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Abstract 

The advertising industry is well-known for employing commonly used and widely accepted, 
stereotypical depictions of gender, both in the past, but also today. On the other hand, we are 
experiencing an ever-increasing number of advertising campaigns and brands which are aimed 
at questioning dominant stereotypes and ideas around the concepts of what might be 
understood under the terms 'femininity' and 'masculinity'. This work discusses the research 
findings relating to the ways in which gender-neutrality is understood through advertising. 
Specifically, it examines generation Z and generation Y cohort members' perceptions of 
stereotypes and gender-neutral advertising. Statistical differences between the two generational 
cohort members regarding stereotypes and gender-neutral advertising are also exploited. The 
hypotheses were assessed through the use of independent sample t-test analysis. The ensuing 
discussion is outlined based on outcomes, and advertising tactics are highlighted as part of the 
communication approaches for brands. 

Keywords: Generation Z, Generation Y, Advertising, Gender-Neutral Marketing &   
                         Stereotypes. 
 

1. Introduction and Purpose 

Changes in advertising are evident with respect to the ways in which masculinity and femininity 
are perceived, and these changes can be correlated with societal and cultural switches of each 
specific period (Timke and O’Barr, 2017). Advertising has historically exploited gender 
stereotypes - a fact which is still evident in the present (Timke and O’Barr, 2017; Ellemers, 
2018). At the same time, we are experiencing an ever-growing number of advertising and brands 
that attempt to call into question the dominant notions and tropes of femininity and 
masculinity, including aspects of these associated with race, age, and ability (Champlin and 
Sterbenk, 2018; 2019). 

Prior research has demonstrated how stereotypical representations of gender have been 
employed in advertisements with a view to improving brand-customer relations (Lieven et al., 
2014; Ellemers, 2018). Over recent years, though, we have observed certain transformations in 
terms of gender usage in marketing communications whilst concurrently witnessing related 
shifts in society (Aramendia-Muneta, 2020). Nevertheless, there is limited research regarding 
the stereotypic perceptions of generations Z and Y members and, moreover, the research on 
gender- neutral advertising is sparse (Hickman et al., 2019; Stavrianea et al., 2020).   
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 Therefore, the subsequent research questions (RQ) arose from the related literature and the 
significance of peoples' behavior towards advertising: 

RQ1: What is people’s perception of gender stereotypes?  

RQ2: What are people’s attitudes regarding gender-neutral advertisement? 

RQ3: Do people from different age groups express the same level of perception regarding 
gender stereotypes and attitudes towards gender-neutral advertisement? 

This research focuses on Greece as a case study. It draws a sample from the Greek generation Z 
(born between 1995–2009) and Y cohort (born between 1978-1994), including only adult 
members of the Greek generation Z cohort. 

From the above-stated research questions, the scope of this study is to examine the Greek 
generation Z (Gen Z’ers) and Y (Gen Y’ers) cohort’s perception regarding gender stereotypes and 
gender-neutral advertisement (answering RQ1 and RQ2). Furthermore, its objective is to 
explore if Gen Z’ers and Gen Y’ers express the same level of perception regarding gender 
stereotypes and gender-neutral advertisement (answering RQ3). 

This study will contribute to academia twofold. Firstly, it will contribute by adding knowledge to 
the academic stream of research regarding young consumers' perception of gender stereotypes 
and gender-neutral advertising. Secondly, by offering valuable insights to marketers who wish to 
understand better the ways in which their younger customers might desire and expect their 
favourite brands to interact with them. 

2. Literature Review 

It is clear that as a person grows, changes, and develops, his/her personal identity also 
undergoes changes and transformations. As suggested in Steensma et al. (2013) as well as 
Hickman et al. (2019), identity can incorporate a multiplicity of attributes, including religious or 
national identity. However, gender identity is not thought to include a multiplicity of 
dimensions. It is most commonly thought to consist of two opposing poles (Hickman, 2019) and 
is constructed around the relations of each individual to other persons belonging to the same 
gender (Steensma et al., 2013). Experts in this area of research accept that gender identity is 
nuanced and complex (Mishna et al., 2012; Hickman et al., 2019). As discussed by Budgeon 
(2013) and Vantieghem et al. (2014), there is a wide array of research available that explores the 
issue of gender identity from the viewpoint of man vs. woman. There is, however, limited 
research on the subject of gender-fluid identity, in particular as regards its representation 
through advertisements and marketing materials (Hickman et al., 2019; Stavrianea et al., 2020). 

