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The Role of Gender and Marital Status in the
Perception ofPersonalization
and Visualization in Hybrid Advertising

Lyubomira Spasoova*

Department of Social Sciences and Business Language Training, Bulgaria

Abstract

The role of gender and the changes that occur with it are the subject of many psychological, sociological,
behavioural and political sciences, which makes the topic relevant today. The current research measures
the role of gender and family status of 398 respondents, as well as their reactions to hybrid advertising
as part of the personalization and visualization of the products and services offered. The results show
that a positive response is given by the respondents regarding advertisements with increased presence of
men and women and impactful visualization, compared to those in which persons of both sexes are not
present. The applicability of the research is important for the organizations that created the respective
advertisements, because the connection between the susceptibility of the respondents to characters in
the advertisement is deduced, which leads to extreme reactions.
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Introduction

Persuasive advertisements use a wide variety of figures, images, characters and verbal
cues that determine the perception, memory and successful impact of the products and
services offered. Therefore, the role of gender in our society has changed dramatically [1],
with images of men and women in advertising becoming the subject of research in many areas
[2]. The main task is to evaluate these roles in advertising in order to explain how advertising
influences social stereotypes and gender changes. The other important dimension is how
men and women perceive and interpret advertisements based on the portrayal of gender
roles. Recent research shows that the idealized images of physical attractiveness found in
advertising have a negative impact on perceptions of girls and women [3], while other studies
confirm that the portrayal of gender roles in advertising has not become more gender-
neutral, which deepens men’s confusion about what male roles are expected of them after
they appear in commercials [2]. Men and women today lead extremely complex lives with
many social roles [1]. Regarding the performance of roles, it was found that images range
from images in the inactive period of audiences, where women are hosts and mothers, and
men working and successful, to ads broadcast in primetime, where the images are more
balanced [4]. Internationally, advertising is still in line with traditional gender images [5],
with more dependence on women than men. The present study aims to examine the role of
gender and family status of consumers in the perception of personalization and visualization
in advertising, looking for dependencies on the presentation of images in advertising, as well
as the perception of these images as a manifestation of certain consumer behaviour.

Theoretical Background

The selection of information from advertising, its processing and overall impact are
subject to consideration by marketers, advertisers, psychologists and sociologists, because
they determine specific personality traits of men and women related to the formation
of social roles of gender, as well as ways of perception of the surrounding world. Major
differences are found in the verbal perception of advertisements, with studies showing
that women do better at decoding nonverbal signals [6-8] compared to men who are more
likely to perceive advertising in general-verbal and visual information as a whole [9]. In
addition, men and women appear to give different weight to prominent attributes [10,11]
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and sources of information when evaluating products [12] cited by:
[8]. On the other hand, the emergence of stereotypes in advertising
can be understood as a way to simplify the requirements for the
perception of information [13], allowing recipients to rely on
pre-stored knowledge instead of making sense of new input and
reacting in a new way to different social roles [14]. Therefore,
modern advertisers are faced with the question of choosing an ad
in which either gender plays stereotypical roles or reveals new
gender differences that would cause different ways of perceiving
information. The Social Role Theory [15] suggests that the male-
female differences in aptitude and personality traits often reflect
traditional gender roles in society.

Based on some social and biological factors, stereotypes
for women are associated with some emotional, expressive and
interpersonal self-esteem, while those for men outnumber women
in instrumental and age-oriented stereotypes [16], so it is normal
for them to occupy different social roles and be subjected to of
different social pressures [17]. Stereotypes are created by the
continual, extended exposure of consumers to patterns of imagery,
as in modern advertisements gender mixing is almost not allowed
[1]. According to social pressure, men traditionally assume more
dominant roles and women assume relatively submissive and
subordinate roles [18]. Due to the disadvantage in some societies,
women are more sensitive to non-verbal signals in messages and
images.

They have increased needs and motives to understand the
subtle interpersonal cues to help them in social adaptation
[6,14,15]. A meta-analysis of global advertising [19] found that
women are much more likely to be presented as addicted to
advertising and much more likely to be represented at home than
men. This dependence is also found in their interaction with the
advertised products and services, women are also seen as more
tactile than men; that is, they more often are touching, cradling, and
caressing objects. This suggests the more passive nature of women
in advertising. Similarly, women tend to appear removed from the
social situation of the activity pictured in advertising [20]. Women
are also seen as more tactile than men; that is, they more often
touch and caress objects [1]. This suggests a more passive nature
of women in advertising. Similarly, women tend to appear removed
from the social status of the activity depicted in the advertisement

[1].

