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PREDMLUVA

Pro¢ ma smysl uvazovat o Zenach a muzich veésmtarketingové komunikace jako
o nééem i snad nkom), co je jinaké, rozdilné, Heauli protikladné, hraje jinou roli,
stejné informace tzné koduje, vysila i gfima nebo snad dokonce naopak zcela
rozdilné zalezitosti komunikuje a chape Wpbhodn® A co nového se da k tomuto
tématu fici v situaci, kdy otazka ,Zena alversus muz“ sevat8oudsti prakticky

jakékoliv diskuze nejen na téma marketingové komunikace?

Dnesni doba je zvlaStni a nakonec mozna i zabavna tim, Ze vztah Zet @oduZ této
chvili neni mysSleno v osobni rowp je jaksi ambivalentni. Na jednu stranu jsme si
védomi jistych biologickych rozdil a s historickym domim neseme pradavné a
predeterminujici spotenské tradice, na druhou stranu neradi slySime, kégdo tika,

Ze rozdily mezi muzi a Zzenami jsou tak velké, Ze by se snad Jednihé mohli 1épe
hodit pro ugita povolani, Zze by snad jedny a druzélimii nemeli mit lepSi vztah

k technice a domacim pracim a Ze by snatfl tiny poslouchali/y radg svij mozek
nebo naopak srdce.

Tato ambivalentnost pakihe mit své projevy v naSem chovani: jsme-li Zenyngai
racionalnich argumeitvelmi nedstupnprosazujeme své zajmy a pak se divime, Ze nas
nékdo odmit4 povazovat za romantickou bytost, jsmmatlZi, snazime se byt vnimavi,
chapavi a naslouchajici a nasleédremiZzeme pochopit, protias nikdo nerespektuje
jako hlavu rodiny. A jegt horSi situace nastane, kdyZ se naopak snazime tchova
JLradicné*: hned slySime cosi o pkonanych sedovkych stereotypech, domécich
putkach ¢ zabedn&ych machistech.

Rozhodli jsme se navic, Ze uz nebudemislpSniky jednohai druhého pohlavi, ale
zastupci genderu. Abychom to n&imtak jednoduché, definovali jsme si gendery
nikoliv dva, ale prakticky nekoeé¢ mnoho, podle toho, jak se kdo citi. Na$i
alespai statistikové maji ve svych formiléh mezi demografickymi kritérii v kolonce
pohlavi (zatim stale nikoliv gender) k zaSkrtnutirgub jen dvéokynka a dokonce i
matka fFiroda si svéhlavdrva na tom, Ze ke zplozeni potomstvaiistaastupci dvou
pohlavi, a nikoliv blize nespecifikovanéhodho gendeir.

Tyto shody a rozdily mezi ¢ma pohlavimi/gendery jistzasahuji také do si&
marketingovych komunikaci (je-li tento termin pouzit jednou v singularu a podruhé
v plurdlu, jest tak €inéno zcela zakrng). Marketingova komunikace je lidsky produkt,
tedy produkt lidské kultury, a jako takova je obrazem nas samych i s newnyjasn
problémy, které mezi sebou jakoZto muzi a Zeny mame. Tyto nerovnovahy se projevuji
jak na strad tvarca marketingovych komunikaich sdleni (jak se zda, obor
marketingové komunikace studuji spise Zeny, o pddeklamniho trhu vSak alespon

v naSich zerpisnych sikdch a délkach stale rozhoduji spiSe muzi), takpodolk
samotnych marketingovych komunikaa na strangejich cilovych skupin (jak se ozyva

v riznych diskuzich, produkty pro Zeny jséasto propagovany zpusobem, ktery je
musi nut@ urdzet, zatimco muzské produkty jsou komunikovéaky aby bylo vidg

»kdo je tu panem®).

O v8ech &chto shodach a neshodach je mozné diskutovaizamyeh Urovnich. Lze tak
¢init doma v roding s @ateli v restauraci, s virtualnimi gteli na internetu, ve Skole
mataské, zakladni, gedni i vysoké a kor@¢ i v rovingé zcela akademické, Hauli

védecké. Do poslednzmininé kategorie séadi i tato monografie, ktera je dilem



autorského kolektivu, jeho#lenové se zabyvajitznymi oblastmi¢i sou@stmi svia
marketingovych komunikaci. i€baze kazdy z autibrse zabyva doslova nig Gplné
jinym, téma této knihy je da s&i prirezové, a tak se k mtu mize svym zptsobem
vyjadiit takika kazdy, kdo je v problematice marketingové komao& osobné&ci
profesré zainteresovan. Cilem v tomtoip&dé samozejme nebylo a nemohlo byt podat
vycerpavajici obraz o tom, jak vSelijak je mozné seppaici Zen a muZ ve svi&¢
marketingové komunikace divat; to by §isteSlo @init na dvou stovkach stran a hlavn

by kazdy ,uplny“ vytet svou uplnost ztratil s prvni televizni reklamddera by se
objevila po jeho sestaveni. Slo ndm pouze o to, abychom v rdmci moznosti podali co
nejplastétéjSi obraz toho, jaké je postaveni zen a fnwEe svd¢ marketingove
komunikace, @ jiz tedy o nich pgmysSlime jako ogch, kdo jsou ufitym zpiasobem

v marketingovych komunikatech zobrazovani (bez ohledu na to, jestli mluvime
o televizni reklar, novinovém inzeratu nebo politické debab #ch, pro n& jsou tyto
komunikaty uteny (tedy jako o zastupcich fegnosti ¢i zcela Uzce vymezenych
cilovych skupin), nebo @éth, kdo sami komunikujiignarketingové komunikéty tvai

Tato kniha je zarowe prvnim (a doufejme, Ze nikoliv poslednim) dilem é@ov
monografické rady, kterou ppravuje Ustav marketingovych komunikaci Fakulty
multimedialnich komunikaci Univerzity TomaSe Bati ve Zlimato monografickdada
by méla postupnémapovat izné ,protiklady” (které vSak podobrgko v tomto pipadé
mohou sgt k neodvratné jedn®), které se ve s¥& marketingové komunikace
vyskytuji. Jedna se samepre o oteveny projekt, do & se v budoucnu fize gidat
kazdy, kdo ma k problematice marketingové komunikace nebo ®bmearketingugi
treba médii coiti.

