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Abstract

This research conducts a comparative analysis of gender representations in
advertisements broadcasted on Iranian National Television and the online platform
Aparat. Employing John Fiske's semiotic approach, the study examines the portrayal
of gender roles and the structural differences between the two media. The primary
objective is to understand how gender roles are constructed and how structural,
cultural, and regulatory differences between the two media influence these
representations. In advertisements on Iranian National Television, women are
typically depicted in traditional roles as housewives, subordinate to men. This
portrayal reinforces gender stereotypes, presenting women as home managers and
men as primary decision-makers. Additionally, these advertisements prominently
promote family-oriented consumerism aligned with cultural and traditional values. In
contrast, advertisements on Aparat, due to the greater freedom of the digital space,
present more modern and liberated portrayals of women, showcasing them as
independent, attractive, and successful individuals. These advertisements not only
depict women as having greater autonomy in their choices but also promote modern
consumerism as a means of achieving success and social status. The findings reveal
that new media, by offering diverse representations, challenge traditional gender roles
and promote modern consumerism. This research emphasizes that new media
platforms like Aparat enable more liberated representations of gender roles,
facilitating the formation of new identities.
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Introduction and Significance of the Topic

The representation of gender in media is one of the fundamental topics in the fields of
communication, media, and cultural studies. Media are not merely tools for
transmitting messages; they are social and cultural structures that play an effective role
in shaping society's beliefs, values, and norms. Commercial advertisements, due to
their extensive and pervasive presence in daily life, play a key role in reproducing or
changing public perceptions of the roles of women and men.

In many societies, including Iran, media both reflect existing cultural structures and
reproduce them. Among these, advertisements, due to their multimedia nature (image,
sound, narrative, text, and cultural signs), are more effective than other media formats
in reinforcing or challenging gender stereotypes. In these advertisements, women and
men are represented not only as consumers of goods but also as carriers of social and
cultural meanings—meanings that over time can shape gender and social identity.

In Iran, the media system has two main gateways: on one hand, official and state-run
media like the Islamic Republic of Iran Broadcasting (IRIB), which operate strictly
within the framework of the state's ideology and cultural policies, and on the other
hand, private virtual media like “Aparat”, which, although subject to general laws,
provide a more open and diverse space for representing social and gender roles due to
their private ownership structure and use of digital technology.

The importance of a comparative study of gender representation in the advertisements
of these two media lies precisely in these differences. National television, with its
ideological mission, typically emphasizes traditional and family-oriented patterns,
representing women within the framework of the home, family, and patriarchal
relations. In contrast, new media like Aparat largely reflect more modern lifestyles and
more independent roles for women. Comparing these two types of representation can

provide a clear picture of the existing cultural and media gap in Iran.

Literature Review and Theoretical Framework

Previous studies in Iran and the world have shown that advertisements have always
been a site for the reproduction of stereotypical gender roles. Goffman (1979), in his
discourse analysis, introduces patterns of gender representation in advertisements,
including the physical magnification of men compared to women, the portrayal of
women in passive or domestic roles, and the omission of women from important

social positions. These patterns have also been observed in numerous studies on
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Iranian media advertisements (Kazeminiya, 2007; Nazemzadeh et al., 2010; Oveisi et

al.,, 2020).

From a theoretical perspective, Fiske's (1990) semiotic framework provides an effective

approach for analyzing advertisements. Fiske introduces three levels of analysis:

1. Technical Codes: Elements such as lighting, color, camera angle, sound, and set
design that shape the primary and apparent meaning of the image.

2. Social Codes: Layers of meaning encoded through cultural and social norms and
values.

3. Ideological Codes: The level where broader social meanings, power, and ideology
are reproduced.

In addition to Fiske, Stuart Hall's (2004) theories on the process of encoding/decoding

and the active role of the audience in meaning-making also form the theoretical basis

of this research. Hall argues that media do not merely reflect reality but reconstruct it

within dominant discourses. Furthermore, a Foucauldian approach to discourse shows

how media, as tools of power, stabilize or challenge gender norms and values.

This theoretical framework allows for a more precise comparative analysis of

advertisements in both official (national television) and private (Aparat) media,

examining their differences at the technical, social, and ideological levels.

Research Objectives, Questions, and Methodology

Research Objective

The main objective of the present research is to conduct a comparative analysis of
gender representations in the commercial advertisements of two Iranian media
outlets: the national television of the Islamic Republic of Iran (IRIB) and the Aparat
platform. The focus on these two media is due to their fundamental differences in
ownership structure, regulatory framework, and operational logic. National television,
as a state-run media, is obligated to reproduce Islamic-Iranian values and reinforce the
official cultural discourse, while Aparat, as a private digital media, is more influenced
by market logic and user preferences.

This study seeks to answer the following question: What similarities and differences
exist in the representation of the roles of women and men in advertisements on
national television and “Aparat”, and what social and ideological implications do these

differences carry?

Research Questions

To achieve the stated objective, the following questions were formulated:



1. How are women and men represented in the commercial advertisements of
national television?

2. How are women and men represented in the commercial advertisements on the
Aparat platform?

3. What similarities and differences exist in the way gender is represented in these two
media?

4. What cultural, social, and ideological implications do these representations have?

Research Methodology

The research method is qualitative and based on John Fiske's semiotic analysis. The
reason for choosing this method is its capability for multi-layered decoding of the
meanings embedded in media messages; meaning that the analysis starts from the

apparent and technical level and proceeds to the deeper social and ideological layers.

Research Population and Sample

The research population consists of commercial advertisements broadcast on national

television and those published on the Aparat platform. From these, two

advertisements were selected via purposive sampling:

1. The advertisement for "Saraye Irani" store, broadcast on national television
networks in 2021.

2. The advertisement for "Aptell" mobile operator, published on the Aparat platform.

The reason for selecting these two advertisements was their high comparability in
representing gender roles and their difference in media type (official/private).

Tool and Method of Analysis

Data analysis was performed based on Fiske's three levels of codes:

e Technical Codes: Included examination of visual and auditory elements such as
lighting, colors, set design, camera angles, music, etc.

e Social Codes: Included the cultural and social meanings reflected in images,
dialogues, and character interactions.

e Ideological Codes: Included the overarching messages, values, and norms that are

ultimately reinforced or challenged in the representation of gender roles.

Validity and Reliability of Data

To ensure the validity of the findings, two strategies were employed:
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1. Intra-Coder Reliability: The researcher repeated the coding and analysis process
several times to ensure the stability of the results.

2. Peer Debriefing: The analyses were reviewed by another researcher to ensure the
coherence and accuracy of the results (Silverman, 2013).

This methodology allowed the selected advertisements to be analyzed not just as

media texts, but as socio-cultural products, revealing their hidden implications

regarding gender.

Research Findings
Semiotic Analysis of the "Saraye Irani" Advertisement (IRIB National Television)
1. Technical Codes

In this advertisement, a four-member family (father, mother, daughter, son) is
depicted in a relatively modern, well-lit apartment. The interior space is decorated
with modern appliances (T'V, refrigerator, bed, chandelier, and other household items).
The lighting uses bright colors (white and yellow) to create a lively and cheerful
atmosphere. The actors' attire, especially the women's, fully complies with Islamic
dress standards: the mother and daughter both appear in full hijab. In contrast, the
male head of the household is shown with a simpler appearance lacking specific
religious markers. In the set design, the kitchen and living room are chosen as the
main focal points; places where the woman has a prominent presence. In terms of
camera work and editing, medium and close-up shots are used to show family
interactions. The woman is often seen in the kitchen or near household appliances,
while the man appears in a managerial or decision-making position. The background

music also creates a calm, family-friendly, and happy atmosphere.

2. Social Codes

At the social level, the advertisement's cultural and normative meanings become
apparent. The family is introduced as the basic unit of Iranian society; a four-member
family with a son and a daughter, representing an "ideal family" model. The woman's
role in this ad is limited to the private sphere (the home). She works in the kitchen,
prepares tea, and is responsible for managing the home and its appliances. The woman
is represented in a position where she must meet the family's needs, not as an
independent individual or economic decision-maker. The man, however, is shown as
the family manager and primary decision-maker. He is the one who ultimately holds

the financial authority and the power to purchase household goods. Even when the



woman or children express a need or desire, the man has the final role in selection and

decision-making. This representation clearly reinforces a patriarchal discourse.

3. Ideological Codes
At the ideological level, the advertisement carries several key messages:

e Family-oriented consumerism: Family happiness is presented as dependent on
purchasing modern appliances and using products from "Saraye Irani."

o Reinforcement of the traditional family: The family is represented as the core of
society and an ideal model; a model where the woman is responsible for the home
and the man is the decision-maker.

e Representation of traditional gender roles: The woman in the role of wife and
homemaker, and the man in the role of family manager and breadwinner.

¢ Blending tradition and modernity: Although the household appliances are modern
and an urban lifestyle is promoted, the women's full hijab and the family's
patriarchal structure indicate that traditional and religious values must still be

observed.

