According to an EC study on how 29 European
countries dealt with inequality in education (JW@®0), traditional stereotypes remained the biggest
challenge for gender equality in the field, and oh&he shortcomings of the policies to combat gend
stereotypes in career choices is the lack of sfiegeaimed at boys and méh.

Giving priority to the principle of equality in afU policies and the fight against gender steresgyp

the Member States in all spheres — especially ut&tibn, science and technology, vocational trgnin
and the media — was recommended by Spain, Belgiocth Hungary in their Trio Presidency
Declaration on Equality between Women and Men (NMak 26.03.2010). The problem of gender
stereotypes was also addressed in the EP ResodaftibhJune 2010 on assessment of the resulteof th
2006-2010 Roadmap for equality (2009/2242(INI), ethihighlighted the limited progress toward
gender equality thus far. According to the EP, genstereotypes, manifested in multiple areas,
including the media, are “one of the most persistamuses of inequality between men and women,
affecting their choices in the field of educatitraining and employment, the distribution of donest
and family responsibilities, participation in publife and participation and representation in sieci-
making positions, and their choices regarding #imlr market”. There was a need for awareness-
raising campaigns (especially aimed at men) anddacrete policies to promote gender equality.

v' The Strategy for Equality between Women and Men022115 (COM(2010) 491 final) — this
inherits the Roadmap, and like it is based on aegnated approach and on the European Pact for
Gender Equality. The Strategy seeks to translaetimciples enshrined in the Women's Charter into
concrete measures and identifies five priority sregual economic independence; equal pay for equal
work; equality in decision-making; dignity, intetyriand an end of gender-based violence; and gender
equality in external actions. In "Horizontal issuess claims that “rigid gender roles can hamper

individual choices and restrict the potential ottbavomen and men” (p.10), hence it is important to

%5 Bulgaria did not take part of the survey. Iltalysagnsidered a country without policies in gendgradity in education.
Cfr. Gender Differences in Educational Outcomesid$ton the Measures Taken and the Current Situ@tidturope, 7

June 2010, http://eacea.ec.europa.eu/educatiodieafthematic_reports_en.pkpccessed Jan 2014).
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promote non-discriminatory gender roles in all speef life and men’s active contribution to gerifler
equality. Achieving gender equality therefore cansenot only women but gender relations. The
Strategy re-affirms the great influence of genades on the socio-economic development of Member
States — they influence individual decisions onikgntareer, education, working arrangements and
fertility, which in turn affects the economy andcety (p. 3). Among the activities in the Strategy
Implementation we find encouragement of women tosk non-traditional occupations (e.g. those in
technical and scientific fields), communication gemgns to raise awareness about stereotypes in
career choices, promoting gender equality in edorcaetc. The goal is to move frode iureto de
facto gender equality in all spheres of life and to achithe objectives of Europe 20%0.

In the New European Pact for Equality between Woareh Men for the period 2011-2020 of 7 March
2011 the Council, in the context of the new straténvited the EU and the Member States to elingnat
gender stereotypes and promote equality at allldesk education and in working life. The strong
language used in relation to gender stereotypespqiing equal participation in decision-making, and
the fight against all forms of violence against vamwas welcomed by the EWL in its Statement on
the Pact (16.03.2011), together with a number ticams: the issue of equality is not put in the
framework of human rights, no binding concrete reas are foreseen in the Pact, issues of social
protection and notably pensions, health, humartsjghedia and environment are not mentioned at all.
We should also note that, according to the EWL, B¢ commitment to equality should be
implemented immediately, which means that "gendamstreaming necessitates real political will,
planning and resources (expertise, training, kndgd¢ in order to be truly transformative”.

In its Resolution of 8 March 2011 on Equality betweWomen and Men in the EU — 2010
(2010/2138(IN1)), the EP called for a European delta combat stereotypes linked to gender roles,
and stressed the importance of organizing awareaesag campaigns in schools, at the workplace

and in the media. The same urge for actions wagesgged in its Resolution of 12 March 2013 on

%6 |n the Commission’s Background document accompanyhe Strategy, gender roles were defined as ridelr
behaviours in a given society/community or othercsal group that condition what activities, tasks aesponsibilities are
perceived as male or female” (p. 54).
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do2CELEX:52010SC1080:EN:NO{Jan 2014)

2" The Europe 2020 strategy is about delivering ghotkiat is: smart, through more effective investraenteducation,

research and innovation; sustainable, thanks &ceside move towards a low-carbon economy; andisieg, with a strong

emphasis on job creation and poverty reductiop.féic.europa.eu/europe2020/index_en.fdotessed Jan 2014)
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Eliminating Gender Stereotypes in the EU (2012/2MNM1§), where it underlined the negative impact
that gender stereotypes have on both men and wantheir presence in every aspect of life: media
and culture, education and training, the labourketarand economic and political decision-making.
The EP was rather critical towards the EC and @gonal governments because, as it pointed out,
“there is a severe lack of progress on honouriegctimmitments made both by the EU and by various
governments as part of the Beijing Platform foriéwef” and “despite the EU's commitment to equality
between men and women, there is still a gap irslagon providing for non-discrimination against
women and gender equality in the areas of soc@alrgg, education and the media, employment and
wages”. In this regard, concrete measures werlist be taken by the EC and the Member States in
each of the critical areas subject to gender stgpes. To these other actions were added, including
legislative and non-legislative measures, awarersssg, education and training campaigns to
combat discriminatory cultural norms and tackle theevalent sexist stereotypes and social
stigmatization, etc.

From this review of EU documents concerning gersfiereotypes, we can conclude that the EU sees
their elimination as essential for achieving genelguality. Despite the progress in this area, hewev
de facto equality has not been achieved yet, andEth and the Member States have to deal with many
problems, including the persistence of gender stgpes in all spheres of life (education, medi&, th
labor market, etc.). Not surprisingly, when tacgligender stereotypes, strong words like "eliminate"
and "fight against" are used. This "war" terminglageems to put us on a battlefield where social,
cultural, economic and political norms must be l&mged and changed by the active participation of
the EU and national institutions, NGOs, men and emnsocial partners etc., through an integrated,
coordinated and intertwined strategy at the natiand European levels.

1.3. Gender stereotypes in the media and advertisinghenBU (1995-2013)

‘Women and the media’ is one of the 12 areas o€eonoutlined in the Beijing Platform for Action
(1995), which urged on the national governments,NiGOs, the national and international media and
advertising associations a range of actions aintedva strategic objectives: “J.1. Increase the
participation and access of women to expressiondauision-making in and through the media and
new technologies of communication, and J.2. Promnaotelanced and non-stereotyped portrayal of
women in the media”. Section J envisages some i@pbissues, such as negative and degrading

media portrayals of women, a lack of women'’s pgréition in decision-making in the media, the need
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for gender mainstreaming in the field of communamatthe importance of media self-regulation etc.,
issues also continuously addressed in the subseglukepapers.

The idea of advertising and media stereotypingresas the factors in gender inequality was expresse
by the Council of the EU in its Resolution of 5 Gm¢r 1995 on the image of women and men
portrayed in advertising and the media. Howevencesi“advertising and the media can play an
important part in changing attitudes in societyrbffecting the diversity of the roles and potentél
women and men”, they were encouraged to implemehintary self-regulatory codes, recognize the
negative effects of gender stereotypes on the phlyand mental health of the public, and formulate
new ideas reflecting the diversity of gender roles.

Two important initiatives were carried out withimet Fourth Community Action Programme on Equal
Opportunities (1996-2000). The three-year proj&dréening Gender" featured a comparative study of
male and female participation in the programmessiof public TV channels, confirming the
stereotypical nature of women’s representation gaudicipation. An audiovisual training toolkit for
journalists, directors, cameramen and others waated in order to give concrete examples and
positive alternatives to the stereotypical gendetrayals for both broadcasters and their audieffces
In 1999 a report, Images of Women in the Media, malslished that gave a useful insight into the
existing research on media representations of woimeks European countriéd.According to this
report, despite the increased number of women @ists, women still did not occupy leadership
positions in media organizations, television imagésvomen were stereotyped, and most programs
aimed at them are entertainment.

In its Resolution of 6 October 1997 on discriminatagainst women in advertising, the EP pointed out
the inadequacy of the European and national lggislaon derogatory images of women and clearly
stated that sexist advertising stereotypesolate human dignity, thus connecting sexist raedi

portrayals of women to gender discrimination anch&n rights. To avoid gender stereotypes and instill

28 Cfr. http://yle.filvintti/yle.fi/gender/index.htrlaccessed Jan 2014).

291t suggested creating a EuroMediaWatch to studyrtie of the media in how women politicians arecpived, the

possibility of the influence of women in the media their content, and patterns of access to infoomdor women of
different ethnic minorities.

%0 However, as the rapporteur on the resolution, &elLenz, correctly pointed out, the idea of (atisiaig) ethics is
unstable and subject to different interpretationsoeding to gender, the cultural characteristicsaofountry, its laws,

institutions and NGOs. Thus, the unambiguous daimiof an ad as sexist becomes difficult.
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a more responsible attitude to advertising conteettording to the E®, both the work of the self-
regulation authorities and codes of conduct weezlad.

One of the objectives of the Community Framewonatégy on Gender Equality (2001-2005) was
aimed at changing “behaviour, attitudes, norms\aides which define and influence gender roles in
society, through education, training, the media’manifestation of the priority for 2004: Changing
gender roles and overcoming stereotypes was theapr@Sender News Good News” (2008)aimed

at communication professionals, with the goal tonpote equal opportunities in the labor market,erais
awareness of mass media operators on gender aolglyse the situation in the four project partrers
Italy, Malta, Spain and France — and develop gindslfor television programming and corporate
communications aimed at overcoming gender steresfypHowever, as of 2005, according to the
EWL, “Women and the media is one of the objectigéshe Beijing Platform for Action that is the
most neglected by the EU” (Beijing+10, 2005: 72kesious imbalance exists in the European media
sector, i.e. discrimination in access to employmevdrking conditions, participation in decision-
making etc., while male norms define journalistiftare; the stereotypical image of women — married,
young, victims of violence, etc. continues to soarce of discrimination; there is difficulty ingsng
legislation on gender equality in the media, andterg ethical codes of conduct lack of social gand
measures. The EWL called for the integration ofdgenequality in all EU policies and programs
related to the information society, as well as zederance for degrading images of women in the
media.

The elimination of gender stereotypes in the madia part of the elimination of those in societyswa
one of the objectives of the Roadmap for Equalétween Women and Men 2006-2010, in which the
EC underlined the role of the media in combatingdge stereotypes, the need for awareness-raising
campaigns and a dialogue with the partners. Inrdetathis, the Council of the EU recognized the

media’s responsibility for both culturally reprodiug stereotypical gender images and fighting agains

http://www.europarl.europa.eu/sides/getDoc.do?tiRIEERORT &reference=A4-1997-0258&language=EN

31 As the Beijing Platform claimed, the media, angarticular the advertising industry, have a reateptial to influence
social behaviour and are a tool for combating racisexism and discrimination, changing public attés through positive
media images of equality.

32 Cfr. Cornero, 2006.

% The working groups are shown parts of televisisagmrams related to gender stereotypes, which aetified and

modified in order to avoid negative representations
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them by creating non-discriminatory images, anchlted on the EC and the Member States to carry
out awareness-raising campaigns, and for a mediaglie and exchange of best practices aimed at
realistic gender portrayals (Council Conclusiongtiminating Gender Stereotypes in Society, 2008).
In its Resolution of 3 September 2008 on how mangetind advertising affect equality between
women and men (2008/2038(INI)) the EP stressedctrginued, widespread presence of gender
stereotyping and discrimination in the media desfiie numerous recommendations and measures to
tackle the problem. It condemned the role of thelimén the creation and dissemination of gender
stereotypes as part of gender discrimination anobatacle to an egalitarian society, and urged tttem
give an example of a gender perspective in ordehtav that positive change is possible. Given the
role of the media in the socialization of child@md the impact of degrading and unrealistic imames
young people, the Council, the EC and the MembateStwere required to study gender images and,
through training and information campaigns, helpdcen from an early age develop a critical view of
them. Besides continuous training and dialogue wwigdia professionals, the Member States were
urged to set up more strict legal measures andatbtandards, use the media to disseminate best
practices on gender equality, give prizes for nemestypical ads, etc.

Despite the EU’s good intentions to eliminate gersdereotypes in the media, the problem, according
to the EWL, continued to be one of the most negkkah the EU after 2005 (Beijing +15). Based on
the results of GMMP 2005, the EWL highlighted tlaeK of visibility of women in the European
media, their widespread stereotyping in the imagfedctims, housewives and sex objects, and their
scarcity in leadership positions. It made sevemgbdrtant proposals to the EU for overcoming the
existing gaps: system monitoring of the image ofmea in the media, finance and development of
training programs for media professionals on gemstiereotypes, awards, gender mainstreaming in all
European programs and policies for the informasiociety, and many others.

On 21 September 2010, the Strategy for Equalitwéet Women and Men 2010-2015 was adopted,
which promoted the full implementation of the BmgiPlatform for Action. In the same year the EP
Resolution on the impact of advertising on consurbehavior (2010/2052(INI)) was released.
According to the EP, on one hand “advertising carab efficient tool in challenging and confronting
stereotypes and a lever against racism, sexisndigodmination”, and on the other, it “often trantsn
biased and/or derogatory messages which perpetteatntyped prejudices regarding gender, thereby

undermining equality strategies aimed at eradigaitiequalities”. Again, the EC and Member States
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were called upon to take measures to ensure refgpdatman dignity without discrimination based on
sex, religion, belief, disability, age and sexuatiotation in the media, and all four of these regju
cooperation between the EC, the Member States society and advertising self-regulatory besli

The problem of gender stereotypes in the mediatissolated but is situated within the broader eant

of gender equality as a fundamental principle ef . The continuous calls for action to the Member
States, the EC and the media to improve the stdtwomen in the media, both as workers in them and
as subjects of representation, are impressivelyenous. The media were one of the priorities of the
Irish presidency of the EU (January — June 2018)chvis the first presidency to address the presenc
of women in decision-making roles in media orgatnires. At its request, a study measuring women’s
presence in senior roles in a sample of private @alic print and electronic media in all Member
States was carried out in 2012 and was publishe@&IBE in 2013** According to this, women
continue to be significantly under-represented @tision-making in media organizations, both at
operational levels as senior managers and at theegic level, as chief executive officers and Hoar
members, and mechanisms promoting gender equaétyder-equality plans, diversity policies and
codes of conduct) are scare.

According to the Council of the EU (ConclusionsAxivancing Women’s Roles as Decision-makers in
the Media, 20-21 June 2013), the increased presgfinwemen in decision-making roles in the media
could lead to presenting more balanced picturesrarhen’s and men’s lives, which would have a
positive impact on public policies, private attiasdand behavior. In line with the findings in th&E
report, the Council called on the EC and the Men8iates to take measures to foster gender equality
at all levels, including women’s advancement inisiea-making roles and enhancing awareness of
gender equality in the media sector. It firmly ase= that “The media has enormous capacity to
contribute positively to the achievement of gendguality at all levels, for example by promoting

balanced and non-stereotyped portrayals of womdmam, including in advertising, and by

3 EIGE has developed indicators to measure the pssgn each of the areas of the Beijing PlatformAfction, including

Women and media. Cfr. http://eige.europa.eu/iniéspéa/results#/123/descriptiqaccessed Jan 2014).

% There is a significant difference between thegtevand public media sectors. In public media degdions, the ratio of
women to men occupying strategic decision-makingjtjpm is only 1 in 5, whereas in the private mediganisations it
decreases to only 1 in 10. Within the decision-mgkboards of media organisations women represdgt 25% of all

members. In Italy the ratio women-men in decisiaaking posts is 10% vs 90%, while in Bulgaria iB2&% vs. 68%. As

for women and men on the boards, we have 13% wase8?7 % men in Italy and 9% women vs. 91% menuty&ria.
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portraying women in decision-making roles and isipons of power”.

1.4. Italy and Bulgaria: a general overview

We could look at both countries through the lenstafistics, which show some similarities and
differences between them due to social, politicaltural and historical factors. For comparison:

» Bulgaria does not have an Equal Opportunities Laawd, despite the 2004 Law on Protection against
Discrimination. Such a law (Codice delle pari ofgpnita) has existed in Italy since 2006, and was
amended by Decreto legislativo n. 5 of 25.1.2010;

* The total population of Bulgaria, according to tast census of 2011, is 7.364.570 people, of whom
women are 3.777.99%r 51.3%. There is a similar proportion of womentayl in 2011 — 51.6% out
of total 59.433.744 peopf&;

* In both countries, women surpass men in life exgegt: the women in Bulgaria, according to the
2009-2011 data, live on average 77.4 years, arsgtimltaly in 2011 — 84.5 yeats;

» The working women in Bulgaria, according to 2010rdstat data, are 56.4% of the population
compared to only 46.1% in Itafy;

» Both countries have a negative birth rate, andwbeien in Bulgaria give birth earlier than the
women in Italy — at an average of 26.6 years coegpan 31.1 years in Italy (EU 3th Demography
Report 2010§

» According to the data compiled by the Inter-parkemary Union in November 2013, Bulgaria is in
48" place out of 188 countries in representing womeitsiParliament, and Italy is in ®lace*

« According to the Gender Equality Index by EfBulgaria scores 37% and Italy 40.9% compared

to the EU average of 54%. The domain of knowledgthé one where both countries have an equal

36 http://www.istat.it/it/files/2012/12/comunicatoashpa.pdhttp://dati-censimentopopolazione.istat.it/

http://www.nsi.bg/census201 Hittp://bg.wikipedia.org/wikilacenenne na Bbnarapus (accessed Jan 2014)
37 http://noi-italia.istat.it/ http://www.president.bg/docs/1352302457 .(atfcessed Jan 2014)
http://www.nsi.bg/sites/default/files/files/press@ses/Population2011.pgfccessed Jan 2014)

%8 http://epp.eurostat.ec.europa.eu/statistics_exgidindex.php/Employment_statistigecessed Jan 2014)
%9 http://epp.eurostat.ec.europa.eu/cache/ITY OFFREEZT-10-001/EN/KE-ET-10-001-EN.PDEan 2014)
40 http://www.ipu.org/wmn-e/classif.htifaccessed Jan 2014)
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score (32%). ltaly score less than Bulgaria in omhe domain: power (18.6& vs. 33.8%), while
Bulgaria scores less than Italy in the domains ofkn(49.9% vs. 60.6%), money (40.7% vs. 68.2%),
time (17.3% vs. 33%), and health (84.5% vs. 90.8%).

