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Abstract

By 2020, brands will invest half of their marketing budget on
Internet advertising. The Internet has effective potential in
advertising, and it can mold stereotypical roles for future
generations of consumers. Social norms and beliefs towards
respect and gender equality can be reinforced through digital
advertising. This study compares empirical evidence of how
women are portrayed in digital advertising on Facebook from
Mexico and Chile. Samples were compiled by selecting forty fan
pages with the most followers —20 from Mexico and 20 from
Chile. 1600 posts were examined by quantitative content analysis
method. Results show that Mexican posts use 10.2% more sexist
stereotypes than Chilean posts. In a traditional role’s context,
advertising emphasizes behaviors along gender stereotypes,
where women are not perceived equal to men. “I love shoes™
(97.5%), a Mexican company with the second highest number of
followers and “Forever 21,” an American juvenile clothing brand
(85%) in Chile, are the brands that portray women in mostly
traditional roles. These data reinforce the theory that female-
audience brands support sexist values in advertising. Both
countries show women engaged in activities outside the home, but
not professionally or as an authority figure. Summary, in many
ways, evidence suggests a paradoxical approach to portrayals of
women in Mexican and Chilean Facebook fan page advertising.

Stereotypes, Latin America, Digital advertising, Facebook, Gender.

1. Introduction

Sixteen years have passed since the birth of Web 1.0 in 2001 to the current Web 4.0, launched
in 2016. As the web evolves, digital media replace traditional media because they are faster,
friendlier, more efficient and affordable for consumers (Kotler, Kartajaya & Setiawan, 2017).
The internet is a forum for interactive communication between brands and their followers,
as well as a place where brands can learn more about consumers (Briggs & Hollis, 1997; Erkan
& Birol, 2011; Gallagher, Foster & Parsons, 2001; Wolin & Korgaonkar, 2003). According to
Zenith (2017), 44.3% of the overall advertising budget will be assigned to digital investment.
This means almost half of all advertising investment in the world will go towards digital media.

Advertising uses images that influence consumers’ social behavior (Tsichla & Zotos,
2016). Whereas such behavioral modeling used to take place though television or press, it is
now done by Internet. This communication media continues growing and shaping digital
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consumer identities but much faster than traditional media. Thus, it has a huge potential to
influence stereotypical roles allotted to men and women (Gauntlett, 2002; Plakoyiannaki et.
al., 2008). Marketing plays an important social role, and it can generate public opinion and
also dictate social norms. Individuals consume marketing images from social networks until
they accept them as normal and natural (Tsichla & Zotos, 2016; Velandia-Morales &
Rodriguez-Bailon, 2011). For that reason, advertising can generate a healthier, more
egalitarian, and respectful society (Fullerton & Kendrick, 2000; Orth & Holancova, 2004). As
more resources that are invested in digital advertising, the more influence it will have over
social norms and beliefs about gender equality (Giddens, 1991; Glik & Fiske, 2011; Tsichla &
Zotos, 2016). This study has two objectives: The first is to compare women portrayed in
Mexican and Chilean Facebook fan pages. The second objective is to understand what type of
female stereotypes are used in Mexican and Chilean digital advertising. Since the 1960s,
academia has studied female stereotypes only in traditional media advertising (Alvesson, 1998;
Brown & Bobkowski, 2011; Dahl, Sengupta & Vohs, 2009; Dupagne, Potter & Cooper, 1993;
Furnham, Babitzkow & Uguccioni, 2000; Kim & Lowry, 2005; Milner & Collins, 2000; Villegas,
Lemanski & Valdéz, 2010; Zotos, Lysonski & Cirilli, 1996). However, there are few studies
about female stereotypes in digital advertising, and even fewer in the Latin American context
(Fullerton & Kendrick, 2000; Thompson & Lougheed, 2012; Villegas, Lemanski & Valdéz, 2010;
Wolin, 2003). In Mexico, Calderon (2008) and Garcia (1980) showed that advertising tends to
portray women as sexual or decorative objects; while in Chile Porath-Campos (2014) and
Uribe et al. (2008) show that advertising in traditional media tends to show women wearing
less clothes than men. However, this is the first study that compares Mexican and Chilean
female stereotypes in digital advertising.

2.Theoretical Framework

Stereotypes are beliefs and expectations shared by people about the characteristics that
women and men should have within society (Alexander & Ben, 1978; Fiske & Stevens, 1993;
Morrison & Shaffer, 2003; Putrevu, 2008; Stockdale & Nadler, 2013). Gender theories suggest
that advertising is responsible for promoting sexism and female role stereotypes where
women are shown as vulnerable members of society (Alvesson, 1998; Dupagne, Potter &
Cooper, 1993; Giddens, 1991; Orth & Holancova, 2004; Villegas, Lemanski & Valdéz, 2010).
Sexism portrays women as inferior to men in their abilities and potential (Furnham & Paltzer,
2010; Lysonski, 1985). In advertising, sexism is manifested when women are shown in
traditional roles, such as caretakers and/or exalting their bodies as decorative or sexual
objects (Giddens, 1991; Glik & Fiske, 2011; Mackay & Covell, 1997; Plakoyiannaki et al., 2008;
Tsichla & Zotos, 2016). In contrast, advertising treats men differently, showing them as
professionals, having authority, performing activities outside the home, associated to
leadership and competence (Del Moral, 2000; Tsichla & Zotos, 2016; Luengas & Velandia-
Morales, 2012; Plakoyiannaki et al., 2008; Kim & Lowry, 2005; Cuddy, Norton & Fiske, 2005;
Vianello & Caramazza, 2002). According to Plakoyiannaki et al. (2008) and Tsichla & Zotos
(2016) stereotypical female roles have been categorized into three groups: women in traditional
roles that promote sexism (dependent, caretaker, decorative and sexual object); women in non-
traditional roles that do not promote sexism (non-traditional activities, professional, authority
figure) and women in neutral roles that do not promote sexism (see Table 1).
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Table 1: Woman Role Stereotypes (Plakoyiannaki et al., 2008; Tsichla & Zotos, 2016).

Category

Description

Example — Chile

Example — Mexico

Woman in
Traditional
Roles
(Sexist)

Dependent

'Woman is dependent on the
man. She appears passive
and someone who serves
him. Man shows his power
by protecting and having
authority over the woman.