Summary of the "Saraye Irani" Ad. Analysis

This advertisement shows that national television still seeks to reinforce the traditional
family model and represent conservative gender roles: the woman in the home, the
man in a position of power, and the four-member family as the ideal model. At the

same time, consumerism is highlighted as the path to welfare and happiness.

"

Semiotic Analysis of the
Platform)
1. Technical Codes

The "Aptell" advertisement begins with a completely modern and energetic

Aptell " Advertisement (Aparat Non-Governmental

atmosphere. The main setting is a stylish urban coffee shop; an environment generally
considered in contemporary Iranian culture as a symbol of modernity, youth, and a
freer lifestyle. The set design, using bright colors, modern decor, professional lighting,
and upbeat music, creates a dynamic and contemporary space. The main character is
Niki Karimi (a famous and well-known Iranian cinema actress). Her presence not only
adds appeal to the ad but also signifies a form of cultural and social credibility. Her
clothing is modern yet consistent with general dress norms in Iran, but with styling

and makeup that clearly differ from IRIB advertisements. The camera primarily
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focuses on the face and movements of the main female actress. She is the center of
attention, and other men and women look at her with admiring glances. This filming

technique reinforces the central and powerful position of the woman.

2. Social Codes

At the social level, the advertisement conveys several messages about women's role
in society. The main female character is represented as an independent, modern
individual with a strong social identity. She is the primary decision-maker for
purchasing a SIM card and does not need male accompaniment or approval. She
appears in a public and social space (a coffee shop), not at home; this change of
location itself represents a break from traditional stereotypes about women being
confined to the private sphere. The admiring looks from those around her show that
women can be the center of attention, role models, and cultural references. Men in this
advertisement play secondary and complementary roles; unlike the national TV ad
where the man is in the decision-making position and the woman is the follower.
Thus, the woman's role is elevated from "homemaker" and "subordinate to the man" to
that of an active, independent, and inspiring consumer.

3. Ideological Codes
At the ideological level, the advertisement carries several key messages:

e Individualistic consumerism: Unlike the national TV ad which portrays
consumerism as serving the family, here consumption is presented as an individual
act and a free choice. The woman chooses the product without needing
consultation or male approval.

e Women's capability and independence: The woman is represented as a capable
individual with decision-making power; her financial and social independence is
highlighted indirectly.

e Modernity and urban lifestyle: The coffee shop environment, use of a famous
actress, style of dress and makeup, and the admiring looks from others all signify a
model of urban, modern life closer to the values of the younger generation.

e Challenging the traditional discourse: This advertisement practically challenges the
national television model; while the official media represents the woman at home
and the man in a position of power, this ad presents the woman at the center of

society in an active and decision-making role.



4. Summary of the "Aptell” Ad. Analysis

This advertisement shows that Aparat, as a private online media, has distanced itself
from the ideological constraints of national television and relies more on market logic
and attracting audiences. Within this framework, women not only play a central role,
but independence and personal agency are promoted as positive values. This pattern,
more than reflecting the official discourse, indicates cultural and social changes among
the young Iranian generation—a generation that values individual consumerism,

women's social presence, and a modern lifestyle.

Discussion and Analytical Comparison

1. Representation of Women: Domesticity vs. Independence

In the "Saraye Irani" ad, women are represented essentially in domestic roles: a mother
who cooks, serves, and bears household responsibilities. Her image is strongly tied to
the family, and her social identity is defined solely through her roles as wife and
mother. In contrast, in the "Aptell" ad, the woman is introduced as an independent
character who is present in public space, engages in social interaction with others, and
is herself a decisive decision-maker. She is represented not as serving the family, but as
an individual consumer and chooser. This clear contrast reflects two dominant
discourses in Iran: one traditional-religious discourse that confines women to the
private sphere, and another modern-market discourse that recognizes women as

independent social actors.

2. Representation of Men: Authority vs. Marginalization

In the national TV advertisement, the male head of the household is seen in a decision-
making and managerial position. He is the center of economic power and the final
reference for selecting and purchasing goods. The man's role is defined by authority,
management, and being the provider. But in the Aparat ad, men appear as passive
observers or admirers of the main female character. None of them have a decision-
making role. This shift in position indicates that in the discourse of private media, men
are displaced from the center of advertising power, and women replace them.

3. Family Consumerism vs. Individual Consumerism
Both advertisements emphasize consumerism as a main element, but the mode of
representation differs. On national television, consumption serves the traditional

family: purchasing household goods to provide comfort for family members. On
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Aparat, consumption is depicted as an individual and identity-forming act chosen by
an independent woman. This difference indicates two different cultural logics: a
traditional logic emphasizing family and collective values, and a modern logic focused

on individuality and freedom of choice.

4. Private Sphere vs. Public Sphere

In the national TV ad, the primary environment is the home: kitchen, living room,
and interior space. Women are only shown in this environment. This representation
reinforces the private sphere as the "natural” place for women. In the Aparat ad, the
main location is a public coffee shop. The woman appears in the social arena and is the
center of public attention. This change of location has a symbolic meaning: the transfer

of women from the private to the public sphere.

5. Conservative Ideology vs. Market Ideology

National television is dominated by a conservative and religious ideology.
Consequently, gender representation in it aligns with traditional Islamic values: full
hijab for women, domestic roles, male authority, and the primacy of the family. In
contrast, Aparat is influenced by market logic and media competition. Its goal is to
attract young and modern audiences; therefore, the dominant ideology there is
market-driven and consumerist, not religious. This logic leads to the representation of
women as attractive, modern, and independent figures to align with the demands of

the younger generation.

6. Reinforcement or Challenge of Gender Stereotypes

National television reinforces traditional stereotypes: the homemaker woman, the
manager man, the four-member family. Although these stereotypes conflict with social
changes, they are still reinforced by the official media. In contrast, Aparat challenges
these stereotypes: the independent woman, the marginalized man, the presence of
women in public space. This type of representation conflicts with the official discourse
and shows that the space of private media can provide a platform for transforming

gender roles in society.

Conclusion and Implications
1. Summary of Findings
This research, through a comparative analysis of two advertisements—"Saraye Irani"
on national television and "Aptell' on the Aparat platform—showed that the



representation of gender roles in Iran is highly dependent on the media structure and
regulatory system of each outlet. On national television, representations are based on
the traditional family, patriarchy, and conservative gender roles. The woman is
confined to the domestic sphere, and the man is introduced as the manager and
decision-maker. Consumerism is promoted as a means to preserve family unity. On
Aparat, representations are formed around modernity, individuality, and women's
independence. The woman appears in public space, is the center of attention and
admiration, and makes decisions alone. Here, consumerism is an individual and free

act that highlights the woman's independent identity.

2. Theoretical Implications

From a theoretical perspective, the research findings clarify several key points:

o TFiske's semiotic framework proved effective for analyzing advertisements in the
Iranian context and was able to reveal different levels of meaning (technical, social,
and ideological).

e Stuart Hall's encoding/decoding theory is also applicable here; national television,
by encoding the official ideology, tries to stabilize traditional norms, while Aparat
offers a different encoding that potentially allows for more diverse decoding by
audiences.

o This study showed that media are not merely reflectors of social reality but active

constructors of gender identities.

3. Social Implications

e From a social perspective, the results indicate the existence of a clear cultural and
media gap in Iran:The official media (national television) reinforces the traditional
and religious discourse that seeks to stabilize women in domestic roles.

e DPrivate online media (Aparat), responding to market needs and the tastes of the
younger generation, offers more modern and diverse representations.

This contradiction can fuel cultural conflict in society because the younger generation

encounters models in virtual spaces that are inconsistent with the official discourse of

television. This situation may lead to a generation gap, gradual changes in gender

norms, and even a redefinition of the roles of women and men in the future.

4. Practical Implications

The findings of this research also have several practical consequences:
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e For cultural policymakers: Ignoring social developments and rigidly adhering to
traditions in official media increases the risk of distrust among young audiences
towards national media.

e For content producers: The success of private media like Aparat shows that
representing women as independent and modern actors is more aligned with the
cultural expectations of the new generation.

e For researchers and social activists: Studying this trend can contribute to a better
understanding of cultural changes in Iranian society and the new possibilities for

women's empowerment.

5. Suggestions for Future Research

e Extending the scope of study to other digital media (Instagram, Telegram,
YouTube) to examine patterns of gender representation in more diverse contexts.

e Conducting quantitative research to measure the actual impact of these
representations on audience attitudes and behaviors.

e Cross-cultural comparative studies (Iran and other countries) to reveal the role of

political and cultural structures in gender representation.

Bibliography

Anderson, C. (2006). The Long Tail: Why the Future of Business Is Selling Less of
More. Hyperion.

Bahmani, M., & Sojoodi, F. (2015). Representation of gender identity in the TV series
“Setayesh”. Radio & Television Quarterly, 11(26), 149-170.[In Persian]

Barthes, R. (1967). The Death of the Author. Aspen.

Castells, M. (2009). Communication Power. Oxford University Press.