Radim Bacuvcik, editor
srpen / august 2010



MUZ A ZENA, ROZUM A CIT V MARKETINGOVYCH
KOMUNIKACICH

Men and women, reason and emotions in marketing
communications

Zden&k Krizek

ABSTRACT

Lze napsat anotaci formou otazek? Jednaji zeny v zapadni ¢vilizblasti stale jest
spisSe pod vlivem citu? Jsou muzi stalegestliviovani vice rozumem nez citem? Pro¢
neni vhodné mluvit/psat o pohlavi, ale jen o ,genderech*? Kolik génskstre
mame? Reaguji marketingové komunikace adekvamézngny genderovych roli?
Uto¢i soud@sna reklama stale jéstice na cit u Zen a na rozum u m@zBude &kdy

v otdzkach vztahti mezi muzi a Zenami konec otaznikam?

Can we write a summary in the form of questions? Do women in Western civilization
still act rather under the influence of emotion? Are men still more influenced by reason?
Why we should not talk/write about sex, but only “gender*? How many genders do we
really have? Do marketing communications react according to changes within gender
roles? Does current advertising still attack women emotions and men understanding?
Will there ever be end to questions concerning relations between men and women?

KEY WORDS

Rozum, cit, Zeny, muzi, pohlavi, gender, marketingové komunikace, reklama, média

Reason, emotions, women, men, sex, gender, marketing communications, advertising,
media

Priroda vymyslela geniélniée: pohlavni rozmnozovani. Kdybychom se rozmnoZovali
nepohlavé (nag. bunéhym ddenim neboli mitézou, jako #tavky, nebo pomoci
oddenki jako rekteré rostliny), stoprocentnbychom byli uSéeni naprosté uSiny
problémi, které nam vyznamnkomplikuji Zivot: probléni s pohlavim¢i genderem
(rozdil mezi pohlavim a genderem z mého pohledu viz dale). Ale zase by to znamenalo
jisté ustrnuti v biologickém vyvoji, omezeni v rozmanitosti Zivota a zivot lidsky by
rozhodrt nebyl tak zabavny.

MY NAME IS...

e

To nejdilezigjsi, co potebuje kazdy propagai subjekt, je nazev, jméno. Pod nim je
registrovan v obchodnim rej#ku, pod nim vystupuje na ¥ejnosti, podle jména si lidé
firmu, spol€nost, instituci pamatuji (nebo nepamatujikteéa jména se Uspie
zapominaji). Nazev o spdleosti cosi vypovida; stejnfako p&kné jméno clovéka



vyvolava v jeho okoli ijemny pocit, lidé radé kupuji produkty firem, které maji
hezké nazvy.

Zkusme na chvili st Zen a mui pozorovat z hlediska jména, podle toho, jak se lidé
jmenuji. (Jako ukazky ariklady budou pouzita jak jména skébgch osobnosti, tak
vymyslena.) Jako vstup nam k tomu mohou poslouzit vysledky dnes jiz historického
pokusu, ktery kdysi popsal prestizf@sopis Advertising Age. Dvgkupiny respondetit
mély posuzovat krasu dvou divek. Respondertii tmasovat pro jednu z nich. V prvni
skupiré bylo hodnoceni nerozhodné — obyly p&kné. V druhé skupinale byly tytéz
divky predstaveny jménem. Jedna dostala jméno Jennifer had@ertruda. A jak
dopadlo hlasovani? Jenniferélm 158 hlag, Gertruda 39. Jméno pusobi na okoli.
(V némeckém jazykovém prastdi by to mozné vyhrala Gertruda, coz by jen potordi
rozhodujici roli cilové skupiny v marketingovych komunikacichétSy a nejen ten
reklamni — je ovSem v seéasné dobgod vlivem anglitiny.)

Hlavni rozdil mezi gijmenim muZze a fiimenim Zeny v éstiné— totiz pichylovani —
v angliétiné neni. A tak z pouhého irheni nepozname, zda se jedn4 o mae,zenu.
Ford miZe byt jak muz, tak Zena. Napomoci nariwenjméno késtni. John Ford a Jane
Ford uz nam jashhlasi, v &m je rozdil.

Zajimavé je, Ze ilve se anglickda jména doceStiny pevadda pravé

sonim gechylovanim. Teba jména starSich heéek tak pgvadime viSinou dodnes:

Jane Fondova, Jacqueline Bissetova, Raquel Welchova (byla kdysi dokonce doba, kdy
se Kestni jména fekladala, pokud to Slo: Jana Fondova). Vyjimkou giéna jako

nag. Agatha Christie, u kterych bygrhylovani pisobilo nepbzenéa nehezkyCim

to ale je, Ze naysi filmové hv&dy uz uvadime zpravidla bezegghylovani, i kdyz by

s prechylenim nebyl Zadny problém: Selma Hayek, Nicalrkan? RBvabné na tom
druhém je, Ze ,-man*, které je s@sti nkterych Zenskych jmen, znamené v attgie

nejen £lovek”, ale také ,muz*.

Na rozdil od angtitiny, v ¢estiné miZzeme viSinou podle Hjmeni poznat pohlavi
nositele/nositelky, a to diky zminému pechylovani. Fpona ,—ova“ zcela
jednoznané odkazuje k pohlavi Zzenskému. Novak — Novakovan8tak znéna —y na
—a nezamnitelné informuje o tom, Ze Novotny je muz a Novotna Zena.

Komplikovargjsi s utenim pohlavi je to u jmen koiwich na ntkké ,—i“. Napiklad
ujména K@i teprve z kontextu fZeme zjistit, zda Kdéje muz, nebo Zena. Stejné
tomu tak je u jmen kaficich na ,—i": Petii, Jant apod. Takovych jmen je ale menSina.

Napr. jméno Prochazkova se ovSem kdysi chapalo jako clizkova“, tj. paici
Prochazkovi, a asi bylo jedno, zda Prochazka byl otec, nebo manzel. Donedavna si to
nikdo ani neugdomoval. A pokud ano, nikomu, ani Zendm samotnymy&sinou
nevadilo. Vyjimkou rkdy byly Zeny, zpravidla znamé wétkyné (dnes bychontekli
celebrity), které se proslavily uz za svobodna, nebo ¥ ghiddchazejiciho manzelstvi

pod jménem sveho byvalého manZzela, s nimz seé&azsp&Sné rozvedly. Ty si sva
puvodni jména ponechdvaly aého to svou logiku. Z marketingového hlediska bylo
totiz takové jméno &co jako znaéka, logoci nazev produktu. Jak vime, j&zké tyto

véci prosadit na trhu, a pokud se to piddaz se nazev ani logo némi.

