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Author’s Note


Marketing
The child's mind is like a blank slate that is to be filled with experiences and knowledge from the environment. Marketing through the use of toys is essential for the development of the mind of the child by promoting imagination and creativity (Janich, 2019). Labeling the toys to be gender-specific during the marketing process makes the children grow developing skills and understanding in gender stereotypes, hindering the learning and mental development of the child. 
The differences in toys of the child and advertising directed towards children put pressure on the children and their family rigidly, making them learn about the gender binary. Marketing revolving around gender makes children learn the different negative ways of looking at the opposite sex due to the differences outlined during the marketing process. 
Besides, gender marketing is linked with motor development and spatial skills for boys playing with masculine toys as girls using feminine toys have fine social skills, language, and motor development. Girls and boys will be growing with a different set of skills as that is what they have been understanding and practicing since childhood. For instance, girls will always be attracted to bright colors such as pink (Fine & Rush, 2018). Since boys are supported to play video games and sports than girls, they develop their skills in the profession higher than girls leading to the existing gender stereotype beyond childhood. 
From the article, boys are used for advertising action games as compared to girls. This shows that girls are incompetent in the field and cannot modify and develop their skills to be involved in action games which require high motor development. Some advertisers have been trying to discard stereotypes and create more attractive roles for incumbents, trying to create gender equality and balance. 
The challenge of stereotype advertisement is clear in the current society. However, most organizations have involved both girls and boys in their advertisements to reduce stereotypes in marketing and advertisement. For example, when advertising bathing soaps, the organizations use both girls and boys to eliminate the existing stereotype that boys are not close to cleanliness. Also, the driving organization advertises their opportunities by using girls' driving tractors, a role that had been preserved for boys for so long. Thus, organizations are using Unilever's initiatives to remove stereotypes in marketing. In the process, they are doing further equity, diversity, and inclusion commitments during the brand image marketing to achieve the desired objective. 
The stereotype in marketing has affected the brand image of most organizations. Using the appropriate tools is helping organizations to overcome the stereotype challenges in marketing. Some companies are using artificial intelligence programming and Unilever to have a creative insight process. 
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