Collins, R. (2021). Media, gender, and identity: An introduction. Routledge.
Ebrahimi, A., & Moradi, M. (2023). Gender representation in Iranian media: The case
of digital platforms. Journal of Middle Eastern Media Studies, 15(2), 112-130.
Esser, F. (2013). Mediatization as a Challenge: Media Logic Versus Political Logic. In
K. Lundby (Ed.), Mediatization of Communication. De Gruyter.

Esser, F., & Hanitzsch, T. (2012). Handbook of Comparative Communication
Research. Routledge.

Fiske, J. (1990). Introduction to communication studies. Routledge.

Foucault, M. (1972). The Archaeology of Knowledge. Pantheon Books.

Gill, R. (2020). Gender and the media: Contemporary issues. Polity Press.

Goffman, E. (1979). Gender advertisements. Harper & Row.



Hall, S. (2004). Representation: Cultural Representations and Signifying Practices.
Sage Publications

Hallin, D. C., & Mancini, P. (2004). Comparing Media Systems. Cambridge
University Press.

Jenkins, H. (2006). Convergence Culture: Where Old and New Media Collide. New
York University Press

Kazemi, A., & Fasihee, A. N. (2007). Representation of women in a television
commercial. Women in Development and Politics, Spring & Summer 2007.[In
Persian]

Lister, M., Dovey, J., Giddings, S., Grant, 1., & Kelly, K. (2009). New Media: A Critical
Introduction (2nd ed.). Routledge.

Livingstone, S. (2021). Audiences in an Age of Datafication. Media, Culture & Society.

Livingstone, S., & Lunt, P. (2021). Media Audiences: Effects, Users, Institutions, and
Power. Routledge

Machin, D., & Mayr, A. (2012). How to Do Critical Discourse Analysis: A Multimodal
Introduction. Sage Publications

McLuhan, M. (1964). Understanding Media: The Extensions of Man. McGraw-Hill.

Mehdizadeh, S. M. (2017). Media theories: Mainstream ideas and critical perspectives
(6th ed.). Tehran: Hamshahri Publishing.[In Persian]

Nazemzadeh, F., Saei, A., & Arvin, B. (2010). Representation of women’s roles in
Iranian television series. Master’s thesis, University of Science and Culture,
Faculty of Humanities.

Negroponte, N. (1995). Being Digital. New York: Knopf.

Oveisi, S., Afrashi, A., & Modarresi Tehrani, Y. (2020). Representation of the concept of
women in  advertising: A socio-semiotic  approach. Interdisciplinary
Communication and Media Studies, Special Issue on IRIB National Media and
Commercial Advertising, 61-91.[In Persian]

Rahimi, B., & Tamimi, Z. (2023). Online media and the politics of gender
representation in Iran. Iranian Journal of Gender Studies, 8(1), 45-63.

Shalbaf Shirvani, K., & Razavi Zadeh, N. (2018). Representation of women in online
commercial advertising: Case study of Aparat commercials. Master’s thesis,
Allameh Tabataba’i University, Faculty of Communication Sciences.[In Persian]

Silverman, D. (2013). Doing qualitative research: A practical handbook. Sage.

Zotos, Y. C., & Tsichla, E. (2021). Gender stereotypes in advertising: A review of

current research. International Journal of Advertising, 40(3), 385-400

Journal of Cultural
Studies and
Communication
378
Serial 79,
Volume 21,
Issue 2, Summer
2025



VPP Glusb o oxlad ) 0395 YA ol (bl 5l § (S Sldlian dobidad s dpsat

5 s5aoyp Slalllas . Sliks slo o510 iz slouledsl iods Jloo )l ,ed oIS ooly B conill,5i ooy 555, @7@@ Véﬁ ﬂﬂ‘zﬂ
FoeotEY LT ol g
doi: 10.22034/jcsc.2024.2044352.2778

DOl:http/dx. doi. org https://doi.org/ 10.22034/jcsc.2024.2044352.2778. https://www.jcsc.ir/article_ 719331.html_LLis: 2287-2717

(https://creati s. orgllicenses/by/d. 0) sl 3131 BY 4.0 CC 5l g8 g (bl allis ol 20 4y sy / 15 200y 5©

9 3, Yo
r bl BT 0 S S jU i ko
09605 WT sailu y b of 1 oHl (5 59402 (Sloww duilio
TolS 0013 (I8 )l s ('0015 59485 (2195 e

R FRAVANGRVEI i TR PRl R JA ST (PP TR by
oduS>
Olrl el 55007 G2 isl S )ik s ST 55 Stz ol (herldl oy 4 Al 0
St oyl omwlbitailis Judos LB jo 1) o] slacals 5 lacsglas § aslsp @bl cols 4
slogles 50 5 cowir s olil g S0 (iegh el Bon 0 o0 oy g
ke sl Sk 5 enln el il Splite Sl 59 5o S 5 SFanp s i
Sy g &l jeel Glpoe Glesas o6; (o jo a8l oSb iz sasds p ol go
Gy S5D 4 o sl Slekd Geizmen Sighoo b ol GBS pead pliee;
(e jo o)l Jletren s 5 (S d laal L oS oS o gy 1) Sl ol 53 as
Gl b ) o Gloolel silre glad o i @ol3l Judo a4 ol)LT cole wlids
&oliT s bsas b bk ol o ol Gige 5 Olizr (Jiiae U Joli a5 aies e
Syl g cuddee lp 2l Glered 1) o0 (o) T8 rae Al s 355 sl (o (5 i
e Gl b wozr gladile, &5 wes oo Ol gy @l WS (o0 ey izl Coxbse
(i g aens e by wile e bl 1) (spgsse S slacuge (Ogli
@ wolbl ale wazr slaale, a5 o)l aST Gudios cpl o o oy | oyde (2] S pan
DS o wolyd ) aaz slacuge 4y e IS (el g aslsy Failslj] i gloids oledjl

iz sl LT e a2l liBalis oz olesjl oS H55ls

n.razavizadeh@atu.ac.ir ¢ 2lbllb adle oRuils iole lo gic !
gol.shahriar@yahoo.com t bbbl adle oRiils wlbls )l pole (ol 5o (semisls Y



doddo
S Slatuse 4 (2SS 10 (695 (LA el ;08 (Saa b sla)lnl e laail,
3o oeds cslailn; Gleme jo cois Slessl L (Gill, 2020)0sS oo Wyl of 8 clax|
pols 4 asly col S50 oy 5 (U5 Sle i 5l seges STl L« Sliks sle ST
(Zotos & Tsichla, oS o SaS 58 o gomdz sl id oiS il 4 oo b
2Lyl cdled oglae gl 5 glsle Gla Sho b ale; g6 90 (ol 50 2021)
Srstez Slommglie plojle (dm (orez g ;518 (Slaile; Cedt Wi pges s
Oy pogar (Ml slappinly pos 5 058 g0 Al eSl> sl Glsiear (ool
oS e Ll i gla slodsl )0 et Lt a5 LT

5 ol Syl ol (Sl ails, SO plea Olnl (Ol 60 ook
S8 sl lrie 5 ol b sl ol sl 5 05 o0 Joe (sodll (5500 pllai e
Srskez plls (oo b Ol he Doz )le j0 &5 SeSle sladile) adl Ghate (pde
(Blie ;o g aS o gmey |y alBabadlons 5 i S glo i o)l cldled Ol
WDt I )95 5 (6 5eS S9l slacusgame 5l aS OlLT asle (T 5 cogas slaaila,
Ebrahimi & Moradi, ) &ls Sgeise 9 jiy 00 (sumix sbaias &)l jo (5 min Bl
(2023

I3l dsiin 3 S Ol Sleks slo ST 45 whesls olis 3 wlilas
a5 Jl> 50 (Collins, 2021) & )ls  gummiz slo i 5| cogos S0 p das b (slailo,
(woyas T slapicdy ol S pate iz T ol 2 ooy Osinsb
GoiE Wiz e 5 wls Dglite 5 dpaz GloghE (UdS psal 4 50 6k ;]
.(Rahimi & Tamimi, 2023) oiSs (il 4 1) 0adcans 5 Sow Sowd

e omrsl Gk ST ez bl Gl eyn 4 G 0
Gl jo ol Gl g oyl g sl a5l Sglite ailu, 90 opl Sz slo oleisl
Salice glail slo il ol il Julod 4y asdllae ol cnlals il ces G54 slo 45T
oo Balail ol o], (Ko glowla a5 asby cowis sl olasl
R U;LS 4.:L~wo 0)|5.o La w.bj).i u)l ujLﬂ:\.a 9 0o A9 c:@lj ) A u.:' \AJLQ.;L;O