» According to the Global Gender Gap Index of 201@g8ria is in 43nd place and Italy in 71st place
out of 133 countries, and the greatest gap betwleam is in the economic participation of women
(italy is in the 9% place, and Bulgaria in 49th) and health (Italy?™place, Bulgaria — 34tHY;

Some additional information is given to us by tla¢adof the European Values Study 2008, according
to which family and friends are quite important 0% of Italians and 99% of Bulgarians. The
Bulgarian respondents largely agree with concefush as: women need to have a child to feel
satisfied (75 % vs. 57% of Italians), what a womamts most is to have a home and children (72% vs.
57%), parents’ duty is to do their best for thdifldren even at the expense of their own well-being
(87% vs. 82%), being a housewife is just as satigfas having a paid job (42% vs. 52%). They also
agree with some more "unconventional” ideas, suctathers can care for their children as well as
mothers (71% vs. 72%), work is the best way foraman to be independent (89% vs. 82 %), men
need to take a responsibility for home and childike women (94% vs. 91%), and the key to a
successful marriage is sharing housework (71% 1 6f Italians). As we see, in both cultures caexis
traditional and non-traditional ideas of gendersdf In view of Hofstede’s theory Bulgaffahas a
high PDI, a very high degree of UAI, is a colledtvsociety (individualistic in 2001, according to
Silgidzhiyan et al., 2004), and is relatively femim Italy has a moderate PDI, which increases in
southern ltaly, an individualistic culture, espdlgian the largest and richest cities of the nostich

is reduced in the South, a high degree of UAI, aertsterm orientation, and is a masculine socféty.
Important to our study is the "masculinity versesiininity”" dimension: “A society is called mascudin

when emotional gender roles are clearly distinenrare supposed to be assertive, tough, and focused

11t provides a measure of how far (or close) eaemider State was from achieving gender equalityit02and consists
of six core domains: work, money, knowledge, timppwer, healttand two satellite domair(#ntersecting

inequalitiesandviolence. http://eige.europa.eu/content/gender-equalitiein

42 http://www.weforum.org/issues/global-gender-gap

*3 To a small extent abortion is tolerated in Itaty fnarried couples (only 33% compared to 41% ofgBrikns), and
abortion is justified by only 28% of Italians. Thater is likely due to the importance of the Céitheeligion (to 76% of
Italians religion is important, compared to 54%Bodgarians).

44 Cfr. http://geert-hofstede.com/bulgaria.hti@fr. also Andrevea & Karabelyova, 2008, Silgigzti et al., 2004.

45 Cfr. http://geert-hofstede.com/italy.html
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on material success, whereas women are suppodedrtmre modest, tender, and concerned with the
quality of life. A society is called feminine whemotional gender roles overlap: both men and women
are supposed to be modest, tender, and concertiedheiquality of life” (2010: 140). On his website
(http://geert-hofstede.com/) Italy is defined a oudisie country (70 points), highly oriented andven

by success, as demonstrated by the purchase afylgeods. Bulgaria is a relatively feminine society
(40 points): the focus here is on welfare, i.e."aorking to live". According to Silgidzhiyan et al.
(2004: 37-44), in Bulgaria there is no clear distion of gender-specific roles, the ambitious $irid
individual distinctiveness are not appreciatedrahs a high level of jealousy of successful pe@pid

the index of masculinity is more common for womilenthis context of ideas Italy appears to be a more
traditional country in terms of gender roles thardaria, although in Bulgaria feminine qualitiesba
made their way into traditionally Western male elueristics.’

1.4.1. Analyses of advertising representation of women

There is a significant lack of research on womeaf@esentation in advertising in Bulgaria, which on
one hand is surprising given the importance ofgkae at a national and international level butthen
other, is understandable given the post-commumidgtively recent consumer-based Bulgarian
society?’

In his book “The Image of Women in Advertising” @ Kaftandjiev analysed print advertising in
view of psychological and physiological charactés of women and of their semiotic, social and
demographic aspects. As the author pointed outekienMp.7), the book was based mostly on Western
ads, i.e. on the expectations of Western consumeerpg, and not all stereotypical images of women
would meet the expectations of Bulgarian consumers.

Ibroscheva (2007) carried out a quantitative cangeralysis of 127 ads aired within 2 weeks in July
2004 on the national channels bTV, Nova TV and Kana& which she claimed that "overall, sex role
stereotypes and sexualized depictions of women mteniBulgarian TV ads" (p. 415). In the analysed
ads no women, but 21.6% of men, were voice-ovarghgr, 66.7% of women were shown visually

not speaking (compared to only 29.7% of men), 788%em were portrayed as product users, and

46 Cfr. Andreeva & Karabelyova, 2009, pp. 133-136.

7 Most studies deal with women'r representationfinting press and in magazines, e.g. Danova, 206scheva, 2006,
2008, 2009; Ibroscheva & Raicheva-Stover, 2009;akasa-Dicheva, 2004; Monova, 2005; Nedjalkova, 20@&rova,
2008, 2011, Popova, Petrova & Balabanva-Stoich2®d@8; Tabakova, 1995.
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only 10% were authorities (vs. 45.9% men). Almcdt bf women (45.6%) were in dependent roles, as
stay-at-home mothers or caretakers (compared {027 of men), and 30% of them were displayed
in autonomous roles — as workers, professionalspages (compared to 83.8% of men). 36.7% of
women (vs. 21.6% of men) were presented at homlg, 96 of them (vs. 24.3% of men) were in
occupational settings, and 48.9% of women (vs. 458 men) were in leisure settings. Women
advertised more domestic products (body, home, ecmexland food — 65.5.%) and products used both
at home and away (31.1%) than men did (59.5% ar2P2y while men were featured advertising auto
and sport products, and products used away fromehonore often than women were (16.2% vs.
3.3.%). Only 3.3% of women used the product to aegeocial approval (vs. 13.5% of men), 32.2% of
them (vs. 48.6% of men) promised self-enhancen8f¥p offered a practical reward (vs. 18.9% of
men), and 34.4% of women offered pleasure or attvards (compared to 18.9% of men). Most of
women (81.1% vs. 62.2% of men) were presented asgyal8.9% of them (vs. 37.8% of men) were
middle-aged and old, 46 % of women were in a plysiontact with someone (vs. 29% of men), and
while 75.6% of men were portrayed in demure clahionly 41.1% of women were portrayed so (in
the other cases they are displayed in suggestessdpartially clad or nude). Although these filggin
should be interpreted with caution, as Ibsocheic (ge416), they gave a glimpse into the gendeg-rol
portrayals in the growing advertising industry ifoeamer communist country.

The study by Pesheva (2010) analysed the basicages# advertising of the alcoholic summer liquor
Imastika/ “Peshtera”, which, she argdf@dpntained discriminatory elements forming a pemeand
unreal image of the contemporary woman — outsidebeal roles and activities and depicted mainly
as an object of exaggerated sexual desires. Wddshear in mind that the latter has been typical fo
advertising representation of women in Bulgariagioent years, especially but not only in alcohd, ad
due to the popularity of the pop folk music, or ftecalled “chalga” typical for the Balkan regidhat
has influenced advertising aesthetics by aggrdysiwersexualizating women'’s bodiés.

In her book “Advertising, Sex, and Post-Socialig2013) Ibroscheva explored the role of advertising

and the consumption it promotes in changing cultpeaceptions of sex and femininity across the

8 pesheva was invited as a media expert before dhen@ssion for Protection against Discriminatiorptesent her expert
testimony on the advertising campaigns "The seadowatermelons" and ‘Crystal passion”, which prowedbe too
offensive and discriminatory for a group of Bulgariwomen, who filed a complaint with the Commiss{but unfortunately,
did notwin).
% About the music and the way of life it offers dfsroscheva, 2009; Trankova, 2010; Todorova, 2008.
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Balkan region. The author considered how the marfgetf gender identities that had taken place & th
years of post-socialist transition had fundamewntaffected the social, economic, and political
positioning of women, and provided a look at theehamisms whereby post-socialist norms of sexual
behavior were being engendered and what role npéalyed in that transformative process.

In comparison, there has been a tradition of rebean women’s representation in advertising inyltal
since the 1970% In her book “La donna oggetto in pubblicit{1977), Pellegrini listed some
stereotypes of women and men (the always happypan@ct mother — homemaker and carer, the
working father, happily taken care of, the sophatd grandmother, the expert — a housewife or a
professional, the teenager, the romantic coupled, showed the ways women were objectified in
Italian print ads.

Buonanno in “Cultura di massa e identita femminikg983) studied information and cultural
programs, fiction, and TV commercials broadcastférweeks in 1981, and her main question was
what is the relationship between the media andespan terms of gender roles. She tried to overcome
Tuchman'’s reflection hypothesi5and suggested that there is a mutual influencedsst the media
and society. In her quantitative-qualitative analysf 50 ads Buonanno examined the role of women
primarily as housewives, and the relative "femiticgd of men by their appearance in the private
sphere. She noticed a fundamental problem of sejgfesentation: men entered the private sphere in
the role of fathers and unskilled homemakers, hatdnalogous representation was not present for
women in the public sphere.

Di Cristofaro Longo in “Immagine donna” (1985) ays#d women'’s representation in a month in 1985
in the Italian print press and in print and TV adigng. She believed that the media reflect théuce,
whose manifestation they are, “esprimono il sistefeavalori complessivo rispetto al quale in quel

determinato periodo si ritiene che esista conse(s013)>? The main question behind her research

*0 There are a lot of pieces of research on womapsesentation in TV, e.g. Buonanno, 1983; Di Cfistw Longo, 1985;
Bolla & Cardini, 1999; Di Cristofaro Longo,1992;a&Rra ed., 1991; Cornero (a cuda di), 2001; CNED22Caprettini ed.,
2004; Ancorpari et al. (a cura di), 2004; Ardizza2009; GMMP (Azzalini, 2006); Cares & Cnel, 20@2sani & Richeri,
1996; Poggio (a cura di), 2002, http://www.ossearxiatit/

®1 “Media reflect dominant social values” (Tuchmar§7B, pp. 3-38).

52 «express the overall system of values thatlitelbeved that there is consent in a certain peti@dy translation).
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was* what model(s) of woman are transmitted by the meaiid whether they contribute to or hinder
change, given their highly dichotomized messagesCistofaro Longo concluded that despite the
achievements of feminism, Italian media of the 198fll presented women in a subordinate position,
with roles that were seemingly new but unchangebeit core (p. 16).

In their article “Gender Stereotypes in Italian &dvertisements” (1989), Furnham and Voli content-
analysed 333 TV commercials broadcast in Septertb87 on Canale 5 in view of the time of
broadcast (morning, afternoon, and evening), amdpeoed gender representation with results from the
British researchers Manstead and McCulloch (1984) the Americans McArthur and Resko (1975).
The results showed that males (64.3%) were aboigetas likely to be central figures as females
(85.7%), and more likely to appear as voice-ovérsgive pleasure, self-enhancement and other
rewards, to offer an end comment, and factual aegisy to be presented as authorities, associated
with food or other products, in independent rof@®fessionals, interviewers, narrators, celebiities
occupational settings, against a predominantly fenbackground. Females were more likely than
males to be portrayed visually, as users, in dep@ncles, at home, to be associated with body and
home products, and to give social approval andtipedcewards.

Another attempt at analysis of ads, this time carpze, was Giacciardi’s (1995), which studied the
evening TV ads aired on RAI 1, RAI 2, Canale 5 amdthe British ITV and Channel 4 between
October 1988 and March 1989, offering an insight ihe social construction of reality in and by TV
ads. Giacciardi claimed that gender differencethenltalian ads were sharper than in the British (p
122), women usually played a subordinate role aackwguitable authorities only for information on a
product’'s benefits for the individual — which igart of the ‘nurturant ethos’ — while men were the
authorities even on domestic duties. Even when etisrads showed women as active subjects, having
fun experimenting with their own identity, voiceerg and end comments brought the representation
back within the more traditional frame of femaldastdination (p. 124).

The instrumentalisation of women in Italian adw@ry (as a sexual object and a housewife) and the
disapproval of this by some Italians were addressetla donna dei media” (1992, 1993), which
analysed the image of women in the media, anditmals sent to Sportello Immagine doridhe

study emphasized that advertising “ha un enorme peba proposizione e riproposizione dei modelli

%3 She claimed the media and television restrict wosnpresence and offer a stereotyped image, thusilmating to the

reproduction of symbolic conditions of female maalization.
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culturali” (p.196)>° offered incentives for corporate advertising fi@motes a culture of equal
opportunities, and advocated a bill to ban the inaigivomen as an object and a housewife as the only
possibilities, as well as references to any allegiegkical, mental or intellectual inferiority of wi@n

(p. 197). However, such negative attitudes to adreg as representing stereotypical female images,
inconsistent with reality, according to Lasagni &idheri, are only one pole of views concerning the
representation of women on lItalian TV (1996: 148)15Some of the media professionals they
interviewed argued that this simplification is ashtor advertising, which has little time to influse
consumers, and that advertising language itsetfsléa stereotyping (p. 152); others "justified" TV,
arguing that it merely reflects the distorted meahel female roles in reality, or on the contraryrokd
that it had become increasingly modernized compaoethe past — more female journalists were
employed and it had adapted itself to changesalitygpp. 153-159).

Such ambiguity can also be found in the conteni\bfprograms and ads. Capecchi (2002: 114-120),
referring to some studies by ltalian researchergshenimage of women in the media, noted some
changes since the 1970s: in addition to the imadesife/mother/homemaker and sex object were
present those of working woman, masculinizing wonswoman confident in her seductive force, and
men had been feminized (they took care of theirybedpressed their feelings, etc.). However, she
emphasized that among many simple and conflictilgvy of women, including those which
“potenzialmente spingono il pubblico femminile v@rBemancipazione professionale e stimolano
'adozione di comportamenti, atteggiamenti e dfilivita simili a quelli maschili in nome di una
presunta parita tra i sessi” (p. 1¥8)we continued to find well-known stereotypes: tleigewife, the
mother, the myths of beauty, thinness and youtk. [@tier is especially true for women, for whonsit

important to self-discipline their bodies: as enmgphad by Bolla and Cardini in their study of the

* It is an initiative of the group "Women and Media' the National Commission on Equality and Equpp@tunities

between Men and Women, of the Presidency of then€ibaf Ministers. Key topics in the section areltaral transmission
(the woman as mother and as sister), the housdulifeessed with cleaning, and eternally cheerfudytly (appearance
holds first place; creating false expectations)m&o and violence, the female body (female sex thjeation, the

temptress, body dismemberment), the ‘minus’ wonshe (s lower), etc.

%5 “has a huge role in offering and re-offering oftatal models” (my translation).

% “potentially push the female audience towards gssibnal emancipation and stimulate the adoptiobebfaviours,

attitudes and lifestyles similar to those of meithi@ name of a supposed gender equality” (my tadiosi).
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representation of the body on Italian TV, “Carnes@atola™’ “sottigliezza, levita, snellezza del corpo

sono sinonimo di femminilita, mentre applicati atngre maschile assumono una connotazione
diminutiva, se non dispregiativa” (1999:121). In a similarinveve have the book by Brancati,
coincidentally bearing the title “La pubblicita €nfimina, ma il pubblicitario € maschio” (The
advertising is female, but the advertiser is m&R€)02), in which she pointed that advertising is a
woman “perché la donna é ancora vittima di unaomisimolto retrograg in quanto soggetto preferito
degli spot o dei cartelloni. Tanto meglio se nuskexy o ammiccante” (p.7§.Brancati interviewed
Italian advertisers and gave us an insight intdaitaadvertising in the late 20th century and the
beginning of the 21st century, pointing out thasglee the changes in the character of the woman (e.
the presence of more modern women along with #utional housewife), “anche quando il contenuto
dell'immagine sembra diverso dal passato, & passi la sostanza sia la medesima” (p.$13).
According to Panarese (201%8)the woman in the TV ads in ltaly is “una femminatsto distante da
quelle reali e certamente poco realistica. Banalgzprobabilmente, dalla natura ipersinteticaadell
forma comunicativa che la ospita. Una figura wgita dalla pubblicita a suo uso e consumo, molto
lontana dalla complessita delle donne che popadlamondo” (p.525*. In her content analysis of 573
TV commercials broadcast on 6 national TV channdlslia 1, Canale 5, Rete 4, RAI 1, 2 and 3 — on
February 14 and 22 and on March 2, 2011, Panaheseesl that television advertising replicates, to a
large extent, the trends of gender portrayals int @dvertising, and reproduces the same "defexds"
the ones noticed by Goffman in his book Genderegridements (1979), "contribuendo a diffondere
immagini di donne pubblicitarie ipersemplificatestereotipiche” (p. 21% Women were the figures
who prevailed both as main and as relevant chasaciéile men prevailed as background figures.

" “thinness, lightness, slenderness of the bodysgnenymous with femininity, but when applied to thale gender they
take on a diminutive, if not derogatory connotati¢my translation).

