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Abstract : It is impossible to stifle the gust of social change as it makes its way through institutionalised hierarchies on its way
to expressing itself. This advancement might also have repercussions for institutions, families, and politics, so modifying the
norms and establishing new societal ideals. In the following paragraphs, it will explore how gender roles in the family have
changed over time, how this has affected consumption, and how marketing has been influenced by these changes. It was
decided to use the empirical research method, which led to several discoveries, one of which was that marketing in the pre-
modern era was predicated on metanarratives and gender stereotypes. However, these aspects of marketing have undergone
significant transformations in the post-modern era,  which led to the formation of  an assumption regarding what future
marketing trends will be like. In spite of the fact that post-modern marketing methods have a number of drawbacks, it was
suggested that these strategies be embraced and updated in the future in order to expand consumer bases and target
audiences.
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