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Abstract : The change in trends in relation to gender representation in beer brand commercials was the thrust of the study.
The study investigated how beer brand commercials reflect societal realities in their portrayals of gender roles within the span
of  a  decade.  The major  objective of  the study was to  find out  how gender was contextualized in  selected beer brand
commercials that both air on Nigerian television and stream on YouTube. The study was anchored on the muted group theory.
The population of the study was in two streams: the total number of beer beverages that are produced by the eleven breweries
in Nigeria and the registered advertising agencies in Lagos, Nigeria. The sample size was also two-pronged: the purposive
selection of beer brands that have their commercials on television and YouTube and the purposive selection of an ad agency
that has produced running commercials for beer brands within the period between 2010s and 2020s. They adopted visual
framing analysis and narrative analysis research techniques. The study qualitatively analyzed the contents of beer brand
commercials and conducted an interview with the management of the ad agency for data collection. The data was presented in
images and words. The findings showed that females are underrepresented and misrepresented in the beer brand commercials
and that the beer brands are not producing commercials that adequately reflect the realities of present times. It was also found
that very little has changed in the ad industry between the periods studied, and commercial screenplays are not written with a
specific aim to either target the female demographics or give them equal opportunities to thrive in the beer economy. The
study concluded that the gender gap in beer commercials subsists and translates to gender discrimination, especially since it is
established that females are also stakeholders in the beer economy. The study recommends that beer brands should produce
commercials that appeal to their audience irrespective of gender, reflect contemporary realities, and give all genders equal
opportunities to thrive in the increasingly competitive industry.
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