%8 “hecause the woman is still a victim of a very lwaard vision, as a favorite subject of commerciisillboards. So
much the better if naked, sexy or flirtatious” (tngnslation).

%9 “even when the content of the image looks differieam the past, it is possible that the substdeciie same” (my
translation).

¢ For the numeric results cfr. http://www.aiart.gatlic/web/documenti/Slide_Paola_Panarese(pdéessed Jan 2014).
61

“a woman rather distant from real women and celfaunrealistic. Trivialized, probably, by the neguof the
oversynthetic form of communication that hostdiffigure used by advertising for its own use andstonption, far away
from the complexity of the women who populate thald” (my translation).

62 “helping to disseminate oversimplified and steypital images of women in advertising” (my tranisiaj.
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Even if more women than men were the first charadie appear, i.e. as those who function was to
introduce and contextualize the advertising nareatthis was not a privileged role, but rather a
function of the enhancement of certain types oflpots of which they are considered to be consumers
or responsible for the purchase (hygiene, food, eftimy, etc.). They often accompanied the images,
noticed the author — to decorate the environmesge@ally when their presence was associated with
products aimed at male targets, such as cars craies. It was also striking that women were more
numerous among the endorsers of different prodaraisamong the common people, but not among the
authoritative figures. Less than 15% of dentistsstdrs or researchers who appeared on TV with a
function of guaranteeing the quality of a produat women. According to Panarese, this seemed to
show that female characters in advertising maydmeneon consumers or endorsers selected for their
beauty, but not competent and experienced profesisio When women were not represented in
domestic settings and in the role of mothers/wivesgéewives or average consumers, they were
portrayed as sexually suggestive celebrity endsyserd parts of their bodies were often emphasized.
Female characters tend to be younger than malde Wis latter were shown older than female. 82.2%
of women (vs. 17.8% men) were slim, and 79.4% aidie faces were beautiful (vs. 20.6% male),
which showed that female attractiveness was afactibr and certainly not a factor of informatiordan
help in rationalizing purchasing and consumptione Tesults also showed that women in advertising
continued to have “un ruolo ancillare rispetto wno e una funzione prevalente di esche
communicative” (p.49), similarly to what had been found in the 1970sg] #rat as undelined further
by the fact that 66.5% of voice-overs were male. 38.7% female), which seemed to be the
authorative guidance for the advertising audience.

It becomes clear that there are some old and reneadypes of (advertising) women in both countries,
and it would be interesting to find out the simties and differences between them, and whethgr the

are (still) present in the advertisements on bT¥ @anale 5.

63 «an ancillary role compared to men and with a duant function of communicative bait” (my translatjo

29



2.  Content Analysis Results

2.1. Sample of Advertisemerifs

We analysed ads broadcast on the Bulgarian natiooraimercial channel bTV and on the Italian
national commercial channel Canale 5, each of themg the most watched commercial television
channel in the country. The recording duration was week - namely that length is used in numerous
analyses of gender stereotypes in television aiduggt As the beginning of the week, we considered
00.01 am on Monday, March 21 2011, and as its 289 pm, Sunday, March 27 2011. We tried to
choose a "standard" period, i.e. a period not abtaraed by religious or other holidays in any loé t
two countries that could distort the normal broatiGend scheduling, and to carry out simultaneous
recordings on both channels. Due to the limitatioh®ur study, it was impossible to carry out an
analysis over time, but we will make such an atteimphe future. Our goal was to select the two tmos
watched national commercial channels in Italy anth8ria, with the biggest advertising revenue i th
country and with a polythematic profile aimed damily audience”

Only television advertising was analysed, as ddfibg the Audiovisual media services Directive
2010/13/EU (Chapter I, art. 1i): "...any form of amncement broadcast whether in return for payment
or for similar consideration or broadcast for g®ibmotional purposes by a public or private
undertaking or natural person in connection wittraae, business, craft or profession, in order to
promote the supply of goods or services, includmgiovable property, rights and obligations, in

return for payment”, and not other forms of audsaal commercial communication, such as

® The ads can be found on_http://www.youtube.corglisit?list=PLOAiaXLV3YEVBTmK__80JvGdmV3CcOtARand
http://www.youtube.com/playlist?list=PLO0AiaXLV3YEWt 4VK4fNgKnKF2Vfgx2e (accessed Jan 2014).
S hTV (http://www.btv.bg/englishis the first national private TV station in Butig broadcast in 2000, and currently part

of Central European Media Enterprises. It is theodlie innovator on the Bulgarian market that seéstrends in TV

programming, and has the biggest audience in Bialgafcfr. http://alpharesearch.bg/gn/ Canale 5

(http://www.mediaset.it/canalé5is an Italian private television network of Madeét, the media branch of Fininvest, and

was the first private television network to haveadional coverage in Italy in 1980, based on allohannel, Tele Milano.
It is the second most watched TV channel in Itdtgrathe public RAI 1 (cfr. Auditel) but has thegbest advertising

revenues.
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sponsorship, teleshopping and product placement.

When selecting a sample of ads, we excluded: 1.r&épeat ads, with an exception of the ones that
appeared on both television channels. Exclusiorep¢at ads is a global trend, as the table by Bisen
(2010: 428) shows, although some researchers (Bs10B8, Milner & Collins 2000) analyse them.
We did not take into consideration the shorterieassof the same ads either, unless they werertlye o
available. We regarded as repeat ads the ads shthe product with the same message, and analysed
the first recorded version. 2. The ads with a ¢haldimal or a fantasy/cartoon character as a dentra
figure, similar to McArtur & Resko (1975), FurnhanVoli (1998), Furnham & Bitar (1993), Neto &
Pinto (1998), Furnham & Saar (2005) and many oth&rsThe ads with only children or those
obviously aimed at a young audience. Although iuldobe interesting to see how the children, for
example girls, carry out stereotyped activitiesdagpfor the adults (e.g. for the mother) that weot
included in our study. 4. The ads with hardly idigble central adult characters, similar to Funmh&
Saar (2005), Neto & Pinto (1998), and others,the.ads with many adult characters appearing for a
very short time. However, unlike those authors, g not exclude homogeneous groups (i.e.
composed of male or female subjects), but only gsauvith mixed sexual content due to the inability t
put their characters into the categories of mdkmale® 5. The ads showing products only without
any adult(s) appearing, or one appearing but ndified. Out of the 191 ads recorded on bTV we
selected 126 ads with a total length of around §8°A91 of them (72.2%) were foreign and 29 (23%)
Bulgarian. Out of the 257 ads recorded on Canaleé3®ads were selected with a total length of around
54 min®® 67 of them (43.8%) were of foreign origin and 83.2%) of Italian.

2.2. Coding procedure. The relationship of coding vdealo gender stereotyping

When determining the categories of analysis we Iaken into account those used in a number of

% That was a compromise: on one hand, we partlyksiuevhat had been done by other authors, on ther ate kept the

homogeneous groups, because we hoped to find gstedeotypes.

67 Cosmetics and hygiene products 34, food 27, detesgl2, drugs 24, banks and insurance 10, nor@icdieverages 8,
children’s goods 3, cars and accessories 3, almmhel/erages 4, and electronics 1. We did not deter the origin of 6

ads.

®8 Cosmetics and hygiene 31 ads, food 34, deterd@ntrugs 21, children’s goods 4, other domestidpets 5, banks and
insurance 2, nonalcoholic beverages 7, cars arekagries 10, alcoholic beverages 3, telecommumisab, electronics 5,

clothing 6, and others 7. We did not determinedtigin of 3 ads.
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content analyses of gender stereotypes in televavertising, a general overview and comparison of
which can be found in the articles by Furnham & M&899), Eisend (2010), and Furnham & Paltzer
(2010). Most are based on the categories of asalysed by the American researchers McArthur &
Resko (1975) in their content analysis of the pgdt of men and women in American commercials
broadcast in 1971. They chose a maximum of two radirertising characters, encoded by: sex (male,
female), credibility (who is the product user, eitlvisually or by explicit verbal cues, and whadhs
authority, i.e. who gives the information about theduct), role (spouse, husband/wife, parent,
homemaker, worker, professional, real-life celgbrinterviewer/narrator, boy/girlfriend, or other),
setting (home, store, occupational, other), argun(ie reason why the product should be preferred:
scientific (factual), nonscientific (opinion)), tgpof reward, i.e. advertising appeal (social apakev
approval from the opposite sex, friends, familylf-eeahancement — improvement in appearance,
health, self-esteem, practical — saves money, tafiierts, or other), and type of product (for tresip,
home, foodstuffs, other (cars, accessories, spaducts, pet food and insurance)). Several other
categories were added later by other researchede wf presentation (speaking or silent), backgdoun
(i.e. the non-essential people who are the backgtdor the central figure), end comméh@and age
(under 30, 31-50, and over 50 — but the content vaay).

Furnham & Mak (1999) analysed 14 content analy$gender stereotypes in TV advertising, some of
which from European countries — Italy (Furnham &liyd989), Denmark and France (Furnham,
Babizkow & Ugoccioni, 1999), Portugal (Neto & Pintt®96), and the UK (Furnham & Skae, 1997).
Furnham and Paltzer (2010) analysed 30 contenysembpublished in 2000-2008 in over 20 countries
around the world, some of which concerned Euromeamtries: Bulgaria (Ibroscheva, 2007), Austria
(Ahlstrand, 2007), Turkey (Uray & Burnaz, 2002),a8p(Valls-Fernandez et al., 2007, Royo-Vela et
al., 2008), the UK compared to Poland (Furnham &rS2005) and Serbia (Skoric & Furnham, 2002),
and European countries compared with non-Europeas: Sweden, Russia, USA and Japan (Milner
& Collins, 2000), Great Britain with New Zealandu(ham & Farrager, 2000), Japan (Furhnham &
Imadzu, 2002), and South Africa (Furnham & Sper@ewdage, 2002). The authors came to the
following conclusions regarding the gender contdrdifferent categories of analysis:

* Mode of presentation. There is a general worlddriEm men to be voice-overs and women to be

portrayed visually. This rule applies to Europeeve) however, there is "an east-west split witheflew

%9 Could be the brand name only, the brand and tgmsl, or the brand and a sentence composed spéyifiar the ad.
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sex differences in the east" (Furham and Palt£#02217), i.e. differences between the resultsifro
Turkey, Poland and Serbia, where both men and wameea almost equally voice-overs, and Austria,
the UK, Italy, Bulgaria, Portugal, Denmark and Franwhere the voice-overs were mostly male.

* Credibility. Globally women are portrayed as usefsthe products advertised and men as
authorities, even in ads for products aimed at wome for gender-neutral products. In the ads in
Sweden, Poland and Bulgaria, 80% of women weresubeit men were equally as likely to be either
authorities or users. In earlier studies, analysgd-urnham and Mak, men were often portrayed as
authorities (Italy, Portugal), even when both mew avomen were users (Portugal, Denmark and
France).

* Role. Globally women in advertising are portrayaddependent roles (e.g. familial), and men in
autonomous roles (interviewer/narrator/professipnéhis difference is particularly obvious in the
analyses of ads from Bulgaria, Poland, Italy, Fearamd Portugal, whereas those from Austria, Serbia
Spain and Turkey did not show very significanteiéinces in gender roles

e Age. According to Furnham & Paltzer, all conten&lgtic studies from Europe (Russia, Turkey,
Sweden, Poland, Bulgaria and Austria) showed aifgignt difference between age groups, with
women often featured youriyThis category is "one of the best indicators of-s#e stereotyping"”
(Furnham & Mak, 1999: 432) and is typical for thegleer content analysis of television ads in France
Portugal, the UK and Denmark.

* Argument. Furnham & Mak consider this category édlie least prone to gender stereotypes due to
the often contradictory results: i.e. while womarhe Italian ads more often than men did not giveg
argument and men were more often associated wats, fan the Danish ads there was no difference
between them, etc. However, according to FurnhadhRaitzer, globally the facts are given by men
more often than women, while opinions are equaiNey by both genders, or more often by one of
them; finally, women do not often give any argumeet they are more likely to be shown as models.

* Reward type. Globally women offer social approvat sself-enhancement, while the pleasure
reward shows contradictory results. In the adsaily, women tended to give social approval, anch me
more often than women gave self-enhancement ardyrle. Self-enhancement was typical of women

0 This is true even if the different content ana$ysse various subcategories of analysis, makingdheparison between

them more difficult.
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in the Portuguese, Danish and British ads, andspteawas typical for men in British, Italian, Damis
and Portuguese ads. Social approval and self-eah@erd were given by women more often than by
men in the Polish, Turkish and Bulgarian ads.

* Product type. According to Furnham & Paltzer (20221), the home, body and food products are
advertised more often by women, and the ads f&; sgiorting goods and alcohol by men. Body
products were advertised by women in the Spani®®7R Austrian, Turkish and Polish ads; non-
domestic products by men in Bulgarian ads, and dtmeroducts by women in Serbian ads. Food
products were advertised more often by women tlyamén in the Polish ads, but this type of product
can be advertised by both men and women. We sgdrémd in the Italian ads too, in which 50% of
women and only 30.8% of men advertised body prajuehile men most often advertised food
products, cars and sporting goods.

» Background. According to Furnham & Paltzer, at abgl and at a European level it is more
common to represent women, as opposed to mengchilifren. In other cases, the background figures
vary by country, e.g. men were shown against a dnfreale/female) background in the Polish ads, and
women in Serbian ads; men were depicted againstlea background in Turkish ads, and women in
Polish ads.

e Setting. Furnham & Paltzer (2010) notice a tremddfomen to be depicted at home more often than
men, who are depicted in leisure settings (whiclpagticularly true for the Polish ads) and at the
workplace (in the Bulgarian and Spanish 2007 adspresentation of women at home and men in
diverse locations is a trend noticed in previoualgses, and although the results of these may vary,
according to Furnham & Mak (2010: 432), locatiofiaggood indicator of gender stereotyping”.

* End comment. This category is not particularly Beked. Results from the European countries
both support (Turkey, Serbia) and go against (Rbldhis claim. According to Furnham & Mak,
however, the end comments are still "highly indigatof sex-stereotyping” (1999: 433), since men
usually make end comments in ads, and this isqodatily true for Italy, Denmark, the UK and
Portugal.

In his 1975-2007 study of 64 content analyses afigeroles in advertisements, 57 of which were TV
commercials, Martin Eisend (2010) connects thegmates of analysis with three of the four elements
of the stereotypes that, according to AmericansuR&alewis (1984), people use to differentiate men
from women: professional status, physical charaties, role behavior and traits. Eisend skips the

traits, since he believes that they are not diyestservable by means of content analysis. He aisne
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professional status with "role" and "location"; ploal characteristics with "age"; role behaviorshwi
"mode of presentation”, "credibility”, "argumenttype of product”, "end comment" and background".
Based on the idea of EU gender stereotypes asrgrite opportunities, particularly those for wome
Eisend sees the categories of analysis in the xiboteequality of opportunities, and concludes that
"Taken together, the more the depiction of cerimaracteristics in advertising deviates from the
objective of equality, the higher is the degreestafeotyping across the components of role behavior
and occupational status, as well as regarding age f@articular physical characteristic" (2010: 420)
Thus, Eisend places in a social context those oat=y of analysis which are associated with
professional status and role behavior, and he eldhe physical characteristic "age" to the
representation of all age groups according to geedastribution in society.

In the context of Eisend’s ideas, an indicatiomender stereotyping would be the over- represemtati
of women compared to men in the following respects:

» visual / silent representation (vs. voice-overs);

» user of the product (vs. authority);

* dependent on other subjects (vs. independent);

» portrayed at home (vs. portrayed at work);

* young (vs. middle-aged / old);

* giving a nonscientific opinion or argument (vs.t&atscientific argument);

» advertising products such as cosmetics, food, aséloold goods (vs. cars, financial services, sport
goods, leisure goods);

e giving an end comment (vs. not giving);

* background of mainly women and children (vs. backgd of men).

The above-mentioned categories of analysis relatg@nder stereotyping are similar to those used by
Furnham & Mak and Furnham & Paltzer. However, Hisgives us interesting guidelines for seeking
expressions of gender stereotypes in the conteatysis variables in relation to equality of
opportunities as a key objective of the EU. Basedhe results of his statistical analysis, he cades
that the highest degree of stereotyping is by patmal status (2010: 440), which does not corms$po
to the changes in the development of gender egualihe latter being the area of major concern for
gender policy. In his analysis Eisend supportsdka of gender stereotypes in advertising as

dependent on the development of gender equaldgpdrety, and not vice-versa.

35



2.2.1. Categories of analysis used in the presedys

Considering the observations of Furnham & Mak, Rarh & Paltzer and Eisend we used the
following categories of analysis:

» General features of the ad: 1. An ID number: thaler of the ad broadcast on one of the two TV
channels on a certain day of the analysed weeékVZhannel: bTV or Canale 5. 3. Date of broadcast:
between March 21 and 27, 2011. 4. Day of broaddastday of the week. 5. Time of broadcast: each
of the time spans into which is divided the TV pagme schedulg.6. Advertiser’'s name: the name
of the person ordering and paying for the ad. bdB&ct name. 8. Advertising locality (territorial
scope): international or national, i.e. whether the is broadcast in different countries or in
Bulgaria/ltaly only. So we can find out if theredenvergence or divergence of the ads (cfr. Hristov
2004; Georgieva, 2006), and any differences irucaltexpectations between Italy and Bulgaria.

