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ABSTRACT 

  This paper examines the influence of culture on the 

representation of Nigerian women in Nigerian 

television commercials. The paper examines the 

influence of modernization, and globalization on 

the duties and responsibilities of the Nigerian 

woman. Based on the statements and assumptions 

of Altercasting theory, the study examines the 

cultural themes in two commercials as well as the 

portrayal of women in each of them. The 

commercials under review are Coca-Cola’s 

“Mama di Mama” and Airtel’s “Miss Out”. Using 

the Discourse Analysis method, the study concludes 

that women have greater domestic responsibilities 

placed on them irrespective of their levels of 

occupation or income. The paper posits that the 

overloading of women with domestic duties as 

portrayed in the two commercials limits the 

maximization of the nation’s workforce for 

development. The study recommends that everyone 

should develop competence in domestic skills 

irrespective of gender because transformation 

requires uncommon efforts. Nigeria’s desired 

evolution into a developed country would require 

the blurring of gender lines. It also calls for the 
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development of research culture in manufacturing 

companies and advertising agencies so that 

television commercials and other cultural 

productions can reflect the current social realities 

and resonate with their target audience. 

 

Introduction  

Culture is a general way of life of a people at a particular time. Culture changes 

from time to time. So what is accepted and expected of a particular class of 

people at one point in time may not be accepted and therefore becomes 

unexpected at another point in time. This calls for a clarification between sex 

and gender. Sex is the biological nature of being a man or woman while gender 

is the sociological ascribed categorization of men and women into segregated 

roles. Therefore, while sex is universal, gender roles vary from one culture to 

another and one culture can influence the gender roles of another culture when 

they interface. 

The place of women in societies has evolved over the years. They have moved 

from caregivers and full time homemakers to professional people and business 

tycoons with powerful aura and respected voices in corporate and political 

boardrooms. It is rare to find a profession hitherto considered the exclusive 

terrain of men in which women have not made an inroad. Today there are 

women doing exploits in fields like architecture, engineering, building 

construction and driving. It is important to note that the professional flexibility 

and opportunities given to women in western democracies and most developed 

countries far outweigh the flexibility and opportunities available to women in 

developing countries especially in Africa, Middle-east and South-East Asia. 

Women in sub-Saharan Africa (especially Nigeria) have sought to rise above 

the challenges inherent in their societies to solve their personal, family and 

societal problems. Many women in sub-Saharan Africa are the breadwinners of 

their homes. They engage in activities that are perceived as masculine. There 

are many Nigerian women commercial drivers driving commercial buses, cabs 

and tricycles. Despite the economic and social contributions of many Nigerian 

women to their families and the nation, they are still expected to operate within 

certain social and cultural limitations.  

The media is a mirror of the society. We learn about events and activities 

happening near and far away from the media. The media also help us to 

know/understand why certain events happen the way they do. As espoused by 

Harold Lasswel, the media transmit social and cultural heritage. They empower 



Page 64 of 194                                                                IJASD Vol. 17 (7) 2019 ISSN – 2218-8777 

 
 

us to monitor our environment to detect dangers to cherished ways of life of the 

community as a whole or a part of it. This is because system is as good as any 

of its parts. When a part malfunctions, the whole system is at risk (Lasswell, 

1971). The media also “facilitate the co-ordination of society by providing 

channels of communication between different social groups, enabling a 

concerted response to these threats; and they assist the transmission of values 

from one generation to the next” (Curran, 2002, p. 135). Media are windows 

through which we perceive reality. They are mirrors of cultural realities and 

factories for cultural productions. They provide representations of the 

prevailing realities in a given space over a period of time. The representations 

are done through media products, like news, feature articles, books, drama, 

programmes, music and advertisements among others. 

Although the Nigerian woman has evolved over time, and grown in stature and 

importance over the years, it is observed that the society is still fixated on certain 

traditional expectations of her as reflected in the media productions. Nigerian 

women are still expected to do house chores and take general care of their 

families whether they are the breadwinners or not. No matter how highly placed 

a Nigerian woman is on the social, corporate or political ladder, she is expected 

to fix her husband’s meals. Any woman who fails to do this task is often 

considered as unfit for the title “wife”. It does not matter whether the husband 

contributes little or nothing to the upkeep of the family, neither does it matter if 

the husband’s job is less demanding than that of the wife.  