JEN RV pRE
)y Simgp Sl

YA+
Y olat M) Jl
¥ el
Ay



pot
&
= sl
Sl ol il
syl 5 Snjh el
A3
P Feer sl
Sl sla ST

B ol
3 5agy tlicks 0 0 st loilh T Olse b stegh (VYA (s 5 (ol
055 glaidS pelin Slaijl Sl Baio gl iols alawl " s lisailss ~lis «elaza!
5 ol Sl ey sl b anslae o cobods (o basdSas oleish ol 5 00g
Glo s o el wai o ool lis Slids jo b 5l a5 (g paal sl sasl Lidgh oyl
Lo jo Q) 50, anddSogs sl g canl 00t pan (olas loails il un ol
& el o Jadie g a8 Knles g plactiy ((Jlo BT g 050 4y atnly (4l
)95 o0 i 4 GRS K03 Sl s 5k 5 colee cnl 53t sl

STk oleks o oy bl Slye b Gides s (VWAY) ol g9, 5 SIS
Gl ST o by a5 ol s "albT cule )l sla ST 169 y50 dalllas il (gl
g oo ool Guled Jine 5 500 slacamased O jgo i ol bl cole S50

degazeo 3o wloye etz Zugp il Glsie b (chagh 3 OTAF) gz 5 oty
Skl o150 09,5 a )3 (S jsbay asgazme (nl Glsye a5 wols (las T alis (S 5ask
Ol 5l G pvabale 5 Salalo (oo jeao o5 Cwl ol oledjl Jites 5 pdvabals
ol o Ol jlad S Byse pleiil Geizes ol 4Bl WSSl asgeze (nl )o Jiee
wpls Gl 5l e gl a6 sba aidS e 4 ) Yl Casgrie (JU
logtegy 50 5o ASbzl &5 aes e Ol (el (il @l el 00l (Byee (bl
WS oo Jolod al Sabals [; (el §)00ex Gnpsk Slapkd )0 lore (Samizr Cuge
S oo Ml 1) (L3 Clidos slaatily (& @ly )0 5 o iz

20U o bl Ol booss Gk 5o 5 OVAY) lSes 5 ool okl
Slegoge b (sl acgame b )0 ) Coadse 5 285 2leiil "olnl sl sl
Jbo oy 4 cadlllans g0 slaglpw jo a5 olo las @l isls )13 (o) 00 )90 (eleiz]
O addS 5l G555 onl el sarmoplas VLo po (555 4 bgpe gl e iy
2 S ol Gl LS peied (55 Sl 2 Gl L by o eiznes aily o
ol o Jaloxs &y 06 097 50 5,95 45 Cenline oy ol lattls 1) G2 sl slal e



) ST S e oby el plsie b OYAR) (mead 5 Bl egs o
ol E550 285 )18 cwyp0y50 sl S5k ST SG 0 b5 pledil " sl
Cpoled GLd ()b adeifl oS ol glaigay o) psal &l (SeSz (Giegh ol 5o
DU a5 85 I F ) 2050 TS Ghagh ol 50 0l JLis 4 asl> jo ) lag]
boiil 5 USS Gal 5o Jlo a0 335 (o Glaled & s sl i o 1) 0 e ST b
aS 09l oo Al p € Sl )0 5 5l Glojem beul jo amplae Jloalins S5 L lizes
6l Sl 08 e 4T am o €l (i 5 (Figw bulps b gedate SIS
D9 50 Ly 15 (S e (6 N0 alieny (Kb plizres (U5 (S 50

iz Glo i (T Slds gl oS8T jo a5 il sols Glis cgaiw 5 Jlosl anllas
il 5 QLT 5o T Sl s 58505 b Gl (al i oo 2loiil 650080 S5 &
Ol 9 b5 5l ez polal 5 wisdioe o0t e 4 (e SlagiE o5 ls la
.(Ebrahimi & Moradi, 2023) wgs o &l )| Jauw 5 glad > slaceasd oloca
Sz Sl )0 (Soizr GlaadllS ) n 4 Mo 5 (gy) by Koo (sladllas
Obds (oldl e g Koyd ool sezs b aS Cunl oo, amS cpl 4 g aSlop
a5 S oo o)Ll Greghy (nl (Jlinll aiies Sz gloat s adsislh Jlis 4 plizes

Sz glo il ey Al Sesu gla )l ses Jdo 4 (2T sledils,
- (Zotos & Tsichla, 2021)acas &il,l (5 S oo

S (Sl
0j57 3> Gypme Slegdse | (o ojlsen doails; 5 Conir pleill b Ll e Sl
ool Lua wied )08 5,5l Hleea baile, cudl o0y (Ko, Dldlas 5 aaile,
(o 55505 55 a5l S 5 g A5 s el 3 ez sla B
2 gty SlocdB o ot 5l (S plyear (Sleks latST o ehusn baaleisl

(Gill, 2020) 5555 o ] golS

JEN RV pRE
)y Simgp Sl

YAY
Y olat M) Jl
¥ el
Ay



pot
&
= sl
Sl ol il
syl 5 Snjh el
YAY
P Feer sl
Sl sla ST

il )0 Comsr (o loijls
a3 o Hlis A col ead Ly glessS 5 (S8 sleclBas al p cois oledil a ks
WS oo il g Mg (i GG 5 Sz 5l ) Lol Sl beale; 4
i lalawe o5 el sl Slasl (Vo F) Jlo Ol aisS” 4y (Machin & Mayr, 2012)
45z wails ol )5 S 2 Loty ishin gl 5 Jithe ol 5 b b
el sl )l s s Gom 1 s s Cually QUL sl (ued )08 la)ll eSS
o1 5 ik o eip0 alis (ol a5 oe oo slatzl slalmin 5 lolias w5l 5
oz pledil it o S piie aSly ool LS | (S la i 1) )l Cononl
OSSP TNt S RN P PR BN IR UL ST IRIST I
Sk o Sz GlalS 5 pow o S 4 353 Slalllas ;5 (1AVA) GedlS (Jls sl 2
b5 g aed;08 5 Lales 031 lgieds Yogono ol po enlinds 13 a5 das o ol 5l S o 0 L
5 SRS S )5 oot G b aloijl cnl oo 0915 Guled ki 5 4ty 531,31 (Jsicay
Gl I3 o, Gt VYY) 5558 1 & s dnalr 1o i slojlnie Cush
ol 5l it S st lale, a SO plyed olinks 5 calaline Culas g S

Ao oo S5 ) gz sl )l g e jlue a5 Canlaylosas
Wlgioe loals) )0 (Gomiz oledjl 45z &5 wlaisls  eodge onl & Mo 5 w9535
sloylmin 5 Siep B 4 rizen lapl S adgisl | Gz Glaid g la)lrie
Zotos & ) wisS oo 0yl baile, ;8 uwiz olilb o p 6 0SS e el
30 Sz inled Joldio 5 pous o pgal id 4 08l Lwly en o (Tsichla, 2021
TS oo 0 Ll oS
ojladl 5 a8 o U5 5l 55,5 oplal g 03 bl 4 o e Yw LeGQfT 59 e ojlail Y
5 ol 5l 6o ,e a5 ol Lais ool adl oles o elaiml slagl Ll 4y 255
g ge 03l Hlad gl 5l FelisS Bl 05 5l Sl eletz] S
5550 Sy S o 33155 5 oo |y sl 05 ¢ ik sl 5 L gST o il el Y
Slal a8 o e 1) sl Glo o a5 Jloyo 0B ped b 0 el Sz 1 sl



aS o S o JyS 1) 01508 Gl iaS o ye cpslai g o o5 )0t il gomas, Y
om).:jam ML;J)JM 6L€bwn.> o ULC Ub]"o ‘quj.»L,.g wrf‘_;o )|)§ J)-‘-‘SMQL’}
NUCT XY Sogel by @ S Gl iE )0 ohads 45 Wigd

5l s glocasdse 1o o 5 Solgls slacaadsge o il U5 da o5 o wolgils.
gl o ools olis sl

oLl sy jo ol deaila, LSLQGQ'?] 5 pobal ;0 g ylo,d g Slwdg,d ol 6,...;] N
Oy slailigzds slo)lid) iy (U5 wisd e 03l L el &l g oy a4 S
592 SIPU Sl 052 5l 5 WIS (oo Aules 4]y o5 axsd 5 Glope a4 318 g e
A AR g (GA SLals Oloye blie jo .aums

Sbds jo a4 o5 csslin el : Jly, bld 4 cloixl glocosdss 3 Ly Bi> F
(FFEolyy Bl 4|y T a5 wigd o (placasdye 250 oy il i U o6 g
ok o-i';—“-!lj 5 ible 5k o G S ) 59 WS oo Bl cloix| slaciadge
IS ools cans 5l Ojgods a5 ojled o Bl g e glaailis 1) o0 4
3hoer glacass cty oz 0,5 Sl (S (9093 o (B, Sl 5 olulesd
w3lj ) Sebioe palb Uy )13 0 Sllall 5 (Sebows (a9 (0P S
YY Yas

Wz glaailu, 4,k
S5 4 Sjlme slad 5 Jlumms slaail, j5eb L a5 0jlo g0 (Y920 (o) 42 k8
yizmed 5 Jlzus pac o baile, ol 5 g sl Sl a4 4l ol ol ool
31y se goladl g Sam b o eloizl bl )l o] o3