» Central advertising figure. According to McArthur Resko (1975: 211), it is a female or a male
with a major role, either speaking or with prominersual exposure. Dominick & Rausch (1972)
define it as "the one visual character who appearhe screen longest, but for no less than 5 siscon
According to Schneider & Schneider (1979), thithis adult male or female characters in the ads with
on-camera appearances of at least 3 seconds atdleast one line of dialogue. Analysts usually
choose one or two most prominent central figura) wr without voice-over included among these.
Based on the above definitions, in our analysigaed into account a maximum of two visual figures
with the most prominent presence in the ad, spgatdmot, and a voice-over if present. We stuck to
the separate coding of visual and sound centratédggmade by Furnham & Farragher (2000), based on
Harris & Stobart (1986), which eases the work aefines the coding of the two main types of
advertising figures. However, when comparing osules with those of other researchers, we bore in
mind that a lot of them coded the advertising fegufvisual and voice-overs) together. Therefore, we
were able to compare with accuracy the categomes groduct type, argument, reward, and end
comment, since we had used them in coding bothaviBgures and voice-overs. As in previous
studies, chi-square analyses were carried outtéblesh the level of relationship between the sed a

the variables.

! These are: 7-9 am (early morning), 9-12 am (mag)it2-15 pm (lunch), 15-18 pm (afternoon) 18:36820pm (early
evening), 20:30-22:30 pm (prime time), 22:30-2:00 (ate evening) and 2-7 am (night) (Ancorpari, 208. 250).
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« The visual central figure was coded into: 1. Seatenor female. 2. Product tyfeBased on a pilot
study on bTV and Canale 5 ads and in accordanttette division of Bretl and Cantor (1988), we
used the following categories: a. Domestic (prosifiat the home and body): food (snacks, groceries,
cornflakes, chocolate, candy, milk, soups, pastd areat products, ice cream, etc.), cosmetics
(perfumes, deodorants, mascara, lipsticks, hais,dggampoos and conditioners, etc.) and personal
care products (chewing gum, toilet paper, toothgasanitary napkins, shaving gel, etc.), cleaning
products and detergents, drugs (including supplésihebaby products (diapers, drinks, food, toys,
etc.), other (appliances and furniture); b. Non-detitc (products used outside the home): banking and
insurance services (credit cards and insurancepéxaar insurances), cars and accessories (ingudin
car insurance); c. Both (products / services ugdibme and outside of it): soft drinks (tea, coffee
energy drinks, frizzy drinks), alcoholic beveragegbeer, wine, brandy, vodka, etc.),
telecommunications and media, electronics, clotrang accessories (bags, shoes, jewelry etc.); d.
Other. 3. Mode of presentation: speaking/singingilent. 4. Credibility: user, authority, or neihér
Argument: facts? opinion, or none (the product simply displayedised). 6. Reward: social approval,
self-enhancement, practical, pleasure (fun or cetapl "sensual" reward), mixed, other, or none. 7.
Role: a. Dependent on others: partner (husbandbwvifeoy/girlfriend, including relationships between
friends), parent, son/daughter, homemaker, moliestiating the product; b. Independent: VIP (real o
imaginary), professional (businessman/woman, lawgector, dentist, politician, soldier, scientist,
architect, actor, etc.), worker (office employeégrk, waiter, journalist, sportsman/woman, etc.),
narrator / interviewer — describing the producteftvice (if not professional), other (including
unknown). 8. Setting® a. Private (home spaces — living room, bedrooichkh, bathroom, children's

room, yard, or other (garage, ceiling, stairs,)hdl Occupational (office (including medical offic

2 Different content analyses have proposed diffe@assifications by product categories, which varynumber and

content. We could assume that some products, list mosmetic products, detergents and cleaninguptedare aimed
primarily at a female audience (and advertised noften by women); others (like beer, sporting goadd cars) are aimed
mainly at the male audience; and others are gemel¢ral. According to Furnham & Paltzer (2010: 2208)s category is

problematic for testing, since the number of adsed products and services is quite large and norealysis should

identify categories that may be too large or toalsnfrurthermore, cultural traditions, laws andstixig products / services
determine what is advertised, when and for whom.

3 We have adopted a broader content for the submatégcts”, not only statistics, research, vefilfiafacts, expertise etc.,
but any information about the quality and functadrihe product.

" When several settings are present we take iniuatthe dominant, i.e. the one with the longessence of the figure.

37



laboratory, or other; c. Open: relaxation areaacgs for improvement of appearance, public open
space with other features, provided that they areworkplace, nature (river/sea, mountain, field,
desert etc.), stadiums, playgrounds, streets/ sguar other; d. Closed: relaxation areas and space
with other functions, if not workplaces, bank, hitslp shop, supermarket, beauty salon (including
hairdresser’s), bar/restaurant, hotel, or otherineaginary. 9. Communication with man/men,
woman/women, child/children, mixed (man and womargn and child, woman and child, man,
woman and child), or missing. 10. Age: teen (13y&8rs), young (18-30), young to middle-aged (30-
45), middle-aged to old (45-60), old (over 60-6&)mixed (by groups). 11. Weight. We recognize that
the category is problematic, for it can be easijuenced by personal perception of coding. Howgver
given the claims that women are usually portrayedlian, we take the "risk" coding persons as: mathe
slim (weight similar to that of the models), ratlemerweight (slightly or very obese), neither (dani

to normal weight). 12. Clothing: casual, workindfi@e — jacket and tie, skirt and shirt, uniform,
coveralls, apron etc.), suggestive (skirts /pargbprt dresses, backless dresses, tight-fitting
shirts/jerseys, etc.), semi naked (towel, swimsmigerie), or other (including sportswear, formadar,
pajamas or unclear). 13. End comments: preseahsent®

* The voice-over is "the voice that cannot be attelduo any of the characters present on the screen,
heard for the longest time" (Bretl & Cantor, 19885). We excluded voices that only sang (if not
relevant to the argument). We also considered vovegs the voices expressing the thoughts of the
main advertising figure, even when he/she obviodgillynot speak. It was coded for: 1. Sex: male, or
female. 2. Product type: domestic, non-domestith,bar other. 3. Argument: facts, opinions, or none
4. Reward: social approval, self-enhancement, jpagcpleasure, mixed, other, or none. 5. Type of

product: domestic, non-domestic, both, or otheEr&l comment: present, or absent.
2.2.2. Coding reliability

The ads were coded by two coders. The first of thdhe author of this work, encoded the whole
samples of ads, and her assistant, after traidoded every fifth ads in the samples, consisting of
randomly arranged spots in the product categoaes, total of 25 ads in the bTV sample and 30 in
Canale 5. Both encoders were 100% agree on whietri@ging figures should be coded, as well on

their sex. Agreement (bTV) was lowest for the falilog variables: visual figures’ credibility (80.4%)

S As for the central-figure groups, only their commimation with people outside the group is coded.

"8 When it was not heard, it was usually written, amdcoded it as absent.
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argument (82.9%), social relationship (80%), andarel (71.4%). As for Canale 5, it was lowest for
the visual figures’ age (87.8%), weight and rew@@.2% each). Overall, all categories combined, the
inter-coder reliability was 93.4% for bTV and 97.686 Canale 5. The coders analysed the ads
together and after a discussion and reached camsens

2.2.3. Research hypotheses

Based on observations of Furnham & Mak, Furhhama&zBr, and Eisend, and what we stated in par.
1.4. about the media representation of women ing&wd and Italy, we postulated the following
hypotheses concerning the representation of wom#émeiads broadcast in Bulgaria and Italy:

* H1: Women will be less likely than men to be poré@in independent roles and in settings outside
the home;

* H2: Women will be more likely than men to be poy&d young, slim and in suggestive clothing;

e H3: Women will be more likely than men to be poyed as users and to give opinions, and the
latter will also be true for voice-overs;

* H4: Most women will advertise domestic product, Iwoften be portrayed in home settings,
communicating with children, more often than mef be;

* H5: The number of male voice-overs, will exceedsthtor female;

* H6: The end comments will mostly belong to men;

* H7: Women more than men will give, for rewards,igbapproval and self-enhancement.

Based on the research of Geert Hofstede on diffecenntries’ masculinity and femininity, we
assumed that gender stereotyping in advertisingp@ttalian TV channel would be greater than the on
the Bulgarian TV channél.Milner and Collins (2000) studied gender roleshia ads in two masculine
countries (Japan and the US), and in two feminmwentries (Sweden and Russia). The authors showed
that the gender of a country can be associatedthathlisplay of the links to male and female figure
and that the feminine values “are revealed in &uceis advertisements in a manner that allows eross
cultural sex-roles portrayals of relationships ¢éoppedicted” (p.75).

We offered the following research hypotheses:

" An example for such cross-cultural research is biyaGilly, 1988, who analysed gender roles in Tdé &rom Australia,
the USA and Mexico. She assumed that the Australighthe Mexican ads would present negative stgyigmt of women
as compared to those from the US. However, heltsesuggest that the "Australian ads show muchdessler differences,

and the Mexican ads show more differences compartdee US" (p.75).
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e H1: The women in the ads on Canale 5 will be diggdlain dependent roles to a greater extent than
the women in the ads on bTV.

e H2: The women in the ads on bTV will be shown tgreater extent than the women in the ads on
Canale 5 interacting with others.

* H3: The women in ads on Canale 5 more often thamibmen in the ads on bTV will be displayed
in suggestive clothing, young and slim.

e H4: The women in the ads on Canale 5 more oftem tthase in the ads on bTV will advertise

domestic products and will be portrayed at home.

2.3. Content analysis results: Bulgdfia

2.3.1. Visual central figures and voice-overs

« Sex. Of all 269 coded figures 137 or 50.9% were @onand 132 or 49.1% were men, i.e. there was
an equal distribution by sex and lack of stati$tstgnificance.

« Product type. There was an extremely high stasissgnificance 2 = 24.204, df = 2, p>0.001).
90.5% of all female central figures and 65.9% & thale figures were depicted in ads for domestic
products. Most male figures were found in ads fmneetic products and drugs, and they were missing
in ads for children's products, while the femalgufes were mainly depicted in ads for cosmetic
products and food products. Men were dominant & fad non-domestic products (18.2% compared
with 4.4% women) and in those for both types ofdoieis (15.9% compared to 5.1% women).

* Mode of presentation. Most female figures werespnted visually (73.8%), while male figures were
dominant as voice-overs (51.5%). We discovered g statistical significance@= 15.965 df= 2
p>0.002.

« Argument. 45.3% of women gave opinions comparedh @5% of men who were dominant in
giving facts (39.4% vs. 20.4% women). There way Vegh statistical significance? =15.965, df=2,
p>0.001).

* Reward type. In giving the rewards of self-enteanent and social approval males (37.8%) were

about half as well represented as females (68.4)\ever, males dominated significantly in giving

8 Only the results for all ads in the advertisingpée are presented here. For the ads of Bulgariginafr. Tables | & II.
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the mixed self-enhancement/practical reward andctioel reward (32.6% compared to 12.9%
females), and outnumbered females in giving thaulee reward (19.7% vs. 12.4%). The overall
analysis showed very high statistical significag@e= 28.774, df = 3, p>0.001].

* End comment. 53% of males and 35% of females readecomments. We found very high statistical
significance 2 = 8.84, df = 1, p>0.005<0.002).

2.3.2. Visual central figures

« Sex. Of all 165 visual central figures, women wEdé& or 61.2% and men were 64 or 38.8%. The
importance of the difference between these numbassconfirmed by the very high statistical
significance 2 = 8.297, df = 1, p>0.005<0.001).

« Product type. There was very high statistical $igance, which confirmed the significant
association between sex and product type=(18.304, df = 2, p>0.001). Women were more jikban
men to advertise domestic products (88.1% vs. 53%%), while men were more likely than women
to advertise non-domestic products (about 4 timesejn and both types of products (3 times more).
Men more often than women advertised banks andanse companies, car accessories, drugs, soft
drinks and alcoholic beverages. Women more oftan then advertised food, cosmetics, cleaners and
detergents, and children’s products, and in thetves categories they were absolute leaders.

« Mode of presentation. Our analysis did not find amsociation between sex and mode of visual
presentationy? = 0.05, df = 1). Both genders were equally presstras speaking (59.4%) and silent
(40.6%).

« Credibility. The majority of men and women wer@nesented as users of the product, and here
women outnumbered men (75.2% vs. 62.5%). The latterumbered women as authorities (18.8% vs.
13.9%), aand the small number of advertising figudepicted as authorities was impressive: only
18.8% of men and 13.9% of women were such, andasgleahsimilar result in “neither” subcategory.
Overall, the results were not statistically sigrafit (2 = 3.235, df = 2).

* Argument. In most ads men and women gave anapimr did not bring any argument. If giving an
opinion, women outnumbered men by 20%, and in brgpdacts they were outnumbered by men by

8%. The chi-square test showed some statisticalifeignce both in the three subcategorigs £

" These results were based on the collapsed 3 sgoris of analysis: self-enhancement, social agiself-
enhancement and social approval, or on the collh@ssubcategories: self-enhancement/practical wad practical

reward.
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8.026, df = 2, p>0.02<0.01), and between the selcaies "opinion” and "facts%{ = 6.093, df = 1,
p>0.02<0.01), which revealed an association betvgearand argument. Women more often than men
were portrayed as giving an opinion, but men mdenahan women did not give an argument, or
gave facts.

* Reward. Significant differences were noted in thécategory "self-enhancement and practical
reward" where men substantially outnumbered won2&n00o vs. 12.9%), in "self-enhancement and
social approval" where women outnumbered men (68/4%86%), in the "pleasure reward" (23.4%
men compared to 12.9% women), and in the subcatégtiner / none" (15.6% of men vs. 5.9% of
women)®® There was very high statistical significange< 17.012, df = 3, p>0.001).

* Role. The overall analysis revealed very highistiaal significance in both the 2x3 contingenable

(3 = 15.611, df = 2, p>0.001), and in the 2x2, ire.the "dependent” and "independent" role
subcategoriesyf = 13.505, df = 1, p>0.001). In 74.3% of the casesnen were portrayed in
dependent roles — usually as models, motherswelloby partners and housewives - while 43.8% of
men were depicted as models and as parents (stmdeomen) and in any case as taking care of home
and family. Furthermore, twice as many men as wowere portrayed in independent roles — usually
as workers and professionals (40.6% vs. 17.8%). é¥ew even when a woman was depicted as
professional, she was represented stereotypitalyhich revealed the level of stereotyping. In
addition to that, only four women were depictedvaskers®? However, ten women were featured in an
independent role — as VIP, especially in cosmaticlpcts ads, which is likely due to the contradts o
some top models and actresses with certain bf&nds.

* Setting. In 51.2% of the cases women were shadvinome (compared with 26.7% of men), and in ly
5% of the cases were they portrayed at the workgfao similar difference was found in the closed

spaces, in which men and women were equally repiedg10.9%). Men outnumbered women by

8 We collapsed the subcategories of "social apptpvaklf-enhancement” and "mixed — social approamt self-
enhancement”; the subcategories "practical" andédi- self-enhancement and practical”; the subosdtesgy"other" and
"none".

8 |n one ad only - as a sexy blond beauty in a amjfitiniform.

82 Two office employees, a down-to-earth shop assisémd a sexy bartender.

8 We found a lot of foreign celebrities (2 Hollywbdemale stars and 2 female top models) and 2 imaagiones
(Hollywood stars), as well as some Bulgarian céfiedsr (a sportswoman, a footballer, an actressamndctor, a man singer
and 2 women singers). 6 of them were fiund in caenpeoducst ads and 5 in food ads.

8 The beach bar and the film set in two cosmetidipebads, and the office and the shop in two fowdipct ads.
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5.8% outdoors, probably because that category pacated different locations in previous analyses by
other authors (for leisure or different outdoordtions — street, restaurant, park, store, supeehark
hairdressers and others), which we collapsed iraaaltysis, similar to the subcategories "privaied a
"work". The overall 2x6 analysis showed significalfferences 2 = 16.207, df = 5, p>0.01<0.005),
and these were further highlighted by the 2x2 aislincluding only the subcategories "private” and
"work" (x2 = 14.212, df = 1, p>0.001).

« Communication. The conducted 2x7 test revealed high statistical significance? = 38.14, df =7,
p>0.001)? Women more often than men communicated with méri7fa vs. 20.3%), but something
similar was also true for men, who more often thamen interacted with women (34.4% vs. 12.9%)
or with groups of men and women (18.8% vs. 6.9%).fé&x communicating with children, or with a
child and an adult, and it was typical for 19.8%wafmen and for 13.1% of men. Some statistical
significance 2 = 5.143, df = 1, p>0.025<0.01) was found, whicdmfoemed that women related to
children to a greater extent than men. Another @sgive factor was the lack of communication in a
very high percentage for women, 33.7%. This mostrooccurred in the advertising of cosmetic
products (13 cases), of drugs (8), and of detesg@it

« Age® The conducted 2x4 test showed very high statissignificance § 2 = 27.321, df = 3,
p>0.001). 61.4% of women were shown young in comparwith 23.4% of men. Although the latter
outnumbered women in the subcategory "young to leidded” (48.4% vs. 30.7%), the overall
percentage of female figures depicted as young iddleraged was likely to be significantly higher
than that of men. The almost total lack of old wanaad nearly old women was impressive — they
were only 4% vs. 21.9% of m&hDiscrimination in advertising is aimed not onlyvadmen, who are
not allowed to be old, but generally at old peoplao are rarely found (in our analysis they werb/on
1%).

* Weight. The majority of women (91.1%) were poyed slim, and they significantly outhumbered
men (15.6%) depicted mostly with an average we{gBt4% compared to only 5.9% of women). The

association of sex and weight was confirmed by#rg high statistical significance from the 2x3ttes

8 To some extent we could compare “communicatiorthecategory "background”, used by many otherastalthough
the latter concerns figures which are not centrahe ads.