Goffman’s findings include that women are generally pictured
at a smaller relative size, especially height [20]. Men tend to
be pictured as taller than women, putting them in a position of
power, authority, and rank in the advertisements [1]. Therefore,
the presence of men and women in advertising can determine the
ways of perceiving personal and visual messages from it and build
different ideas as a link between the products and services offered
and the roles of the sexes in advertising. In recent years, traditional
sexual roles have changed significantly in Western societies due
to more enlightened attitudes and a greater number of women

entering the workforce. In fact, in two meta-analyses spanning
six decades, the assertiveness of American women increases and
decreases with their education and job roles [21]. The change of
roles is also found in the emancipation of women-working, active
and confident, as well as in the presence of male housewives,
fathers, parents in various media channels. For example, ads in
China show women as workers, not as housewives, contrasting
with women in ads in other Asian cultures, such as ads in South
Korea and Thailand [1].

In addition, aspects of the Cultural Revolution minimize the
visual differences between men and women. Some countries,
such as Malta, have developed guidelines for gender equality in
the media [22]. Other researchers have found that the images of
men and women in advertisements are inaccurate, and this can
create problems in the perception and accurate understanding
of gender roles. A study by advertising agency Leo Burnett found
that 80% of men believe that men’s media images are inaccurate.
The interaction between the offered product and the role of the
characters in advertising has not been sufficiently studied, so in the
present study an attempt is made to fill this gap by offering TV and
online advertisements to respondents of both sexes, with different
marital status, looking for dependencies. between the presence of
characters in the advertisement and the reactions of respondents
of both sexes.

Research Design and Methodology

The present study measures the degree of receptivity of
respondents to the personalization and visualization of hybrid
advertising, i.e., advertising, i.e., advertising that is based on
impression and based on the effectiveness or a combination of
both. 398 respondents from Bulgaria, Greece, Macedonia, Ukraine,
Turkey, Russia, Ireland, England, Italy, Spain aged 18 to 55 were
surveyed, with an average age of 38 years. Apart from gender, the
respondents are also divided by marital status, and each of them is
given the opportunity to watch advertisements in print, electronic
media and on the Internet. Advertisers are well-known companies
such as: Versace, Vogue, Dolce & Gabbana, Nike, Puma, Woman &
Home, Louis Vuitton and others, respondents rate images of online
and TV commercials with or without characters of both sexes, i.e.
only the offered product or service. 68 different advertisements
promoted during the period from 2014 to 2021 were studied. A
five-point Likert psychometric scale is applied, which includes
the following degrees: Disagree, slightly disagree, Neutral, slightly
agree, Agree [23]. The higher the degree of agreement found
in a respondent on the Likert scale, the more convincing is the
personalization and visualization of the advertisement, with the
aim of establishing the role of gender in each advertisement. A
closed survey was used with complete anonymity of the answers,
consisting of 128 questions for the whole survey, as the questions
were presented to the respondents and asked to give their opinion.

The method for gathering information is a questionnaire, which
contains the following modules:
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1. First Module-Demographic characteristics;

2. Second Module-STPS questionnaire or Susceptibility to
Persuasion Strategies Scale, developed by Kaptein M et al. [24]
to determine the propensity of respondents to advertising
influence;

3. Third Module: Advertisements with visualization of products
and services without the presence of characters;

4. Fourth module-Advertisements with visualization of

advertisers of both sexes.

The presentation of the data from the empirical study with the
indicated parameters aims to illustrate the consumer consumption
regarding different products and services, by establishing the
impact of the characters. Based on the theoretical framework, the
following hypotheses can be made:

H-The visualization and personalization in advertisements
of different companies does not affect the perception of their
advertisements and cannot determine the use of the offered
products and services.

H *-The visualization and personalization in advertisements
of different companies influences the perception of their
advertisements by women and this can determine the use of the
offered products and services.

H "The visualization and personalization in advertisements
of different companies influences the perception of their
advertisements by men and this can determine the use of the
offered products and services.

Empirical Result and Discussion

In this study, the advertisements of the following groups are
distributed in advance:

1. Firstfactor - Advertisements with product visualization;

2. Second factor - Advertisements with visualization of male

Table 1: Factor structure.

products and characters;

3. Third factor - Advertisements with visualization of female
products and characters;

4. Fourth factor - Advertisements with visualization of male and
female products and characters.

The survey involved 398 respondents, of whom 51.1% were
men (195 people) and 48.9% were women (203 people). In order
to establish the factor structure of the questionnaire, the factor
analysis with rotations from Warimex was applied. Four factors
have been derived in which the above combinations exist. In order
to achieve greater specificity in the product category, data from the
impact of Vogue, Versace and Dolce & Gabbana ads are provided.
The publication presents the factors with the highest values (Table
1).