Doba se ale #ni. Zatim poslednim trendem mladych Zen je ru&tbylovaci piponu
—ova. Pr¢ to ddaji?



Duvoda miZze byt n&olik. Znam jednu opravdu sympatickou pani, kteté u&nila.
V odpowdi na otazku, prqémi sddila, Ze z pracovnich davodua. Byla totiz zastnana
v némecké firng a pro jeji nénecké kolegy i nad¥ené byla vyslovnost pthylenych
Zenskych jmen obtizna agobila pflis ,,exoticky*.

Duvod miZze ale byt jiny. Neni ndhodou, Ze tato méda se ¥&imérozsahu objevila
srozvojem genderového hnuti. Z hlediska genderového je totechplovani
nepochybg vyraz muzského Sovinismu. A tak bylelba reagovat: Dost bylo poroby od
muzi! Zadnému Prochazkovi jsem nikdy nefilat nepatim a patit nehodlam a
nebudu! A tak se tedy z Jany Prochazkové stala ,Jana Prochazka“. Rozhlasovy
moderatoriekne teba: ,A ve studiu tu snami dnes sedi Jana Prochadest
zajimawji zni, ma-li takto od pEchylovaci koncovky ,&esané” Zenské jméno jasné
muzské zakogeni: ,A ve studiu tu dnes s nami sedi Eva Palivec.”

Zajimavé jest, Ze o znNu jména Zadaji pilevSim Zeny, a jde tedy o fenomén
feministicky. Nevim o tom, Ze byjaci muzi, aby p#stali byt genderayvstereotypni,
hromadr Zadali o zndnu jména na @chylené. Neznam Zadného Jana Palivce, ktery by
se chel jmenovat Honza Palivcova.

JEDNOCLENNA DOMACNOST

Singl je trendy. Jana Prochazkova (jménailbd jsem si vymyslel a veSkeraipadna
shoda se jménem Zeny sk&e existujici je zcela nahodnd) odesla z domova seét®
Pavla Prochazky, oddtovala se do Prahy, pronajala si garsonkucalaaddat kariéru
jako produkni v reklamni agentei Otce pdtbovala jen ze zatku a to pgdevsim
jako zdroj financi. Pozgi, protoze byla Sikovna a vytila si vic nez jeji kamaradka
Vérka, co ZAistala na venkova vdala se v osmnacti, uz ani to ne. Navic bgly busy
takZe doni k rodicum jezdila pouze na Vanoce, a to jen egitipnych letech.

V jejim Zivog byli samozejme¢ muzi. Nektefi na jednu noc, jini na par tydgiimeésiai.
Programo¥ Zadny ale natrvalo. ManZelstvigat, piipadnérovnoushit. (S prominutim,

v anglicting to tak vulgars nezni, ze? Mimochodem, slovnikkierych mladych divek

dnes pipomin& klasicky uvadiy slovnik dlazdit; z hlediska genderovych vztahu by

se melo fici, ze mluvi jako ,dlazdiky”, ptipadné,dlazdice.) Bude Zit sama. Zadny
muZ nestoji za to, spojovat s nim svou doméacnost, svou kariéru ani své jméno.
A piipadné dit — bude-li jaké — bude mit jméno matky, otce totbude znat, aby ho
takové trauma v pozgBich letech genderéwefrustrovalo.

Hlavré ji nesmi nikdo kontrolovatgi dokonce ovladat. Jednim z prvnich vyraz
nezavislosti na muzich pak bylo odvrZzeni orféchylovaci pipony. A tak se z Jany
Prochazkové stala Jana Prochazka. Bppak JaneProkhazka.

Pribéh jsem si vymyslel, ale trend je jasny: stabilni #edstvi a dvou-g¢i dokonce
trojgeneréni rodina jsou vymirajicimi druhy. J&eba déat kariéru a uzivat si ¢&hned
avsechno. Marketingové komunikace uz n&knou, za co vSechnotifeme utracet a

co bychom mit nemohly (mluvim gramaticky v Zenském rodu), kdybychom Zily jako ta
chudinka \&rka. (N&co jiného jsou samaegjmeé Zeny, které dstaly samy ne svou vinou,
takovych je jist také dost, ale nejsou medialafi marketingo¥ zajimavé.) A tak
mnoho firem na Zenské ,nezavislosti“ vyznahprofituje.



REKLAMA A MEDIA

Jak znamo, uSina médii uz neslouzi kinformovani a ViiZkani, ale k zabav
A k reklanmg. Pomoci product placementu se reklamou stavalevitni serialy, tizné
reality show apod. S nimi se na obrazovce objevuji podivné bytosti. (Rogotomu i
v médiich tiskovych.)

Vide¢li jste nekdy, Ze by se v novodobém televiznim seriélu jaldirtika objevila njakéa
Vérka, co se Zivi ,ob§ejnou” praci na vesnici? Jediné profese, které RydurgtSiny
seriali maiji, jsou lékéky, pravniky a policistky. Mozna — wth americkych —
vojandy, kosmonautky, agentky FBI a princezny Xeny. Ostatni panou nedtaji
nic, a tak jen kuji své pikle v prasdi vinaren a natich klubi, vedoueci a komplikuji
Zivot svému okoli.

Nic proti Zenam, které ,to&kam dotahly“. Maji na to prdvo a muzi by si jichélim
vazit. Jsem aleipsv&cen o tom, Ze naprostatééna Zzen — a to i v naSi, euroamerické
civilizaci — Zije jinak, nez nam ukazuje televize. (Mimochodem, Zije takSiva mu#,
coz by si Zejme zaslouzilo samostatné pozornosti.)