8 Due to the low values of the subcategories "middjed to old" and "old", they were collapsed.

8" The only old woman in the commercials was a Bugafolk singer in an ad for adhesive dentures.r@lveere minor

female figures, not coded, who were old, like &edtold lady in a snack ad and the 3 old ladies coffee ad.
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(x?2 = 95.757, df = 2, p>0.001). Furthermore, we reatia scarcity of overweight people in the analysed
ads — 6.1%, of which only 3% were women.

* Clothing. Casual wear occurred more frequentlymam (62.5%) than on women (57.4%). The 2x5
test still showed very high statistical significang? = 30.734, df = 4, p>0.001) and the association of
all types of clothing with sex. The most signifitalfferences were found in the "suggestive" clothi
subcategory, where women were 29.7% compared witle0; in the subcategory "work clothing”,
where men outnumbered women more than 4 times%d¥< 4%); and in the subcategories "semi-
naked" and “other”, in which men outnumbered womearly twice®®

* End comment. 15.8% of women made end commentsys®.9% of men. Women most often made
comments in ads for cosmetic products (8 cased)wame missing in ads for banks and non-alcoholic
drinks, while men were often heard in advertisemémt cleaning products, children’s goods and

cosmetics. There was some albeit small statistigalficance 42 = 4.18, df = 1, p>0.05<0.025).
2.3.3. Voice-overs

» Sex. Of all coded 104 voice-overs, 68 (65.4%)emerale and 36 (34.6%) were female, in contrast
with what we found in the analysis of the visuahtcal figures, where women outnumbered men.
Apparently, the use of male voices was considereckrauthoritative and was most often found in ads
for drugs (14 male voices vs. 7 female), banksféneale voices found here), soft drinks (the ratasw
6:1), alcohol (2:0) and cosmetics (18:11). The eission between sex and voice-over was confirmed
by the very high statistical significancg € 9.846, df = 1, p>0.002 <0.001).

* Product type. 97.2% of female voice-overs weredus ads for domestic products, and these were
about 25% more than male uses. In contrast, voreesoin ads of both domestic and non-domestic
products were male. In ads for non-domestic pradtie female voice-overs were missing, and in the
ads for products used at home and outside of ife¢heale voice-overs were only 2.8% compared to
13.2% male. There was a significant associatiowéen the sex of the voice-over and the product type

(2 = 9.817, df = 2, p>0.02<0.01). The results wenglar to those for the type of product advertised

8 The first two results were expected given the faat women more often than men were portrayedsassymothers,
models, or at home, and are not very different fitia findings of Ibroscheva, where 59% of womenenghown in

sexually suggestive clothing. Although the thirduie was surprising at first sight, the six casiesien in underwear or in a
towel were relatively small compared to their tataimber, and probably such a result implies theafiseen as product

models, although significantly less often than wame
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by the visual central figures, and particularly negsive was the lack of female voice-overs in tgityc
"male" ads like those for banks and cars.

» Argument. Significant differences were found he tsubcategory "opinion" in which women, like
their visual representations, exceeded male voreeso(36.1% to 22.1%) and in the subcategory
"none"”, where the female voice-overs were 2.8%14s/% male. The overall analysis revealed a lack
of statistical significancef = 5.511, df = 2);

* Reward. Similar to the results from the analysfighe visual central figures, the most frequently
given rewards in the voice-overs were self-enhamecgrand social approval. Male voice-overs more
often than female promised practical convenienceleasure, while female voice-overs more often
than male promised self-enhancement and socialoealff There was some statistical significange=(
16.188, df=6, p>0.02<0.01).

* End comment. Unlike the results in the analys$ithe visual central figures dominated by womee, th
end comments were made by male voice-overs (944.988:/9% female). The difference was not big
and there was no statistical significange=<0.906, df = 1).

2.3.4. Discussion

The results of this study showed that the men &edwomen in bTV ads were depicted in several
different ways, most of them in accordance withtthditional gender stereotypes. We found very high
statistical significance (p>0.01) in 8 of 13 catege of analysis of the visual advertising figursex,
product type, reward, role, setting, communicatiage, weight, and clothing; in 1 of 6 categories of
analysis of the voice-overs: sex; and in 5 of Ggaties of analysis of all the advertising figures:
product type, mode of presentation, argument, @mineent, and reward. In one of the categories of
analysis of the visual figures, setting, and in wfdhe voice-overs — reward, and product type ise a
found some statistical significance (p>0.02<0.0Mfe statistical significance was missing in the
“mode of presentation”, and "credibility" of thesuial figures, in the "argument" and “end comment”
of the voice-overs, and in the category "sex" ia tlverall analysis of all figures. Generally spegki
this shows that the representations of men and wpmed the relationship of sex to the mode of
presentation, are not neutral.

On one hand, the tendency of equal numerical peeseihmen and women as central advertising visual

8 The subcategories for analysis were collapsedtastiose of the visual central figures.
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figures and voice-overs (132 male and 137 femalg)ositive and in line with the actual statistical
division by sex in Bulgaria, where women, accordioghe last census from 2011, are 51.3% of the
whole populatior?? This fact is in contrast with the results of thalgses done by Ibroscheva (2007),
where the female figures significantly outnumbetteel male ones, and by Furnham & Voli (1989) and
Panarese (2012), where the female figures weraimiiared by the male ones. On the other hand, by
coding separately the advertising figures, we motithe superiority of female visual figures and the
inferiority of female voice-overs. This result ignflar to what was found in other studies, incluglin
that of Ibroscheva, and probably shows the tendeh@omen to be put on displdyFurthermore, the
well-known tendency to prefer male voice-overs,hhghted by Furnham & Voli (1989), Panarese
(2012), Ibroscheva (2007), Neto & Pinto (1998),rfaam & Saar (2005) and others, associated with
the belief that they are more authoritative andgpasive, was also found in our analysis, mainigda

for banking and cosmetics. Most male voice-oversevaso found in ads with female visual central
figures, either speaking, or silent. The differenagerepresentation of men and women visually or as
voice-overs correspond to those in other studidsunbpean TV ads: Austria (Ahlstrand 2007), Serbia
(Skoric & Furnham 2003), Turkey (Uray & Burnaz 20@8d others.

We did not find significant differences in the moafepresentation of male and female visual figures.
The most common use of silent female figures wasdoin ads for cosmetics and food, where,
logically, the argument and/or the reward were gilsg male or female voice-overs. A particular case
were the ads combining a female voice-over witllemsmale figure, which was rarely met, and when
it was, the man was often ridiculed. Compared witiat was found by Ibroscheva, we notice some
"progress" in the ads on bTV in terms of equal @nes of both genders as speaking or silent.
However, this feature should not be viewed aparnfthe others, and from what the advertising figure
says, in what role he/she is depicted, etc.

We noticed gender stereotyping in the type of aibext product/service for all central figures, with
females traditionally related to domestic produsteh as food, cosmetics and children’s goods.
Although certain products (e.g. some cosmetic prtsjuare aimed at female users, and more women
than men would be shown in their ads, the more rgérmategory “domestic products” includes

products whose users are found among both men antem As Eisend says, "An equality baseline

% http://www.nsi.bg/EPDOCS/Population2011.décessed Sept 2012)

°LIn our analysis this was most often found in adscbsmetics, food, drugs and cleaning productsfdents.
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would further imply an equal sharing of power ircid®n-making for products of a specific product
category. The baseline of equal sharing of decismaking is not only a social goal but also in line
with data of the changing roles of women regardivggproducts they choose to buy” (2010: 425), and
he also highlights that 50% of all buyers of caiefh a male product) are women. We did not find
male visual figures in ads for children’s produ@sd only one of them advertised washing powder
(but as an authority); in contrast, 5 male voicerswere shown in cleaning products ads. Ibroscheva
notices the preference for female figures in domgstoducts ads, and this is consistent with the
findings from other European studies of ads: the (Manstead & McCulloh, 1981), Austria
(Ahlstrand, 2007), Turkey (Uray & Burnaz, 2003)l8a (Skoric & Furnham, 2003), Furnham & Mak
(1999) and others. The only category of domestodlpets in which male outnumbered female voice-
overs (twice!) was the drugs category, and thaioisby chance — the "seriousness" of the advertised
product required the authority of the male voicemBle voice-overs were "unwanted" in alcohol,
banks, cars and soft-drink afsOur analysis shows a clear division: men advettiseale” products —
cars, banks and alcohol; and women "female" praduatosmetics, children’s products, and cleaning
products and detergents.

The bTV advertising women were shown primarily eedpict users, most often in ads for cosmetics,
food, and cleaning products and detergents, andld9% of them were depicted as authorities. Even
though the category does not show statistical Sogmice, we must emphasize that the female users
were 75.2%, a finding similar to those of otherdsts (Ibroscheva, 2007; Furnham & Voli, 1989). The
low percentage of women authorities shows that Feradvertising figures are not seen as a reliable
source of information, and they are such mainlgarnain categories of domestic products. However,
the 18.8% of male authorities in 12 ads from dédferproduct categories is not high, because siiyilar
to women they are shown mostly as users — in csirtivathe results of Ibroscheva, and similar tsého

of Furnham & Farragher (2000). Thus, advertisemaleentral figures, regardless of their sex, lyare
as giving product information and more frequentty users. Compared to Ibroscheva’s results we
notice here a more equal degree of credibility leetwwomen and men, the percentage of women
authorities being closer to that of men — but tinisitself could hardly be a sign of equality of

opportunities, and we should look at the questiorelation to the argument.

92 Except of the sensual female voice in the Lavarkza
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It is important to note that only 6 female visumjufes®® gave facts as an argument; almost half of
them gave an opinion, and almost another half didgive either facts or opinions. However, female
voice-overs "compensated” for this shortcoming tigring facts in 61.1% of the cases, mostly (and
again) in domestic products ads — for cosmetiasg fand drugs. If we look at all central figures, we
can see that half of female figures gave an opjraod only 1/5 of them gave facts, while males gave
facts in 39.4% of the cases, and an opinion inoifhe cases. These results are similar to thenfgsd

in the ads in Italy (Furnham & Voli, 1989), Portudaleto & Pinto, 1998), and Serbia (Skoric &
Furnham, 2002), and with the general worldwide draticed by Furnham & Paltzer (2010: 220),
according to which facts are given mainly by memj apinions by women. However, some studies
like those of TV ads in Poland (Furnham & Saar,300urkey (Uray & Burnaz, 2003) and Denmark
and France (Furham, Babizkow & Ugoccioni, 1997)vghsimilarly to our findings, that many of the
central figures of both genders give no argumeradni@qual extent, and in our study that was true fo
1/3 of the cases for each sex. Furthermore, dttleetéact that more than half of women were depicted
visually and speaking, they usually gave an argamexcept for 9 ads, and in 7 of these ads the
argument was given by male voice-overs.

In the bTV ads almost 70% of female visual figuaesl voice-overs gave, as reward, social approval
and self-enhancement, significantly outnumberindenah 37.9%, and the same was found by separate
coding — a result similar to the findings in adigng trends in Turkey (Uray & Burnaz, 2003), Italy
(Furnham & Voli, 1989), the UK (Manstead & MacCullg 1981), Portugal (Neto & Pinto, 1998) and
Poland (Furnham & Saar, 2005). This result shows&moffering the satisfaction of the need for self-
esteem, i.e. the idea that the product / serviadsldo a greater sense of self-satisfaction arfd sel
confidence. In our analysis this reward was fourmtnoften in ads for cosmetic products (39 figures)
drugs (23) and food (22), but this result was etgmbgiven the function of these products — to imapro
health and the sense of self — and given the fattwe found most female figures mainly in these 3
categories. The result is in contrast to that ebsbheva, where men more than women gave such
rewards’* but actually her findings are in contrast with theneral world trend. It is difficult to
determine whether the stereotype is present orimat chronological plan given the contradiction

between our results and Ibroscheva’s. As for therotypes of rewards, it should be noted that 32.6%

%3 In 2 ads for food, 2 for cosmetics ads and 2 fags.

% We collapsed the results from the self-enhancemethtsocial approval categories, which she had stseparately.
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of all male visual figures and voice-overs gave to#lapsed self-enhancement/practical reward,
compared to 14.6% of females — similarly to the iadBortugal (Neto & Pinto, 1998) and in the UK
(Manstead & MacCulloch, 1981), and in contrast iose in Bulgaria (Ibroscheva, 2007), Serbia
(Skoric & Furnham, 2003) and Poland (Furnham & S2805). It seems that male figures are more
likely to be considered authorities and people witmmonsense by advertisers (and audiences) than
the emotional female figur&s who are focused on health, beauty and approvathwrs. Similarly to

the ads in ltaly (Furham & Voli, 1989), Great Bnitg Furnham & Skae, 1997), Denmark, France
(Furnham, Babizkow et al., 2000) and Portugal (N&efinto, 1998), the reward of pleasure in our ads
was given less often by female figures, and mastlgds for food (9 visual figures and voice-overs)
and soft drinks (4) — in contrast to the ads indaul (Ibroscheva, 1997) and Britain (Furnham &
Bitar, 1993).

The analysed ads showed that in the majority ofscasenen were portrayed in dependent roles: that
of caring for the family and the partner housewifegther and wife, and that of the model illustrgtin
the product (especially in cosmetics ads); and dd@lyfigures, were in independent roles, especially
that of VIP. These results confirmed the trendsntbin the ads in Italy (Furnham & Voli, 1989),
France (Furnham, Babizkow & Ugoccioni, 2000), th& (Manstead & MacCulloch, 1981) and
Bulgaria (Ibroscheva, 2007). The women in our &der 3 times more than the men, were shown as
parents, models and housewives, while men outnuedb@omen 7 times as professionals, 5 times as
workers and 2 times as narrators. The only autonsmole where women outnumbered men was that
of VIP. Besides indicating the "unwillingness" afivartisers to reverse gender roles, our study stiowe
quite traditional areas of female domination. Tleidewives appeared in 8 ads for cleaning products
and 4 food ads; as mothers, women were found oo@ &ds, in ads for drugs, cleaning products and
children's goods (3 figures each), and in one lzhkvomen as models were present in cosmetics ads
(14 figures), food ads (3), ads for drugs, alcarud soft drinks (1 figure each); and as partnemlin

ads?® As for the independent roles, women were workera food ads, and in 1 ad for cosmetics; as

% As we had assumed, male voice-overs gave a pahotiward in banking ads, but surprisingly alsd ideaning products
ads where the housewives were depicted as users.

% Except of the ones for children's goods, alcomal ears. In the “electronics” category the femakual figures were
missing.
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professionals they were featured as an athletaaniitary person, and as narrators in 3 Hdsast but

not least, the VIP role was found in 6 cosmeticdpiads ads, as well as in a few other ads. Except of
the role of VIP, even in autonomous roles women rebtl tend to occupy a prestigious place in the
public spheré®

In half of the cases, women were shown at homet aftes in the living room (16 figures, often insaad
for food and drugs) and the kitchen (13 figuresjntyain ads for food). 1/5 of all women were
portrayed in open spaces: a park (7 figures), ees{6 figures). 1/10 of women were in an enclosed
settings — in the shop (4 figures) and the supéengB figures). 5 of them were set in a fictional
location (4 of which in ads for cosmetics). Onlylast place did we find the workplace (office, beac
shop and other) and the mixed location, with 5regueach. The enclosure of women in the private
sphere was obvious, especially if we compare lieppesentations of men, which were divided between
the private sphere, the workplace and the opemgsttabout 25% each). Apparently, men in the bTV
ads are found everywhere, while women stay modgtlyoane. Our results corresponded to those of
other analyses of European TV ads — in PortugataePinto, 1998, Valls-Fernandez et al., 2007),
Bulgaria (Ibroscheva, 2007) and Italy (Furnham &iy2989), Poland (Furnham & Saar, 2005), and
worldwide (Furnham & Paltzer, 2010: 221-222), adaog to which, men to a much lesser extent than
women are displayed in private spaces.

The analyses of the communication showed that a®@it of women did not communicate. This fact
was noted by Furnham & Paltzer for both genderd@2@21), except that in our analysis men did not
communicate in 14.1% of the cases. Most often woswnmunicated with men (26.7%) and with
groups of children or adults with children (19.8%ich confirms the emphasis on family and social
relationships. Since we did not use the categoagKground", it is difficult to compare the restuitis

those from other studi€.

% Women workers: an office clerk, a shop assistanheach barmaid. Professionals: a colonel, andogsspman.
Storytellers: the ordinary person - endorser, aigraf singing girls, and a woman in the traditiomahge of a young, thin
blonde in a short tight dress.

% The VIP role is a different case because it radieshe testimony of the (real or imaginary) ceikixs.

% According to Furnham & Paltzer, 2010, p. 221, ¢hir "a clear distinction [by gender] in regardctuildren in the
advertisement background". In our analysis the gegdp in communicating with children was the foflog: 3.1% of men
vs. 8.9% of women communicated with children orgy®% of men vs. 0% of women communicated with woraed
children, 0% of men vs. 10.9% of women communicaith men and children, 3.1% of men vs. 0% of women

communicated with men, women and children. Hentaeh of 13.1% of men vs. 19.8% of women.
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As for the physical characteristics of women, tie an bTV shows a well-known image: in 61.4% of
the cases young, in 30.7% of the cases at an agerdb the average (i.e. under 45 years) andislim
91.1% of the cases. It is obvious that advertiaezsoffering Bulgarians an idealized object todall a
young and perfect (thanks to the product) beauty,\elen in her role of housewife and mother, looks
begotten out of a glossy magazine. The age of tmem in the ads of course did not meet the actual
distribution by age of Bulgarian women, inasmuchtlagse under 45 years are about 1/3 of the
population, and this mismatch was consistent wagults from other European analyses (cfr. Furnham
& Paltzer, 2010: 219). However, men were shownlages, and in almost 22% of the cases as old or
nearly old. Probably male age as accumulation afrsyameans gaining experience and greater
authority, while for women it means destructiontlodir essence — their attractiveness. In only E cas
did we find a woman whose age could be describealdgsand in 3 cases the depicted women’s age
was nearly old® Older women were not often seen with much respecause they had problems with
their dentures, the teen sex, or the laundry/chep(if not using the product). To the young age we
could add the slim body type of 91.1% of women (pared to 15.6% of men), and compare this to 3
overweight ladies in ads for cleaning products famch denture adhesive. As for women's clothing, ou
results confirmed those of Ibroscheva: althoughariban half of women wore casual clothes, 29.7%
of them were seen in what was called by Ibroschseaually suggestive" clothé& compared to 0%

of men. This way of dressing is associated withtly@nd thinness, and it was most common in
advertisements for cosmetics, most of them non-&idg.