O OkL yo a5 Wls o )lal plas,sld 4 wax sleaile; o slaaile, popie. )
@lp ) st Jaled 5 dpgugs bl Sl 5 onal 952g 4 055 08 5T 5 pies
5 O sl aile) Wog 4swcSs base 45 e sloaile, M5, oo S ol 3 ol )8
aites b SOl s boglosy o seloxa] sloasios szl Jols syas sloaile, (2],

[(Lister et al., 2009) ol lgiore 005088 pan oo g caiiSadgi oo ale oo o)l )5 &S

JEN RV pRE
)y Simgp Sl

YAY
Y olat M) Jl
¥ el
Ay



pot
&
= sl
Sl ol il
syl 5 Snjh el
YAD
P Feer sl
Sl sla ST

055 ooke b lails, sloay b I3k 5l a5 (VAFF) ooyl Lo Lo
4 Sgr itae 5l 0,8 o,Lal wax seaile, ol Sless 4 el by wils,” pogie
|, Koo yb 5 ebonl Sl oy 5 ,Lsly asl wtes bl Js! 5l ke boala,
S 0575 > it by eloia! SlosSod 5 il (Jloglyie Aiegs ool
.(McLuhan, 1964) &loass Sledlbl g &yad as595 cmizen g 01,81 Lo Slbls )|

5 ol Sl iz gloail; anezy slo (S 5l (S tol)lS oS lie 5 Jalas ¥
watls Jaiio bnd (25 ublie e glaaile, o a5 Jo s ol ol )l8 iy &8 L
L (Voo f) 5Siz g S Joo "l )" plyieds chblie wax glaals, o
SIS 4 dpaz slanle; 4pz 4 amse iy ) lie Kb psgde 35 2ok
Al Laaile, ol 4o il anils (i lsime aujsd g ouds o B azas e |y oSl oyl
SpledS » oy 5 slotzl GlaaSed ) lgme BT STsl 5 adgs b wilsi oo
(Jenkins, 2006) & ,l3% 3t Kus 8 5 clozsl

L Gl sbaails; giw &)08 oz sbaails tlaila, (Goeie 9 ©)0d8 )0 i ¥
S s e oy Ol @yl Gl s (Yer ) hls el wleastS il 4
s jo a5 wiles S pal 8 1) 35 wieys IS0 4 Sledbl aje 6l was gleaill,
D508 aS Conl aitae il ol ool il Dabay S el g SeeS> slaails ) Jsese
Cowl ool Jiie i )ls g iws slasloy slaasis 4y a5 JLLS 4 ol Sledlbl axel> o
wload o (Kad 5 eloiz] Sl sl wiedjod slalnl & Jlozms slaails,
.(Castells, 2009)

Sl wijls 8 lacdgs S cow o slaaile, a5 xelsz )0 ohgas Ol s
oz sleaile) 5 silre GLad (lpl wiile ole)siS )0 (Jluplsisay ilos,S Ty (s i
wox slacgge oleisl g ledbl JUl jo g i slaiz! slaasis oLl asle
ol b ams e oSl lises 4 bals, ol wiles S Lyl Ko 5 elos
DS Gl alolT) 0e3 il i g aiS oy (g s Sledlbl a5 (g0 jguniles glacusgase

' The medium is the message
2 Participatory Culture
* The Power of Communication



&lp 5ol 5 5L glad bl b wan sleaile, ( SKind 5 cla! Slisl o Jgmu. ¥
oW S e byl Ko g slaiml Ol 0 e A e gl ol
Sl o slaaile, 45 oS e o)Ll S5 ol 4 | poe Jlimms SLS s (1490) aiig s S
Sloads oA.S‘) 4....ul.> @ ‘5:......: 6L€b4.al..u) L as ..M.ZSL;O p.{b|)3 ‘) @L{bolfd._a_b 9 L{bwi{b L_g:l.«.i)l.i
505,5 Byre drol> 4l 095 alauly e g i Hobody allgl o ol Bl iyus slaaile, o
05 5 Suldl sloog 5 sl ofgr Joou ol wiiS oLl |) 093 (rez 5 (et slacase
ailoy asde 65 @ I 055 glow wdlg po wax slaails, @b 5l a5 o) ol
a5 Saiy was b 5 Cuse Sules 10 g4 o Cosdy ol (Negroponte, 1995)
Silogsdl anal g )5 slp oS 5 00l ol (gilne (sLaS 5 Jlzms laails; Ly
I 4 (g bk Wio ;5 Gpeai 5 Sso s)lidy il sloply Lang) 9 oo
2 e @bl vszg bl Sdias 5 waz Gseie s beals, glagtlle. O
va;.h ps QS jo (Vo) oyl oS aiile lilopa s 51 S o sleails,
Soeid 4 plames S5sd (S b g golatll slag i 5 beasle) (nl jo (S aF wodiee
Slop,aidy 5 baai o8l oz sloaile, o a5 e oo oy (ol ains o aslol 34>
obrle [lo)se 5 B Sbilgime @y 4 Cwl (See St 5 oadn Wb S)n
A il snos Faeie (65 IS0 sald cul Sew plpls (Anderson, 2006) sa
2 o @3l sln stz 5 0sisn Sl skl (slap s 5 goladl slag i b
D550 jlod 4 wax sleails,
30 Gaos Ve Jlooms laaile, a5 v o plis b 4 o sleaile, 4y i
Ol 50,51 o238 b leails) ol wilos,S sl (Koo jd 5 clax! o bl o bisle
Alos 7SS o sloacase Custi 5 oleill 4 g wleasS > 4 1) S

! Being Digital
oS 0,18 0, Lal g loges ST 5 e B 5 SsVeb Lide 4 il JSb 4 eMlasl ol ¢ The Long Tail
S odg (6ol sl yo At o Egemme ,0 Lol ilo Lol e oS el Sloas b &Y guase oazes o)lis

JEN RV pRE
)y Simgp Sl

YAS
Y olat M) Jl
¥ el
Ay



Sl el il
bl 5 Sinh s
YAV
P Feer sl
S ot

o ge sbml oyl slapiy, s 5 golaidl slog e bawsi 45 (soyaz Sgein (Jloall
g e 55l il F sl lails) slealls ol

il (Fdai Oladlao 4yl
sk S50 sl 2srlr wsamair el mbll (og ale bals, ok Slllae
ans_n &) ke 5 golatdl ( Kin s il gladie; o boaile, g 5l 5 SlaziS
5 bals, ole Ly, Sazm » lals, Gleme p Gro S0 e 950, o)
oo s Gl on 2,525, nl 5l mSerte b 2le w5 lagT (o 5 elosz] (sl

Syed Jolow it slaails; jo 1) aledsh 5 gl w0

145y il Solalllan (s 15 Siloo

eloiml oy samaolisl o wls 1) baly, £ cloinl g (Kb yd slooga,ls )
Glale, alls o 5wt el slopleiS Jlab sanSods s93 lag] ash wadls
2 @S i aS w8 e codlad ol culis g sleix] lapleiisS gl o
oailo, (Ve o F) Gomle 5 Glle aiS 4 5 slatzl 5 (Koo glacage (oo S0
slaplls )0 wiiws A slagidginl 5 0508 la)bbe wdgish 5 o 6l n 63
o) Sk b 5 (e Gladulw Cus® 5 SUGL & glale, slaplads d 5l
b s slaghyyl olee Joli B amdoo (Sl o Rig5 4 oozl onl 5jlop o0
WIS gy 2 Sz slacuse oLl o ) (Sl 5 0y slanis; g (Ao

el 4 solaidl slo o il cov ilize el tolasdl glo,bislw 23l .Y
2z g ik Ghie b pogat glaaile, wilopn e (Ko g eleizl Gl e
(Rl )3 oS oo Sugli |) bl S0 slacuse 5 ol S S ras 5 005 Jao bl
(o) SoTasliw 5 (ogee mlie 4 (Sily 5 Sidsnl RYs 4 g sleals,
Sl adayly ol Esser, 2013)) oS oo adgi Sigoie g 4l Waladlors sl loas
ol Blaie ) g1 oSl o (San b Jelse I e e Igie s 45 amo go i
el 26550 5 gl



il o ot Jlzms slaaile, oo 1o (JUnzd 3 52968 b Jols ¥
odls yosi |y pleisl (28 sloyll s ud Jlioms cwl oot > a4 ) beasls,
Gz 5 g5 lacuse jsb lp gaar oo b 5 sleiz] glaase; asl o
slaaile, slacysgame lsas ailgls Jeoo ol (Livingstone, 2021) cuwl 0dgei pol 3
sloplass o lecoss gai faie gl o slas asL Wi o il 4 5 e
S e 3l eloxs]

G (9

‘_gld.SL.u) 9 oJoL..a)l ‘5LQ‘AL.¢.3. 6‘5:‘-’“’ é..(.b;.é 6L°c5)|‘;\f}'°) 9 laaslas SRR cS’L""
el oo sl Sd Gl 0 S5, 5l Bdsw pl o eebidailas Ldow gl ojlo  se
ol g aasS oo ooliiul bl 4y Lae Ll gl beaslis 5l baasle, a5 el aiine Sld
WS Sl b S | (G i) 5o oga) sloix] ol ol oo abixe
109 o0 plol SV mhaw a0 s wbidaslas Lo