Many indigenous media productions reinforce this view. This work beams the 

searchlight on two of such media productions. They are television commercials 

for two different products and both of them are centred on the central role of 

women in the family and the society at large. The two television commercials 

are for Coca-Cola and Airtel Nigeria.  

 

Statement of Problem 

Women are like the Central Processing Unit of the family. They ensure that the 

home runs smoothly and that all family members are taken care of. They keep 

the homes in addition to their professional commitments. No matter how tasking 

their professional commitments are, women are expected to rush home and fix 

meals for the family. The definition of the successful African woman is fast 

changing into one who successfully juggles family and professional 

responsibilities. 

Although Nigerians are now more receptive to the idea of women taking up 

careers outside the home, the general consensus seems to be that she her 
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professional and domestic responsibilities are not mutually exclusive. This 

perception is reinforced by the Coca-Cola and Airtel advertisements under 

consideration for this study. The implication of the perception of the roles of 

women and the media reinforcement of these roles is that Nigerians would be 

perceived as a nation that overworks its women and encourages its men to be 

uncaring. This is against the background that perception is very important in 

image making. 

There is a continuing quest for gender equality by women and the media has 

helped in maintaining the disparity between both sexes to the point that women 

are increasingly confined to the secondary economy. 

 

Objectives of the Study 

This study seeks to achieve the following objectives: 

1. To examine the portrayal of women in the Airtel commercial. 

2. To examine the portrayal of women in the Coca-Cola commercial. 

3. To examine the cultural themes in the Airtel commercial. 

4. To examine the cultural themes in the Coca-Cola commercial.  

 

Significance of the Study 

This work is a contribution to the discourse on gender relations and cultural 

studies in Nigeria. It brings to the fore the issue of domestic power relations in 

Nigerian homes. Culture is a general way of life of a people at a particular time. 

Culture is prone to changes periodically due to interactive influence of other 

cultures. Although we accept some changes in culture, especially if such 

changes resonate with our cognition, we resist other changes that do not 

resonate with us. We often engage is cultural or physical violence in our quest 

to resist unfavourable cultural changes.  

One of the items that divide opinion is the role and place of women in the 

Nigerian society. Some people are advocating for increased freedom and 

increased domestic power for Nigerian women to go with their increasing 

responsibilities in the home. On the other hand, some people are advocating that 

Nigerian women already have too much power as it is and giving them more 

power would destroy the divine essence of womanhood and ultimately the 

society. They argue that the modern roles and responsibilities taken up by many 

Nigerian women are secondary to their cultural and historical roles as wives and 

mothers.  

This work is therefore significant because it seeks to examine the representation 

of both sides of the divide in mediated cultural productions using the two 
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selected television advertisements which considerably dwell on the importance 

of women in the modern Nigerian home. 

 

Theoretical framework 

This work hinges on the altercasting theory. Altercasting is a theory of culture 

and persuasion. It explains the process of ascribing social roles to people and 

subtly coercing them to carry out the roles. The core assumption of the theory 

is that a number of social pressures are put on people to enact accepted and 

expected social roles. For instance when a woman becomes a wife in Africa, 

there are certain responsibilities and duties expected of her. She is expected to 

clean the house and cook meals for her family, take care of the kids and her 

husband. These expectations are without consideration of her duties and 

responsibilities in her other roles (e.g. occupational role). A woman who does 

not cook for her family because of her occupational commitments is considered 

a bad wife. This is irrespective of her material and financial contribution to the 

family. The deduction from the theory is that “we ‘force’ an audience to accept 

a particular role that make them behave in the way we want them to behave” 

(Utwente.nl, 2018). 

Altercasting is a powerful tactic for the following reasons: 

• The social role is a basic unit in people’s everyday condition; 

• Presenting oneself in a social role that can be used to cast the alter (tact 

altercasting) is relatively easy 

• Constructing roles that trap others in a course of action is also relatively 

easy; 

• People often accept easily the social roles offered to them” (Utwente.nl, 

2018). 

 

Culture and Gender in Nigerian Media 

Many social critics and feminist advocates have called for reorganization of 

roles and gender relations with emphasis on the comparative contributions of 

the man and the woman to the home. Women have been generally portrayed as 

inferior to men in Nigerian media. This echoes the general belief that men are 

stronger and women are weaker. Therefore women must be under the protection 

of men at all times. In return for the protection, they must serve and obey the 

men in their lives. Women are expected to be one hundred per cent supportive 

of their husbands. They are to play supporting roles to their men who are the 

lead characters in the society. The media portrays this expectations in movies, 

books and advertisements among others. Nigerian media productions are often 
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“devoid of clear ideological aims rather than profit maximization and promotion 

of the culturally oriented patriarchy” (Yahaya, 2017, p. 603). Consequently, 

Nigerian movies, music, novels and advertisements facilitate the validation of 

male hegemony.  

