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Abstract : The goal of this paper is to identify the main differences in the way men and women perceive TV ads. This paper is
based on a research project conducted partly as a review of relevant papers, which deals with gender influence on the
cognitive process and postmodern perception of advertising. In addition to that, qualitative research was conducted by means
of  interviews and structured questionnaires.  Furthermore,  data  acquired from the  research were  used to  evaluate  our
objectives and hypotheses. The goal of this paper is to compare women's and men's perception of advertisement. Although
women are able to perceive more details than men, men are more susceptible to sexual appeals in advertising. Significant
differences were also found in the perception of sexual appeals in the context of gender.
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