The relationships around which each society is structured also lead to the creation of 
stereotypes. A stereotype is, in essence, the oversimplification of a more complex concept or 
image. Stereotypes are views and ideas, greatly simplified, for the benefit of certain individuals 
and social groups. They are opinions and ideas which create discrimination between social 
groups (Grau and Zotos, 2016; Ellemers, 2018). According to Augoustinos and Walker (1998), 
stereotypes - which are collectively and socially constructed - help to simplify social life through 
the formation of ideas and assumptions.  

The creation and shaping of stereotypes is a process driven by social, political, and economic 
elements that are passed down from generation to generation resulting in the increasing 
prevalence of stereotypes and their resilience to change. Therefore, as a result of the existing 
social structures, stereotypes are defined as clear generalizations derived from repetitive habits 
predicated on expectation and judgment and often do not correspond to reality (Ellemers, 
2018). Such generalizations disregard people's individuality and cultural diversity and form the 
source and basis of prejudices and negative - or even positive attitudes - towards other 
individuals or groups of individuals. In turn, they lead to discrimination, either in practice 
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through intervention or on a theoretical level as a result of indifference in areas of coexistence, 
such as school, work environment, etc. (Taylor and Stern, 1997). 

Current literature in advertising recognizes the fact that women are frequently portrayed in such 
a manner that their appearance and (perceived) beauty are centrally positioned and play a 
pivotal role in the images presented (Grau and Zotos, 2016). Alternatively, they are presented as 
occupying important roles within a family setting. Women who occupy professional roles are 
fewer in advertising. Men, on the other hand, are portrayed as authoritative figures and display 
their professional roles prominently (Reichert and Carpenter 2004; Grau and Zotos, 2016). The 
literature on gender stereotyping discusses the implications and influence that particular social 
movements and specific time periods had on these issues (i.e. the feminist movement and the 
shifts in the popular perception of women as they gradually began to work outside the home and 
became employed and employable). Simultaneously, we began to experience changes in the 
manner, in which men were portrayed in advertisements, too (Grau and Zotos, 2016; Stavrianea 
et al., 2020). 

Gender-neutral marketing and advertising are nowadays important, given the fact that genders 
are defined in contemporary societies in a more complex way, and therefore, marketing 
specialists and researchers must explore in more depth and gain insights regarding the latest 
relevant emerging megatrends (Ratten, 2017). The discussion around gender stereotyping must, 
therefore, continue and, if anything, be intensified (Digout and Tayeh, 2015; Aramendia-
Muneta, 2020). To this purpose, the interactions which are aimed at enhancing the effectiveness 
of marketing should follow changes in society more closely and become more inclusive if they 
are to achieve their goal of improving marketing efficiency (Aramendia-Muneta, 2020). 

Prior research has shown that millennials, as well as post-Millenials, display lower levels of bias 
concerning issues relevant to gender identity and this is a pattern that brands ought to recognize 
and follow (Laughlin, 2016). In fact, taking a stand on issues such as gender inclusiveness as 
well as other social problems or issues that they care about, is something that millennials look 
favorably upon when making choices about brands and organizations which they wish to 
embrace or adopt (Read et al., 2019; Snyder, 2015). Although the research undertaken by 
Akestam et al. (2017) offered limited scope, it nevertheless clearly indicated the favorable 
response shown to advertising that incorporates LGBT elements. However, it is clear that more 
research is required to elucidate the ways in which the contemporary consumer behaves when 
confronted with advertising, which involves references to members of particular social groups 
(Eisend et al., 2014; Read et al., 2019).  

3. Methodology 

The data of this paper was collected in April 2020, from Greece, during the country’s lockdown 
when the government was taking proactive measures for the SARS-COV-2 virus spread and the 
COVID-19 disease (Kamenidou et al., 2020a). A non-probability sampling method was applied, 
i.e., criteria and snowball sampling. The main criteria for taking part in the research were to be a 
member of the Greek generation Y or an adult member of the generation Z cohort. Thus, 
participants had to be born between 1978-1994 (Williams and Page, 2011) in order to be a 
member of the generation Y cohort. Also, in order to be an adult member of the generation Z 
cohort, they had to be born between 1995 -2002, even though the generation Z cohort has a 
birth range from 1995-2009 (Strauss and Howe, 2020; McCrindle, 2006). An online 
questionnaire was utilized in order to collect data employing social media platforms (Facebook) 
and email accounts, following the Kamenidou et al. (2020 b,c) procedure. 

