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How do advertising imageries
contribute to women's inequality for 

profit in tourism? 





Few research - stigmatization of

"feminist research."

Some marketing strategies contribute

to gender stratification  

Consumer decision-making vs.

emotions resulting from advertised

female body 

Sexualizing women for profit 

Introduction



Social norms 

Social roles 

Social expectations 

Using the female body as bait in marketing

imageries impacts: 

Introduction



Lit Review Overview
I n  t o u r i s m  a d s ,  w o m e n  w e r e  u s e d  t o :



Enhace a product



Captivate customers'
attention to develop
destinations' brands



"Feed the fantasy of male
tourists" (Khan, 2011)



In tourism ads, women are usually

portrayed as:



"passive eye candy in the
holiday experience"

(Khan, 2011)



Housewives which only
purpose is to be beautiful

and sexy.





Examples:











Goffman categorized gender body language

and non-verbal 

interactions into six categories: 


Sirakaya & Sönmez’s studied 3,295 photographs from the

50 states and categorized them according to Goffman

Framework 






1 - R e l a t i v e  s i z e : 2 -  T h e  F e m i n i n e

T o u c h :  




3 -  R a n k  O r d e r  o f

G e n d e r  


The difference in size

  between genders.

  - Magnified biological facts to

  imply male superiority.

Women softly touching objects

     or their bodies to indicate

     females’ subtleness and

     elegance




 Reflects females ritualized passive

role, which simplifies

    advertisements’ understanding




4 -  G e n d e r  D e p i c t i o n

i n  t h e  F a m i l y  


The traditional motherly

position women “should” adhere to




5 -  G e n e r a l  F o r m s  o f

S u b o r d i n a t i o n  


Women’s submissive role in advertising, 

e.g.: sitting down in bed or floor to appear smaller.

   - It is believed that this type of

   display implies women’s sexual

   availability.




6 -  G e n d e r

D e t a c h m e n t  


  T h e  i n c a p a b i l i t y  o f

w o m e n  t o

    h a n d l e  s o c i a l

s i t u a t i o n s



1 - R e l a t i v e  s i z e : 2 -  T h e  F e m i n i n e

T o u c h :  




3 -  R a n k  O r d e r  o f

G e n d e r  



   22.5% were taller than man 69.2% caressing object or person







38.9% in managerial roles

4 -  G e n d e r  D e p i c t i o n

i n  t h e  F a m i l y  


 72.7% special bond with

daughter




5 -  G e n e r a l  F o r m s  o f

S u b o r d i n a t i o n  




6 -  G e n d e r

D e t a c h m e n t  



  9 4 . 6 %  o f  p e o p l e

p s y c h o l o g i c a l l y    

 d e t a c h e d  w e r e  w o m e n

82.9% appeared submissive 








I n t e r e s t i n g
T h e o r i e s

Pictures of attractive women arouse positive

emotions in viewers - despite not showing the

marketed product/service.

Customers spend more time viewing images.

Advertisers attempt to engage prospects'

emotions by







portraying women as subordinates to satisfy the

masculine imagination and unreal expectations






Media fails to represent women as active and capable

-This sexist image has led to many consequences, such

as low female presence in the labor force, fewer

chances of promotion, and gender wage gap

-Women, portrayed as helpless, felt segregated from

adventure tourism since it is marketed as masculine.










I n t e r e s t i n g  T h e o r i e s



Interpretivism approach to evaluate participants’ lived

experience

  Exploratory research focusing on an inductive approach

  Data collected through interview and secondary data.

  Unstructured Interview

  Phenomenology strategy to focus on the feelings and

experience of my participant.

  Mixed methods, both qualitative and quantitative.

  The sample selection was based on a non-probability

approach, specifically quota sampling.




Research Design
Overview



Diversity strategies are done mostly for profit -

efficiency is needed.

Most participants don't feel personally represented

in tourism marketing.

Women are traditionally represented through

social standards.

A strong correlation between the portrayal of

women and social roles.

Some sexist ads dictate women's social role.

Women are either portrayed as sexy or motherly.




Results
Interviews



Lack of research regarding the representation of gender

stratification.

Research and development are imperative to address this

phenomenon.

Emotions are triggered and manipulated by profit.

Efficient solutions such as policies should be implemented. 

Only “perfect female bodies” are used to promote destinations.

The media does not promote a truthful & diverse representation

of women. 

Conclusion



Questions for Thought:



Do you think tourism advertising promotes

diversity?



Do you feel represented in tourism

advertising imageries?



Do you think policies are required to avoid

gender inequalities depiction in ads?



What solution would you suggest to

address gender inequalities depiction?



How would you like tourism advertising to

depict women of your destination?






Better Examples:
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