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Advertising drives Culture Targeting increases efficiency

 Volume of creative is growing exponentially.

 Possible to tailor each execution to be more 
relevant to the targeted audience.

 ‘What the Future’ => trend towards individual 
targeting.

 The most relevant to me = reflecting my world 
view?

The New Advertiser’s Dilemma

‘‘When you look at what you see on television, that’s what 
boys and girls, men and women believe they could be.”
– Shelley Zalis

CEO The Female Quotient
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A framework for Gender Representation in Advertising
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Purpose

Brands making a difference
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https://www.youtube.com/watch?v=Q-0Ll60FkLg&feature=emb_logo

https://www.youtube.com/watch?v=Q-0Ll60FkLg&feature=emb_logo
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Tend to buy brands that reflect 
personal values67%

Of millennials switch brands 
based on social issues91%

Increasingly important to me that the brands I 
choose make a positive contribution to society58%

Sources: Ipsos Corporate Reputation Council
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Sources: Ipsos Corporate Reputation Council

Benefits & Risks of Taking a Stand 
on Socio-Political Issues

…and yet, 
Marketers 

remain wary
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Don’t panic if Negative Sentiment spikes:
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“The heat we’ve faced and are continuing to face is 
a moment of truth. And we’re choosing to keep going… 
Because the voice of brands like Gillette matter. Brands are 
arguably the most pervasive forces in the world for 
business growth — and they can also be used as a force 
for good…brands have a responsibility to step up, take the 
heat, and keep going — and those good intentions will 
eventually prevail.”

Marc Pritchard

If this is your strategic choice, stick with it
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Product 

Promoting equality through usage
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https://www.youtube.com/watch?v=dD6r53DWxwk

https://www.youtube.com/watch?v=dD6r53DWxwk
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Do we need gendered products at all?
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That just comes down to how 
everyone identifies a certain 
way. For some people, it is very 
important that the deodorant 
brand that they use does have a 
strong point of view attached to 
it. Like, maybe masculinity is 
very important to their identity. 
There are ways to represent in 
ways that do feel more 
conventional, that are still valid.
– Azsa West 

Creative Director
Wieden & Kennedy 
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But be careful:

14 ‒

…especially if your brand might be seen as hypocritical.
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Of course, one brand’s challenge is another’s opportunity:
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European Wax Center grew sales by 33% vs. 
year ago against the backdrop of a flat 
category typically driven by cost and 
convenience.  

They did this by connecting a core attribute of 
many beauty brands, confidence, to a cause 
they believe in:  The Pink Tax, a premium 
charged by companies for the “female” 
versions of products.  According to a study 
done by the City Of New York, this premium 
can be as high as 48% for some basic beauty 
products.

A great example of using ‘Purpose’, the campaign won 
an Effie Silver Award in the Beauty category  
© Effie 2019
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Execution

I want to join the conversation
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https://www.youtube.com/watch?v=81PaAFkGx1A

https://www.youtube.com/watch?v=81PaAFkGx1A
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This often leans towards same-sex couples
But, as always, prepare for the backlash:

Naturally, all that combined queerness is far too 
much for One Million Moms – part of the fringe 
anti-LGBT group American Family Association. The 
group hit out at brands “promoting an agenda of 
sexual confusion,” claiming: “Normalising this 
lifestyle is contrary to what conservative, Christian 
parents are teaching their children about God’s 
design for sexuality.”
One Million Moms called on the NFL and FOX “to 
stop approving inappropriate marketing 
campaigns… so that the game is suitable for fans of 
all ages to watch.”

https://www-pinknews-co-
uk.cdn.ampproject.org/c/s/www.pinknew
s.co.uk/2020/01/31/lgbt-adverts-super-
bowl-lil-nas-x-ellen-degeneres-jonathan-
van-ness-drag-race/amp/

https://www-pinknews-co-uk.cdn.ampproject.org/c/s/www.pinknews.co.uk/2020/01/31/lgbt-adverts-super-bowl-lil-nas-x-ellen-degeneres-jonathan-van-ness-drag-race/amp/
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Consideration: Is the future even going to be gendered?
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If not, society still has a lot to learn:

20 ‒ Will brands play a role in this?
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Not a Focus

I just want to make an ad!
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… but it is impossible to ignore the context
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https://www.youtube.com/watch?time_continue=30&v=2Np0tKe9X_4&feature=emb_logo

https://www.youtube.com/watch?time_continue=30&v=2Np0tKe9X_4&feature=emb_logo
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 Opinion of how the female character is presented

 If the female character is shown in a respectful manner

 If the female character is represented in an inappropriate manner

 If the female character is viewed as a positive role model

Gender Equality Measurement (GEM)
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Industry-wide metric that can be used in any survey

Standard in all Ipsos Creative Assessment from 2020
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A framework for Gender Representation in Advertising
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https://www.youtube.com/watch?v=_xPn4DXIj5w&feature=emb_logo

https://www.youtube.com/watch?v=_xPn4DXIj5w&feature=emb_logo


Name: 
Ped Howard
SVP Creative Excellence
Pedr.Howard@Ipsos.com

Name: 
Julia Clark
Head of Marketing & Comms
Julia.Clark@Ipsos.com



© Ipsos© Ipsos

What the Future
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Future.Ipsos.com
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