Additionally, permission to use the answers provided was requested (the questionnaire's first 
question) since anonymity was secured.  In the one-month period that the link was active, 432 
Gen Y’ers and Gen Z’ers participated. For this paper, two issues are analyzed: gender stereotypes 
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and attitudes towards gender-neutral advertisements. In order to measure gender stereotypes, 
the old fashion sexism scale was adopted from Swim et al. (1995), as it was considered that these 
items do report gender stereotypes. In order to avoid confusion, the reversed scored items of the 
original scale were rephrased into positive statements. Two items measured attitudes towards 
gender-neutral advertisement: “In order for an ad to be effective it doesn’t need to show which 
gender it is targeting” and “Gender-neutral advertising is just a trend”. The reliability of the first 
scale is α=0.825, and for the two-item scale, it is α= 0.735, which is considered sufficient for 
both cases (Hair et al., 2019; Spector, 1992). Both questions were assessed on a 5-point Likert 
scale. Data analysis included descriptive statistics and independent sample t-tests.  

4. Sample Profile 

Table 1 presents the demographic profile of the participants. Regarding the generational cohort, 
participants were almost equally represented, while female participants were overrepresented, 
with a small percentage being LGBT.  Additionally, in the vast majority, the sample was single, 
had at least a university degree, was dependent on others or were private employees, resided in 
an urban area, and had a personal net income per year up to 10000.00€. 

Table 1: Sample Profile  

 

Source: The authors  
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5. Gender Stereotypes and Gender-Neutral Advertisement  

Table 2 presents the gender stereotypes that the generation Y and Z participants hold 
(answering RQ1 & scope of research). In the first row, the numbers 1-5 are the numbers of the 5-
point Likert scale, and MS refers to the mean score, while in the parenthesis, the standard 
deviation is presented. Specifically, the 5-point Likert scale was assessed as 5 = strongly agree, 4 
= agree, 3 = neither agree/nor disagree, 2 = disagree, and 1 = strongly disagree. The results 
reveal that gender stereotypes do not exist for the Greek generation Y and Z cohort for three 
statements. In contrast, they show gender-related stereotype perception regarding women as the 
boss, as well as the rational thinking of women, and, therefore, decisions rationally made by 
them. 

Table 2: Gender stereotypes of generation Y and Z cohort (%) 

 

Source: the authors. Items with an asterisk were reversed 

Additionally, the participants attitudes towards gender-neutral advertisement were assessed 
(answering RQ2 & scope of research) on a 5-point Likert scale, i.e. 5 = strongly agree, 4 = agree, 
3 = neither agree/nor disagree, 2 = disagree, and 1 = strongly disagree. (Table 3). Table 3 reveals 
that Greek Gen Z’ers and Gen Y'ers tend to believe that advertisements should not have to show 
the gender they target in order to be effective, since more than half of the sample agrees or 
strongly agree with this statement.  Additionally, they do not believe that Gender-neutral 
advertising is a trend, with more than half of the sample to disagree in this case. 

Table 3: Gender-neutral advertisements (%) 

 
Source: the authors.   

6. Generation Z and Y cohort differences -Hypothesis tests 

Generational cohort differences were examined regarding gender stereotypes and attitudes 
towards gender-neutral advertisement (answering RQ3/Objective N.2). Independent samples t-
tests were utilized using the SPSS ver. 25 software (Tables 4 and 5). 



 

Asia Pacific Journal of Advanced Business and Social Studies (APJABSS) 

 
 

P
ag

e1
9

 

Table 4 summarizes the group statistics for generation Z and generation Y cohort regarding 
gender stereotypes (items 1-5) and attitudes towards gender-neutral advertisement (items 6-7). 
Among the seven cases tested, the Gen Y’er cohort subjects have higher stereotype perceptions 
as compared to the Gen Z’er members for three gender stereotypes. Additionally, they have a 
less positive attitude towards the statements referring to the gender-neutral advertisement. 