Caretaker

Mother and  caretaker.
'Woman performs activities|
at home (cooking, cleaning,
ironing, washing floors...).
This category includes|
women caring for their
family or her loved ones.

Decorative
Object

Woman as  decorative
object means that she is
associated with an object]
rather than a person. Her
intellectual skill is not
important, but her body is.

Sexual
Object

Woman is used purely to
sell products. She is an
object of
physical attractiveness is
emphasized. Her body is|
fragmented in
parts (lips, hair,
legs...) becoming a
consumer object, devoid of]
personhood.

desire; her |

different] _
mouth,| [

| IGIRA LARULETA Y GAN
.  GRANDES PREMIOS
AL INSTANTE!

Woman in
Non-
Traditional
Roles (Not
Sexist)

Non-
traditional
activities

Women performing non-
traditional activities (not|
dependent on man, not aj
caretaker, not a decorative
nor sexual object).
Women’s activities are
contextualized out of home:
she goes out with friends,
plays sports, travels and
goes on outings. She is
independent and away from|
her mother role.

Si tu noviaesigamer=

\ g

Professional

Women as professional,
career-oriented, active in
the labor market.

ASUS VivoBook 515

e 140
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Women with a voice of
Authority |authority. Women project]
Figure |confidence, autonomy and
independence.

'Woman is presented side by
side with man. Neither man|
nor woman is portrayed as
superior, they are on the
same level.

Neutral Woman
(Not Sexist)

Source: Own elaboration.

2.1. Mexican and Chilean Cultural Dimensions

Mexican and Chilean cultures need to be understood in context. Hofstede’s (2001) work
provides a lens for contextualizing a country’s cultural norms. This study classifies national
cultural norms along six dimensions, each of which is given a score from 1-100, with 50 as the
median. Uncertain avoidance measures how uncertain a country feels about the future. Chile’s
(86) and Mexico’s score (82) are similar, implying that these societies are slow to accept
changes. Both prefer to avoid risks and choose habitual approaches for solving societal issues.
Long term orientation, refers to the importance a culture allocates to short-term versus long-
term goals. Both Chile (31) and Mexico (24) score low in this dimension, which implies that
their vision is more focused on quick results in the short-term. Individualism, describes the
degree of interdependence that society’s members share with each other. In this regard, Chile
tends to be more individualistic (23) than Mexico (30). Mexico, by contrast, is considered more
collective than Chile, with a society where values such as loyalty, responsibility and familiarity
prevail. Power distance measures the unequal distribution of power within a country. This
dimension refers to the extent to which power relationships are understood and how wealth
inequality is tolerated. Here, Chile is close to the medium score (63), while Mexico scores quite
high (81). This suggests that while both societies have a marked hierarchical social structure
due to social differences, Chile is aware of improving equal rights, and Mexico has not taken
actions to make its society more egalitarian. Indulgence addresses tendencies toward
gratification across a spectrum between indulgence and restraint. It is a measure of
satisfaction and it relates to degree of happiness. Chile is relatively indulgent (68) and Mexico
has a high score (97), meaning that both countries have a positive attitude towards life, though
Mexico is more optimistic about life in general (see Figure 1).

Figure 1: Mexican and Chilean Cultural Dimensions.

120
97
100 82 o0 8 1
80 +— 63 68 69
60 +— Mexico
31 30
40 +— o4 3 28— gChile
HE i = B
0 ‘ ‘ ‘ ‘ ‘
Uncertainty Long Term Individualism Power Indulgence  Masculinity
Avoidance  Orientation Distance

Source: Own elaboration.
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The final dimension is masculinity. This dimension tries to capture how people behave in
relation to their gender roles. According to Triandis & Suh (2002), this dimension represents
the deepest societal structure and for this reason, is the most studied. The Masculinity score
has been used in academic cross-cultural research in order to understand female sexual roles
in advertising (Emery & Tian, 2010; Gibson & Steinberg, 2016; Hatzithomas, Zotos, &
Boutsouki, 2011; Nelson & Paek 2005; Pergelova & Angulo-Ruiz, 2017; Rovira & Sedano, 2004;
Triandis & Suh, 2002). Countries considered “feminine” do not emphasize gender stereotype
behaviors; conversely “masculine” countries reinforce differences between sexes (Hofstede,
2001; Hofstede, 1998; Hosfstede, 1991; Rovira & Sedano, 2004). Mexico (69) has the second
highest masculinity score in Latin America. It is also a country with many gender problems,
such as femicides, the Kkilling of a woman by a man and on account of her gender. In 2015,
more than 1900 women were violently murdered in Mexico (UN, 2016); the same year only 58
femicides were documented in Chile (Minmujer, 2015). Mexican culture values strength,
competitiveness and fighting, traits associated with men, and by extension, with machismo.
Mexican women, by contrast, are expected to be calm, acquiescent and submissive (Hofstede,
2018; Lamas, 2016; Tufion, 2015; Villegas, Lemanski, & Valdéz, 2010; Ramirez, 2008; Gutman,
20006; Lamas & Bissell, 2000; Lamas, 1997). In summary, Mexico is a country with gender
inequality and patriarchal rules (Gneezy, Leonard & List, 2009; Valdez & Gonzalez, 1999).

By contrast, Chile’s low masculinity index (28) points to complementary gender roles and
non-violence values (Figure 2). Chile has built an egalitarian and pluralistic society in gender
issues within the Latin American context (Antezana & Bachmann, 2016). The government
created “Fourth National Gender Equality Program 2018-2030,” and the Chilean society has
taken responsibility for gender equality though protests and university and school
occupations (Uribe et al., 2008; Paniagua, 2000; Agacinski, 2000). There was a feminist
revolution in 2018, in which people demanded the end of machismo in Chilean patriarchal
social system (Observatorio Contra el Acoso Callejero, 2018; Cepal, 2018). Keeping in mind the
masculinity dimension in Chile and Mexico, the following comparative hypothesis was
developed:

H1: Mexico will have a higher percentage of women portrayed in traditional roles in
digital advertising than Chile, according to its masculinity score.