Pokud jde o muze, média vyprodukovala podivny &i$oy druh, zvanymetrosexual
Pro marketingové komunikace jsou metrosexualové nesp@mi zajimavou cilovou
skupinou. Dbaji pehnanéo swij zevngSek, utraceji za drahé ei¢ ¢asto takové, které
jsou jinym muim I|hostejné. Eehnana, a zejména vyrazmdanifestovana @é
o zevrejSek a stim spojeny Zivotni styl byvaly — aZz naimigy — u mui spiSe
vzacnosti. Metrosexualové podle mého nazoru evidepiebiraji nkteré stereotypy
Zenského chovéani. eme konstatovat, Ze se zde objevuje dalSi novyegewd typ.
A to me¢ vede k Gvaze o tom, kolikeh gendek vlastnémame.

GENDER A/VERSUS POHLAVI

Mluvime-li o pohlavi, mame na mysli gitevSim anatomické a fyziologické rozdily
mezi muzi a Zenami; vifpadégenderu pak jde o rozdily, které vznikly wvab&hu lidské
kultury, a jsou tedy do jisté miry whé. Domnivam se, Ze, vid® z jiného hlediska,
gender je zpsob, jakym jedinec manifestuje své pohlavi ve spalsti. Zatimco mame
pouze d¥ pohlavi (rozumné bytosti, které maji vice pohlgsgu nanstem science
fiction), gendek maze byt vic. Isinglesjsou svym zpisobem samostatnym genderem.
Pozoruhodné genderové typy mohou vznikat uig#ssbiek a bisexudil.

ZOBRAZOVANI ZEN V REKLAM E

Casto se v souvislosti s muzskym Sovinismem a gegdibaspekty obecndiovai
0 zobrazovani Zenskeéhela v reklang. O tom, Ze je to vlastn¥yraz muzského
Sovinismu. Ale pece kazda Zena se chce libit, a to i ty, které sayjh Prochazka nebo
Palivec. Maji se tedy v reklahukazovat obléené do pytle na brambory?

Radim Uzel se vyjéil piesné ,VeSkera mdda, kosmeticky jomysl, salony krasy a
plasticka chirurgie stoji ve sluzbach sexualniho smadPopirat to je stejné jako tvrdit,
Ze jidlo neni k utiSeni hladu a voda nezahani pocit¢ZigRoznamka, in: Hausmann,
2006, s. 56.)



Z marketingového hlediska jsou jakovécikéjako parfémy, gely, Sampony, ptva
mléka, @ni stiny, liposukce, lifting, silikonové implantagy tisice modnich dofka
spojeny vyhradd, nebo zcela mvaZzujicim zpasobem s cilovou skupinou Zen.
Vyjimkou mize byt zminay Zivodsny druh metrosexudla. (Santegné, nemam na
mysli situaci, kdy nap plasticka operace ime vyeSit skutény zdravotni ¢i
spoletensky problém konkrétnihdlovéka. Hovofm o pipadech podiéhani medialné
podporované maf ktera mize nkdy navic byt i Uplnénesmysina. A jak si je3t
ukdzeme, za médii nepochybnstoji zamy korporaci. ,Krasa“ je pak jen
marketingovym produktem velkého byznysu. Stgako tak zvany ,Zivotni styl“.)

Jist¢ je odsouzenihodné zobrazovat Zenu v reklaralgarnim zptsobem, v rolich
zjevné podizenosti apod. Kultivovand erotika a krasa Zenskéita jako jeden
z kulturnich projew vSak provazi lidskou civilizaci po tisicileti a ztowat se ji nyni
jako projevu ,muzského Sovinismu“ je nesmyslikdzem toho je, Ze se to g%
veskerou snahu ani nedla

A je tu jest jeden zajimavy aspekt. Zeny se kradli (jak znamedlgisim kvili jinym
Zenam. To se projevuje i naopak: vSimaji si a posuzuji/odsuzuji, jak druhé zeny
vypadaji. Z hlediska marketingovych komunikaci je to vyznamny fakti ¥ teba
vydavatelé Zenskyctasopisi. V ¢casopisech pro pany je na titulni strance krasna.zena
V ¢asopisech pro Zzeny — také! Zenysjhwidét jiné Zeny, nikoliv muze!

Hezké Zeny prostdo reklamy pat. Pokusy vyuZivat v reklaérfotografii Zen tak zvané
obyc¢ejnych, jsou jist zajimavé a zasluzné. Obavam se ale, Ze jsou tovapren

pokusy. Kdyby to byl hlavni proud, uz by takovych reklam byla naprad&ina. Coz
zjevreé neni. Reklama totiz vZdycky ukazovala skasrEjsi, nez je ve skutmosti.

Lupinky jsou kupawjsi, pradlo btejSi a z#éiveéjsi, Zeny krasgsi...

PROC SE OBJEVILY GENDERY?

Z historického hlediska je usgatani spolénosti, v nénz nely hlavni slovo Zeny, tzv.
matriarchat, starsi. Bylo také mnohem delSi, nez nasledné obdobi, ve ktel@noli
pievzali muzi. V Evropése tak stalo aZz na konci neolitu. Podl&tagych autoit (napt
Riane Eislerové) byl evropsky neolit dobou miru a spoluprace. Maskulinni styl Zivota
spojeny s valkami, drancovanim a pi@aénim Zeny muzskémuasci piiSel pry do
Evropy zversi, spolu s najezdniky ze severovychodu, vychoduhavjichodu. Zena
byla degradovana na sluzkuotrokyni, jejimZ ukolem bylo slouzit muzi a ploditu
potomky. A tento stav podle autorky trva doposud.

V neolitu byly oslavovany silyifrody a Zivot jako takovy. Teprve s nadvladou fhuz
piislo oslavovani valky a smrti. Dodejme: také tecbgdl a chladného rozumu.
V riznych smérech souasného feministického hnuti se podle mého néazoizeme
stémito ,neolitickymi* motivy setkat opg Existuje dokonce cosi jako eko-feminismus.

Rovrsz spojeni sakralniho a dgského bylo pry v neolitu samtEmosti. Zivot
andboZenstvi byly vjednat Ztoho by pak vyplyvalo, Ze také naboZenska
nesnasenlivost je ,vynalezem" muz

,» Totalitni reSeni, & je pravicov& levicové, Kegd'anskééi muslimské, neni &im vice
a ni¢im méné nez aktualizaci androkratickéheSeni. Jeho zakladnimi guipoklady
jsou: pohrdani ,zzenstilymi“ nebo mirumilovnymifigtupy, pesvadéeni, Ze



uposlechnuti pkazi, bozskych i svskych, je nejvyssi povinnosti, aanri rozd&ujici
lidstvo — p@inajic muzi a Zzenami — na ty, kdo jsou u vlady, ,aktyo u vlady nejsou,
piicemZ obé tyto skupiny jsou spolu v nikdy nekdoém valeéném konfliktu.”
(Eislerova, 1995, s. 235.)

