
 

IMAGES OF GENDER IN SELECTED TELEVISION COMMERCIALS 

BY 

FLORENCE NYARENCHI 

REG.NO MAS12/60006/14 

 

A THESIS SUBMITTED IN 

PARTIAL FULFILMENT OF THE REQUIREMENTS FOR THE AWARD OF THE 

MASTER OF ARTS DEGREE IN LITERATURE  

KISII UNIVERSITY 

 

NOVEMBER 2014 

 

 

 

 

 

 

 

 



 

DECLARATION 

I declare thatImages of Gender in Selected Television Commercialsis my original work and has 

not previously been submitted for assessment to another university or for another qualification: 

 

Signature................................................... 

Date........................................................... 

Florence Nyarenchi 

Mas12/60006/14    

 

We acknowledge that this research thesis has been submitted for examination with our approval 

as the university supervisors: 

Signature.............................................................................................................. 

Date........................................................................................................................  

Christopher Okemwa 

Literature department 

Signature............................................................................................................. 

Date.......................................................................................................................  

Dr. Evans Mecha 

Literature Department  

i 



 

DEDICATION 

To my parents Hezekiah and Eunice Nyarenchi who steered my educational journey and 

faithfully stuck with me throughout the trudge, making it possible for me to get this far.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ii 

 



 

ACKNOWLEDGEMENT 

To begin with, I must thank my heavenly father -God- for the gift of life and resilience to realize 

this work. I owe my gratitude to many people who patiently travelled with me through this 

rigorous journey; shading light  when I groped in darkness and helping me back on my feet when 

I stumbled and fell. Those mentioned below by no means exhaust the list of those I owe my 

appreciation. I most sincerely applaud my supervisors, Dr. Evans Mecha and Mr. Christopher 

Okemwa and the entire faculty of arts and social sciences Kisii Universitywhose detailed, 

critical, and very focused comments and discussions have helped me down new paths of 

discovery and Knowledge.  

My gratitude and appreciation go to Dr. Solomon Waliaula,Dr. Rose Opondo and 

Dr.KitcheMagak who helped me in the initial stages of my research and provided valuable 

information that led to the success of this study. I am also indeed grateful to my colleagues, 

Gideon, Amos and Mark for their moral support and resourceful ideas. 

Special thanks to my beloved husband Mr. Elijah Mogunde, whose patience, understanding and 

unbridled support has always been my inspiration and pillar throughout this process. To my 

doting children Ian, Derek and Ivy who encouraged me and endured the absence of their mother 

while I undertook this course; you are the apple of my eye and my motivation to soar higher. 

 

 

 

Iii 



 

ABSTRACT 

This study set out to analyse and deconstruct images of gender in selected multi modal texts 

(Television commercials). The objectives of this study were: to interpret meanings in the multi 

modal texts selected from television commercials, to deconstruct images of gender in selected 

television commercials and finally to examine the use of simulation and simulacra in the selected 

texts. This study employed an eclectic theoretical frame. To facilitate this study, purposive 

sampling was used. This was because only those commercials which foregrounded images of 

gender were studied. For the purpose of this paper, the target population was selected television 

commercials that conveyed images of gender. From the target population, a sample of 27 

commercials was picked from 3 Kenyan television channels namely: Citizen Television, Nation 

television (N.T.V), and Kenya television network (K.T.N). The selected commercials were read 

and deconstructed through literary analysis. Data collection methods and instruments that were 

employed in this study were: a digital camera and observation. The digital camera enabled us to 

record the video clips in the commercials. Observation enabled us to view, select and analyse the 

relevant recordings of the video streamed commercials for the study. Data analysis was done 

through a multi modal discourse analysis by Kress and Leeuwen. The study was also be guided 

by Derridian deconstruction theory specifically his concepts of Erasure and Contradiction. The 

study was further guided by jean Bauldrillard’s concept of simulation and simulacra. Data 

presentation was done through analysis of video clips that represented images of gender in the 

selected commercials. The findings of this study were firstly, images of gender were found to 

have meanings in television commercials, secondly, images of gender are deconstructed by other 

texts in television commercials and lastly there is use of simulation and simulacra in television 

commercials. This study issignificant because it straddles the area of culture, media and literature 

and shows how the three areas are related and how they depend on each other. It also has a 

thematic relevance because it explores the play of masculinities and femininities in contemporary 

society, thus contributing to post-modern discourses. The study is a contribution to the on-going 

gender debates in contemporary society which are increasingly becoming a contested issue.  
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DEFINITION OF TERMS 

Masculinity: presents a system of attitudes, characteristics of behaviour, 

Opportunities/possibilities and expectations, which determine social practice of a group unified 

by the category of male Gender. In other words, masculinity is that which is added to anatomy to 

obtain a man’s role 

Femininity:consists of characteristics related to woman’s gender or typical forms of behaviour 

expected from a woman in the society. It was traditionally assumed that femininity is 

biologically predetermined, and it prescribed such traits as passivity, responsiveness, softness, 

desire of motherhood, attentiveness, emotionality, etc. These ideas corresponded to women’s 

belonging to domestic/private, non-public sphere 

Gender Stereotypes: These are common concepts (beliefs) formed in culture about how actual 

men and women behave. The term should not be confused with the concept of “gender role” 

which means a set of expected behaviour patterns (or norms) for women and men. The 

appearance of gender stereotypes is a result of historical construction of a gender relations model 

where gender differences were situated above individual, qualitative differences of personality of 

man or woman. 

Gender identity:is a basic structure of social identity, which characterizes a person (an 

individual) according to her/his, belonging to female or male group; the most important is how 

the person categorizes herself/himself. 
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Simulation: According to  the study simulation means the act or process of pretending feigning: 

an imitation or a sham. 

Simulacra: Copies that depict things that either had no reality to begin with or that no longer 

have an original. 

Deconstruction: The term denotes a particular kind of practice in reading and, thereby, a method 

of criticism and mode of analytical inquiry.Johnson (1981), clarifies the term: "Deconstruction is 

not synonymous with "destruction", however. It is in fact much closer to the original meaning of 

the word 'analysis' itself, which etymologically means "to undo" -- a virtual synonym for "to de-

construct.”... If anything is destroyed in a deconstructive reading, it is not the text, but the claim 

to unequivocal domination of one mode of signifying over another. 
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