Figure 2: Index of masculinity in Latin America countries according to Hofstede (2018).
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2.2. Gender Stereotypes in Digital Advertising

Few studies examine female stereotypes in digital media, and even fewer look at how women
are stereotyped in Latin American countries (Gustansson & Czarniawska, 2004; Haferkamp
et al., 2012; Knupfer, 1998; Linne, 2014; Oberst et al., 2016; Oberst, Chamarro & Renau, 2016;
Plakoyiannaki ef al. 2008; Renau, Oberst & Carbonell, 2013; Thompson & Lougheed, 2012;
Wolin & Korgaonkar, 2003). Plakoyiannaki et al. (2008) analyzed female images in online
advertisements and their findings indicated that women are mainly portrayed in traditional
roles, concluding that sexism in digital advertising is recurrent. Their findings are consistent
with those of Gustansson and Czarniawska (2004) and Knupfer (1998), which were the first
authors to analyze female web virtual animations concluding that the Internet perpetuates
gender discrimination through attractive and sexy virtual women. The second study, Knupfer
(1998), asserts that Internet advertising places women in secondary roles which tend to
emphasize their sexuality and physical appearance. Also, Facebook perpetuates traditional
gender stereotypes. Thompson & Lougheed (2012) concluded that Facebook is a source of
stress for women, because some images cause them dissatisfaction with their own bodies.
Based on this theoretical framework the following four descriptive hypotheses were
constructed:

H2: In Mexico, the most common traditional female stereotype is women as sexual
objects.

H3: In Chile, the most used traditional female stereotype is women as decorative objects.

H4: In Mexico, the most common non-traditional female stereotype is women
performing non-traditional activities.

Hs: In Chile, the most used non-traditional female stereotype is professional women.

3. Methodology

The methodology chosen to test the hypotheses is content analysis, a “research technique that
makes valid and reproducible on their context from data” (Krippendorf, 1997, p. 28). This
method was deemed most appropriate for providing “a scientific, quantitative and
generalizable description of communication content” (Kassarjian, 1977, p. 10).

Sampling and coding norms were especially important in this study (Kolbe & Burnet,
1991; Thayer, 2007). Samples were compiled by selecting forty fan pages with the most
followers —20 from Mexico and 20 from Chile. The digital platform Fanpage Karma (Table 2),
a paid tool that is useful for analyses of Facebook pages, was used to determine which pages
had the most followers. The first forty published posts were selected from each brand (n=1600)
using the following criteria: 1. Posts that did not have any images of women or men were
eliminated; 2. Promotional posts for movies, with famous actors and actresses, were excluded
(Table 1). The sampling period started in January 2018 and continued until reaching the forty
posts required. A specific code was developed to process the analysis units, which was used to
test each hypothesis. Construction of the female stereotype code was based on previous
studies of Tsichla & Zotos (2016) and Plakoyiannaki et al. (2008) (Table 1) and the statistical
program SPSS, version 19 was used to codify data.

In order to assure codification accuracy, training sessions were held: concepts, key
categories, and the codification process —including directives and tables— were explained to
coders. In order to ensure that guidelines were understood, coders examined 100 posts before
analyzing the ones designated for research purposes (Igartua, 2006; Wimmer & Dominick,
1996). The pilot coding minimized differences in category interpretation and improved
consensus among coders. Coding was carried out individually (n=1600), and posts were
analyzed according to these codes. If an ad presented more than one stereotype, it was
classified according to the dominant stereotype (Plakoyiannaki et al., 2008). The reliability
index was calculated for both coders (Dupagne, Potter & Cooper, 1993). The operative range
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of values for this index went from o.0 (not reliable), to 1.0 (perfect reliability) (Igartua, 2006).
The study’s intercoding reliability of 0.95 confirms that coding process was accurate.

Fan pages were taken from eight product categories: drinks, textiles and clothing,
automobiles, food, commerce, telecommunications and Internet, beauty and hygiene, and
home (Table 2). The most frequent product categories were beverages (20%), textiles and
clothing (17.5%) and food (14.9%). Together, they constituted 52.4% of the sample. The
categories classification by product was based on the Infoadex list, an advertising database

(2018).

Table 2: Mexico and Chile Fan pages.

Mexico Chile
N° fan page Number of fans Product Category Ne fan page Number of fans Product Category
1 Coca-Cola 102.754.000 Beverages 21 Coca-Cola 108.000.000 Beverages
2 Ilove shoes 41.200.000 | Textiles and Clothing 22 Kitkat 26.500.000 Food
Telecommunications
3 é 34.800.000 B 23 Al 26.500.000
Nescafé cverages o1 and Internet
4 Volkswagen 28.900.000 Automobiles 24 Heineken 24.600.000 Beverages
5 Doritos 16.400.000 Food 25 Sprite 22.800.000 Beverages
6 Corona 12.900.000 Foods 26 Nivea 21.900.000 Beauty and Hygiene
Telecommunications
7 6.100.000 C 27 Spotif’ 21.100.000
Walmart ommerce POty and Internet
8 Bodega Aurrera| 5.500.000 Commerce 28 Fanta 19.900.000 Beverages
9 Andrea Design 5.300.000 Textiles and Clothing 29 Groupon 19.500.000 Sports and Leisure
10 Samsung 5.100.000 Commerce 30 Maggi 18.200.000 Food
11 |Telcel 4300.000 | Tetecommunications |5,y 18.100.000 | Textiles and Clothing
and Internet
12 Sam's Club 4.200.000 Commerce 32 Doritos 17.000.000 Food
13 Converse 4.100.000 Textiles and Clothing 33 Mastercard 16.100.000 Finance
14 Liverpool 3.600.000 Commerce 34 Dunkin’Donuts 15.500.000 Food
15 Papas Sabritas 3.500.000 Food 35 Forever 21 15.400.000 Textile and Clothing
16 Elektra 3.400.000 Home 36 Smirnoff 14.400.000 Beverages
17 |SamsungMobile] ~ 3.400.000 Telecommunications | =, |y i 13.000.000 | Textiles and Clothing
and Internet
18 Suburbia 3.300.000 Textiles and Clothing 38 Mini 12.100.000 Automobiles
19 Mary Kay 3.200.000 Beauty and Hygiene 39 Peugeot 11.700.000 Automobiles
20 Kotex 3.100.000 Beauty and Hygiene 40 Durex 11.600.000 Health

Source: Own elaboration.
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4. Results

A significant difference was observed in distribution percentages within each country
(X*=10.926; p=0.007). Table 3 shows gender frequencies of the n=1600 posts, 800 from each
country. In Mexico, there was a greater percentage (53.6%) of posts with only females,
compared to Chile (45.7%). In other words, women are portrayed 7.9% more in Mexico than in
Chile (Table 3).

