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2 https://www.washingtonpost.com/business/2019/06/17/women-who-cant-park-cars-men-who-
cant-change-diapers-britain-bans-ads-depicting-harmful-gender-stereotypes/

Women who can’t park cars, men who can’t change diapers: Britain bans ads depicting harmful
gender stereotypes
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24N E 2B e | (Advertising Guidance on Depicting Gender
Stereotypes Likely to Cause Harm or Serious or Widespread Offense) -
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3 https://www.asa.org.uk/rulings/volkswagen-group-uk-ltd-g19-1023922.html

4 https://www.asa.org.uk/codes-and-rulings/advertising-codes.html

5 https://www.asa.org.uk/uploads/assets/uploaded/596b5237-27a5-444c-9b4811732f4a51e5.pdf
Advertising Guidance on Depicting Gender Stereotypes Likely to Cause Harm or Serious or Widespread
Offense
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% https://www.asa.org.uk/advice-online/offence-sexism.html

7 https://www.asa.org.uk/advice-online/social-responsibility-body-image.html
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2016 & > 2 RE+~ ~F FEFLN2RA L L ¢ (Association of National
Advertisers, ANA) °z H = &% R ¢ FreE A ¥ E (Alliance for Family
Entertainment, AFE) 8 & ag{ w] L & cho> @ 4~ (47 #(The Female Quotient,
TFQ) » 2 j&F A 2 2 RlehAR + A%¥4pik = 7 (Advertising Benchmark Index,

¢ fR4E ANA A EIfES ) 0 ANA IS Bl s A TTIH R S BRI S DU AR (I T B B B R 1 1
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9 https://adage.com/article/cmo-strategy/ana-launches-seeher-campaign-improve-portrayal-
women/304555
10 https://www.seeher.com/gender-equality-measure
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12 The Gender Equality Measure (GEM™)

13 https://finance.yahoo.com/news/ana-seeher-expands-validation-gender-060500750.html
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