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Abstract 

This paper examines, how gender-related 
stereotypes or expectations are reflected in modern Georgian television 
commercials. On the one hand, we will study the role of modern women and 
men in the advertising industry, on the other hand, we will find out, what kind 
of stereotypes prevail and by what means of expression they are often 
conveyed. 

Content analysis is used, as a research method and 
theories of framing and cultivation are used, as a research framework. Through 
quantitative and qualitative monitoring, in terms of gender, we discuss the 
commercials aired by Rustavi 2 and TV Pirveli in prime time during the March-
April period. To analyze the details we use the following coding system: main 
character, role/field/status, ratio of women and men in advertising (sounds and 
visuals), product being advertised, place of action, inappropriate reflection of 
sexuality/nudity. 

The results of the research show, that in 
advertisements a woman still remains a housewife in the kitchen, while a man 
appears, as a business, rational and intelligent person. We constantly hear the 
voice of man, see them, as actors and hear about their merits in various fields. It 
can be said, that often the advertising industry not only does not think about 
the social empowerment of women and dispelling harmful stereotypes in 
society, but also often promotes their establishment. 

The results of the present study have both 
theoretical value and prospects for practical application. The paper is valuable 
not only for people working in the field of advertising, but also for advertising 
users and the media, as it contains issues relevant to all three parties. 