Table 3: Gender frequencies and X2 values.

Total Mexico Chile
n % n % n % x*@df=1 p
Only Males 496 31.0 229 28.6 267 334 4219 0,0400
Only Females 795 49.7 429 53.6 366 45.7 9,123 0,0016
Females and Males 309 19.3 142 17.8 167 20.9 2,507 0,1134
Total 1600 100 800 100 800 100

Source: Own elaboration.

Gender was associated with product typology in order to detect what brands most frequently
employ male or female models on their fan pages. The data set shows that in Mexico,
automobile advertisings use posts showing only males 52.5% of the time and 22.5% only females
(Volkswagen). In Chile, automobile fan pages (Mini and Peugeot) post images of only males
58.8% of the time and 25% only females. Gender differences are more noticeable on beauty and
hygiene products: Mary Kay and Kotex (Mexico) show only females on 96.3% of their posts and
only males on 2.5% of them; Nivea (Chile) projects only females for 95% of posts and only males
on 5%.

4.1. Comparative Statistics: Female Stereotypes by Cultural Dimension (Hypothesis 1)

This section focuses on the masculinity dimension. This cultural measurement tries to capture
how people behave in relation to their gender roles and has been utilized in academic research
in order to better understand female sexual roles projected in advertising images (Emery &
Tian, 2010; Gibson & Steinberg, 2016; Hatzithomas, Zotos, & Boutsouki, 2011; Nelson & Paek
2005; Pergelova & Angulo-Ruiz, 2017; Rovira & Sedano, 2004; Triandis & Suh, 2002).
According to Hofstede (2018), Mexico has the second highest masculinity score (69) in Latin
America; conversely Chile has a low index (28). This means that Mexico has a stronger
machismo culture than Chile, and this section points to contrast masculinity dimension data
in a digital advertising context between both countries.

Our research objectives focused on determining which female stereotypes are most
utilized on fan pages from Mexico and Chile. For this reason, and in accordance with Tsichla
and Zotos (2016), and Plakoyiannaki et al. (2008), the only posts considered for descriptive and
comparative statistics were the ones in which women appeared (alone, with other women or
with men). Posts with only men were not considered. A total of 571 Mexican posts (71.4% of
total) and 533 Chilean posts (66.7% of total) fulfilled this requirement. Contingency tables were
developed to test hypotheses and Chi-squared values were estimated in order to determine
if there were significant differences between the stereotype percentages.

Traditional role stereotypes are those that promote sexism, showing women inferiorly
in relation to their abilities and potential (Alvesson, 1998; Dupagne, Potter & Cooper, 1993;
Furnham & Paltzer, 2010; Giddens, 1991; Lysonski, 1985; Orth & Holancova, 2004; Villegas,
Lemanski & Valdéz, 2010). Hypothesis 1 states that Mexico presents a higher percentage of
women in traditional roles than Chile, based on the masculinity cultural dimension (Hofstede,
2018). Data compiled support this affirmation (Table 4), showing that Mexico presents 73
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(10.2%) more posts of traditional women roles than Chile, with a significant difference (X*>=
11.52; p = 0.0007). This means that Mexico promotes more sexism and depicts women as
inferior in relation to their abilities and potential compared to Chile (Furnham & Paltzer,
2010; Villegas, Lemanski & Valdéz, 2010; Orth & Holancova, 2004; Alvesson, 1998; Dupagne,
Potter & Cooper, 1993; Giddens, 1991; Lysonski, 1985). This idea is connected with machismo
culture in Mexico, where the country expects that women are submissive and soft-hearted.
They must care for home and family, which includes staying at home with children (Mensa &
Grow, 2019). Ultimately, women are seen as nurturers, while men have to be commanding and
commonly demonstrate their dominance with assertive competitiveness (Agoff, Casique &
Castro, 2013; Mollett, 2017). According to Lamas (2016) machismo in Mexico is typified by a
man who can drink the most, sire many sons, defend himself successfully and dominate his
wife.

Table 4. Women in traditional, non-traditional and neutral roles.

Total Mexico Chile
Females n % n % n ) x?2 df.=1) p
Traditional 493 44.7 283 49.6 210 394 11.52 0.0007
Non-Traditional 441 39.9 224 39.2 217 40.7 0.253 0.6150
Neutral 170 15.4 64 11.2 106 19.9 15.94 0.0001
Total 1104 100 571 100 533 100

Source: Own elaboration.

4.2. Descriptive Statistics: Stereotype Analysis (Hypotheses 2-5)

In a traditional role’s context, advertising emphasizes behaviors along gender stereotypes,
where women are not perceived equal to men. “I love shoes” (97.5%), a Mexican company with
the second highest number of followers and “Forever 217, an American juvenile clothing brand
(85%) in Chile, are the brands that portray women in mostly traditional roles. These data
reinforce the theory that female-audience brands support sexist values in advertising
(Fullerton & Kendrick 2000; Plakoyiannaki et. al. 2008; Taylor, Landreth & Bang 2005).

Hypothesis 2 states that women as sexual objects would be the most common traditional
role in Mexico, however this hypothesis was rejected (Table 5). The reason is that this
stereotype was relatively infrequent (9.5%), and women were mostly portrayed as decorative
objects (53%). Hypothesis 3 suggests that women as decorative objects would be the most
commonly found traditional stereotype in Chile, and this hypothesis was accepted because
this was presented in 64.9% of posts. Thus, there is a coincidence between Chile and Mexico,
both countries portray women as products and not as persons, minimizing and treating them
as objects. Both cultures perceive women with low status and little capacity to play roles that
imply power.

Il
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Table 5: Traditional Females Roles.