Finally, the end comment was given by only 35% lbfemale figures (compared to 55% of male),
similarly to ads in Italy, where men gave an enthoeent much more often than women (Furham &
Voli, 1989, Panarese, 2012). Although, accordinumham & Paltzer (2010: 218), the end comment

does not seem especially related to sex, suclanoms$hip was present in our study. This is evenemo

109 The Corega ad: the folk singer Valya Balkanskanmgiaining about her denture problems. There wei@nauncoded
figures of old women: the grotesque retired oldy)aélling off 2 teens, the two "aunties" in thenfiy coffee ad, a nice-
looking granny taking care of her granddaughtearirad for soup in a cup, and three Bulgarian folgers presented as a
stronghold of tradition in an ad for pie. Old” ircBaning products ads.

1% 1n her final results she collapsed suggestivetigrclad, and nude dress into the category “sélyusuggestive”
clothing. In our analysis "suggestive clothing'aiseparate subcategory from the subcategory "laékdi, but even when
combining these we got results similar to hers733of women vs. 9.4% of men, compared to 58.9% arhen vs. 24.3%

of men in Ibroscheva’s analysis.
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obvious if we look at the advertising figures sepally: the visual female figures are more likely to
give an end comment compared to men, while we faxattly the opposite in the voice-overs. This
implies a connection between the visual femaler&guand the end comment, and between the end
comment and the male voice-overs. The end comnguen by men were in ads for all product
categories — cosmetics, banks, food, drugs and<the while the women's end comment was found
in ads for domestic products.

We could make the following observations concerrtirgend’s idea (2009: 423) about the relation of
certain categories of analysis to the componenssavéotypes:

— Professional status: Women in the bTV ads aegmted primarily in dependent roles, and at home,
which does not reflect the full range of opportigsitthat they would have under real gender equality
Portraying them as housewives, mothers, etc., adffncaccurate to the real life of many Bulgarian
women, does not reflect the fact that many of theark outside the home (61.2% according to
Eurostat survey 2011) and could find life realiaatin other ways. Along with this, such depictions
reinforce the relationship of women with the prevagphere, with all the ensuing consequences.
Advertisers should provide a diversified rangeaés and spaces to meet the challenges posed by the
idea of gender equality. Unfortunately, we do ne¢ sny man dealing with household chores, but
instead we notice men who play sports, drive caosk as doctors, etc.

- Physical characteristics: The representation @inen as mainly young is meant to make us believe
that youth is the only guarantee of success for @rthe few old women in the ads are boring and
grotesque rather than exemplary. Unfortunatelythia respect, we do not find a difference between
Western and Bulgarian ads, which probably meansinhBulgaria we have the same tendency toward
worship of youth. Moreover, in the ads on bTV thereliscrimination by age, because old people are
rarely seen. It would be better for women to baesgnted at all ages instead of focusing solely on
youth and appearance.

- Role behaviors: No statistical significance iarid in the "mode of presentation” and "credibility"
categories for the visual advertising figures, whaoes not allow us to draw any firm conclusions
about who has the "advantage" and how it relategxo In terms of "credibility” the male and female
visual figures are depicted equally as silent amd@eaking — but this is not the case in the arsabfs

both visual and voice-over figures, where the fotmison women’s visualization and on men’s

102 Except for 2 ads for children’s goods.
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speaking. As an example of the latter, we can pmimtthe prevalence of male voice-overs and visual
female figures in making an end comment. Moreowle emphasis on the importance of
communication and family relationships for womeansd the portrayal of women as mainly expressing
opinions and, to a lesser extent than men, fabighlights their supposedly "natural” predispogsitio
caring and emotion. Not least, it is known that eopmoducts are aimed at women, e.g. cleaning
products, and it is not surprising that ads foséhproducts present housewives. However, the ads on
bTV reaffirm the idea of the division of the pubfad the private, and the association of women with
the private sphere and with home/body productseMglres, according to advertisers, seem to fit
much better in the ads for products used botloatehand outside of it.

Last but not least, there were several attemptsvescome gender stereotypes, noted on a content
analysis level:

* Eko oil station. A man and a woman as centralaliigures. The man is ridiculed and the woman — a
Bulgarian pop folk diva — is depicted as a VIP, fabent in her sex appeal and driving an expensive
car. However, gender stereotypes are only partislrcome: she is slim, young, expresses an opinion
and is a user of the product.

« Libresse sanitary napkins. A man and a grouparhen are central figures. The man is ridiculed for
his clumsiness, he is silent, slim, at a young éalimm age, and working as a waiter.

* Rexona deodorant. Female central figure. Shepscted as a VIP, giving facts as an expert, kad al

as young, thin, sexy and giving the self-enhancemeswmard. A similar case is thead for Verea yogurt
with the Bulgarian sportswoman Lily Ignatova.

* Prostamol Uno drug. Male central figure. Depictedthe private sphere of the home, giving an
opinion, in the dependent role of the husband,iarafamily relationship. Expresses fear of losig
sexual potency and, consequently, his self-respatself-esteem.

In our analysis we found only a few ads where meame ridiculed (e.g. the ads for Easycredit,
Espumizan, Libresse, Kanespor) or presented inrdipe roles (as a parent or partner in Western
Union, Unicredit, and Nivea 3 ads, and as a magecially in Gillette ads).
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2.4. Content analysis results: Itafy

2.4.1. Visual central figures and voice-overs

» Sex. Out of the 328 coded advertising figureslemavere 142 (43.3 %) and females 186 (57.7%).
The category had some statistical significange=(5.902, df = 1, p>0.02 <0.01).

* Product type. We found a considerable statissaoghificance §? =20.24, df = 3, p>0.001), which
showed the relationship between sex and the typecofuct advertised. As we might expect, there was
a significant presence of female figures in ads domestic products (79% vs. 57.7% of men),
especially in ads for cosmetics and foods. Malarég exceeded female in the ads for products used
outside the home (13.4% vs. 4.3% females) anchfige used both at home and outside of it (21.8%
males vs. 14.5% females).

* Mode of presentation. Half of the male figuregeveresented as voice-overs, compared with 31% of
females. In contrast, the female figures were mteskvisually more frequently than males (69.9% vs.
50%). There was very high statistical significage= 14.562, df = 2, p>0.001).

» Argument. The opinion was given almost equallybbyh genders, and males were twice as likely as
females to give facts. There was high statistigadiBcance §2 = 11.631, df = 2, p>0.005<0.002).

« Reward'% Social approval and self-enhancement were tygmafemale figures (65.1% vs. 38%
males). The male figures exceeded female moretthige over in giving the mixed self-enhancement
and practical reward and by 7% in giving the rewafgleasure. The relationship between sex and
reward was proven by the very high statistical ificgmce §2 = 33.094, df = 3, p>0.001).

* End comment. It was given by 54.8% of all maggifes compared to 31.2% of females. There was

very high statistical differencgi= 18.709, df = 1, p>0.001).
2.4.2. Visual central figures

» Sex. Out of all 201 coded visual central figunesmen were 130, or 64.7% and men 71, or 35.3%.
The high significance of such a difference was ordd by the chi square tegg & 17.318, df = 1,
p>0.001).

* Product type. Men predominated in ads for non-gitia products (14.1% vs. 4.6 % females), in ads

for both domestic and non-domestic products (21\M%%616.2% of females), and in the "other"

103 Only the results for all ads in the advertisingipée are presented here. For the ads of Italiagirocir. Tables | and II.
104 Cfr. note 80.
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subcategory (9.9 % of men vs. 2.3% of women). Womereeded males only in ads for domestic
products (76.9% vs. 54.9 % of males). Overall tifferdnces had a great deal of statistical sigaiite

(x? = 13.13, df = 3, p>0.005<0.002). Men more oftesntwomen advertised cars, alcohol, electronics,
telecommunications and media, and women more dftan men advertised cosmetics, detergents,
children's clothing and other domestic products.

* Mode of presentation. We did not find statistisainificance here. Visual figures of both genders
were presented speaking and silent almost equatlypugh there was a slight predominance of male
speakers (53.5% vs. 45.4% of female).

* Credibility. Women (87.7%) significantly exceedeten (62%) as users of the product. The latter
dominated in the subcategories "authority" and theef, where, as in the ads on bTV, men
outnumbered women. There was very high statissigalificance ¥2=18.192, df = 2, p>0.001).

» Argument. More than half of men and women didgigé any argument, and that was true primarily
for women (65.4%). Moreover, unlike those, herehbgegnders almost equally gave an opinion. There
was a difference in the subcategory "facts", wheen outnumbered women by more than 7%.
Statistical significance was abseyit € 4.554, df = 2, p<0.01).

* Reward. The most common rewards given were s#léecement and social approval, typical for ads
for cosmetics, foods and drugs, and was given bsnevoalmost twice as often as men (62.3% vs.
33.8%). Men more often than women gave the rewéneasure (23.9% vs. 12.3%), the combined
self-enhancement-practical and practical reward1@1vs. 10.8%), and other/no rewards (21.1% vs.
14.6%). while females almost twice as often as sgve the rewards of social approval and self-
enhancement (62.3% vs. 33.8%). Overall, there wasiderable statistical significancg & 23.382,

df = 5, p>0.001).

* Role. Most men (36.6%) were portrayed in depehdele, mostly as partners (male homemakers
were missing), and most women (63.1%) were modieistriating the product, partners, parents and
homemakers. Unlike dependent roles, in which wopredominated, only 19.2% of women were in
independent roles, which were dominated by men7¢48. most often portrayed as workers, narrators
and celebrities. Apart from these expected diffeesn whose statistical significance was highlighted

by the 3x2 tests madg?(= 15.923, df = 2, p> 0.001), there was an impvesgresence of celebrities
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in the ads. This fact is probably related to theyparity of well-known faces from the small and big
screen in ltaly, which, according to advertisers, likely to attract more users of the product/mer"°

« Setting. Most advertising figures were shownha private space of the home, and there was a 8%
difference in favor of women, supported by sombeilsmall statistical significance of the 2x2 test
which included both occupational and private spdges 6.014, df = 1, p>0.025<0.01). We found a
similar difference (8%), but in favor of men, iretworkplace. Similar differences were found in the
subcategories "open" and "closed" spaces, wheréowsl about 5-8% more men than women, but
these did not have statistical significang® £ 0.101, df = 1). There was an impressively 6w
percentage of women displayed in the workplace2o3.@& only 5 female subjects. However, twice as
many women as men (14.6% vs. 7%) were displayennaginary spaces, most often in ads for
cosmetics. We did not find statistical significarfge= 10.491, df = 5).

« Communication. In most cases it was missing. Womere often than men communicated with men
(26.9% vs. 14.1%), while men more often than womésracted with women (38% vs. 13.1%).
Communication with children, whether in the comparfiyan adult or not, was a priority for women
(13.9% vs. 4.2% menThere was considerable statistical significangé 5 28.708, df = 6, p>0.001).

» Age. The 2x4 test showed high statistical sigaifice 2 = 13.312, df = 3, p>0.005<0.001). Most
visual figures were young, and that was particuyltmlie for women (60% vs. 33.8 % of men). Men
dominated in the subcategories "young to middleda®9.4% vs. 26.9% women) and "middle-aged to
old / old" (25.3% vs. 12.3% women). Apparently, tieé, especially old women were quite undesirable
advertising faces in the ads on Canale 5. In cefjtyauth was highly attractive, especially for wemm
and only 2 females were depicted asYldompared with 5 adult men.

* Weight. Women were absolute leaders in “slim” catbgory (83.8% vs. 18.3% men). Overweight
people were not preferred in the ads — they wehg @, while for women this percentage was even

smaller — 1.5% (compared to 14.1% men). There wehe2 cases of overweight wom&H ,compared

195 We found many real celebrities: Italian (4 actessand 7 actors, 3 male and 7 female TV hostsmaléetop models,
and a footballer) and foreign (a Brazilian footballand 3 Hollywood actresses).

106 The beauties in the office in the Dove Invisibleylad, the Italian TV host Raffaella Carra in th¥ $tudio in the
Danacol ad, the Japanese journalist on the filreitgpf the Ponti ad, and the actress in AZ tootiepad, and the attractive
TV anchorwoman in the studio in the ad for IziPlay.

1971n the US Ones prunes ad and in the Vitasnelleralrwater ad.

%8 n the ads for Polident denture adhesive bandagegor Tena Pants incontinence sanitary napkins.
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with 10 such men. While women were most often pgegd slim, 69% of men had a normal weight.
The relation between weight and sex was confirmethé very high statistical significance of the 2x3
test (2 = 82.919, df = 2, p>0.001).

* Clothing. Most advertising figures (62.7%) woeesuaal clothes, and this fact was particularly fore
men (69%) and to a lesser extent for women (59.246ever, the latter were often presented in
suggestive clothing (15.4% vs. no men), or semedald1.5% vs. 5.6% men). Not least, it should be
noted that only 3.1% of women were depicted in wddthes, compared to 14.1% of men. The 2x5
test showed very high statistical significange=<21.317, df = 4, p>0.001).

* End comment. Although there was not a statissaalificance 42 = 0.154, df = 1), the comment was

most often given by men (16.9% vs. 10.8% women).
2.4.3. Voice-overs

» Sex: Out of 127 coded voice-overs, 55.9% wereeraall 44.1% female. The authority of male voices
was most often used in advertising for food (17)adisigs (11) and cosmetics (9), while female wwice
were most common in advertisements for cosmeti® ads), food (11) and drugs (8), and were
missing in advertising for banking services, ald@hbeverages, electronics, telecommunications and
children’'s goods (!). There was no statistical ificgmce.

* Product type. Similar to the results of our ase\of visual figures the male voice-overs morelik

than female were found in ads for both domesticreorddomestic products (22.5% vs. 10.7% female),
and in ads for non-domestic products, while femaleees were mostly found in ads for domestic
products (83.9% vs. 60.6% male). The 2x4 test sbdaaveertain degree of relationship between the sex
of voice-over and the type of product advertiggd=(8.525, df = 3, p>0.05<0.025).

* Argument. Statistical significance was missing € 1.137, df = 2). However, in all three
subcategories we noticed some differences: maleevoiers had a slight advantage over female in
giving facts or in not giving any argument, whilenfale voice-overs more often than male gave
opinions.

* Reward. Generally speaking, the results herembkezl the ones from the analysis of visual figures.
Significant differences were found in the subcatggmo reward"™: 11.3% of male voice-overs
compared to only 1.4% of female did not give amywanel; the combined "self-enhancement/social
approval, self-enhancement, and social approvalhere female voices (71.5%) significantly

outnumbered male (42.3%); and in the combined -&sgiancement and practical / practical” reward,
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where male voices prevailed (32.4% vs. 10.7% ofalein There was a big statistical significange<
16.951, df =6, p>0.01<0.005).

e End comment. The last words in the ads were m@3%o vs. 78.6% of women’s). There was some
statistical significanceyf = 5.589, df = 1, p>0.02<0.01).

2.4.4. Discussion

The analysis of ads broadcast on Canale 5 shomgasy to the analysis of ads on bTV, that there a
different kinds of representation of men and wonmeaccordance with traditional gender stereotypes.
There is very high statistical significance (p>0.01 9 of the 13 categories of analysis of visual
advertising figures — sex, product type, credipiliteward, role, communication, age, weight, and
clothing, and in 5 out of 6 categories for analysisll figures — product type, mode of presentatio
argument, reward, and end comment, and in 1 catdgornalysis of voice-overs — reward. We have
moderate statistical significance (p>0.02<0.01) ‘sex’ for all advertising figures and in ‘end
comment’ for voice-overs, and low statistical sfgra@ince in ‘product type’ for voice-overs. The
categories with no statistical significance are:dmof presentation, argument, setting and end
comment for the visual figures; sex, and argumenttlie voice-overs. Unlike the ads on the bTV,
where all central figures were equally distributad sex, in the ads on the Italian TV channel the
female figures dominated, comprising 57.7%, sirhil&m what was found in the ads in Turkey (Uray
& Burnaz, 2003), Poland (Furnham & Saar, 2005),gBri&a (Ibroscheva, 2007), Spain (Royo-Vela et
al., 2008), and France (Furnham, Babitzkow et 2000). This distribution by sex, however, is in
contrast to the results from previous studies alidh ads, like the one by Furnham & Voli (1989),
where the male central figures were twice as manfgmale, and in contrast to some other analyses of
ads in Serbia (Skoric & Furnham, 2003), AustrialeMand, 2007), Denmark (Furnham, Babitzkow et
al.,, 2000) and Portugal (Neto & Pinto, 1998), whigtobably indicates some "progress" in the
representation of women. Considering the fact ttaian women are 51.7% of the population
(according to preliminary data from the 2011 Cejpsasd that women are predominantly responsible
for purchases of the products, the increased uskgero@le advertising figures is understandable.
However, if we look at the figures separately, iBdb say, as visual figures or voice-overs, wi se@e
that 64.7% of visual figures are women, which sufgpthe emphasis on visual representation of
women pointed out by Furnham & Voli. There are aleme differences by sex regarding voice-overs,
which, similarly to what was found in the ads onvbdand by Furnham & Voli (1989) and Panarese
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(2012), were primarily male. Visual female figuréke those in Bulgarian ads, were most often found
in ads for cosmetics (28 figures), foods (31), dr(@®) and detergents (13). Male and female voice-
overs were preferred in ads for cosmetics, foodd,caugs, and female voices were missing in ads for
children's clothing (?) and in ads for "male" produ — banks, liquors, electronics and
telecommunications.