Bylo-li tomu skutén¢ tak, pak musel byt matriarchagdm, co je pro SowESnou
zapadni civilizaci s jejim odcizenim ¢lovéka pirod€, pietechnizovanym,
materialistickym a k#istnickym zpisobem Zivota nepochybmpiitazlivé. A tak se zeny
zacaly ,,osvobozovat".

Nevladni neziskova organizace Gender Studies, 0.p.s. ve svém prohlaseni uvadi: ,Cilem
obecrt prosgsné spolénosti Gender Studies je vyte prostor pro diskuzi o postaveni
arolich Zen a mu¥ ve spolénosti, systematické odstravani genderovych nerovnosti

a prispivat ktoleranci vic¢ alternativnim Zivotnim styim." Dale se hovar

o odstraovani ,genderovych stereotypive spol€nosti, ve vychov a vzddavani,

v rodirg atd. (Gender Studies [online], pravopisnou chylexiu ponechavam.)

Odstraiovani genderovych stereotype bezesporu zasluzna prace. Obavam se vsak, Ze
— na zaklad toho, co jsem napsal vySe — situace se nijak fiesig; naopak

v genderovych rolich nastal p&kud zmatek. Pro pracovniky marketingovych
komunikaci je to ovSem dobra zpravaitbplo raiznych novych cilovych skupin, trh se
vice segmentoval, a tdipasi nové marketingové ipgzitosti.

Situace, ktera nastala ve vztazich mezi muzi a Zenami v tak zvané zapadid, kultu
v mnoha ohledechijpomina valku. Valku pohlavi. Vzorem pro mnohé z@nprutalni
Nikita ¢i princezna XenaCim vic je v Zenském medialnim $¥&prostych slov, nasili,
krve a mrtvol, tim usgBngi se Zejme boii genderové stereotypy.

Agresivita se nemusi projevovatéehto vyhragnych podobach. Stata kazdodenni
porce sobectvi, kterd je obsahem mnohych Zenskych tzv. lifestylagsipisi. Na
nikoho se neohlizej, mysli na sebedbsva (my ti hnedekneme, jaké vyrobky jakych
znatek mas kupovat, abys byla zcela nezavisla). Nelgparttner? Vynin ho! UzZivej
S.

A protoZze kazda akce budi na 6pé&m polu reakci, muzi si nyni — nejen v médiich —
holi podpazi a jinA gender®vstereotypni mista naélé, zajimaji se o vonavky
aprohlizeji se v zrcadle. Neboli: Zeny segghthovat (ac¢asto i chovaji) jako muzi,

k cemuz jim slouzi mimo jiné prav®, co jim na muzich die nejvice vadilo: hrubost,
agresivita a podobné ¢gné vlastnosti. Z muZ se naopak stavaji jemné navé
kvétinky, kterymi si sngl-Zeny n&as, dokud ketinky neuvadnou, dekoruji své loznice.

Muzi se také zdnaji feministickym exceasn branit. U nas maji velkou popularitu napi
knihy Josefa Hausmanna. Ne se vSim, co se v nich piSe, musime souhlasit, alécjedna v
na nich je zajimava. Na mnoha mistech se v iiikh v podstat toto: MuZzi nejsou
zameteni proti Zendm, miluji je a nemohou bez nich Zle #® neznamen4, Ze si od nich
musi nechat vSechno libit.

Je spravné, ze se Zeny dptemancipovat. Problém je v tom, Ze to mnotiéhpaly.
Koneng¢, i sama Eislerova pisSe nikoliv o soigei, ale o pdthe partnerstvi: ,Pomoci
dominaréniho a partnerského modelu organizace spolgti se nizeme pi analyze

nasi gitomnosti i mozné budoucnosti pokusiekiodt béZzné uznavané polarity mezi
pravicovym a levicovym, kapitalismem a komunismem, ndboZenstvim a sekularizaci
a dokonce maskulinismem a feminismem.” (Eislerova, 1995, s. 21.)



GENDER A KYVADLO

YR

Z princezny Xeny uz se prayoodobr nikdy nestane zase uSlapnuta domaaikau
A z metrosexuala snad uz nebude znovu omezenyg,ina

To bude dote. Marketingové komunikace se budou Z&mwat na rozumné Zeny stéjn
jako na muZze s citem, kfese budou navzajem respektovat. A bude zésmathledat
nové formy a novy styl, jak tyto bytosti oslovit. Prace v marketingovych komunikacich
bude stdle dost. A krotnkomekni sféry zcela nepochybngoroste role neziskové
oblasti.

Ano, kyvadlo se vraci. Jen ho nesmi nikdo nésilim drzet v nerovnovazném stavu. Je tu
totiz obeck jedno nebezp®, na které v posledni dobgoukazal napi prof.
Bélohradsky wlanku ,Den vyhlaSeni postdemokracie” (Salon, litefaa kulturni
piiloha Prava, 18. 2. 2010, str. 5 a 7). Velké korperaemaiji jiny zajem, nez vlastni
rast na ukor ostatnich. Autor dokladd, jakymiggbem pronikaji ekonomické zajmy
korporaci do médii i do politiky a jak jim v tom pomohl vynos NejvysSiho soudu USA
z 21. ledna, ktery zruSil federdlni zdkon zakazujici korporacim vyuzivat své fondy
k ,financovani ¢ch forem komunikace, jejichz cilem by bylo vést kampro nebo

proti n¢jakému kandidatovi ve volbach.” Profesati@radsky proto povazuje 21. leden
2010, za den, kterym ,zaly dgjiny postdemokracie, systému, vmé korporace s#ji
neomezed investovat do demontaze ,civilimaich statki“ a do degradace kazdé
reprezentace celku spoétesti na ,pouhé ideologické, nedecke pedsudky*.”

