 ANPAD XLI1I Encontro da ANPAD - EnNANPAD 2019

L
Eresa : S50 Paulo/SP - 02 a 05 de outubro

GAO
RAGAO

Gender Stereotypesin Advertisingto Children

Autoria

Andres Rodriguez Veloso - veloso@usp.br
Prog de Pés-Grad em Admin/Faculdade de Economia, Admin e Contab - PPGA/FEA/USP - Universidade de Séo Paulo

Sofia Batista Ferraz - sofiasbf @gmail.com
Curso de Administragdo /ESPM - Esc Sup de Prop e MKT de S&o Paulo/Ass Esc Sup de Prop e MKT
Departamento de Mercadol ogia/lFGV/EAESP - Fundagéo Getulio Vargas/Esc de Admin de Empresas de S&o Paulo

Vitor Koki da Costa Nogami - vitornogami@gmail.com
PUC Campus Maringd/PUCPR - Pontificia Universidade Catdlica do Parana

Agradecimentos

Os autores agradecem a CAPES e CNPQ pelas bolsas de doutorado concedidadas durante a
realizacéo da pesquisa.

Resumo

This study focuses on understanding the use of gender stereotypes on what toy companies
are saying to children (advertising appeals and complexity of advertising copy), how this
message is transmitted (actors and voice-overs), and in which context (location of ads and
interactions). The content analysis of 452 television ads demonstrates that the Brazilian
institutional environment alows for the intensive use of gender stereotypes in diverse
aspects of the ads. These ads tend to push girls into non-dominant and domestic roles and
boys into more dominant, active, and adventurous roles. Readability analysis of advertising
copy demonstrates that ads for girls are made more simply, contradicting extant theory on
girls? early development. These ads prime a less challenging and cognitively stimulating
mindset for female children, replicating historical gender stereotypes rooted in several
characteristics of the institutional environment.