Similar to the results from the analysis of adshdiv, here we did not find significant differences i
the mode of presentation of the genders, but tasea slight predominance of visual male speaking
figures (53.5% compared to 45.4% women), whichrest with the results of Furnham & Voli. Silent
female figures were most often found in ads fomuetics, foods and drugs, where the voice-overs
were female, e.g. in the ads for women's cosméiitampoos, sanitary napkins, perfumes), foods for
women (croissant dough, dietary crackers and njuetiugs and others, or male, e.g. in ads for
cosmetics (perfume, toothpaste), foods, drugs a&tcl we hardly ever found female voice-overs in
ads® with silent male visual figures.

Gender stereotyping exists in the "product typetegary for all central figures: female figures,
similarly to what was found in the ads on bTV, welisplayed in ads for domestic products —
cosmetics, foods, drugs, children's clothing arfteoproducts for the home. Visual female figures
outnumbered male figures in each of the subcateg@fi domestic products, and the same applied for
female voice-overs with the exception of food, dragd children’s goods (!), where male voice-overs
were preferred. The analysis did not find visualexfagures in ads for children’s goods and clothes,
but on the other hand, 4 such figures appearedads4for detergents. The relationship of the type o
product with sex was confirmed by the analysis ofnRam & Voli, where women more likely than
men were associated with body products and a Inyadl snargin with domestic product¥’

Women in the ads on Canale 5 were presented mastlysers of the product and quite rarely as
authorities, only in ads for domestic produtfsUnlike the ads on bTV, the category of analysiehie
characterized by a statistical significance andixshthat, similarly to what was found in the anadysf
Furnham & Voli, women more often than men are depli@s users and less than half as often as men.

A similar trend of unequal distribution of expeetisy sex was noted in a number of European Studies

199 This combination was most commonly found in adsctismetics (only in 3 out of 7), for food (only2rout of 6), drugs
(only in 1 out of 4), and cars (in 1 out of 6).
M9 The authors use the following subcategories ot#iegory "Product": body, home, food and otherwise

11n 8 ads: 3 for food, 2 for cosmetics and 1 fargdr, chemicals, children’s goods.
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of men and women in TV ads: Italy (Furnham & VolDenmark, France (Furnham, Babitzkow et al.),
Portugal (Neto & Pinto), the UK (Manstead & Mac@ulh), Bulgaria (Ibroscheva), Sweden (Milner &
Collins), Turkey (Uray & Burnaz), Poland (FurnhamSaar), Denmark (Furnham, Babitzkow et al.),
Portugal (Neto & Pinto). We still do not see womamd men come nearer in their frequency of
occurrence as users, and the differences betweasn ith the ads on Canale 5 are even bigger than
those in the ads on bTV.

We obtain interesting results in the "argumentégaty for the figures of both genders: visual fegir
expressed an opinion and voice-overs gave factesalegually. Inequality between them can be seen
in "facts” by the visual figures and in "opiniony khe voice-overs. Female voice-overs, like those i
the ads on bTV, outhnumbered male, and this occurest frequently in ads for cosmetics (5 cases)
and food (6). Only 3.8% of female visual figureser less than the ones in the ads on bTV, gave
facts'? This percentage increases up to 17.7% for allféBtle figures — 47.8% of them, similarly to
the results of Furnham & Voli (53%), did not giveysargument.

In the ads on Canale 5 62.3% of the female visgatdés and 71.4% of the female voice-overs gave the
reward of self-enhancement and social approvailaiynto what was found in the ads on bTV. Again,
it was women who are the ones that offer satisfactif the need for self-esteem and being liked by
others, and this, as we may suppose, was foundsrfa cosmetics (35 ads), foods (22) and drugs
(23), where female figures prevail. Furthermoremdée visual figures or voice-overs were
outnumbered by males 2-3 times in giving the mis&glf-enhancement and practical” reward, and by
two times as visual figures in giving the reward'pleasure.” The latter was a priority of male &sic
overs, and of male visual figures and voice-ovétse practical reward (saving time, effort and / or
money) as a priority of male figures is in contnagh the results of analyses of advertising ingauia
(Ibroscheva, 2007), Poland (Furnham & Saar, 2086 Serbia (Skoric & Furnham, 2003), but is
similar to those in Portugal (Neto & Pinto, 1998)e UK (Manstead & MacCulloch, 1981), and Italy
(Furnham & Voli, 1989). 10.8% of female visual frgg gave a practical reward, especially in ads for
detergents, compared with 16.9% of male visualré@guwho gave this reward in different types of

ads'*® There are big differences by voice-overs too: fernaice-overs gave practical rewards in 4 ads

121 3 ads for foods, one of children's clothing dnfdr cosmetics.
113 The 16.9% includes only the subcategory “pratti@vard, and this percentage increases to 21 dnvdollapsed with

the mixed self-enhancement/ practical reward.
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(7.4%) and in 2 ads this was combined with the-seffancement reward, and male voice-overs gave
the practical reward in 20 ads and in 3 ads ths @enbined with self-enhancement.

The analysed ads show that 63.1% of women werdagsp in dependent roles, and although this
percentage is slightly less than the one fountienaids on bTV, it is equally impressive. Howevergh

we see more women in independent roles — 19.2%cedly in the role of VIP, where we have 14
cases. We do not find a change over time in thesrof women in comparison to the study of Furnham
& Voli, where we had 66.7% women in dependent rose®l our results are similar to the ones by
Panarese (2012). Here women 2-3 times more ofi@m tfien were shown as models illustrating the
product (16.9% vs. 4.2 %), parents and daughteE®48&s. 1.4 %), and homemakers (9.2 % vs. 0).
Men and women were almost identically portrayetharole of partner, and men outnumbered women
in all independent roles. The traditional role otieewife was found in the ads for detergents (é)as
and food (4), and that of the mother in ads ford®@). We found women as models and partners in
ads for cosmetics (10 and 8 times), and working @mnm 2 ads for drugs, and in one ad each for
cosmetics, for food, for electronics and for othesducts:* Women as narrators appeared in 3 ads,
and we found one woman professional 6hlyThe role of VIP was the preferred independerg fot
both men and women: the majority of these are fanit@lian entertainers, actors/actresses, athletes
etc., which may be caused by the love of Italiammgtiem.

As with the ads on bTV, here the majority of won(é8.8%) was situated at home, identically to what
was found by Furnham & Voli, and by Panarese. Womere most often shown in the living room (23
of them, mostly in ads for foods, detergents angygly, or in the kitchen (18 cases, mostly in fodg)a
16.2% of women were depicted in open settings, rofteh in the street (mainly in the ads for drugs)
and in nature (especially in ads for drugs and etiss). 14.6% of women were located in imaginary
settings (mostly in ads for cosmetics, where weehicases), and 13.8% of them were displayed in
closed settings — supermarkets (mostly in ads desmetics — 8 cases, and for food, 5 cases). The
private space of the home as typically female est$rwith male predominance in the open, closed and
work settings. However, it should be noted thatgheate setting is the most prevalent, and 35.2% o
men were displayed there, a rate higher than thatd by Furnham & Voli (2.4%). We may explain

114 A postwoman (Polident), a university lecturer (Bulyn), an office employees (Dove), a journalista&8a Ponti), a
shop assistant (Euronics), a TV journalist (1ziplay
15 The actress in the ad for AZ 3D White toothpaste.
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this fact by the accent on family and social relasi in Italian advertising, where the main topithis
relationship between men and women.

1/3 of women did not communicate, but if they ditky communicated mainly with men (26.9%).
This implies the power of the male-female relattopswhich, according to Giacciardi, is "one of the
most pervasive sources from which a range of pesiittributes is drawn by the Italian advertisers,
provided that the theme is dealt ‘respectfully’attis, within a traditional framework" (1995: 118).
Almost equally, women communicated with women (fds or relatives) and children (13.1%), or with
groups composed of adults and children (13.8%fMhénlatter case outhnumbering men by around 8% —
a difference similar to the one in the ads on bTV.

In our analysis, as in the analysis of ads on ¥ predominant physical characteristics of the @&oom
were: young (60%) or middle-aged (26 9%), slim 888), and of a middle or high (VIP) class. Here
we find again an idealized female image where @d B undesirable. Unlike Bulgarian ads here,
however, we found here 16 old women and women whgsetends older. The old women were only
two: one in the American ad for Ones plums (ordin@eople endorsement) and the grandmother in the
ad for Vitasnell&d'® mineral water, the latter being indicative of tigpical portrayal of old people in
advertising'’ as parody figures in a world of eternal youth. Mgside this, female advertising figures
are of an age that tends to be old in ads for cbesnand drugs (4 figures each), drugs (5) and a
marketing website (1). Some of these women weairger of skin withering (and therefore need the
face cream Garnier Ultralift), of impaired healind therefore have to eat the dairy products Danaos
Danacol and Valsoia), of incontinence (needingsibecial napkins Tena Pants and Lines Perla), of bad
dentures (needing Polident Algasiv glue), of cofBpitact), of joint pain (Voltaren drug), and of
weight gain due to menopause (Ymea drug). It agpteat female age in advertising on Canale 5 is
associated with a series of unpleasant problemshameed to be kept under control by every woman
through the use of the advertised products. Feyal¢h is accompanied by low weight, which was
characteristic of 83.8% of women, and we had ondy@weight women*®

More than half of advertising women wore casuakhdse but 15.4% of them were in suggestive

clothing (compared with 0% men), 11.5% were halKeth and only 3.1% were in work clothing.

118 |ts rejuvenating qualities were not enjoyed byoéth couple of Italian emigrants returning from Arcarand meeting
their ever-young classmates and teacher — a tnagicsituation.
17 They were only 7 here.

118 They were found in the abovementioned ads for @d¢@nts and Polident.
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In the present study, similarly to the results afrfham & Voli, and of Ibroscheva, women did not
prevail in making the end comment, and it was nydimtalized in ads for domestic products, and they
were missing in ads for children’s goods, bankgjdrs, electronics, telecommunications and clothing
Although the percentage of women making an end cemtnhad increased from 24.8 to 31.2%
compared to that in the analysis of Furnham & Viblivas still not high. The two Italian researchers
suggest that the relation of the end comment tostheof the central figures would depend on their
relationship with the mode of presentation and /fciadibility (1898: 182). Probably the fact that
women are visually depicted as silent more ofteantmen — while men more often than women are
voice-overs, i.e. speaking and / or authoritieffecés who makes the end comment.

We could make the following observations regardivgrelation of certain categories of analysi® t
components of stereotypes (Eisend, 2009: 423):

« Work status: Like those in the ads on bTV, wometh&ads on Canale 5 are depicted most often in
dependent roles and in home settings. Obviouskrettare similar ideas about women operating,
attributing to them a natural tendency to caredibrers and to express themselves at home. Similar
concepts partly correspond to the ideas of wonretes in Italy, especially in the South, where éhisr

a large number of non-working women (due to thdilitg to find a job or to a certain mentality).
However, these ideas do not correspond to theyesdlivomen in northern Italy, many of whom work
and try to reconcile a family life with a careehelads on Canale 5 hardly ever show men busy with
chores, with a few exception®,

« Physical characteristics: the ads on Canale 5 toarcespond to the reality of the female audience.
The few old women are depicted as people with otrog future health problems, and generally
speaking we hardly ever find old people in the atls. should note, however, that in Italy since the
1980s, with the development of commercial televisithere has been imposed a certain image of a
woman — young, challenging, whose body is her noapital. Youth and perfection are the obsession
of Italian advertisers, and this corresponds to phesent situation in the country. This model is

absorbed by many young girls who compete to benagfi’° and want plastic surgery as soon as they

19 The grotesque figures of the man using the sptgtetce Buitoni, the man who purchased thousah@ssh cubes, or
the model demonstrating how the Viakal detergerkaio

1201n the Vocabulary of the Italian language Zanitit#912 “velinisnt (velinismo) is defined as: "in journalistic langea

the diffusion of the presence of young TV assigtartd their ascension to the model of success"yalia is "a young

television assistant, presenting herself in sexyhels during a programme” (Zanichelli 2012, my $tation). Recently,
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become adults. The accent that ads place on yeiurtforces the need for it, given the hot issue ithis

in the Italian public space.

« Role behaviors: we find a statistical significaneealmost all categories included here except the
end comment, the mode of presentation and the amgum the latter having, though, significant
relevance for all advertising figures. If for a memh we exclude these categories, we have the
following picture: the female visual figures andicsovers most often give as rewards self-
enhancement and social approval, highlighting themtionship with others. The primacy of reason
over feelings is not characteristic of visual worm&ho give evidence only in 3.8% of cases, buteher
are signs of a change as far as voice-overs aienoed. The emphasis on the visual representation o
women points up the predominantly masculine natfitee discourse. The focus is on women'’s social
and family relationships, and communication withess is seen as their natural predisposition and
obligation.

There were some attempts to overcome gender Stpesot

» Ads with male homemakers. In the ad for Gran R&tar, the man prepares and serves the food for
his pregnant wife; he is presented as a product usthe dependent role of partner and in thehlgtc
There are two attempts to involve men in housewiorkhe ad for Rio mare per pasta (where, however,
the man is a parody figure) and in the ad for Vialetergent (the husband is a homemaker, but he
gives information about the product and explains itavorks to two women).

* The ad for Mellin baby milk, with a female centfigure. There is an attempt to present a woman
who conceals her research careers and parentinge\o, it is only partially done — the woman is a
researcher, but on a baby product.

» The ad for Danacol dairy, with the famous TV hBstffaella Carra in a celebrity role, in a teleoisi
studio, in a business relation with others (colle=g), speaking, in everyday clothes and of an age

tending to old.

“velina” has become synonymous with a woman ornvisien, and the term has a negative connotationotileg an easy
career in show business that provides young andtifidavomen with economic prosperity and easy fabfie Morvillo,
2003; CNEL, 2001; Soffici, 2010, the TV programnteassia la notizia on Canale 5.
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2.5. Bulgaria and Italy: comparative perspectives

Based on the results we obtained, we have confithmeeébllowing hypotheses about the ads broadcast
on bTV and Canale 5:

H1: Women in the ads, to a lesser extent than @endisplayed in autonomous roles and in settings
outside the home.

H2: Compared to men, they are shown young, slimiapdovocative clothing.

H3: They more often than men are portrayed as togsers and give opinions (the same is true for
voice-overs).

H4: Women mostly advertise domestic and body prtsjubey are often presented in home settings,
and communicating with children more often than men

H5 Male voice-overs outnumber female.

H6: The end comment is mainly male.

H7: Women more likely than men give the rewardsatfial approval and self-enhancement.

The content analyses of the ads broadcast on b1V CGanale 5 make it obvious that there are
stereotypical images of women. Perhaps the us¢éecfatypes by advertisers is an easily accessible
way to reach the target audiences. They are usednipin the ads of foreign origin, but also ireth
Bulgarian and the Italian adfd The number and variability of ads on Canale Sluiding those of
Italian origin, exceed those of ads on bTV, andigses the reaction to the problem: there has been a
strong debate about the representation of woméalinfor the last few years, a debate in which gnan
NGOs, media, institutions, public figures and o&dinltalians have taken part; there is also a wide
range of documentary sources about women’s repiagsn protocols, codes of conduct, declarations,
guidelines etc., and considerable research onniage of women in the media and advertising. By
contrast, little has happened in Bulgaria conceyrtime image of women — there have been only
sporadic public debates on the issue, and we watr@bie to find as many studies over time of the
image of women.

The advertising sample on Canale 5 exceeds by & that on bTV, and we find a similar situation in

121 See the table in the Appendix.
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both voice-overs (127 compared to 104) and viseatral figures (201 compared to 165). A similar
difference exists in the ads of Bulgarian or ltalaigin %

Based on our data we could draw the following casidns on the relation of the categories of analysi
to the components of stereotypes concerning thaltewisual central figures:

v' Professional status: Most women in the ads broadwmasTV and Canale 5 are presented in
dependent roles, and this occurs to a much largenethan for male figures. The dominant role for
women is that of a partner, followed by the roleaofnodel. Although there are some differences
between the two nations’ ads for the rest of thes;® the advertisers’ preference for the presentation
of women as wives/girlfriends, or as models illastrg the product, is obvious, thus highlighting th
emphasis on their visual presence and the impatsme¢hem of interpersonal relationships. To these
features could be added women'’s settings: in tlseoadboth channels women are located mainly at
home, and they are less likely than men to be éotcat the workplace. Similar trends are observed in
the 102 ltalian ads and in the 39 Bulgarian adsre/talmost half of female figures are depicted at
home, and their representation in the workplaceery small and much lower than that of men. Not
any different is the type of role, and its relatiinsex is obvious: the dominant role of women in
advertising is dependent, and this is more commdhe Bulgarian ads.

v" Physical characteristics: youth is the featuredeatising figures and is particularly common for
women: approx. 60% of women in the ads on bTV aadale 5 are young. The same is found in the
Bulgarian and the Italian ads, in which half of wermare young. Youth is associated with the idea of
attractiveness and beauty, and often emphasizegrtiperties of the advertised product / service. In
other cases, however, it is not relevant to thelped/ service, which shows that youth is a pathef
semantic core of femininity. To women youth meambé¢ desirable and liked by men, by themselves
and by other women. Beauty, a part of which is gpig equivalent to the term "feminine", which
incorporates features like helplessness, passimdycissism etc., translated into ‘feminization’ of
culture with its emphasis on women's bodies. Inwhesstern culture it is considered normal for women
to be narcissistic because their value is basati@infaces and bodies: one of the norms of fentnin

is the excessive concern about appearance, anthrsiralues have entered the Bulgarian culture too.