 

Table 4: Group statistics of generational cohorts regarding gender stereotypes and gender-
neutral advertisement 

 
Source: the authors. Items with an asterisk were reversed 

Table 5 presents the independent sample t-test for gender stereotypes and gender-neutral 
advertisement (with even variances being assumed). The t-tests unveiled that for four out of 
seven cases, gender differences do exist.  

Table 5. Independent samples t-test between the generational cohorts regarding gender 
stereotypes and gender-neutral advertisement (equal variances assumed) 
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Source: the authors. Items with an asterisk were reversed 

Specifically, no generational cohort differences were detected regarding three statements, 
referring to the gender stereotypes: “It is important to encourage boys and girls equally to 
participate in athletics”, “Women are just as capable of thinking logically as men," and “When 
both parents are employed, and their child gets sick at school, the school should call either the 
mother or the father”.  

On the other hand, the independent sample t-test showed that there are statistical differences 
between the Gen Z’ers and Gen Y’ers towards two statements regarding gender stereotype 
perceptions (F = 12.194, p = 0.007 and F = 17.519, p = 0.022 respectively), for the statements 
“Women are generally as smart as men” and “I would be equally comfortable having a woman as 
a boss as a man”. Lastly, with respect to gender-neutral advertisement, results also indicate that 
generational differences occur (F = 1.627, p = 0.000; F = 0.123, p = 0.001 respectively for the 6th 
and 7th statement from table 6). 

7. Discussion and Conclusions 

This research makes a valuable contribution to the academic discourse on the subject of gender 
stereotypes and gender-neutral advertising. Additionally, it provides companies and brands with 
useful information in terms of designing marketing and advertising campaigns aimed at 
individuals belonging to the generation Z and Y cohort.  

Results revealed that, in general, Greek young adults do not agree with gender stereotypes 
except from women working in high level positions and being equally rational in thought. 
Moreover, it is important that members of the Z generation were found to differentiate and 
believe more strongly that women are as smart as men. Additionally, even though, members of 
both generational cohorts are skeptical about having a woman as a boss, members of the Gen Y 
cohort are more open to this possibility, which could be explained by the fact that they have 
more experience with women in working environments than Gen Z’ers. 

Furthermore, both generational cohort members tend to be positive towards gender-neutral 
advertising, with the younger ones to be even more receptive to it, since they believe that 
advertisements do not necessarily have to show the gender they target, nor they are just a 
current trend. The above-mentioned findings are aligned with prior research indicating that 
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members of the younger generation are less biased concerning gender identity issues than older 
consumers and that brands ought to recognize and follow this societal change (Laughlin, 2016; 
Ratten, 2017; Aramendia-Muneta, 2020). Moreover, it has to be pointed out that Gen Y’ers 
believe more than the Gen- Z’ers that gender-neutral advertising is a trend. This behavior is 
probably justified by the fact that they have experienced several trends which appeared and 
disappeared in their lives as they are older.  This issue though, could be further investigated in 
the future.     

The outcomes and conclusions that can be drawn from the present research are beneficial to the 
work of marketers and professionals in advertising given that they offer insights into how to 
enhance the ways in which individuals respond to advertising, as well as to develop strategies for 
communication which will help approach and address the specific demographic cohorts. 

Of central importance is the awareness of the fact that consumers belonging to the youngest age 
groups appear to be taking a less rigid approach to the idea of fluidity in society, especially 
regarding gender identity. Both academics and advertising professionals will be able to make 
use of this knowledge to effectively target individuals belonging to generations Z and Y, the 
youngest adult consumers today. 
  

1. Limitations and Directions For Future Research 

The study frame, along with certain time and economic constraints, characterize what can be 
described as the limitations inherent in this study. Primarily, the focus on individuals belonging 
exclusively to the generation Z and Y demographic clearly restricts the findings to data that only 
applies to these cohorts. Other generations should be the focus of further studies to be carried 
out in the future. The non-probability sampling method was used to carry out the research, 
owing to financial constraints. The findings of this study would doubtless be confirmed by using 
a random sampling procedure in further work in the future. The present analysis is also limited 
by the size of the actual sample. Potential work using a sample that is larger would very likely 
provide validation of the research results. Additionally, women were over-presented in the 
sample. Further research on the subject could also explore the perceptions towards stereotypes 
and gender-neutral advertising in a sample consisting only of males. Despite the limitations 
outlined here, this research is still deemed effective and beneficial because of the concrete 
perspectives it offers on a subject that has not been researched adequately so far. The outcomes 
prove particularly useful in terms of comprehending on a much more profound level the ways in 
which generation Z perceive the world around them, given that these individuals are a 
demographic that has not yet been sufficiently researched. 