Jak stim souvisi naSe genderové Uvahy? Inu, spojenim jsog pmavketingové
komunikace. Redstavme sitéba spolénost, ve které nadnarodni korporace budou
prostednictvim médii ufovat, jaké je vlastndo jediné spravné genderové chovani.
Pro¢ by to ddaly? Ale vzdy praw pied chvilkou jsem se pokusil vy&lit, Ze gendei

je vic nez pohlavi a Ze mohou vznikat dalBha mediadlngenerované) a Zze — coz je
pro nasSe témaidezité — jsou tyto genderové skupiny vyznamnymigitai skupinami
pro marketingové komunikace. Od totality k demokracii jedtSinou tisicileti dlouha a
strastiplnd cesta. Opaym snérem to niize byt otazka rikolika let. Tentokrat by
totalita n€la podobu komenich zajnii nékolika nadnarodnich spdleosti. Byla by

o to horsi, Ze lidé by Sli do klece dobrov@liha s nadSenim. Ta klec by totiZlenzlaté
miize, a to, jak zndmo, je silny argument.

MIROVA SMLOUVA

Nékteré znaky sowasné spoknosti se zdaji nasdéovat tomu, Ze po valce mezi
pohlavimi, kterd pr&v probiha prosednictvim gendér, nastane mir, nebo aspon
piiméii, | kdyz tato doba jefejme jeS€ daleko. To je ta dobra zprava.

Ale je tu je& jind zprava: obavam se, Ze brzyra valka nova, a to valka mezi
generacemi. | tomu mnohé n&stuje. MozZn4 uz zsla. A izné wkové skupiny — to
jsou fece také cilové skupiny marketingovych komunikacickteré jsou komené
zajimawjSi nez jiné! To uz je ale jiné téma.
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GENDER STEREOTYPES VS. ARCHETYPES IN COMMERCIAL
COMMUNICATIONS: FOCUS ON THE MOTHER ARCHETYPE

Genderove stereotypy a archetypy v komerénich komunikacich
se zam éfenim na archetyp Matky

Pavla Dubravska

ABSTRACT

The topic of gender stereotypes and archetypes is first discussed from theoretical
perspective, which is then used as the ground for a practical assessment with following
conclusions. First, archetypes are likely to transcend stereotypes thanks to their
unconscious aspect and independence on time, space and culture. Second, one
overarching aspect for mother stereotype and archetype was found based on the analysis
of Campbell’s soups commercials signaling overlapping of both terms. Finally, because
of the complexity of archetypes, commercial communications seem to be able to
dramatize only a part of the Mother archetype. With respect to the findings, following
revision of the hypothesis was suggested. Gender stereotype of a mother in commercial
communications is rather a simplification of particular aspect of the archetype.

Téma genderovych stereotypi a archetypi je nejprve sledovano z teoretického hlediska.
To je pak dale vyuzito pro praktické oe#i hypotézy s nasledujicimi zdly. Za prvé,
archetypy pekratuji stereotypy diky svému nedesmému aspektu a nezavislosti na
case, mist a kultuie. Zadruhé, na zékladanalyzy komunikace Campbellovych
polévek byl nalezen prvek spoiey pro stereotyp i archetyp matky. Zaett, kvili
komplexnosti archetypise zda, Zze komémi komunikace jsou spiSe schopny pouze
postihnout ¢cast archetypu Matky. S ohledem na tato &jstbyla navrZzena revize
hypotézy nésledujicim zptsobem: genderovy stereotyp matky prezentovany
v komegnich komunikacich m@dstavuje spiSe zjednoduSenkitého rysu daného
archetypu.

KEY WORDS

Gender, stereotype, archetype, Mother archetype, C.G. Jung, commercial
communications, advertising

Gender, stereotyp, archetyp, archetyp Matky, C.G. Jung, Kaimemunikace,
reklama

While archetypes are perceived as something natural, all-embracing, inherent in human
society from the beginning and thus generally accepted, gender stereotypes are often
objected to for their narrowness, shortcuts and stylized attributes they tend to assign to
males and females, with advertising being blamed for getting such messages across to
the general public.



The aim of this work is to assess the hypothesis that gender stereotypes in advertising
are in fact archetypes by nature and only the context of time makes them different. So in
the end, with help of archetypes, we may be less feministic, may have deeper

understanding and thus be able to fairly appreciate certain characteristics of feminine

and masculine world as they do not have to necessarily be created and simplified by the
society but can be result of something bigger.

The structure is as follows. The article is divided into two parts. It starts with a
theoretical part of six sections giving a brief definition of gender stereotyping, the role
of commercial communication in the process of stereotyping, an overview of several
studies identifying the most common gender stereotypes in advertising, a description of
an archetype and its nature and finally, a discussion of the gender aspect. A practical
part more of a philosophical character follows, examining the hypothesis from different
angles and focusing on the Mother Archetype as defined by Jung and Hill. At the end,
conclusions are drawn.

DEFINITION OF GENDER AND GENDER STEREOTYPE

To define properly the term “gender stereotype” we will look at each word separately
and only then will a final definition be suggested. First, the word "gender” is of Greek
origin and stands for type, kind. We use this term to refer to the differences between
males and females that are not set directly biologically by the sex but constructed by
society. These socially constructed roles are expressed through behaviors, activities and
attributes that a given society considers appropriate for men and women. These
differences are visible in all aspects of life (family, education, media, etc.). Second,
stereotypes are simplified images of groups of people. They consist of standardized
judgments, attitudes, and sometimes also prejudices. For a stereotype to exist it must be
accepted by a wider society. Analogically, gender stereotypes are simplified images and
generalized descriptions we attach to social aspects of femininity and masculinity.

GENDER STEREOTYPING IN COMMERCIAL COMMUNICATIONS

Commercial communications and the media in general play an important role in gender
stereotyping. They are often blamed for not only reflecting gender stereotypes but also
for contributing to their creation and perpetuation (Jirak and Kopplova, 2007, Renzetti

and Curran, 2003). When focusing on commercial communications or advertising, we
can describe these two effects as follows:

(i) Marketers deliberately use gender stereotypleat were created by society. In
order to deliver a commercial message as intended, they need to use a language
the recipients will understand. They also need to communicate effectively as the
time for delivering the message is very limifeGender stereotypes are easy to
recognize and understand and help people to orientate in a story. The problem is

! Marketers do not use gender stereotypes only, but apply stereotypes in general. Nevertheless our focus
will be on gender stereotyping.