Naomi Wolf in her 1991 bestseller "The myth of bgalhow images of beauty are used against

122 Called here “Bulgarian ads” and “ltalian ads”. M figures: Bulgarian ads: M 27, F 29, Italian:ads38, F 70. Voice-
overs: Bulgarian ads M 23, F 8, Italian ads M423F

123 E g. housewives in the Italian ads are more comtnan mothers, but we find the opposite in the Briln ads.
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women" talks about a new myth that oppresses womea new way, and the ads in women's
magazines have a large role in its creation. Westeonomies, she claims, are totally dependent®n t
continued devaluation of women. “As soon as a wdsmanmary social value could no longer be
defined as the attainment of virtuous domestidity, beauty myth redefined it as the attainment of
virtuous beauty” (1991:18). Fashion and cosmetickistries face an uncertain future, as a result of
which new marketing and advertising strategiesdmeeloped to digest the success of the women's
movement and use it for commercial purposes. Irh smiccontext, the idea of beauty is directly
connected to that of youth. Many of the analysadale figures are less than 30 years old. Such
discriminatory practices against older women acdifated by the so-called "double standard of ggin

— an expression used by Susan Sontag (1971) toteetbe different value that age has for men and
women. According to her, women more likely than nae@ subject to fear of aging: age is associated
with a more attractive body and facial beauty, exrsdfar as a woman are equated with her body shape,
her youth is a sign of attractiveness. Differenpased cultural standards determine her attractsgene
as a norm continuing from youth. Thus, accordin§d¢otag, age becomes a social judgment more than
a biological characteristic: the sexual “validigf’a woman depends on how she manages to hide the
traces of old age in her body.

v" Role behaviors — the differences between men andemdn both advertising samples and in the
Bulgarian and lItalian ads are significant. Althoughall of them men and women advertise mainly
domestic products, this is especially true for womé&len outnumber women significantly in
advertising products used outside the home, suchrasand banking services, as well as products use
both at home and outside of it. In almost all cases give facts about the product, and women give
opinions, except in the Italian ads where the apins equally divided between men and women, and
the ads on Canale 5 in which men more often thamevogive opinions. There is a sex divide in the
“credibility" category, where women are more likébybe users and men authorities. The significance
of the male figures is confirmed by their role imkmg end comments in ads — as voice-overs in both
advertising samples, in the Bulgarian and thedtahds, or visually in both Italian and Bulgarialis.a

We do not notice significant differences in the thamf presentation” category: the sample of ads on
bTV shows no difference between men and women,thrre is one in the Bulgarian ads, where
women speak more than men; however, in the adsamal€ 5 and in the Italian ads we find the

opposite. As for communication, in all ads, inchglithe Bulgarian and Italian ones, men more often
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than women communicate with women and childrern wien and women, or only with women, while
women more often than men communicate with childnéth men and children, or only with méf.

v' As observations additional to the guidelines gikgrEisend, we should mention that in the ads on
both channels women give the reward of self enlraeoé more often than men, whose prerogatives
are the reward of pleasure and the practical reerdept in the ads of Bulgarian origin, where the
rewards are equally distributed between genderggryiHay clothing is typical of all advertising
figures, but sexually suggestive clothes are assignostly to women and work clothing to men. We
find stereotyping in weight, where thinness is tgbifor women, and normal weight or overweight to
men, which underlines the importance of appeardocehe construction of femininity at both a
national and an international level.

Similarly to visual figures, female voice-overshoth advertising samples are used for advertising o
domestic products more often than male voice-oweng;h are heard in ads for products used outside
the home and in ads for products used at home atsttle of it. Moreover, in all ads the female veice
overs make fewer end comments than male voice-oWeralmost all ads (except in the Bulgarian
ones), opinion is given by female voice-overs naften than by male, which give mostly facts. In the
"reward" category the results are similar to whaswound with the visual figures: female voice-ever
give the reward of self-enhancement more often thaite voice-overs, and the latter more than the
former give the reward of social approval or pleasigxcept in the Italian ads, where the reward of
pleasure is given mainly by female voice-overs).

It becomes apparent that the international andnatiads broadcast on the two national commercial
channels follow similar ways of representing wombeath visually and as voice-overs or taken as a
whole, and for the most part they are based oratgres, as was claimed by Eisend (2010). Only a
few cases of overturning stereotypes are evidemcieo persistence of gender stereotypes, which
shows a common tendency in both toward a high @egfrstereotyping. As to differences, these are at
the level of statistical significance and concemniy@ few categories of analysis of visual figuaes

of voice-overs?®

124 Exceptions are the Italian ads where there igjatgbredominance of men communicating with men.

122 E g., in the ads on bTV “mode of presentation"sdnet have statistical significance, contrary tatvas found for the
ads on Canale 5; there is no statistical signifieain the categories “argument” and “end commeoit'tfie ads on Canale
5, contrary to what was found for the ads on bT\g. Btatistical significance in voice-overs is nmgsin the "argument”

and "sex" in all ads on Canale 5, but is presetiténads on bTV etc.
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Is the lack of differences in the advertising regrgation of women in the two countries due toftioe

that we analysed ads broadcast for a week onlyoai&l it due to the limitations of the method of
content analysis? We are aware of the time limd eonsider it necessary to track the evolution of
female representation over time in a future analysithis case, we could think of gender as orthef
most important aspects of advertising, and theafisemilar gender stereotypes in similar cultures i
predictable. In view of the great similarity in o@sults for the ads in/from both countries, weldou
assume that the Italian and Bulgarian culturesendar in regard to gender stereotypes and thgéma
of women in advertising. This should not be a dsgmgiven the fact that the same version of
international ads is often broadcast in severabfean countries. It does not explain, however|able

of significant differences in the ways women aretqaged in the Bulgarian and the Italian ads. Is th
simply a numerical result, and/or an indicationt tadvertisers do not comply with national condiipn
or it is due to the entry into Bulgaria of Westenodels of behavior, as described by Hristov (2004)
and Georgieva (2006)? We have already pointedhautitnited period of analysis, which could have
an effect on the numerical results. Regarding tenpmenon of convergence and divergence typical
of the Bulgarian advertisements today, Petrovandathat "during the transition period (which,
according to some researchers, has not yet beepletaa) the Bulgarian woman was torn between the
desire to emulate models coming from the West (y»goods and lifestyle), the remnants of the
traditional notions of Bulgarian femininity (entaiy sacrifice and self- dedication to home and fgmi
and scarce economic opportunities” (2008: 95, mapdiation). We could find both models in the
analysed cases: on one hand ‘westernized’ modetinemso or women with careers, on the other hand
traditional Bulgarian women (e.g. the caring motéed wife).

We can look at the image of women in the ads onat@ah and bTV from two perspectives. In the
context of the similarities in the results of thealyses of the ads on both channels, we can coamclud
that the Italian and Bulgarian cultures are simitaterms of the role of women in society and its
impact in advertising. However, complete similaribgtween these two cultures is difficult to
determine. Along with that, there are some diffee=y which we pointed out in par.1.4. One of them i
the degree of masculinity and femininity as defineg Geert Hofstede. Based on Hofstede’s
observations on Italy as a masculine culture anlddia as moderately feminine, we accept / rejeet t
following hypotheses:

H1 is rejected because the women in the ads onl€&nancluding the Italian ads, are shown in

dependent roles less often than the women in th@ad TV and the Bulgarian ads.
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H2 is confirmed because the women in the ads on &id& the Bulgarian ads are shown more often
than those in the ads on Canale 5 and in thertalils communicating with others.

H3 is partially accepted because the women indlseoa Canale 5 are portrayed young more often than
those in the ads on bTV. It is partially rejectetduse the women in the Bulgarian ads more oftem th
the women in the Italian ads are displayed youngalso because the women in the Italian ads and in
those on Canale 5 are portrayed thin and in suiggedbthing to a lesser extent than the womermén t
Bulgarian ads and in those on bTV.

H4 is partially rejected, because the women iratiieeon bTV and in the Bulgarian ads more often than
those in the Italian ads and the ads on Canale Stewn advertising domestic products and at home
but the latter is not true for the women in the ad<Canale 5 which are shown less often at home.

We do not find conclusive evidence for a relatiopshetween gender stereotyping and the
masculinity/femininity of a country. We could assaitinat the index of Hofstede is not sufficient to
detect any differences in the gender portrayalctviig likely to be affected by other factors sush a
regulation and self-regulation. It is also likehat the depiction of women in Europe is charactekiz
by more and more convergence, which is also evihetite smaller differences in gender stereotyping
among different countries. As claimed Albers-Milknd Gelb (1996), “The finding that masculinity
scores seem not directly related to the level aidge stereotyping in advertising has important
consequences for advertisers. If variation in dikiag content would be linked to a culture’s
masculinity index, an advertiser’'s task crossingiomal borders would be simplified and more
predictable as to its outcomes” (cit.in De Wulfadt, 2003). The problem is that this dimension is
indicative, and although it gives us an idea ofdbitent of the national culture (according to viahige

can orient advertising appeals), it is not the otiljng that affects the advertising. It would be
interesting to see what cultural factors (sucheagll requirements, economic situation of the cquntr
labour marketetc.) influence the representatiomeh and women. However, the index of masculinity

and femininity gives us an idea about the portrayglender roles, especially when it comes taoakttips.
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Conclusion

The comparative analysis of television advertisiagresentation of women on bTV and Canale 5
highlights both the similarities in stereotypicatdges of advertising women and the connection of
these stereotypes with the situation of women ith bmuntries. Our analysis, which is based on
documents and initiatives of national and intewral institutions and organizations, statements and
actions of NGOs (EWL), and analyses of the imageamhen in media and advertising, gives an idea
of what is happening in Bulgaria and Italy regagdine situation of women in society and their media
manifestations in recent years. Although Italy i®anding member of the EU, which implies longer
experience with its principles — including the p@s against gender stereotypes — it does not 8eem
have coped with these problems; on the contranydegestereotypes are enshrined in the structure of
Italian society. The majority of women in Italylsfaces problems, such as low political participat
difficulties in reconciling a career and a famihgrizontal and vertical segregation in the laborkega
despite their educational attainments, a high uhe@ynpent rate, violence and many others. Although
in the more developed northern part of the coumtoynen are in a better situation (e.g. there is a
greater number of working women) than in the Soatmtemporary Italy is a patriarchal society in
which gender equality is still far from being impiented. An expression of this is the media and
advertising representation of women which is phatial stereotyped — a subject of debate and stitici
among NGOs, media, public and political figurealyis membership in the EU is in contrast with the
reality of women in the country, evidence of whishitaly’s 71st place in the Global Gender Gap
Index 2013. By contrast, the position of Bulgamsafar better — 43nd place — but the problems of
women in the country are not less important, arey tare related not only to the problems of the
country but also to the common views about genterestypes. As one of the main problems, we
could mention the low level of civic participatiomnd the lack of interest in the problem of
representation of women in the media and advegtisompared to Italy.

From the quantitative analysis of the data it beesmlear that advertising follows certain patteshs
gender representation, already noted in the armlysSether Western European and American authors.
There are a number of stereotypes about women fet¢his on their appearance, the dependent roles of

a mother, a housewife, a partner, a model, the iamnen mainly advertise domestic and body
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products, etc. This pattern is typical for botheign and national ads, broadcast on both channels,
which speaks of the mutual influence between twlihddigh we found some timid attempts to
overcome gender stereotypes, and several quarditdiiferences, Italy and Bulgaria both appear as
southern countries with a patriarchal culture cti@razed by traditional gender stereotypes.

Although our study is not exhaustive, it gives asight to a time period which comprises a set af ad
whose analysis indicates distinct stereotypes énrépresentation of women. Our quantitative study
confirmed several hypotheses: women in advertismgTV and Canale 5, to a lesser extent than men,
are displayed in autonomous roles, in settingsideithhe home, and make end comments, and to a
greater extent than men are shown young, thin arggxy clothing, as product users, in voice-overs
and giving opinions, mostly advertising domestia aoody products, often presented at home,
communicating with children, and giving rewardstsas social approval and self-enhancement.

The problem of gender stereotypes is of a partidud@ortance for the EU, and in support of this we
can cite the opinion of the Advisory Committee oguBl Opportunities for women and men to the
European Commission on "Breaking gender stereotypethe media" (2010: 6): “In the present
context, it is important to address the fact thetdper stereotypes not only contribute to the stqiis

in terms of women’s and men’s roles, but also prienam asymmetrical vision of women and men in
society. Furthermore, they are one of the mostigierg causes of inequality between women and men
in all spheres and at all stages of life, influaigctheir choices in education, professional andgpei
life”. Despite Italy's and Bulgaria’'s membershiptive EU, which implies compliance with the rights
and obligations arising from this, advertising aneldia operators still continue to offer to the ande
mostly one-dimensional and stereotypical imagesahen, images not characterized by the variety of
roles and equal opportunities much desired by tdeaBd EWL. In the EU context, a major problem
results from the unbalanced, distorted and stepecdl representation of women in advertisements
analysed here, with only a rare presence of inddg®n successful, active women, or overturning of
gender stereotypes.

What needs to be done to overcome obstacles tewachi non-stereotypical representation? First, we
need the active participation of all advertisingd amedia operators, as well as NGOs and the
governmental sector. After all, advertisers offer what they think we expect. If a society is
accustomed to receive such messages about geteterand this addiction is so strong that steressyp
are not even noticed, it means that it is necesgarghange the attitudes and expectations of the

recipient. If discrimination against women is alggractice, we should not expect that women’s
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images in advertising will lack gender stereotygeecause that would lead to some risk of
misunderstanding the advertising message. Althaogdles of conduct and regulation of the advertising
sector by the State are positive inducements, #reynot sufficient to overcome the stereotypical
representations. The field of advertising represt@nt is slippery, it is difficult to determine wha
exactly the stereotypical advertising represemtai®y and although there are attempts, the same
advertising content could be interpreted diffengrily the different recipients, its producers, and
persons/organizations on the outside.

However, we hope that the dynamic situation inyl@ncerning the issue of women'’s representation
can serve as a catalyst for positive developmerdsaa example of "attacking” the problem of gender
stereotypes there. As for Bulgaria, we hope tlRaEW membership could lead to a real absorption of
the EU’s principles, but this is a long process amblves a vibrant civil society, media and
institutions. Particularly important is the chamgfetraditional expectations and attitudes of théljgu
about gender roles. To that end, it is necessargotaluct training and other activities aimed at
advertising / media specialists, in order to rdlsgir awareness of the gender stereotypes present i
media/advertising texts and the consequences wofube, and to stimulate their creativity in seaoth
innovative solutions and actions to raise awaremdsthe audience, including young people and
students — similarly to what done by the authorthefof the Italian documentary "Women'’s botf§"
and their initiative "New eyes for television" (Ndacchi per la Tv) to cultivate a more criticabloat

advertising contents.

126 || corpo delle donne" (2009) consists of extrafitsm entertainment programs broadcast by the puRAl and by
Berlusconi’'s Mediaset channels, and presents imi25 the usual ways of representation of womenhenltalian TV - the
only possible model is that of strip club aestlstasticization of the bodies, cancellation afiiwduals and individuality

through plastic surgery, and demeaning, subordimakes for women. Cfr._http://www.ilcorpodelledonnet/english-

version/ and_http://www.ilcorpodelledonne.net/formazior{etcessed Jan 2014).
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Abstract

Recognizing stereotypes as an obstacle to gendeligg the European Union has set itself the
challenge of eliminating them in media and advergisTelevision ads are an important manifestation
of gender stereotypes, and content analysis of adshhas a long tradition in the US and Western
Europe. This study extends that tradition by coratpaely analyzing the representation of women in
TV ads in one representative founding EU membee sttaly, and one representative new member,
Bulgaria.

Following the examples of other Western Europeath American authors, ads broadcast during a
standard television week (21 to 27 March 2011)vem national commercial channels with the largest
audiences in the two countries, Italy’s Canale & Bulgaria’s bTV, are subjected to a detailed cointe
analysis. The results are examined in light ofistiatlly derived cultural differences betweenytahd
Bulgaria, and of Geert Hofstede’s theory of “cudtiudimensions”. According to that theory, ltalysa
more “masculine” culture and Bulgaria’s more “femig’. Nonetheless, TV advertising follows certain
similar patterns of gender representation, andetlpagterns are typical of both foreign and natignal
produced ads.

Although several differences and some tentativengits to overcome stereotypes are noted, Italy and
Bulgaria both appear as “southern” countries witltcoanmon patriarchal culture characterized by
traditional gender stereotypes — more similar thatural-dimensions theory would predict. The study
concludes by considering to what extent imagesigéraatch reality, and by discussing the relevamce o
its analysis both for the EU and at the nationaklleThere have been intensive debates in Italy in
recent years over women in media, but insufficistitdy of such images in Bulgaria. Correctly
perceiving that advertising both reflects and sbkapelture, the EU has called for overcoming
stereotypes by changing perceptions, advocatingres&as-raising campaigns aimed both at the
general public and at leaders of media, advertiamd) other institutions. This study’s results reiné
those initiatives by highlighting the extent to wiithey have not yet succeeded, leaving gender

stereotypes in advertising as an ongoing problem.

Key wordstelevision advertising, gender stereotypes, Ealy,| Bulgaria
Parole chiavi: pubblicita televisiva, stereotipigginere, UE, Italia, Bulgaria
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