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INTRODUCTION

Advertising discourse plays an important role in modern
society because it influences not only consumer behaviour but
also cultural values, social norms, and identity construction.
Advertisements are created to attract attention, persuade
consumers, and promote products, but at the same time, they
transmit ideological meanings. Through words, images,

colours, symbols, slogans, and narratives, advertising
constructs specific representations of gender, class, beauty,

success, family, lifestyle, and power.

One of the central concepts frequently represented in
advertising discourse is masculinity. Masculinity refers to a set
of socially and culturally constructed qualities associated with
men and male identity. These qualities may include strength,
courage, dominance,

independence, rationality,

competitiveness, leadership, sexual attractiveness, and
economic success. However, masculinity is not a biological or
fixed category; rather, it is a dynamic cultural construct that
changes according to historical period, social context, media

environment, and consumer ideology.

In traditional advertising, masculinity has often been

The study aims to identify how masculinity is linguistically and visually constructed in
advertising texts and how these representations reflect broader gender ideologies. The
article also discusses the transformation of traditional masculinity into modern and
inclusive masculine identities in contemporary advertising. The results suggest that
advertising discourse does not only reflect existing gender stereotypes but also actively
participates in shaping public perceptions of what it means to be a “real man” in

Masculinity, advertising discourse, gender representation, conceptualization, advertising
texts, hegemonic masculinity, discourse analysis, gender stereotypes.

represented through images of physical power, emotional
restraint, financial success, technological competence, and
dominance over others. Men have frequently been portrayed
protectors,
businessmen, drivers, and owners of material goods. Such

as leaders, decision-makers,  sportsmen,
representations contribute to what gender scholars call
“hegemonic masculinity,” that is, a culturally dominant model
of male identity that privileges power, control, authority, and

superiority.

However, contemporary advertising increasingly

demonstrates new forms of masculinity. In some
advertisements, men are represented as caring fathers,
open  partners,

environmentally aware individuals, or supporters of gender

emotionally responsible  consumers,
equality. This shift shows that masculinity in advertising
discourse is not static. It is constantly reconstructed in
response to social change, feminist criticism, market demands,

and changing consumer expectations.

METHODS
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The methodological framework of the study includes three
main approaches: discourse analysis, gender analysis, and
conceptual analysis.

Discourse analysis is used to examine how advertisements
produce meanings through language and visual signs.
Advertising discourse is analyzed as a communicative system
that combines verbal and non-verbal elements. The analysis
pays attention to slogans, headlines, imperatives, evaluative
adjectives, metaphors, pronouns, and narrative structures.
Gender analysis is used to identify how masculinity is socially
approach considers

masculinity not as a natural essence but as a culturally formed

constructed in advertising. This
identity. It also examines how advertisements reproduce or
challenge gender stereotypes. Conceptual analysis is applied
to reveal the main conceptual models through which
masculinity is represented. In this study, a conceptual model
refers to a dominant meaning pattern that organizes the
representation of masculinity. For example, if a car
advertisement presents a man as powerful, free, and
dominant, masculinity is conceptualized as control and

freedom.
RESULTS AND DISCUSSIONS

The analysis shows that masculinity in advertising discourse is
conceptualized through several recurring models. These
models reveal how advertising constructs male identity and
connects it with consumption, power, success, attractiveness,
and social status.

One of the most common representations in advertising
discourse is masculinity as power. In this model, men are
shown as strong, dominant, confident, and capable of
controlling their environment. Advertisements often use lexical
units such as “strong,” “powerful,” “bold,” “dominant,”
“unstoppable,” “fearless,” and “commanding.” These words
construct the masculine subject as someone who is above
weakness and hesitation.

This model is especially visible in advertisements for
automobiles, sports equipment, energy drinks, and men’s
fragrances. Car advertisements may present the male driver
as a person who controls speed, road, machine, and space.
The vehicle becomes not only a product but also a symbolic
extension of masculine power. Similarly, perfume
advertisements may present a man as dominant and
attractive, suggesting that masculinity is connected with

sexual power and social superiority.

The linguistic structure of such advertisements often includes
imperatives, such as “Take control,” “Lead the way,” “Rule the
road,” or “Be unstoppable.” These expressions do not merely
describe the product; they invite the consumer to identify with
a dominant masculine role.