The first factor-ads with product visualization has an internal
consistency of Cronbach’s Alpha 0.71, which we consider relatively
acceptable, and the factor-ads with visualization of male products
and characters has an internal consistency of Cronbach’s Alpha
0.79, which we consider acceptable. The third factor-ads with
visualization of products and female characters has a consistency
with a relatively high to strong consistency Cronbach’s Alpha
0.81, which shows that the visualization of women in ads affects
consumers significantly more than the visualization of men in ads
from the same product category. Table 1 also shows the results of
the fourth factor-ads with the presence of characters and product
positioning, as the consistency has the highest values of Cronbach'’s
Alpha 0.88, which is evidence of the strong influence of the
characters on the recipients of advertising, which help perception
and the impact of the products offered. In order to establish the
relationships between the gender of the respondents and the gender
of the characters, an analysis of the variance, denoted as ANOVA, is
performed. A series of ANOVAs was conducted comparing the mean
scores of men and women on the dependent variables to test the
hypotheses. The corresponding one-dimensional comparisons are
presented in Table 2.

Factor structure

1 Factor

Cronbach’s
Alpha 0.71

2 Factor

Cronbach’s
Alpha 0.79

3 Factor

Cronbach’s
Alpha 0.81

4 Factor

Cronbach’s
Alpha 0.88

Informative advertising of Versace Eros -The new fragrance for
men

0.69

Informative advertising of Versace Pour Femme for women

0.73

Vogue's aggressive advertising in Italy since 2017, Bacio

0.71

The aggressive advertising of Versace Eros with Brian Shimansky
(2017)

0.88

The informative advertisement of Vogue in British magazine from 2018,
New Frontiers

0.79

The aggressive advertising of Versace Eros Pour Femme with
Lara Stone

0.84

The aggressive Vogue ad offered in the US in 2014 with Gisele & LeBron

0.76
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The informative advertisement of Vogue with Justin & Hailey from 2019 - - - 0.96

The aggressive advertisement of Dolce & Gabbana with David i ) i 092
Gandy & Bianca Balti ’

The aggressive advertisement of Vogue with Kim & Kanye, of- i ) i 088
fered in the USA in 2014 ’

Table 2: Influence of gender on advertisements.

. Mean (SD) P Value Personalized/ Visualized
Dependent Variable F Value Advertisements
Men Women (One-Sided)
Total number of responses for ads with products 54.3(7.1) | 79.0 (7.2) 4.19 0.04 Visualization
Total number of responses for ads with men and products 21.7 (3.4) | 31.2(3.6) 3.14 0.01 Personalization
Total number of responses for ads with women and products 0.25(.02) | 0.29 (.02) 2.87 0.03 Personalization/Visualization
Total number of responses for ads with men, women and products | 0.43 (.02) | 0.39 (.02) 3.56 0.05 Personalization

According to the hypotheses, four variables were created, and
the data obtained from the respondents are presented in Table
2. Hypothesis H can be rejected because statistically significant
results are derived with respect to the dependent variable-Total
number of responses for ads with men and products, such as values
in women are higher-Mean (SD)=31.2 (3.6), F (2,396)=4.19, p <0.01
compared to values in men Mean (SD)=21.7 (3.4), F (2,396)=4.19,
p <0.01. In addition, statistically significant results were also found
in the dependent variable - Total number of responses for ads with
men, women and products, and again the values in women are
higher - Mean (SD) = 0.39 (.02), F (2,396) = 3.56, p <0.01 compared
to values in men Mean (SD) = 0.43 (0.2), F (2,396) = 3.56, p <0.01.

Hypotheses H,* and H,* concern measures for the perception
of advertisements with the presence of characters, finding

Table 3: Influence of marital status on advertisements.

dependencies on the male and female presence. The results show
that, on average, women are more likely to perceive personalization
in advertising, compared to men, measured by the presence of
visual and character elements in advertising. These results support
Hypotheses H,* and H," by affecting the influence of gender on
personalization, but not so much on product visualization. Female
respondents are more strongly influenced by the presence of the
characters, regardless of their gender, than male respondents. In
order to establish new dependencies between the gender and family
status of the respondents on the personalization and visualization
in advertising, a new series of ANOVA on the dependent variables
is conducted, comparing the average results of respondents with
different marital status. The corresponding one-dimensional
comparisons are presented in Table 3.