2 To communicate a message marketers have usually very limited time: a few seconds for print
advertisement, outdoor billboard or internet banner; 30 seconds for a television commercial or a radio
advertisement (based on either time length a viewer spent with the ad or a length of the format).



that by doing so commercial communications narrow the definition of gender
identity that later on males and females aspire to.

(i) By presenting such stereotypes marketers assure society that the attributes and
values society attaches to males and females are correct and naturgb{y@juri
1999). This in turn reinforces gender stereotypes in society (Kubalkova and
WennerholmCéslavskéa, 2009).

Recognizing the above-mentioned negative influences, many countries and authorities
introduce policies, recommendations or even legal restrictions to counteract the adverse
effect of gender (and not only gender) stereotypes. For more detailed information, see
for example a report by Kubalkova and WennerhGlislavska (2009).

LITERATURE OVERVIEW

The area of research into gender stereotyping in commercial communications is vast,
with researchers using various techniques such as language (Valdrova, 2001), content
(Koudelka 2008, Furnham and Mak, 1999; Indruchova, 1995) or semiotic analysis
(Ourahmoune and Nyeck, 2008). Seeing the quantity and quality of the existing studies
and the focus of this paper, the author decided not to do any special research and to
apply the findings of the available studies.

Furnham and Mak (1999) did a meta-analysis of 14 stu@besmining gender (and
sexual) stereotypes in TV advertising with the method of content analysis. If we
disregard the cultural differences between particular countries and their level of
development, we can summarize the relevant results of the meta-analysis as follows.
First, females act more often in dependent roles while males are more often depicted as
authorities. Females often play the roles of mothers, wives and housewives, whereas
males act as celebrities, professionals, guides or demonstrators. Second, females are
more often presented in a home environment (kitchen, bathroom), while males are to be
found in more varied settings (outdoors). Third, women on TV are on average of a
younger age than their male counterparts. Finally, Furnham and Mak conclude that
gender stereotypes persist, with a weakening tendency in the latest advertiéements.

With the help of content analysis Koudelka (2008) researched the print media to
examine the declared unequal relationship between men and women in advertising.
Except for some categories his study confirmed a convergence of males and females in
advertising. The categories where such a trend was slower or less visible were the
professions and subjects of advertising.

Based on language analysis, Valdrova puts down the clichéd roles assigned to females
by the media in general. These are the mother, lover, wife, nurse and consumer
(Valdrova, 2001).

Based on these studies, some typical gender stereotypes in advertising, that later on in
the practical part will be compared with the attributes of the Mother archetype, can be
summarized:

% 14 studies covered following countries: 3 studies from USA, 1 from Australia, 1 from France, 1 from
Denmark, 2 from Great Britain, 1 from Hong Kong, Indonesia, Kenya, Italy, Mexico and Portugal.

* Gender stereotypes with a weakening tendency were mainly those mentioned in the first and second
point.



() woman as mother, wife or housewife (in the kitchen or bathroom)
(i)  woman gets advice from a man
(i) woman is shown in a caring profession such as nurse, secretary, home keeper

Finally, it is important to understand why we stereotype. According to Walter
Lippmann (Lippmann, 1997) there are four functions of stereotypes. First, with help of
stereotypes we mentally organize the world that would otherwise be too difficult to
capture in its complexity. Second, stereotyping gives us shortcuts, simplifications that
lead us directly to the meaning. Third, stereotypes refer to the world and its reality.
They present certain consensus on how we (society) perceive the world, which is why
they are shared and passed further. Finally, fourth function of stereotypes is that they
express values and attitudes of particular culture. Following functions will be also
discussed later with respect to functions of archetypes.

DEFINITION OF AN ARCHETYPE

The term *“archetype” is of Greek origin and can be translated into English as
“prototype” or “original pattern”. Not yet labeled as archetype, the first thoughts on
separation of the physical reality from more general mental forms were articulated in
ancient Greece by the philosopher Pfatm his theory of the two worlds he
distinguished between a world of mental forms and a physical world we live in. He
postulated the second material world that he perceived as visible, perceivable through
the senses and evanescent, as inferior to the world of ideas. The world of ideas was to
him an immutable world of general terms and spiritual principles that transcended
everything.

The idea of pervasive mental principles was advanced by Carl Gustav Jung at the
beginning of the 20 century, although Jung did not talk about a world of universal
ideas. He talked about archetypes, placing them in the context of the collective
uNCconscious.

In his study of the human psyche, Jung identified two layers of the unconscious:
personal and collective. The personal unconscious consists of memories, experiences,
desires and emotions that were once known and conscious but have been forgotten or
suppressed. By contrast, the collective unconscious goes far beyond the personal one. It
is understood as a set of mental patterns which differs in two aspects. First, memories or
thoughts do not come from lived experience. Second, it is something pervasive, shared
by all people, underpinned by the assumption that it is something that all human beings
have in common. Figure 1 shows the layers of the human psyche as Jung defined them.

The collective unconscious is composed of archetypes, sometimes referred as to Jungian
archetypes. According to Jung, archetypes can be understood as the organs of the soul
(Jung, 1997). It is important to mention that though people are not aware of it, they
apply and understand archetypes sub-consciously. Archetypes are here as long as human
beings start to realize they are human beings. Archetypes are inherent in every aspect of
our lives — in our personalities, in our experiences, in the things around us such as the
stories we listen to and share, the books and movies we know, the situations we

® It can be understood like that under condition Plato’s ideas are explained as philosophical expressions of
psychological archetypes (Jung, 1997).



encounter; they are in mythologies, religions, dreams and fairytales. By dint of their
complexity, archetypes play an important role in the shaping of the human psyche.