Traditional Females Roles

Decorative Sexual

Total Dependent Caretaker bi . x2

Country Object Object p
d.f=3)

n % n % n % n % n %
Mexico 283 100.0 17 6.0 89 314 150 530 27 9.5 161.37  0.0000
Chile 210 100.0 17 8.1 46 219 137 65.2 10 48 195.22  0.0000
Total 493 100.0 34 6.9 135 274 287 582 37 7.5

Source: Own elaboration.

Hypothesis 4 proposes that the most common non-traditional stereotype put forth in
Mexico is that of woman performing non-traditional activities. Empirical results
support this hypothesis, 76.9% of non-traditional posts showed women being active
outside the home (Table 6). Hypothesis 5 stated that the most common non-traditional
stereotype in Chile would be that of professional women. However, the most common
is actually the portrayal of woman performing non-traditional activities (88.5%).
Hypothesis 5 was therefore rejected. Another coincidence, while digital advertising in
both countries contextualize woman outside home, whether socializing with friends,
playing sports or traveling, it does not portray her as a professional. Women were
portrayed as professionals only in 16.0% of Mexican posts and 9.8% of Chilean posts.
Percentages were even lower for images of women as authority figures (Mexico 7.1%,
Chile 1.8%). This result reinforces machismo culture, which emphasizes that women
can do activities outside home, but they cannot be professionals or strong, meaning that
men are still protagonists of these cultures.

Table 6: Non-traditional female roles.

Non-Traditional Females Roles

Total Non-Traditional Professional Voice of )
Country ota Activities OIESSIONAL - A yithority X P
df.=2)
n % n % n % n %
Mezxico 225  100.0 173 76.9 36 16.0 16 7.1 194.75  0.0000
Chile 217 100.0 192 88.5 21 9.7 4 1.8 298.96  0.0000
Total 442 100.0 365 33.0 57 52 20 1.8

Source: Own elaboration.

5. Discussion

This study is unique in offering and comparing empirical evidence on how women are
portrayed in digital advertising in Mexico and Chile. The Internet has changed the way that
we communicate, but on digital platforms women are still portrayed in traditional roles
(Oberst, Chamarro & Renau, 2016). Data show that women as decorative objects is the most
common traditional stereotype in both countries. This finding is consistent with the studies
by Milner & Collins (2000), and Zotos, Lysonski & Cirilli (1996), which found an increase usage
of the stereotype of women as decorative objects in press and television media. Such
stereotypes promote hostile sexism, meaning a woman is a man’s accessory and not an
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autonomous figure with personhood of her own (Glick & Fiske, 2011; Lemus et al., 2008; Fiske,
Cuddy & Glick, 2006; Glick & Fiske, 1996). Findings on non-traditional female roles show that,
in both Mexico and Chile, women are shown doing activities outside home and in social
contexts, but still, removed from roles of power and competitiveness. These findings contrast
with Plakoyiannaki et al. (2008), as they exposed that the professional woman is the most
utilized non-traditional stereotype in web page banners. This is not observed in fan pages data
for digital advertising in Mexico or Chile, where a woman from these countries can be outside
the home or doing some activities, she is still not seen as a worker.

Women are still associated to beauty and hygiene products, far from other categories like
technology or automobiles. Advertising has been known to promote an unattainable ideal of
beauty, pushing women to reach a perfect body and eternal youth (Birkeland et al., 2005;
Furnham, 1999; Hargreaves & Tiggemann, 2004; Plakoyiannaki et al., 2008; Tsichla & Zotos,
2016). Gender-space-power theories affirm that historically and socially, the man is allocated
economic power and external space, while the woman is endowed with physical beauty
power, acting within the internal space, she is expected to be attractive and an object of male
desire (Kagan & Lewis, 1990; Lamas, 2000; Nicolson, 2015, Scott, 2016; Vianello, M. &
Caramazza, 2002; Wolf, 1991). As such, beauty products are for women and cars for men.
Garcia & Martinez (2009) also draw this conclusion, they find that women make an
appearance in less than 15% of ads for financial products, automobiles or telecommunications
in mass media.

Furthermore, Grow, Roca & Broyles (2012) identified an advertising structure marked by
gender discrimination and machismo because agencies divide accounts into “men accounts”
and “women accounts.” The former, “men accounts” are responsible for products such as
beer, cars, watches; and the latter, so-called “pink accounts,” for diapers, sanitary napkin or
facial creams (Mallia & Windels, 2011; Mallia, 2009). According to Grow & Broyles (2011),
dividing accounts in this way emphasizes the gender differences inside agencies. Creative
women are restricted to “pink accounts”, losing the opportunities for performing other sorts
of advertising jobs. Finally, our findings indicate that Mexico’s advertising is more sexist than
Chile’s, though this difference does not completely reflect the high index of masculinity that
Mexico has, compared to Chile. It is possible that the cultural structure organization inside
advertising agencies could have more influence than the country’s own culture (Mensa, 2017).

Even so, there is room for optimism, progress has been made reducing the use of the
woman as a sexual and dependent object for digital advertising in Mexico and Chile.
Advertising should not forget its social responsibility towards the elimination of sexism and
towards the visualization of women in innovative roles. Above all, women with young people
and netizens, will be the demographic group with the highest digital marketing potential in
the future (Kotler, Kartajaya & Setiawan, 2017).

6. Future Research and Limitations

This study comes with specific limitations that can influence the main research hypotheses
and additional analyses, suggesting how to conduct future investigations in digital advertising,
sexism and social change. It would be useful, for example, to be able to quantify how the
internal decisions of advertising agencies affect the creative results, from a gender point of
view. This future study would research what kind of internal decisions and parts of the
process create ads that foster sexism. It will be also interesting to apply the same method to
other digital advertising platforms like Instagram, Twitter or YouTube, each one with a
certain personality and concrete marketing goals. Also, this study focused on female
stereotypes in a Latin American context, and it would be enriching to do the same study in
Asia or Europe. It is time for advertising to stop projecting images of women in traditional
roles. The future of digital communication will be female.

73

ISSN 2386-7876 — © 2020 Communication & Society, 33(1), 63-78



Mensa, M. & Bittner, V.
Portraits of Women: Mexican and Chilean Stereotypes in Digital Advertising

References

Agacinski, S. (2000). Politica de sexos, Revista del Ministerio de Trabajo v Asuntos Sociales, 55,
159-160.