There have been complaints over the representation of women in the media in 

Nigeria for decades. It has been observed that the “age long complaint of how 

women are represented in the media as far back as 46 years ago is still the same 

today if not worse, goes to show how difficult it is to change stereotypes” 

(Umoh, 2018). Nigerian media have persistently reinforced the traditional 

gender roles and norms instead of challenging them. The persistent 

reinforcement of the supremacy of the male gender and the subservience of the 

female gender can be attributed to fact that men vastly outnumber women in 

media ownership and operations. It is also observed that “women in leadership 

and management in the country do not apply sufficient agency in challenging 

the status quo” (Tijani-Adenle, 2016). It is arguable that women who are in top 

level of management and leadership in Nigeria cannot challenge the status quo 

because of the cultural restrictions placed on them. Those of them who are 

married are unable to speak out because of the importance attached to marriage 

in most Nigerian cultures. On the other hand, those of them who are single do 

not speak out vehemently because they hope to get married someday. The 

society has made them believe that no matter how successful a woman is, she 

is culturally insignificant if she does not have a man who she is answerable to. 

Marital success is deemed more important than professional success for the 

African woman. It is widely believed “that men and women are biologically and 

socially evolved to be suited different tasks: private and familiar to women, and 

publics and professionals to men” (Achakpa-Ikyo & Anweh, 2016). It is 

important to note that stereotyping on the basis of sex can inhibit the 

development of the talents and abilities of children and adults. It could also 

adversely impact their educational and general lifetime prospects. Many men 

cannot survive if there is no female to take care of their needs for a week. They 

can neither cook their own meals nor do their own laundries. Many men practice 

polygyny because of the segregation of roles between male and female. Many 

have also barred their wives from working outside the home because women 

are perceived as better suited for household chores. 

As mentioned earlier, the media merely echoes the biases of the society. In order 

to change the societal narrative of the subservience of women to men and 

narrow the gap in gender segmentation, the family has a huge role to play. This 

is because the family is the smallest social unit. It is also a child’s first arena of 
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socialization. The training given to boys and girls within the family would 

“determine how they each view the role to be played by the other. If girls are 

thought to recognise their intellectual potentials as well as encouraged to use 

such potentials for the building of the society and the boys are thought to see 

same in the girl child, the world will be a better place” (Achakpa-Ikyo & 

Anweh, 2016). The media would also reflect the new set of values in their 

cultural productions like movies, music and advertisements. 

One classic cultural product which mirrored preference of male over female by 

the Nigerian populace is MTN’s “Mama Na Boy” commercial. In the 

commercial, a man called his mother to inform her that his wife has put to bed 

a baby boy. The mother was elated and there was massive celebration on both 

ends. However, the commercial caused a lot of controversy from all angles 

especially among feminist groups. The company was accused of being sexist 

for promoting preference of the male child over the female child (Umoh, 2018). 

Although the “Mama Na Boy” commercial is seemingly discriminatory against 

women, it must be admitted that is only a reflection of the prevalent social 

realities on gender relations in Nigeria. For instance, in Igbo culture a man who 

has no son is considered to be childless irrespective of the number of daughters 

he has. No matter how caring the daughters are to the extended family, they 

cannot inherit their late father’s properties. All he had would go to his brothers. 

Similarly, in Islamic culture which is practiced by many Nigerians, a daughter 

is worth half a son. Therefore when a man dies, daughters are entitled to half of 

what is due to their brothers in their late father’s estate. Therefore, it is only 

natural that the birth of a son would elicit greater joy from people who were 

born, raised and have lived their whole lives in such a society. 

There is a noticeable difference in the comparative representation of men and 

women in Nigerian media. Their achievements and societal contributions 

especially in the areas of economy, education and politics are not given the same 

prominence as those of men. Women are more often associated with 

entertainment and fashion thereby reinforcing stereotypes about them. Men in 

contrast are portrayed as successful in business, politics and other professions 

(Nwaolikpe, 2014, p. 46).  

 

Methodology 

This work is carried out using the qualitative approach to content analysis. 

