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An In - depth Analysis of the Social Gender Consciousness in Advertising

PAN Wenlan
College of Law and Politics Shanghai Normal University Shanghai 200234 China

Abstract From the perspective of multiple disciplines this paper attempts to see through the gender notions implicit in advertis-
ing. By employing theories concerning social genders and relevant methods the paper combs out the means or approaches through
which social gender consciousness is projected in advertising in an effort to reveal the inherent culture sources and social effects
as well as to search for the essence of the social gender consciousness in advertising.
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