Agoff, C., Casique, 1. & Castro, R. (2013). Visible en todas partes. Estudios sobre violencia contra
mujeres en miltiples dmbitos. Mexico City: CRIM.

Antezana, L. & Bachmann, 1. (2016). Comunicacion y género: viejos problemas, nuevos
desafios, Cuadernos.Info, 39, 10-11.

Alexander, M. W. & Ben J., Jr. (1978). Do Nudes in Ads Enhance Brand Recall? Fournal of
Advertising Research, 18(1), 47-50.

Alvesson, M. (1998). Gender Relations and Identity at Work: A Case Study of Masculinities and
Femininities in an Advertising Agency, Human Relations, 51(8), 969-1005.

Birkeland, R., Thompson, J. K., Herbozo, S., Roehrig, M., Cafri, G. & Van den Berg, P. (20053).
Media exposure, mood, and body image dissatisfaction: An experimental test of person
versus product priming, Body Image, 2(1), 53-61.

Briggs, R. & Hollis, N. (1997). Advertising on the Web: is there response before click-through?,
Fournal of Advertising Research, 37(2), 33-45.

Brown, J. D. & Bobkowski, P. S. (2011). Older and newer media: Patterns of use and effects on
adolescents’ health and well-being, Fournal on Research on Adolescence, 27(1), 95-113.
Calderoén, C. G. (2008). Nuevas representaciones femeninas en los medios de comunicacion

en México. F@ ro: revista teorica del Departamento de Ciencias de la Comunicacion, 8, 2.

Cepal (Gender Equality in Latin America and the Caribbean Observatory), (2018, March 2).
Retrieved from https://oig.cepal.org/es/paises/chile

Cuddy, A. J., Norton, M. 1., & Fiske, S. T. (2005). This old stereotype: The pervasiveness and
persistence of the elderly stereotype. Fournal of social issues, 61(2), 267-285.

Dahl, Darren W., Sengupta, Jaideep & Vohs, Kathleen D. (2009). Sex in advertising: gender
differences and the role of relationship commitment, Yournal of Consumer Research,
36(2), 215-231.

Del Moral Pérez, M. E (2000). Los nuevos modelos de mujer y hombre a través de la publicidad,
Comunicar, 14, 208-217.

Dupagne, M., Potter, W. J. & Cooper, R. (1993). A content analysis of women’s published mass
communication research, 1965-1989, Yournalism Quarterly, yo, 815-823.

Emery, C. & Tian, K. R. (2010). China compared with the US: Cultural differences and the
impacts on advertising appeals. International Fournal of China Marketing, 1(1), 45-59.
Erkan, A. & Birol, T. (2011). An Examination of the Factors Influencing Consumers’ Attitudes

Toward Social Media Marketing, Fournal of Internet Commerce, 10(1), 35-67.

Fiske, S., Cuddy, A. & Glick, P. (2006). Universal dimensions of social cognition: warmth and
competence. Trends in Cognitive Science, 11, 277-283.

Fiske, S. T. & Stevens, L. E. (1993). “What’s so special about sex? Gender stereotyping and
discrimination.” In S. Oskamp & M. Costanzo, Gender issues in contemporary society (pp.
173-196). London, Newbury Park, Calif: Sage Publications.

Fullerton, J. A. & A. Kendrick (2000). Portrayal of men and women in U.S. Spanish-language
television commercials, Fournalism & Mass Communication Quarterly, 77(1), 128-142.
Furnham, A. (1999). Sex differences-estimates of lay dimensions of intelligence. Psychological

Reports, 85, 349-500.

Furnham, A., Babitzkow, M. & Uguccioni, S. (2000). Gender stereotyping in television
advertisements: a study of French and Danish television, Genetic, social, and general
psychology monographs, 126(1), 79-104.

Furnham, A. & Paltzer, S. (2010). The portrayal of men and women in television
advertisements: An updated review of 30 studies published since 2000. Scandinavian
Fournal of Psychology, 51(3), 216-236.

74

ISSN 2386-7876 — © 2020 Communication & Society, 33(1), 63-78



Mensa, M. & Bittner, V.
Portraits of Women: Mexican and Chilean Stereotypes in Digital Advertising

Gallagher, K., Foster, K. D. & Parsons, J. (2001). The medium is not the message: advertising
effectiveness and content evaluation in print and on the Web, Fournal of Advertising
Research, 41(4), 57-70.

Garcia, C. (1980). Revistas femeninas: la mujer como objeto de consumo. El Caballito: México.

Garcia, N. & Martinez, L. (2009). La representacion positiva de la mujer en los medios de
comunicacion. Comunicar, 16(32), 209-214.

Gauntlett, D. (2002). Media, Gender and Identity, Oxfort: Routledge

Gibson, T. & Steinberg, H. (2016). Customer Service, The Big 5 & Cultural Dimensions Among
Accountants in Chile & the USA. In Allied Academies International Internet Conference, 7.

Giddens, A. (1991). Modernity and self-identity: Self and society in the late modern age. Stanford:
University Press.

Glick, P. & Fiske, S. T. (2011). Ambivalent sexism revisited. Psychology of women quarterly, 35(3),
530-535.

Glick, P. & Fiske, S. (1996). The Ambivalent Sexism Inventory: Diffe-rentiating hostile and
benevolent sexism. Fournal of Personality and Social Psychology, 70, 491-512.

Gneezy, U., Leonard, K. L. & List, J. A. (2009). Gender differences in competition: Evidence
from a matrilineal and a patriarchal society. Econométrica, 77(5), 1637-1664.

Grow, J. M. & Broyles, S. J. (2011). Unspoken Rules of the Creative Game: Insights to Shape the
Next Generation from Top Advertising Creative Women, Advertising and Society Review,
Retrieved from http://o-muse.jhu.edu.libus.csd.mu.edu

Grow, J., Roca, D. & Broyles, S. J. (2012). Vanishing acts: Creative women in Spain and the
United States. International Tournal of Advertising, 31(3), 657-679.

Gustansson, E. & B. Czarniawska (2004). Web Woman: The On-Line Construction of
Corporate and Gender Images, Organization, 11(5), 651-670.

Haferkamp, N., Eimler, S. C., Papadakis, A. M. & Kruck, J. V. (2012). Men are from Mars, women
are from Venus? Examining gender differences in self-presentation on social networking
sites, Cvberpsychology, Behavior, and Social Networking, 15(2), 91-98.