 
 

 

 

 

 

 

 

 

 

 



 

Asia Pacific Journal of Advanced Business and Social Studies (APJABSS) 

 
 

P
ag

e2
2

 

References 

I. Aramendia-Muneta, M.E., Olarte-Pascual, C., and Hatzithomas, L. 2020, Gender stereotypes 
in original digital video advertising, Journal of Gender Studies, 29(4), 403-419.  
 

II. Åkestam, N, Rosengren, S., Dahlen, M. 2017. Think about it- can portrayals of homosexuality 
in advertising prime consumer-perceived social connectedness and empathy. European 
Journal of Marketing, 51(1),82-98. 

 

III. Augoustinos, M., and Walker, I. 1998. The construction of stereotypes within social 
psychology: From social cognition to ideology. Theory & Psychology, 8(5), 629-652. 

 

IV. Budgeon, S. 2013. The dynamics of gender hegemony: Femininities, masculinities and social 
change. Sociology, 48, 317-334.  

 

V. Champlin S, Sterbenk Y. 2018. Agencies as agents of change: Considering social responsibility 
in the advertising curriculum. Journal of Advertising Education 22 (2), 137–43.  

 

VI. Champlin, S., Sterbenk, Y., Windels, K., and Poteet, M. 2019. How brand-cause fit shapes real 
world advertising messages: a qualitative exploration of ‘femvertising’. International Journal 
of Advertising, 38(8), 1240-1263.  

 

VII. Digout, J., and Tayeh, M. 2015. Consumer's perception of female nudity in advertisements. 
EuroMed Journal of Management, 1(1), 40-56. 

 

VIII. Ellemers, N. 2018. Gender stereotypes. Annual Review of Psychology, 69, 275-298.  
 

IX. Eisend M. 2016. Comment: Advertising, communication, and brands. Journal of Advertising, 
3(45), 353-355. 
 

X. Eisend M. 2017. The third-person effect in advertising: A meta-analysis. Journal of 
Advertising, 46(3), 377-394.  
 

XI. Grau, S.L, and Zotos, Y.C. 2016. Gender stereotypes in advertising: A review of current 
research. International Journal of Advertising, 35 (5), 761-770.  
 

XII. Guevremont A, Grohmann B. 2015. Consonants in brand names influence brand gender 
perceptions. European Journal of Marketing, 49 (1/2), 101-122.   
 

XIII. Hair, J.F., Page, M., and Brunsveld, N. 2019. Essentials of business research methods (4th 
ed.). New York, NY: Routledge 
 

XIV. Hickman, M.K., Ozuem, W., and Okoya, J. 2019. Gender fluidity in the age of technologically 
mediated environments: Implications for fashion industry. In Gender Economics: 
Breakthroughs in Research and Practice (pp. 135-174). IGI Global 
 

XV. Kamenidou, I. E., Stavrianea, A., and Liava, C. 2020a. Achieving a Covid-19 Free Country: 
Citizens Preventive Measures and Communication Pathways. International Journal of 
Environmental Research and Public Health, 17(13), 4633. 
 

XVI. Kamenidou, I. E., Stavrianea, A., Mamalis, S., and Mylona, I. 2020b. Knowledge Assessment 
of COVID-19 Symptoms: Gender Differences and Communication Routes for the Generation Z 
Cohort. International Journal of Environmental Research and Public Health, 17(19), 6964. 

 

XVII. Kamenidou IE, Stavrianea A, Bara E-Z. 2020c. Generational Differences toward Organic Food 
Behavior: Insights from Five Generational Cohorts. Sustainability, 12(6), 2299. 
 