Specifically, it uses the Discourse Analysis method. The work focuses on the 

themes, texts and contexts projected in the two television commercials. The 

population of the study is all television commercials currently running in 
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Nigeria (i.e. 2018).  The sample was purposively selected using the themes of 

modernity and women. Coca-Cola’s “Mama di Mama” and Airtel’s “Miss Out” 

commercials were selected because they provide representation of the 

traditional and modern daily experiences of the Nigerian woman. 

While the Coca-Cola “Mama di Mama” commercial uses a celebrity Nigerian 

family (The Idibias) whose matriarch (Annie Idibia) is not in the paid 

employment of any individual or organization, Airtel’s “Miss Out” commercial 

uses celebrity actors to portray a working class woman who combines her 

domestic duties with professional commitments.  

 

Analysis of Coca-Cola’s “Mama di Mama” Commercial 

The Coca-Cola “Mama di Mama” commercial which “embodies the spirit of 

generosity and kindness of the Nigerian mother, is created to bring families 

closer by encouraging intimate family moments and making every moment 

worth sharing for the Nigerian family” (Babalola, 2018). The commercial 

portrays the inherent unity in the average Nigerian culture and the tolerance and 

love of the African woman through the use of Tuface Idibia who has children 

from many women. The children born to the music icon by other women also 

feature in the commercial and they were seemingly happy to call their step-mom 

“Mama” which is a sign of acceptance in Nigerian culture. 

The following are the themes observed in the Coca-Cola “Mama di Mama” 

commercial: 

a) Motherhood: the Nigerian woman is portrayed as a good mother who 

takes care of her family and ensures that they are well fed. She is also 

represented as a teacher who teaches her daughter domestic education 

especially culinary education. 

b) Love: the commercial sends the message of love. It portrays the triumph 

of love over every challenge. The relationship of Tuface and Annie 

Idibia is well documented. Many people had questioned the loyalty of 

Annie to Tuface especially while he was making babies with several 

women simultaneously. Many entertainment enthusiasts urged Annie to 

move on with her life since the hip-hop icon had not married her. Love 

triumphed in the end as Tuface proposed and married Annie in fairy-tale 

wedding.   

c) Unity: the commercial promotes family unity as well as inter-tribal unity 

and marriage. Innocent “Tuface” Idibia is hails from Benue state while 

his wife Annie hails from Akwa-Ibom state. Tuface has children from 

several women but most of them live with him and Annie. The 
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commercial therefore has the theme of family cohesion irrespective of 

the type or size of the family. 

d) Comfort: the “Mama di Mama” commercial also projects the theme of 

comfort. The family is presented as comfortable and peaceful. The 

permeating peace can be attributed to the social class to which they 

belong. The wife was not under any pressure in her bid to meet her 

family’s nutrition need. 

 

The following are the observed portrayal of women in the Coca-Cola 

commercial: 

The commercial limits women to the kitchen. The opening of the commercial 

shows the woman (Annie Idibia) helping her daughter with her school work in 

the kitchen. This was done concurrently with her cooking (Coca-Cola, 2018). 

The other daughter was helping out with the cooking while the boys were out 

with their father. The boys saunters in moments later with properties showing 

that they had been out on leisure. One of them had a headphone hanging on his 

neck indicating that he had been listening to music and not studying. The other 

one had a football strapped under his arm showing that he was in the garden 

playing while the cooking was going on. Their father also walked in casually 

dressed showing that he wasn’t out for work while the cooking was going on. 

Perhaps he was out with the boys teaching them music and football.  

The portrayal of both sexes in the commercial places greater burden of 

responsibility on the female folks than the men especially in the area of 

domestic responsibility. While girls are expected to do well both academically 

and domestically, boys are not encumbered with domestic excellence. They are 

not even instructed to be academically proficient. Music and sports are 

portrayed as better pathways to self-actualization. The success of Tuface in the 

music world is a testimony of the possibilities inherent in the arts and 

entertainment. He alluded to the futility of formal education in one of his hit 

tracks. 

 

Analysis of Airtel’s “Miss Out” Commercial  

The commercial “Miss Out” is a part of the generic series “Meet-the-in-laws”. 

The series celebrates the cultural diversities inherent in Nigeria. The advertising 

series centres on inter-tribal marriage. The series is about the intricacies 

surrounding the marriage of a Yoruba man and Igbo woman. The edition under 

review is titled “Miss Out”. In the commercial the wife wakes up late and rushes 

to the kitchen to find her mother-in-law was already helping out with the house 
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chores. She takes her bath and rushes out to work and her mother-in-law calls 

her back to give her food. The mother-in-law then sends her a list of groceries 

to buy on her way from work.  