Hargreaves, D. A. & Tiggemann, M. (2004). Idealized media images and adolescent body image:
“Comparing” boys and girls, Body image, 1(4), 351-361.

Hatzithomas, L., Zotos, Y. & Boutsouki, C. (2011). Humor and cultural values in print
advertising: a cross-cultural study. International Marketing Review, 28(1), 57-80.

Hofstede Centre (2018, August 2). Retrieved from https://www.hofstede-insights.com

Hofstede, G. (2001) Masculinity/Femininity, in G. Hofstede (Ed.), Culture’s Consequences:
Comparing Values, Behaviors, Institutions, and Organizations Across Nations (2" ed.) (pp.
279-350). Thousand Oaks, CA: Sage,

Hofstede, G. (1998) Masculinity and Femininity: The Taboo Dimension of National Cultures.
Thousand Oaks, CA: Sage.

Hofstede, G. (1991). Cultures and organizations. Intercultural cooperation and its importance for
survival. Software of the mind. London: McGraw-Hill.

Igartua, J. J. (2006). Métodos cuantitativos de investigacion en comunicacion. Barcelona: Bosch.

Infoadex (2018, January 30). Retrieved from http://www.ymedia.es/es/canal-ymedia/otros-
medios/inversion/215/24-feb-2016/estudio-infoadex-de-la-inversion-publicitaria-en-
espana-201s.

Kagan, C. & Lewis, S. (1990). Where’s your sense of humour? Swimming against the tide in
higher education. In E. Burman (Ed.), Feminists and psychological practice (pp. 18-32).
London: Sage.

Kassarjian, H. H. (1977). Content Analysis in Consumer Research, Fournal of Consumer
Research, 4(1), 8-18.

Kim, K. & Lowry, D. T. (2005). Television commercials as a lagging social indicator: Gender
role stereotypes in Korean television advertising, Sex Roles, 53(11/12), 901-910.

75

ISSN 2386-7876 — © 2020 Communication & Society, 33(1), 63-78



Mensa, M. & Bittner, V.
Portraits of Women: Mexican and Chilean Stereotypes in Digital Advertising

Knupfer, N. N. (1998). Gender Divisions Across Technology Advertisements and the WWW:
Implications for Educational Equity, Theory into Practice, $7(1), 54-63.

Kolbe, R. & Burnet, M. (1991). Content-Analysis Research: An Examination of Applications with
Directives for Improving Research Reliability and Objectivity, Yournal of Consumer
Research, 18(2), 243-250.

Kotler, P., Kartajaya, H. & Setiawan, 1. (2017). Marketing 4.0, Moving from traditional to digital.
New Jersey: John Wiley & Sons.

Krippendorff, K. (1997). Metodologia de andlisis de contenido. Teoria v prdctica, Barcelona:
Paid6s Comunicacion.

Lamas, M. (2016). Mujeres guerrerenses: feminismo y politica, Revista Mexicana de Ciencias
Politicas vy Sociales, 61(226), 409-423.

Lamas, M. & Bissell, S. (2000). Abortion and politics in Mexico: ‘context is all’. Reproductive
Health Matters, 8(16), 10-23.

Lamas, M. (1997). The feminist movement and the development of political discourse on
voluntary motherhood in Mexico. Reproductive Health Matters, 5(10), 58-67.

Lemus, S., Moya, M., Bukowski, M. & Lupianez, J. (2008). Activacion automatica de las
dimensiones de competencia y sociabilidad en el caso de los estereotipos de género.
Psicologica, 29(2), 115-132.

Linne, J. (2014). Common Uses of Facebook among Adolescents from Different Social Sectors
in Buenos Aires City, Comunicar, 43(22), 189-197.

Luengas, H. T. & Velandia-Morales, A. (2012). Nivel de sexismo en consumidores y su
valoracion sexista de la publicidad, Suma Psicoldgica, 19(2), 75-88.

Lysonski, S. (1985). Role portrayals in British magazine advertisement. European Fournal of
Marketing, 19(7), 37-55.

Mackay, N. J. & Covell, K. (1997). The impact of women in advertisements on attitudes toward
women, Sex Roles, 36(9/10), 573-583.

Mallia, K. L. (2009). Rare Birds: Why so Few Women Become Ad Agency Creative Directors.
Advertising and Society Review, 10(3). https://www.doi.org/10.1353/asr.0.0032

Mallia, K. L. & Windels, K. (2011). Will changing media change the world? An exploratory
investigation of the impact of digital advertising on opportunities for creative women.
Fournal of Interactive Advertising, 11(2), 30-44.

Mensa, M. (2017). Latin American and its influence on global creative advertising. In R.
Crawford & L. Brennan (Eds.), Global Advertising Practice in a Borderless World (pp. 73-
87). New Zeland: Taylor & Francis Group.

Mensa, M. & Grow, J. (2019). Women Creatives and Machismo in Mexican Advertising:
Challenging Barriers to success. Furopean Review of Latin American and Caribbean
Studies, 107, 27-53. https://www.doi.org/10.32992/erlacs.10359

Milner, L. & Collins, J. (2000). Sex Role Portrayals and the Gender of Nations, Fournal of
Advertising, 29(1), 67-79.

Minmujer (Women and Gender Equity Ministry in Chile). (2018, March 11). Retrieved from
https://www.minmujeryeg.cl/wp-content/uploads/2015/11/FEMICIDIOS-TOTAL-
2015.pdf

Mollett, S. (2017). Irreconcilable differences? A postcolonial intersectional reading of gender,
development and Human Rights in Latin America, Gender, Place & Culture, 24(1), 1-17.
https://www.doi.org/10.1080/0966369X.2017.1277292

Morrison, M. M. & Shaffer, D. R. (2003). Gender-role congruence and self-referencing as
determinants of advertising effectiveness, Sex Roles, 49(5/6), 265-275.

Nelson, M. R. & Paek, H.-J. (2005). Predicting cross-cultural differences in sexual advertising
content in a transnational women’s magazine. Sex Roles, 53(5/6), 371-383.

Nicolson, P. (2015). Gender, Power and Organization: A psychological perspective on life at work.
New York: Routledge.