ST 50 ST polie ) g pa loailis 5 polad Joloo Jolds 8 (50, )
g5l iz b b slanl 5 (Kol Glw s ol c eloix! (B0, Y

b gl beailes o bl Jdow 6,k
S o plidnl g baddS ow)n Jold 1 Sidgianl B, b oulitiopshanl Y

(Fiske, 1990) wios so Cusii 65T 12 50 Comiz olodjl alamlse

S5 e 09 g Grdind dnolr
Ol ey 50 0 ead piiie )l la ST 1) Gaiod (nl )0 oy p0y5e axdlr
slogles ale, g0 ol obusl ailesls LSas @)Ll cole 5 ol ool 6,500
S STV VR SLIUOREE | DN PRV et P U SV O WU U P g S - v W

2 45T a5 Lire (] 4 ol aiados 050 4 Bxii ol (6 uSdged g, D9 &l glise

JEN RV pRE
)y Simgp Sl

YAA
Y olat M) Jl
¥ el
Ay



pot
&
= sl
Sl ol il
syl 5 Snjh el
YA
P Feer sl
Sl sla ST

boiil b o3 bLl s 4 Jlows nl ilen,S sl G285 o] 5o oy 487 wiad ol
IO E5 4 IS SUNCE S P

o ol 45T 50 (g S aiges sl
5 ool oud iy (oMl (5500 (e sl 51 45 €Sl (gl oS5 8 5T ()
el oas e OlLT cole jo a8 « T jgil b oST(Y
55 55 Stz il GOl sra nelae 5 SYgame g5 o 4 ST 9 0

DS oo Glled Ty ey 120590 ailes,

bl ls)

Tod eolarul U""j) 9o )'l ‘GLJ ‘Sal.al.) 9 &‘5) )'l QL.M.Io‘ ‘5|J)

Como U aial il Keagh b ba )b s Ldow g beosls (g, cpl jo 100 S ()
55 5y bl i ly 50 ST il 55 Sl pliald Lo S5
5l o lal lassls (6)l350S jo o L same Sales ol obj) anld a4 g ol
G581 aools HE 5l 5 ,lasls & g0y Gudzs calisee ooy Bhsee LT aS ol in
s b el 00,5

oy SuS Bime 93 Lamgi Jitas Ojgody oo gl g baosls 1 o) San Lawgs S (Y
(Silverman, 2013).5¢% Juol> bbbl ol coro g 2o 5l Lol

T3 ‘_glbd.}iélg.

ssbas ST 5l S j2 s 5 05800 W) (ST 5o 5l GBS o sl (i cnl o
Jedow alfans zolaw jshato opl gl C8 5 wales J1 3 SSLS ailis Ll 0,90 allos
w' 4.\.9; )|)5 obLﬁ.lwlé)yo M ulf).c)

S0 ‘SJ.c ,_,5.')45.'.' 30 «‘;ﬂ).ﬂ &) olf.{bg)é 4.5&5.‘— o> Lo ailis Jodes (I
RIS W]

bogi (y93859) Sgrama (S10,5HI5 4 b ogiems 0" Hlate b Sl lie Sl (ST
RS T I NJC PRV I R JU. P OIS IPRCH EW IR L

! Intra-Coder Reliability
? Peer Debriefing



hlog b ool b oles)bl o (31 sLab g b ks cnl sy 9 oylils

03lgils <SG Pang el oo Egpb Sl (yye Jlse a5 wle b wle Sy e WS
0ol LogSiiS 5 S (o0 3L |y ol latds 300 5 5 45 wams o i ) 085 ke
(o g D> 259 Glagly nndk) Wgdioe (AL yhe (Sen oS Zal S p5lg) slaa, 5
08 2 iy lad g axtes )95 JolS (oDl gy 5 Ol 5l 90 58 yole 5 azm i3

el 00 oolaul u-“j) LQLQ&) )l 9 009
St i il s

T oo Jolo g )0 (2 (5 5 laailad mhaw cnl o

Jsu asle (Llug ol dde S0y 5l goled ¢yy00 5 w59l led LT slawmo 9 Lad
2 oS s Sl g gl Sluly sz apsli w3 sy 5 wle b wle
gl 4 Al sl (o g eolgls s jo o Lad cpl jo Laxies 2B, bl 5 ol 53 as

ST by, 5 0Lt (6L 5 Lol (sl 308 5 ddos Lo 3l eslitl 1S5 9 wld
Ly &5 9 Sb asile e Slae 3 S, cpl .ol 0olgls ol jo il )] g duiiss
ezl o550, Y
el o o p baaslis ey jo ey (Ko B g sleil Sl 4 imdaw ol po

Sl s 0dlgils S eanled (ol slacaand (lsiea o) 5 0 Caaid
leb W8l 5 e a5 o cload eols Lioled Ol JulS Gl L 30 g ) aiies
g0 odaliva 050 5 1) yalls o olai oo

Sy g A5 o 3 CenlsS 50 050 Sl ojlgen il cpl jo o i00lels yo Lyud by,
lyau,m ojlal wjls caws ol Jlo oS aS S 5 00lgils ot p S peal § o (lgrca

< sl
Sl ol lilad
Sl (Kinh cllllas
.
¥olat ) Jlo
V¥ i
Wk



o
ol gpadl il
Al y Simp e
4
P S glagleil
ek sla st

Slowaad 5l jo a5 conl wlVlo 0y sloslgls jo cuw @08 Lalg, 51 SU5L cpl aws oo
g o 3551 s e Lawgs Baes 0,5 5 Jbo

oaspslis a5 3ls e g was Y W L ol oS &k 1 21,5 pan

ol 5 SSuligS a5 wiS o Wl Cblbe 4 ply opl ool asel> (o oI S8 as gy

g o p.ml)é Oy g oz OYgame &y > B,k 5‘ °‘>‘5';B'

s (SladiadS 5 A ] 0 ) yguds 1) g gual
o0 @lady s slr 005 eolel aiile) ails (sla)lS el L () s P Lo S

5 Sl Joree plgreas 093 (i B )3 Wl piled w3 sl celsS s g (e
‘SEIJ.':.‘ S,8 0 Gizls)' 3 laands s gas onmolas o idi cpl o)l J1 3wl jeel Co o

WSS oo iy pxi Al ool jo 1y 5 aalsg AT Cul



JT ol 0485 F 00lgils 1 (o951 &1yl ¥y guai
wlo, ol Lol i ez oolgls o Lialed b 5T cnl ,o toolgils slac! iulos

JTM;I 9 mj.‘;- o.)b.;l:" ‘5’; ..LM.SSQ );ym L 955- ulf..\.\.}.u 9 ul.\.lol.ébo ‘) o.>|53l5- ‘531“

el 3D o8 g ey o Sloiz ol bz 5 9 035,8 95 b gloslgils

sloyghw! (B30, b wbilieyglaw! ¥
Costl b olall daulga a5 ojlop o olsiden] 9 basds Ll 4 xhw )l
PN oo

Gl 5 ol 5l zane w S W 5 ST L als 2l S e Gglgnl
N> g Byac &5 WS o Cuel ) siddenl cpl wolgls slacl aan Jlxiss g i d
Sopyd ey Een el ol wed i culs) 5 SRds 4 e Wl e
D9 0 0033 (g ydwe zelez 40 05194y A Cewl 0l T3 pae

JORVI S B U R R 1 I H S U I = NI S AP SOW R SUNCE Sl 4
u.:‘ °3“"6‘° 4.,..9; S o ‘Ia.wj.: ‘5\)L4.\.§‘ uw 9 09...\)‘5‘0 J.QUG oé‘yl} od.;)jp...n..a.a 9
el dnalz )3 60y ielginl 5l QUL egia LSLe

okl JolS™ idigy b oolgils s34 5 a5 oo ihaw 9 addyow g ol (@805
u\..sj.’ )| ‘sal.a)l.) J.:‘ys‘o uaBLI.’ U"' o GA}L\M‘ ‘SLZBAJLM.J 2818 S sd.;}wsa ool w.aL:u
e 5 Oyt slab)l 4 plagen jsbay o3 T 50 a5 ail Jlnl amala 50 C 5 a0

i ool sl
)y Simgp Sl

vay
Y oles ) Jlu
Vof lels
gl



ot
&
= sl
JENESEE ot
bl g Sinyd s
yay
P Feer sl
Sl sla ST

i (! (6 S et
irl 5 (Ko s Sl dopl o Ly, 5 laslis 5l solanwl b ads cpl cggeze jo
Ly, 5 2SS rae Gidsinl (i iz G B )5 e Gl 4 ) axie

g oo Cuali aslis cpl 8,k 5l aS as Sl Slee desl ( Solgils & jad

bl jo « il 1ol ph ST (G5l 4lis Sl (o
T5osd sl 00l odg AT Al s was O S SO gl S &l ol
@leiile S5 5l egar )l (Dl g0z Dol (i DLl b e slaglis
ol (slad 5 (S oS

ré O ailis a5 QLo SIS 5 ly 1) et e adiog e S ol 55 fCalg) g Lo
bt s g ols a5 (ols 5 5l by SeleS ) sdiee Sl 5y 5 (S
Sz O g Ml o0 e Sy e e S oo 03 ]y (e gl o
calol )0 il e wsax o)leds nl oylo o Hlabl 0,8 o wled a5 S L edysl 0 |y s
(2 OB e e 4 azrg by Sd (e eebitailas by bl 1y s
Pedse Jelod Silgianl g eloz

ol
sy e 45515 WIS S 4 e g 3 85 ST 5 polie 4 il 0

Sli Su Lad Gl wesoe E) a9 S SIS Koo gl tlame g LAS
oo 03 05 o S0 9 Sl it 5 Gyt SN S g Al (e
Sz g ol s, eolatul § (pdgy G5l AiS o paal & ailE5es] g 0olgils
Ba 45 el S 5 oy glib Sl San (o 5 ] (slacSie St (slaul)
e o IS il & s

