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Worldwide, 76% of female and 88% of male marketers believe they

avoid gender stereotypes when creating advertisements, according to

“Getting Media Right 2018,” a global survey from Kantar.

However, Kantar also found that 98% of the people targeted for baby

products, laundry products and household cleaners are female. Is this

effective? Well, what many marketers who use primarily female-

focused approaches ignore is that, in many product categories, both

genders are decision-makers.

https://www.kantar.com/
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We spoke with Tiffany Vasilchik, chief growth officer at gender-

balanced brand consultancy Landor, about acknowledging gender,

evading stereotypes, and how taking socially responsible risks opens

companies up to a wider, more inclusive consumer base.

eMarketer: How do brands that haven’t taken a gender-

balanced or neutral position in the past preposition themselves

to do so?

Vasilchik: The best examples of that are Fiona Carter, chief brand

officer at AT&T, and Antonio Lucio when he was CMO at HP. What

they realized, and what all big marketers are realizing, is you have to be

representative of the people who are buying your products. You also

have to be inclusive and open and make sure you’re not going the

easiest route—but that you’re going the route that is reflective of your

consumers.

I think when you do get the commitment of these big companies, they

can make a huge impact, because they're buying a lot of advertising.

eMarketer: How do you implement gender targeting in

instances where a masculine or feminine approach is more

appropriate?

Vasilchik: The key is to not do it in a gender-stereotypical manner.

Don't assume that men are embarrassed to talk about feminine hygiene

products—fathers are teaching their daughters. Consumers are more

open, so marketers need to be, too. You’re starting to see a lot in the

baby care category with more engaged dads.

Ultimately, I think it’s going back to your brand’s purpose and intent,

and then trying to deliver against that while portraying gender

responsibly. There are absolutely times we shouldn’t be afraid to use

gender; gender is a very powerful thing. It just needs to be used

appropriately and align with the brand’s mission.

eMarketer: What do you see for the future of gender-neutral

or gender-balanced advertising?

Vasilchik: As Gen Z grows up and has a more dominant voice in the

culture, we’re going to see an era where there are much higher

https://www.hollywoodreporter.com/news/at-ts-chief-brand-officer-talks-commitment-eliminating-gender-biases-advertising-1115309
https://www.forbes.com/sites/jenniferrooney/2018/05/30/hp-inc-unveils-first-results-of-its-ad-industry-stirring-diversity-and-inclusion-initiatives/#4c67f1c35521


3
Do Marketers Use Gender Stereotypes?

©2020 eMarketer Inc. All rights reserved.

expectations around openness and inclusivity. This generation is

influenced by social values and are attracted to gender-neutral

marketing. They have expectations for how they interact with brands,

too. They’re also going to force change as they come into a lot of

buying power.