76

ISSN 2386-7876 — © 2020 Communication & Society, 33(1), 63-78



Mensa, M. & Bittner, V.
Portraits of Women: Mexican and Chilean Stereotypes in Digital Advertising

Oberst, U., Chamarro, A. & Renau, V. (2016). Gender Stereotypes 2.0: Self-representations of
Adolescents on Facebook, Comunicar, 48, XXIV, 81-90.

Oberst, U., Renau, V., Chamarro, A. & Carbonell, X. (2016). Gender stereotypes in Facebook
profiles: Are women more female online?, Computers in Human Behavior, 60, 559-504.

Observatorio Contra el Acoso Callejero (Observatory Against Street Harassment). (2018, April
22). Retrieved from https://www.ocac.cl/el-observatorio/

Orth, U. R. & Holancova, D. (2004). Men’s and women’s responses to sex role portrayals in
advertisements, International Fournal of Research in Marketing, 21(1), 77-88.

Paniagua, H. (2000). Discontinuidades en el modelo hegemonico de masculinidad. Feminidades y
Masculinidades. Estudios sobre salud reproductiva v sexualidad en Argentina, Chile y
Colombia. Buenos Aires/Argentina: CEDES, 193-244.

Plakoyiannaki, E., Mathioudaki, K., Dimitratos, P. & Zotos, Y. (2008). Images of Women in
Online Advertisements of Global Products: Does Sexism Exist?, Fournal of Business Ethics,
83(1), 101-112.

Pergelova, A. & Angulo-Ruiz, F. (2017). Comparing advertising effectiveness in South America
and North America contexts: testing Hofstede’s and Inglehart’s cultural dimensions in
the higher education sector. International FTournal of Advertising, 36(6), 870-892.

Porath-Campos, W. (2014). Marcos de sentido y representaciones de la publicidad del retail
chileno: 1980-2013, continuidades y cambios. Programa Fondecyt, CONICYT, Chile.

Putrevu, S. (2008). Consumer responses toward sexual and nonsexual appeals: The influence
of involvement, need for cognition (NFC) and gender, Fournal of Advertising, 37(2), 57-70.

Ramirez, J. (2008). Against machismo: Young adult voices in Mexico City. New York: Berghahn
Books.

Renau, V., Oberst, U. & Carbonell, X. (2013). Construccion de la identidad a través de las redes
sociales online, Anuario de psicologia, 43(2), 159-170.

Rovira, D. P. & Sedano, 1. F. (2004). Masculinidad-femineidad como dimension cultural y del
autoconcepto. In D. Paez & A. Amutio (Eds.), Psicologia social, cultura v educacion (pp. 195-
207). New Jersey: Pearson Educacion.

Scott, J. W. (2016). Género: ¢Todavia una categoria util para el analisis?. La manzana de la
discordia, 6(1), 95-101.

Stockdale, M. S. & Nadler, J. T. (2013). Paradigmatic Assumptions of Disciplinary Research on
Gender Disparities: The Case of Occupational Sex Segregation, Sex Roles, 68, 207-215.

Taylor, C. R., Landreth, S. & H.-K. Bang (2005). Asian Americans in Magazine Advertising:
Portrayals of “Model Minority”, Fournal Macromarketing, 25(2), 163-174.

Thayer, A., Evans, M., McBride, A., Queen, M. y Spyridakis, J. (2007). Content analysis as a Best
Practice in Technical Communication, Fournal of Technical Writing & Communication,
37(3), 267-279.

Thompson, S. H. & Lougheed, E. (2012). Frazzled by Facebook? An Exploratory Study of
Gender differences in social Network Communication among Undergraduate Men and
Women, College Student Fournal, 46(1), 88-98.

Triandis, H. C. & Suh, E. M. (2002). Cultural influences on personality. Annual Review of
Psychology, 53(1), 133-160.

Tsichla, E. & Zotos, Y. (2016). Gender portrayals revisited: searching for explicit and implicit
stereotypes in Cypriot magazine advertisements. International Fournal of Advertising,
35(6), 983-1007.

Tunon, J. (2015). Mugeres, entre la imagen y la accion, México D.F: Debate.

Uribe, R., Manzur, E., Hidalgo, P. & Fernandez, R. (2008). Estereotipos de género en la
publicidad: un analisis de contenido de las revistas chilenas. Academia. Revista
Latinoamericana de Administracion, 41, 1-18.

Valdez, . L. & Gonzalez, N. I. (1999). El autoconcepto en hombres y mujeres mexicanos. Ciencia
ergo sum, 6(3), 265-269.

T

ISSN 2386-7876 — © 2020 Communication & Society, 33(1), 63-78



Mensa, M. & Bittner, V.
Portraits of Women: Mexican and Chilean Stereotypes in Digital Advertising

Vianello, M. & Caramazza, E. (2005). Gender, Space and Power: A New Paradigm for the Social
Sciences, London: Free Association Books.

Villegas, J., Lemanski, J. & Valdéz, C. (2010). Marianismo and machismo: The portrayal of
females in Mexican TV commercials, Fournal of International Consumer Marketing, 22(4),
327-340.

Wimmer, R. D. & Dominick, J. R. (1996). La investigacion cientifica en los medios de
comunicacion: una introduccion a sus métodos. Barcelona: Bosch.

Wolin, L. D. (2003). Gender issues in advertising ~An oversight synthesis of research: 1970-
2002. Fournal of Advertising Research, 43(1), 111-129.

Wolin, L. D. & Korgaonkar, P. (2003). Web advertising: gender differences in beliefs, attitudes
and behavior, Internet Research, 13(5), 375-385.

Zotos, Y. C, Lysonski, S. & Cirilli, N. (1996). Gender Portrayals in Print Italian Advertisements,
Proceedings of the 25" Annual Conference of the European Marketing Academy, 11 (Budapest),
1313-1324.

Zenith (2017). Advertising Expenditure Forecasts: Executive summary, (2017, October 26).
Retrieved  from  https://www.zenithmedia.com/product/advertising-expenditure-
forecasts-december-2017/

Wolf, N. (1991). The beauty myth: How images of women are used against women. London: Vintage.

78

ISSN 2386-7876 — © 2020 Communication & Society, 33(1), 63-78