XVIII. Laughlin S. 2016. Gen Z Goes beyond gender binaries in new innovation group data. J. Walter 
Thompson Intelligence: https://www.jwtintelligence.com/2016/03/gen-z-goes-beyond-
gender-binaries-in-new-innovation-group-data 
 

XIX. Lieven T.G. 2014. The effect of brand gender on brand equity. Psychology and Marketing, 31 
(5), 371–385.  

 

https://www.jwtintelligence.com/2016/03/gen-z-goes-beyond-gender-binaries-in-new-innovation-group-data
https://www.jwtintelligence.com/2016/03/gen-z-goes-beyond-gender-binaries-in-new-innovation-group-data


 

Asia Pacific Journal of Advanced Business and Social Studies (APJABSS) 

 
 

P
ag

e2
3

 

XX. McCrindle M. 2006. New generations at work: Attracting, recruiting, retaining and training 
generation Y. The ABC of XYZ. McCrindle Research Pty Ltd NSW 2153 Australia. 
 

XXI. McKeage K, Crosby E, Rittenburg T. 2018. Living in a gender-binary world: Implications for a 
revised model of consumer vulnerability. Journal of Macromarketing 38 (1), 73-90.  
 

XXII. Mishna, F, Khoury-Kassabri, M, Gadalla, T, Daciuk, J. 2012. Risk factors or involvement in 
cyber bullying: Victims, bullies and bully–victims. Children and Youth Services Review, 34 
(1), 63-70.  

 

XXIII. Ratten V. 2017. Gender entrepreneurship and global marketing. Journal of Global Marketing, 
30 (3), 114-121.  

 

XXIV. Read G.L, Innis I.J, van Driel I.I, and Potter R.F. 2019. Mates or married? Implications of 
gender composition and physical intimacy on evaluation of images tested for advertising. 
Communication Research Reports, 36(3), 220-230. 

 

XXV. Reichert, T., and Carpenter, C. 2004. An update on sex in magazine advertising: 1983 to 2003. 
Journalism & Mass Communication Quarterly, 81(4), 823-837. 

 

XXVI. Snyder B (2015) LGBT advertising: How brands are taking a stance on issues. Think with 
Google. Retrieved from https://www.thinkwithgoogle.com/future-of-marketing/management-
and-culture/diversity-and-inclusion/lgbt-advertising-brands-taking-stance-on-issues/ 

 

XXVII. Spector, P.E. 1992. Summated Rating Scale Construction: An Introduction. Sage University 
Paper Series No. 82, on Quantitative Applications in the Social Sciences; Sage: Beverly Hills, 
CA, USA 

 

XXVIII. Stavrianea, A., Theodosis, A., and Kamenidou, I. 2020. Consumers’ Perceptions of Gender-
Neutral Advertising: An Empirical Study. In: Kavoura A., Kefallonitis E., Theodoridis P. (eds) 
Strategic Innovative Marketing and Tourism. Springer Proceedings in Business and 
Economics. Springer, Cham    

 

XXIX. Steensma, T.D, Kreukels, B P C, de Vries, A.L.C., Cohen-Kettenis, P.T. 2013. Gender identity 
development in adolescence. Hormones and Behavior, 64 (2), 288-297.   

 

XXX. Strauss, W. and Howe, N. 2020. Generation, Z. Available online: 
http://incomeresult.com/generation-z/#cite_note-McCrindleAU-27 (accessed on 7 August 
2020) 

 
XXXI. Swim, J. K., Aikin, K. J., Hall, W. S., and Hunter, B. A. 1995. Sexism and racism: Old-

fashioned and modern prejudices. Journal of Personality and Social Psychology, 68(2), 199-
214. 

 

XXXII. Taylor, C. R., and Stern, B.B. 1997. Asian-Americans: Television advertising and the “model 
minority” stereotype. Journal of Advertising, 26(2), 47-61. 

 

XXXIII. Timke E., and O'Barr W.M. 2017. Representations of masculinity and femininity in 
advertising. Advertising & Society Review, 17(3-4), doi:10.1353/asr.2017.0004. 

 

XXXIV. Vantieghem W., Vermeersch H., and Van Houtte M. 2014. Why “gender” disappeared from the 
gender gap: (re) introducing gender identity theory to educational gender gap research. Social 
Psychology of Education, 17 (3), 357-381.  

 

XXXV. Williams, K.C. and Page, R.A. 2011. Marketing to the generations. Journal of Behavioral 
Studies in Business, 3(1), 37-53. 

https://www.thinkwithgoogle.com/future-of-marketing/management-and-culture/diversity-and-inclusion/lgbt-advertising-brands-taking-stance-on-issues/
https://www.thinkwithgoogle.com/future-of-marketing/management-and-culture/diversity-and-inclusion/lgbt-advertising-brands-taking-stance-on-issues/