. Mean (SD) P Value Personalized/Visualized
Dependent Variable F Value Advertisements
Married Single (One-Sided)
Total number of responses for ads with products 32.3(5.1) | 39.1(6.3) 2.11 0.03 Visualization
Total number of responses for ads with men and products 4.10 (2.6) | 5.39(2.9) 3.14 0.01 Personalization
Total number of responses for ads with women and products 1.29 (.03) | 1.19 (.03) 2.87 0.05 Personalization/Visualization
Total number of responses for ads with men, women and products | 0.38 (.02) | 0.28 (.02) 3.17 0.05 Personalization

The obtained statistically significant results show that the
dependent variable - Total number of responses for ads with
products, in which the average value in married respondents is
lower Mean (SD) = 32.3 (5.1), F(2,396)=2.11, p <0.05, and for
single respondents is higher Mean (SD) = 39.1 (6.3), F (2,396) =
2.11, p <0.05, confirm the view that single respondents are more
strongly influenced by advertising promoting a product with
visualization. The table also shows the predominant influence of
personalization on dependent variables: Total number of responses
for ads with men and products, Total number of responses for ads
with women and products and Total number of responses for
ads with men, women and products, which also is in support of
personalization versus visualization. High values were reported

in married respondents regarding the dependent variable-Total
number of responses for ads with women and products, where
the mean values were Mean (SD) = 1.29 (.03), F (2,396) = 2.87,
p <0.05, relative to single respondents, where Mean (SD) = 1.19
(.03), F (2,396) = 2.87, p <0.05, therefore married respondents
are influenced by the presence of women in advertising as part of
personalization. Regarding dependent variable - Total number of
responses for ads with men, women and products high values are
in married respondents Mean (SD) = 0.38 (.02), F (2,396) = 3.17,p
<0.05, compared to single respondents Mean (SD) = 0.28 (.02), F
(2,396) = 3.17, p <0.05, therefore the male and female characters
in the advertisement can influence the perception and reactions of
married respondents.
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Conclusion

The study of the sexes, their differences, as well as their visual
presentation in the advertisements of the various media, is a
modern process that must be constantly monitored and analysed.
The results of the study show that women are strongly influenced
by ads for various products and services, and the values are even
higher in the presence of characters in advertising. A comparison
with another recent study on positive and negative advertising
responses can be established, but this is not the aim of the present
study [25,26]. Men also show some propensity to perceive ads
with characters, with the highest values reported for ads with the
presence of both sexes. The statement of Fischer & Arnold [10] that
men and women give different weight to the products offered is
confirmed, as women appreciate perfumes, women’s accessories
and other accessories in advertising, and men are interested in the
benefits, duration of use and durability of some sport goods.

The dependence of each of the sexes in the advertisement
is analysed, and the results show that the female characters
have a greater influence in the advertisement than the male
characters. Gender neutrality in advertising is achieved by the
characters dressed as ancient Greek gods, especially the Vercace
advertisements. In other advertisements, such as Vogue magazine,
this neutrality is not present, and the results show that portraying a
man as a strong, athletic person provokes a positive reaction in male
respondents. In addition, through Vogue and Dolce & Gabbana ads,
the relationship between a man and a woman, regardless of which
gender has a dominant or passive role, has the greatest impact
among respondents who even declare a change or willingness to
change their behaviour. Regarding marital status, single respondents
stated a greater interest in ads without personalization, as well as in
ads with the presence of men. For their part, married respondents
give a positive advertising response when women or characters of
both sexes are present in the advertisement, from which it can be
concluded that they find dependencies between married couples
and couples in the advertisements of different organizations.

The limitations of the study are the fact that the relationship
between the nationality of the respondents and the origin of the
advertisements in the different countries has not been studied.
In addition, the stereotypical influence in advertising, as well
as the reactions of the respondents to certain stereotypes, have
not been proven. In addition, the dependencies between the
marital status of the respondents, their satisfaction with the use
of products and services, as well as established benefits for each
of the two sexes are not presented. For the following studies,
studies on the visualization, verbalization and other aspects of the
personalization of each advertisement may be recommended, with
an emphasis on the clothing, posture, race of the characters, causing
different reactions in the subjects. Researchers are also extremely
interested in issues related to gender inequality, racial differences
and perceptions of both sexes, as well as some reactions of certain

social groups regarding homosexual and bisexual behaviour.
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