Figure 1 — Structure of human psyche (Source: own illustration based on collected works of
C.G. Jung)

Once formulated, the theory of archetypes is systematically applied in various scientific
disciplines. First, Jung and his followers applied the theory to the area of analytical
psychology, where in the process of individuation, they aimed to heal mental troubles
through harmonization of an individual’s conscious with the collective unconscious
represented by supra-individual archetypes (individuation process). Second, archetypes
are used in different analyses, helping researchers to de-compose and better understand
various aspects of life. Third, archetypes are broadly applied to consumer research.
Market research agencies use archetypes to better understand the motivations, needs and
purchasing behavior of consumérgourth, the experience of Jung and his follower
Campbell was applied by Christopher Vogler to write a guide for Hollywood movie
scriptwriters. Finally, archetypes are also deliberately used in commercial
communications. In their book, Margaret Mark and Carol S. Pearson revealed a
scientific system that was developed by an advertising agency. With the use of
archetypes the tool is designed to help advertisers and brand managers to manage the
meanings of their brands. In this study we will use archetypes as a tool to look at gender
stereotypes in commercial communications.

THE NATURE OF ARCHETYPES

Let us examine the nature of archetypes. According to Jung, we have to distinguish
between actual archetypes and archetypal patterns. An archetype is a form that carries
certain elements and meanings. However, an archetype on its own belongs to the
invisible part of the human psyche (Jung, 1997). It is not, and it will never be,
conscious. Therefore, when we talk about archetypes, we are actually talking about
visualization. Jung labeled these visualizations as archetypal images. Archetypal images
can be perceived through the senses and on the conscious level. Now these images, by
their very nature, represent variations on the same theme. In other words, we can change
the geographical, temporal or cultural context, and the archetypal pattern will reflect the
change through its adaptation in the form of archetypal images. Nonetheless, it will still

® For example, research agency TNS AISA is applying archetypes to segment consumers.



be the one overarching archetypEurthermore, archetypes are limitless and “do not
change” (Jung, 1997, Volume I, p. 155). These archetype characteristics are very
important findings for us. For example, if we use the example of the Mother Archetype,
it can be expected that her visualization in a given culture will be changing through
time. It should reflect historical events, social changes and changes of perception of the
female role and her status. On the other hand, on the assumption of archetypal
transcendence, the core should be retained. This should be applicable to commercial
commugications, which reflects how society perceives the female at a certain historical
moment.

To conclude this section, | would like to place the term archetype in the broader context
of Jung’'s work. Its momentum is the endless, all embracing psychic energy, the so-
called libido. This psychic energy is active in many forms, creative or destructive, and
with the help of archetypal patterns it creates images in the human psyche (Jung, 2004).
The images may be elements, human beings or inanimate objects. If we will go deeper,
in the transformation of the libido through various symbols, we can perform a sort of
segmentation which will lead us to particular archetypes. In his work Jung presents
symbols found in mythology, biblical stories, religions and philosophies from all around
the world. His primary focus is on masculine and feminine symbols and archetypes of
the hero, mother, and child. We will focus below on the archetypal images and symbols
of the mother. So, for example, to demonstrate how the libido can be transformed in the
case of the mother archetype, as an element it is symbolized with the sea or water in
general, on the level of human beings it can be the Goddess Gaia, the mother of all the
Gods, and finally on the level of inanimate objects, it can take the form of vessels and
chests, but also coffins.

THE GENDER ASPECT OF ARCHETYPES

In his work Jung does not take into account the gender aspects of archetypes, their
images and symbols, though he distinguishes between masculine and feminine energy
that at a later stage takes the form of an archetype and actually determines its form. The
“anima” is the archetype of feminine character and part of the unconscious psyche,
while the “animus” is of masculine character and part of the female psyche. Jung argues
that “every sex to certain degree implies the other sex” (Jung, 1997, p. 127). These two
components are in opposition, like the two principles of Yin and Yang in classic
Chinese philosophy (Jung, 1997). “What defines the masculine defines in turn the
feminine” (Jung, 1997, p. 176). Crucial is Jung’s attitude towards the perception of the
masculine and the feminine. Woman can have masculine attributes the way man can
have feminine ones. This indicates that archetypes transcend gender and do not limit
themselves to gender or sex.

Although there is only a limited body of literature considering the gender aspects of

archetypes, some authors and Jung’s followers discuss the feminine and masculine
nature of archetypes. The post-Jungian Gareth Hill (1992) devotes an entire book to
developing and describing four archetypal patterns of Jung’s masculine and feminine
concept. These are depicted in Figure 2 and are labeled as the static feminine, the
dynamic masculine, the static masculine and the dynamic feminine.

" Jung labeled that as “homogeneity of psychic events in space and time” (Jung, 1997).
8 Here we assume that mass communication reflects attitudes of the majority of particular society.



“Each of the four patterns is based on an originating force or archetypal principle.”
(Hill, 1992, p. 4). The four patterns have a positive and negative side. It is claimed that
the four patterns underlie all human activity (be it development on an individual level —
the Self, or a more collective one — the Culture). The four patterns can easily be
explained and demonstrated through the development of an individual:

(i) Static femininein an early stage a child relates to the unconscious as a mother
figure: all-giving, nurturing. These symbols can be applied: fertility goddess or
earth mother;

(i) Static masculinelater on the child begins to recognize boundaries, rules, laws and
social values coming from the outer world. The symbol of the great father can be
applied;

(i) Dynamic masculinea child is growing up, learning how to cope with father’s
rules and how to stretch limits. This phase is connected with interest in the
opposite sex outside the family circle. For women it will be a dynamic masculine
figure. Men will follow the dynamic masculine to attract a woman. This phase is
symbolized as the hero, hunter, knight, man of action;

(iv) Dynamic feminineappearing first around the mid-thirties or later, this phase is
marked by stability, awareness of one’s Self which can be transformed into
meditation, art and other forms of creativity. It can be symbolized by the Goddess
of Wisdom, Sophia.

Figure 2 — Four archetypal patterns (Source: Hill, 1992)

Let's look closer on how Hill (1992, p. 4-8) describes the Static Feminine as it
represents the Mother archetype in its purity. The Static Feminine pattern and all it
embraces is derived from the uterus. On the mythological level, it can be described as
follows: It gives life, creates and nurtures. But it also takes life, destroys and devours. It
represents the life cycle in nature. Its archetypal image is the Great Mother with her
attributes of fertility and growth on the one hand, but also death and decay on the other
hand. On the human level it is a caring parent whose house work is never done. It can
be a farmer taking care of land or animals.

Mark and Pearson (2001, p. 330-335) discuss feminine vs. masculine archetypes with
respect to brands. They suggest that to a certain extent we can consider some archetypes