The following are the themes observed in Airtel’s “Miss Out” commercial: 

a) Motherhood: the commercial places emphasis on the loving role of 

mothers in the society. 

b) Stress: there are huge physical, psychological and, professional demands 

on the Nigerian woman. 

c) Conflict: the commercial shows that conflict is inevitable in human 

relationships especially marriage. The commercial also shows that 

conflicts can be easily managed in an atmosphere of tolerance. 

d) Cooperation: the commercial shows that the relationship between 

mothers-in-law and daughters-in-law can be one of cooperation rather 

than competition. It also shows that the various tribes in Nigeria can 

cooperate in marriages instead of bickering. Meanings can also be shared 

and values can be learnt across cultures. 

 

The portrayal of women in the commercial “Miss Out” is similar to that of Coca-

Cola’s “Mama di Mama” discussed earlier. Women are portrayed as the 

custodians of the home. They run the home and they must not fail at this 

irrespective of their professional and other social commitments.  

The commercial is silent on the domestic responsibilities of the man. The 

mother-in-law sends her daughter-in-law (Amaka) a long list of items to 

purchase on her way from work. She was expected to make the purchase from 

her own pocket. This shows that she also makes financial contributions to the 

home thus reducing the financial burden on her husband while the husband does 

not help in reducing her domestic burden. 

 

Recommendation 

For Nigeria to evolve into a developed nation, there is a need to maximize the 

potentials of Nigerian women. Without prejudice to their special place in the 

sustenance of the family and the society at large, their roles should transcend 

the home. Their talents should be harnessed in all sectors of the society.  

Nigerian women have contributed to the social, political and economic 

development of the country and the world at large. The media therefore must 

focus on projecting the realities of the contemporary Nigerian woman in their 

cultural productions. Although Nigeria is arguably a patriarchal country despite 

the relative advancement of women in the country, the changing roles of the 
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Nigerian woman in family and societal contexts should reflect in the 

productions churned out by mass media outfits.  

Advertisers must should conduct thorough researches on their target market. 

They must understand that gender roles are fast changing in Nigeria. 

Consequently, the family dynamics of contemporary Nigeria is not the same as 

what was obtainable in the 1980s and 1990s. They must also understand that 

the current social cultural realities brought about by modernization is 

asymmetric across the country. This means that the roles accepted and expected 

of women in Yoruba culture is not the same as those accepted and expected of 

a woman in Hausa/Fulani culture. The rule of the thumb would not apply. This 

is why they must conduct periodic systematic researches on their target market. 

Adequate periodic research would ensure that their advertising messages would 

resonate with their target markets.  

Advertising agencies should advise their clients on the need to reflect social 

realities so that they do not project their target audience in poor light. An 

advertising message containing factual errors could leave a bad taste in the 

mouth of potential buyers of the product. Advertising agencies must therefore 

conduct independent researches on behalf of their clients so that their messages 

would strike the right chords with their audience.  

Nigerian women should be portrayed in television commercials as powerful 

competent professionals with the ability to get things done. Their successes in 

the politics, finance, development, diplomacy and religion should be echoed in 

our movies, music, news and programmes.  

 

Conclusion 

The portrayal of gender relations in the two commercials evaluated is one of 

subservience. Women are have greater domestic responsibilities placed on 

them. However, this is only a reflection of the general attitude of traditional and 

contemporary Nigerian societies to gender relations and women empowerment. 

There is a need to desegregate responsibilities in Nigerian homes. Nigerians 

need to be taught vital life skills, especially domestic skills, in the interest of 

general development. If women are expected to contribute to the finances of the 

home despite their domestic commitments, men should be also encouraged to 

contribute to domestic chores in addition to their usually heavy financial 

commitments. This would ensure that each gender is built for self-reliance.  

Advertising agencies must also help in the rearticulation of gender roles in the 

current globalized world. It must be said that culinary duties is no longer the 

exclusive duties of women. The art of cooking has earned many men 
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international fame and fortune. In Nigeria too, there are men earning a living 

from beautifying women through hairstyling, manicure, pedicure and sewing. 

It has been observed that women largely prefer patronizing men for their beauty 

therapy. The projection of such realities in the media (especially 

advertisements) would help change the conservative perception of some 

Nigerians on gender roles.  
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