9 et Sl Zadet (bl S5k S plpea (oS (S @il el Camals
o 28 5l (oialed gl 4 Sl dan dzgi g QLE S gl 09y Ceulei o) So Sadbs

DS o0 58 Az g 5 st 3590 45 el elazzl Mol S lareay



‘SLQJ 9 LSN; L.;"" 05)5 u«.\.)lAJ 6‘)" )5Q 6L<u )l oaLé:.....J A_in)}; 6L4.a 9 )50 ‘SLQJ
2o gk (hal joma plsreas ol yoham (05 Wz p 2 ST ol oz Giules sl SQo3
5 S (S S olad gl a5 090 0 ool ply pl Cusli gl gl 0z 3l S0 sled

el Oy

i ool sl
)y Simgp Sl

va¥
¥ ojles M) Jlo
Vof lels
Ay

Jino 9 Logd old B @y o095 (S 5 09591 pguad

PV E AN LSV |
19510 o0 (Mg oo Jitine Laallis @,k 5l aS S8 5 clodnl gleo @ o o

Gl b o5 (S 3007 ho seinsl Sl B el ol 59 3005 S
lop] 51 )b Lol iyl s 4y (5 mgy (U5 42,5 g oo IS (el 4 Sgucme yioS
(S50 Gl 5 610555 0 5 50 Giled) WS (cad Zule |y (oDl gy ooy sl il
LT asle Jluzs sloails, ,o o5 el s S ol lad sasaslis geee ol
5 Pl (oI5 Sl 500 U 55 St ey et (S s s 25 052
alol3T 1) 0g3 slasbl Wig co 4 ) 0,038 o Liules & 1) GUj oz Pueli Codge
(D02 &) o 5l ookl g 0y ,3) a2 oo plonl (o b 0 50) (6,550 L (Solan 90

S S slas o)ls 0T o pae LSS ran p zadsn Eebs 1 yhe (2 pan
(202 O, ppw jl oolaul g dedisn s blge 5 olo BI) ats o slosles 5 (he S

2aas o gy |y 69l 5 oy DY gane O pae a5 Coul (Kis b saimslis 4




e
= el
(ol ez aalidad
byl g (Sinyh eldllas
Y40
P e slagleiil
S ot

sly ozl S S Glyieas M8 (S @l S g0 S (S Camli
ol G503 4z 955,50 45 (S lgreas ol ienl oad a8 )5 5 @ flS cnl 5o ploye 5 0L
ol ol 8l STy el (a3 05) Oye aselx 5o JTos] (F055 S 5 Colibge saimsylis
ol 4 Sl fnl oniasplis (ol 9y50 50 53,5 Cuzmo 5 5 Se) ol 4 QLAES o
Sedige Al sloizl Cazme 5 a5 SN S (g

Seiggul o, ¥
W10y S oo Cosl fols &5 Sk leasls s SOjglginl (Sl oo 4 mhaw o0l 5o
D s

ool Mandly o8 )l jled 0" il ol ply eudiSen 9 (55l STglgiul
Cwd Camgazin § Crtbgo s 0iled oo JioT &)l a5l ooliinl b a8 sl Cudban (55605500
Iy Comgome 5 tloia] codbon a5 cul ib] T3 a0 alldS G sasmoylis ply cpl ol
Sl e ol Sloss 5 Vg 35 3o,

L e slad 5 b5 ol iy o o0l ok cnl o 1w 9 didyoke (s SLES
5O Osz g0 Sl iSeiS I goles sl cpl 5)ls 0ezg ol pl al)Sakadlxe 5 i (slad
A dxel> ,0 W slaid g i ool JWis 4 by ol jo a5 el &l axel>
45 gl oo LS aled 4 (Jlpl Jime 5 )30 0 5l s3led g oS Sl
ol SI05T Gl g (6 S el 4 408

JNED 5 Jano £ 509 )5 @il 43 00 g0 a2 g ¥y gu



5 Jiezs aile; S plyieay LT pidien 05T olml yo Jlozms el i
gk ol a3 oo @23 Glnl ey sloailo b alin po 1, Solil (lad (g5l
50U 5l oyt 5 iz pilal oleiil gl Jlomms Glad o vz s ey ool
o sl sl sanmoplis Wl cpl S e colaill ooy sl sl i
el U5 @leiil So Sl (eSS slaails 5 Jlums slaail,

ows (ol gaidl guis o
5 Sudidge i yue loply zodon csloizl 5 S npal LSSl eslinul b s ol
et § Copgine g Sedbgo olad lgied (can,S (S 5l eslitul xS o e |, (g0l5]
Sz 5 izl Gt pledil 055 )3 (6 et eaims (LS (gosy S 5 T8 sLAS
Sigdenl s cpl jo cwl saalin LB QU.J aibe Jozws sleaila, o a5 el
Sleks b (dly slooslis 5 o5boe ol zadsn aldyhe Coesl 5 ol S5m0

.O)lé ’35-'.’5 Q'fl ) 6].&4.7‘...0)

=

ok (GLLT wile) slme slad 53 Slicks (Dl stz Omisl ks ks
50U stboisl 0355 55 Lol i o T3 0n b ]S pe g5 5 s, 39,0 45 wmo e
WS 90 ol sl 5 bacwlil walsl jo 5)ls 0429 oo Sla gl iz slo il

D9hsn (o 5 Jraiiay Olipls

&l 90 slacals
bl o az 5 Ol (5y50ex Onsl 0 4z Slids g5 90 8 1S pan gl
i S pas sy oS el ] il 39 0 Lol play il o (] S e g3
Gk 3l @l S rae al o pmigl &l o 2lls s o Sesdss 5 e (S
G5 0 R0 g 5l b A Gl 4 (Sejld 0 5 5 )lals slasls
oaipo Lt STl (l )10 55 e (0 (S5 S g 5318 5 e 2B pan L]
2 @SB as Soenl )00 9,50, baz 5 (S 9,509, b ax il 93 0 45 ol )

05 o ST 05039, (S

< sl
Sl ol lilad
Sl (Kinh cllllas
a5
¥olat ) Jlo
V¥ i
Wk



pot
&
= sl
Sl ol il
syl 5 Snjh el
rav
P Feer sl
Sl sla ST

alo) 9 50 0bj @leijl 0,0 losgls az ST :Oludd’ )0 OU) duwer p W

O g diee ol S8 ae pdd jo ol Il (U5 aieS g0 e 0 Ll ol sezg (cw) 350

&b 90 glagls
el (B3 @lesil 092 55 il 93 (nl G gl (55 5 51 (S 10 (2 led b g2
(@l 5eil J310) (gloails 5 (s Gla i )3 b5 (ol (65002 sl Slicks 5o
ojlal 5l aiejls o5 wigd ge sl i ool d lyrear Loy T igdign 0antS o 4
oaS gl bk Gl s (hley W) oladl b Seeas sl Oloye

s aYlos o g 00lgils o gla sl

s 1y Slocgands olsiear b5 sl lad 5 LT bl o (hlas 5o
Sl g0 pges Az gid)ge oS B8se lopz Olpear 5 (O)he Glolase )3 LS Hea>)
09 JEae 5 (e (eletzl oS S s (oo S (S il gt e 03l Slaled
S A plarear ) (U ol g9l djlon o0 Jgaze gk 4 (olgls L 050 )58
4 s wlid e g Bge Jloone)d 5 W)lo Cews jo 1y 093 lacbl 5 (Swij JyuS
S (o0 (gleisl g 00 iS g