Another dominant model is masculinity as success. In this type
of advertising discourse, male identity is associated with
wealth, career achievement, luxury, professionalism, and
social prestige. Men are represented as businessmen, leaders,
decision-makers, and owners of expensive products. Watches,
suits, cars, perfumes, and financial services often use this
model.

The language of success-oriented masculinity includes words

A\ [ZAA\Y ”

such as “achievement,” “excellence,” “prestige,” “ambition,

”w

“performance,” “class,” and “leadership.” These lexical choices
suggest that a successful man is one who possesses both
economic capital and symbolic capital. The product becomes

a sign of social status.

In many advertisements, masculinity is associated with
rationality, control, technology, and competence. This model
is common in advertisements for technological products,
automobiles, financial services, and business-related goods.
Men are represented as logical, technically skilled, decisive,
and capable of solving problems. The language of control

/A\ ”

often includes expressions such as “precision,” “performance,

”ow ”

“innovation,” “security,” “efficiency,” and “smart choice.
These words suggest that masculinity is connected with

intelligence, calculation, and mastery over complex systems.

Masculinity in advertising discourse is also conceptualized
through attractiveness and sexual desirability. Men’s perfume,
fashion, grooming, and personal care advertisements often
use this model. The male subject is represented as stylish,
confident, seductive, and admired by others.

The language of such advertisements includes words like
elegance,
and “confidence.” The visual discourse often emphasizes the

”ow " ow ”ow ”

“seduction,” “desire,” “charisma, magnetism,
male body, facial expression, clothing style, and interaction
with women. In such advertisements, masculinity becomes a

visual and sensual identity.

This model suggests that consumption can increase masculine
attractiveness. The product is not presented only as a practical
object but as a tool for constructing sexual and social appeal.

Advertising discourse often constructs masculinity through
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consumption. A man becomes masculine not only because of
his behaviour or character but because of the products he
uses. Cars, watches, perfumes, clothes, gadgets, and drinks
become symbols of masculine identity.

Advertising transforms masculinity into a marketable identity.
It suggests that masculinity can be achieved, improved, or
displayed through consumption.

Although traditional masculinity remains dominant in many
advertisements, contemporary

alternative

advertising  increasingly
identities.

advertisements may show men as caring fathers, emotionally

presents masculine Modern

expressive partners, socially responsible individuals, or
supporters of equality. Such representations challenge older
stereotypes of masculinity as emotional silence, aggression,

and dominance.

Traditional advertising tends to represent masculinity through
power, dominance, success, rationality, and physical strength.
These models are closely related to hegemonic masculinity,
which privileges male authority, control, and superiority. Such
reinforce  gender stereotypes by
suggesting that men should always be strong, successful,

representations may

emotionally restrained, and dominant.

From a linguistic perspective, masculinity is constructed
through evaluative adjectives, imperatives, metaphors, and
slogans. Imperatives such as “lead,” “conquer,” “control,” and
“achieve” create an active and dominant masculine subject.
Metaphors of battle, victory, speed, and power reinforce the
idea that masculinity is competitive and aggressive. At the
same time, modern advertisements may use softer lexical
fields connected with care, responsibility, and authenticity.

From a semiotic perspective, masculinity is represented
through visual symbols such as muscular bodies, luxury goods,
dark colours, urban landscapes, sports environments, and
confident posture. These signs help naturalize certain
masculine ideals and make them appear desirable and normal.

The findings also suggest that advertising discourse plays an
ideological role. It does not simply reflect how men are; it
shapes how men are expected to be. By repeating certain
images and slogans, advertising contributes to the social
construction of masculinity. Therefore, the study of

masculinity in advertising discourse is important for
understanding how media influences gender identity and

social expectations.

CONCLUSION

The conceptualization of masculinity in advertising discourse
is a complex linguistic, semiotic, and cultural process.
Advertisements construct masculinity through recurring
models such as power, dominance, success, physical strength,
control, attractiveness, and consumption-based identity.
These models are expressed through lexical choices, slogans,
imperatives, metaphors, images, colours, body language, and

product symbolism.

The main conclusion is that advertising discourse does not
merely sell products; it sells identities. Masculinity becomes a
symbolic product that consumers are invited to adopt through
consumption. Therefore, advertising plays an important role
in shaping social perceptions of gender and male identity.

Future research may compare the conceptualization of
masculinity in Uzbek and English advertising texts, analyze
social media advertisements, or apply corpus-based methods
to identify the most frequent lexical patterns associated with
masculinity in contemporary advertising discourse.
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