Daday 05 Gide (ol $ysez sl Slieks 5o (g e solT g iy
155 oS ol b b el ST bl (gl il b illas g ol o0 J S
9 (5282 Slaleslin 008 (WSaie Zedgt paal (nl Wgd oo 03l s (S lalaze
oz BT (A o adl sl aST Uy sy g idey g oS Cenl CuagSe aade
oolgils )3 ) a4 ol (nl Wigdise ,iitie oMol (6 ptenz pllss slaail, y3 a5 lalyize
Sy Sy i b olgiie e (ol a2l 4 Wgd il ol Sl b wibioe 5 055
9ed pdvdez i | Ao cnl g

o3oe SUl 0 (g gamy it 5 ol glaidis b o) )bl Sliaks o (hlie o
Sy b idg bl wi)ls s as JWO L (g5, LT 5l (6 le 4z 51 0igd o ools igles
2 a8 il gl S g golil Slad sasmolis cpl el oy gloolailiul 5l e

AR (o0 45|)| QLS)‘ Q...;Lo.» 90 (G Lgol)‘—‘ 9 o p5L> 6)"’“’ slas



23> Cozla 13 ooy laaile) (U &5 was oo Las EkS 55 (nl Al izen
gm0 a5 W)l il sl slaaile; 05 5l S (s w095 cogas 00>
Wgdos pol> (sogee (Sl )3 g 4>

5 Glals i ot o i U (Gansl Dbl o S gy
Gl S oo Wl 1) Sanp g 00 S el 1 ploye 5 W)l )15 (S el S e
9 &y08 o ol jo s cl axsl> o s iz sl i saies il Faga Slids
A Gl e 4y dlsly (g3laill (glois S peenal )0 U g ijls LS

S @il il g e 5 goied ;08 slaids b wolLT olids o (blie o
ol )l Glo e 4 (Sly 5 9dl 4 (55l (BBge 9 Dmtne Smatd S plpied (oo )S
2385 Sl 0B 51 S0y gl 5 Sz GG 5O (6 S oaiad L padgd Dol
adse ) Sl 5 gjlme slab bl

S5z 53 oMl Gstex Omngl ok esledal g (b S a0 Wgld
xSy e cnl Slidls o)ls I8 Gl amsly (e 5 (o0de lagts)l  Se
el s oloin] gl lmin s o] B 5 ol al Sabiblos 5  Solgils olo i

s ol azsi Gl s e (TN S it SLLT Sl s s
SV) Ry Sy 2 S Sl ol 00 0 4 e 5 Gl (25 Brae slagts)
A Col Slpl axel> jo slaiz! Ol s saimo las g o)ls 35 ed ald 0w g 6)363 & s

S o oS sleizl g (Kin b gleojex 0 ins slasolil (g gma

SOREe
Syl WS (oo &l 093 plo (n i el plpiea 1) 2l S pan als) 9o ya S )0
(ol Systez Dol )0 Sszy (Sue g ez Sl leiih 092 50 (cets
Sl a5 o yo was oo aled Glspe S pie 5 S5 Cod 5 (S sla i 5o ) 05
onl wps oo Gl (s g Jies lacgasd plyea | o) LT asle gl sl
sleails, o jo a el olpl arel> o izl 5§ (Ko s DY e sasmolis lacsglas
el (o28ly (5Lad 4y 5 039 (U 00 9 Mz ol oLl Gl g (2lE Sl

s 5035 Glez e o gata

JEN RV pRE
)y Simgp Sl

vaA
Y olat M) Jl
¥ el
Ay



il
&
= sl
Sl ol il
syl 5 Snjh el
raq
P Feer sl
Sl sla ST

Ololesciy
» olels wlil oS zlae Glixe glp 1) OYl5w ol Olgioo Gom loiegh sl
po0 Sl Jilow p3 50 5 Slble (59, (Sjlme (pogas 5 (FugS>) ladils) ool 5 Slas’
Sl asllae rizmen Saind oo )18 winy 5 4295590 i | SUls Gl 5l g5 plos
5 o) slale) glolgize plo o () @leisl a5 o5 slriny L) ol )0 Glgiee |,

ol ©)g0 ax 4 (o)

&L

Gy, robuds o 5 P oo ‘S.LQJ)L. (\Ya9) = L‘_,,_;lj.e; eyt g t‘_l)"l 4‘_,,.;".‘1}\ £60urw ‘as"“'-’-B‘
Aebiofrg failu) 5 wlbls,l glais, b Sldlas ole asblad | colibailis —Las « cloix]

N2V 1 G550 wlads 9 (o ail) iolen

il Ganal aegerme )3 (Jmi Cugn (pledl ((VTAF) 050 (g3gme g ol (o
W FA YA L Y7 o)led .0a03b Jlo 0yg pobigal, aslilabd

ilome sLad G555k ol jo Gb; lessl OYAY) (nallygi ol (690, deanS o Slg et SLILS
stlozml bl | pgle 0yl olis IS asbiobl «l LT colu 6l sla 5T 163,50 anlllas
Sl ) psle sussls . oLbLL andls olzils o))

) aebilad . s sl 65l ST G 5o 05 ledil (VFAR) SBL oolil o mpad 5 (ubes o oollS
AYAF Glls g 5l sl 5 dnasgi 5

ol ol solSaus g mly sbassail ks, sboay lai (VYAF) semme o woly (504
s Sl (g pten O L]

Ol Osisl sladbye )0 0l 28 leiil YA o )lar sl 5 o (ool 1abld ol oLk
Sl ple 0uStils Ki b 5 ple olStils ) saslid IS sl

Anderson, C. (2006). The Long Tail: Why the Future of Business Is Selling Less of More.
Hyperion.

Bahmani, M., & Sojoodi, F. (2015). Representation of gender identity in the TV series
“Setayesh”. Radio & Television Quarterly, 11(26), 149—170.[In Persian]

Barthes, R. (1967). The Death of the Author. Aspen.

Castells, M. (2009). Communication Power. Oxford University Press.

Collins, R. (2021). Media, gender, and identity: An introduction. Routledge.

Ebrahimi, A., & Moradi, M. (2023). Gender representation in Iranian media: The case of digital
platforms. Journal of Middle Eastern Media Studies, 15(2), 112-130.



Esser, F. (2013). Mediatization as a Challenge: Media Logic Versus Political Logic. In K.
Lundby (Ed.), Mediatization of Communication. De Gruyter.

Esser, F., & Hanitzsch, T. (2012). Handbook of Comparative Communication Research.
Routledge.

Fiske, J. (1990). Introduction to communication studies. Routledge.

Foucault, M. (1972). The Archaeology of Knowledge. Pantheon Books.

Gill, R. (2020). Gender and the media: Contemporary issues. Polity Press.

Goffman, E. (1979). Gender advertisements. Harper & Row.

Hall, S. (2004). Representation: Cultural Representations and Signifying Practices. Sage
Publications

Hallin, D. C., & Mancini, P. (2004). Comparing Media Systems. Cambridge University Press.

Jenkins, H. (2006). Convergence Culture: Where Old and New Media Collide. New York
University Press

Kazemi, A., & Fasihee, A. N. (2007). Representation of women in a television commercial.
Women in Development and Politics, Spring & Summer 2007.[In Persian]

Lister, M., Dovey, J., Giddings, S., Grant, 1., & Kelly, K. (2009). New Media: A Critical
Introduction (2nd ed.). Routledge.

Livingstone, S. (2021). Audiences in an Age of Datafication. Media, Culture & Society.

Livingstone, S., & Lunt, P. (2021). Media Audiences: Effects, Users, Institutions, and Power.
Routledge

Machin, D., & Mayr, A. (2012). How to Do Critical Discourse Analysis: A Multimodal
Introduction. Sage Publications

McLuhan, M. (1964). Understanding Media: The Extensions of Man. McGraw-Hill.

Mehdizadeh, S. M. (2017). Media theories: Mainstream ideas and critical perspectives (6th
ed.). Tehran: Hamshahri Publishing.[In Persian]

Nazemzadeh, F., Saei, A., & Arvin, B. (2010). Representation of women's roles in Iranian
television series. Master’s thesis, University of Science and Culture, Faculty of
Humanities.

Negroponte, N. (1995). Being Digital. New York: Knopf.

Oveisi, S., Afrashi, A., & Modarresi Tehrani, Y. (2020). Representation of the concept of
women in advertising: A socio—semiotic approach. Interdisciplinary Communication and
Media Studies, Special Issue on IRIB National Media and Commercial Advertising, 61—
91.[In Persian]

Rahimi, B., & Tamimi, Z. (2023). Online media and the politics of gender representation in
Iran. Iranian Journal of Gender Studies, 8(1), 45-63.

Shalbaf Shirvani, K., & Razavi Zadeh, N. (2018). Representation of women in online
commercial advertising: Case study of Aparat commercials. Master’s thesis, Allameh
Tabataba’i University, Faculty of Communication Sciences.[In Persian]

Silverman, D. (2013). Doing qualitative research: A practical handbook. Sage.

Zotos, Y. C., & Tsichla, E. (2021). Gender stereotypes in advertising: A review of current
research. International Journal of Advertising, 40(3), 385-400

JEN RV pRE
bl (Simpp Sl

foo

Y olat M) Jl

¥ el
Ay



