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I 

 

Gender Role Stereotypes as an Ethical Resource in the Peruvian Advertising Discourse 

ABSTRACT 

 

The most renowned brands worldwide incorporate initiatives in their business approach that 

seek equality between genders in society. Nonetheless, brands in their advertising 

campaigns, gender remains stereotyped in the roles men and women play, which can be 

considered harmful to society and therefore unethical. Such discrepancy appears even in the 

same intervention generated by advertising specialists who define and design the 

communication of these brands. Therefore, this study seeks to identify the arguments used 

by Peruvian advertising professionals to justify the use of gender role stereotypes within the 

advertising discourse from an ethical perspective. A qualitative approach was selected as the 

research method for this study. In-depth interviews with 16 professional advertisers from 

different areas in charge of producing this type of communication. The lack of knowledge 

about the actual dimension of the harmful gender stereotypes impeded a de-bate to leave 

without arguments to those who believe that the use of stereotypes is ethical. Professional 

advertisers have lost part of the necessary connection with ethics and find it hard to deal with 

these dilemmas because they do not identify the damage caused by gender role stereotypes 

in society. 
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Estereotipos de roles de género como recurso ético en el discurso publicitario peruano 

RESUMEN 

 

Las marcas más reconocidas a nivel mundial incorporan iniciativas en su enfoque comercial 

que buscan la igualdad entre géneros en la sociedad. No obstante, las marcas en sus 

campañas publicitarias mantienen el género estereotipado en los roles que desempeñan 

hombres y mujeres, lo que puede ser considerado nocivo para la sociedad y por lo tanto poco 

ético. Tal discrepancia aparece incluso en la misma intervención generada por los 

especialistas en publicidad que definen y diseñan la comunicación de estas marcas. Por lo 

tanto, este estudio busca identificar los argumentos utilizados por los profesionales de la 

publicidad peruanos para justificar el uso de estereotipos de roles de género dentro del 

discurso publicitario desde una perspectiva ética. Se seleccionó un enfoque cualitativo como 

método de investigación para este estudio. Entrevistas en profundidad a 16 anunciantes 

profesionales de diferentes áreas encargados de producir este tipo de comunicación. El 

desconocimiento sobre la dimensión real de los nocivos estereotipos de género impidió un 

debate para dejar sin argumentos a quienes creen que el uso de estereotipos es ético. Los 

profesionales de la publicidad han perdido parte de la necesaria conexión con la ética y les 

cuesta enfrentarse a estos dilemas porque no identifican los daños que provocan los 

estereotipos de roles de género en la sociedad. 

 

Palabras clave: Estereotipos; Roles de genero; Ética; Publicidad; Marcas Peruanas. 
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1 INTRODUCTION  

 

Unilever, one of the world’s largest advertisers, carried out internal research that analyzes 

1,000 ads from 25 different countries and found that 50% of these ads contained stereotypical 

portrayals of women, 3% showed them in leadership positions, and 2% showed them as 

intelligent (Sweney, 2016). Gender role stereotypes refer to the idea that certain behaviors 

learned by a person must be performed based upon their sex (Cho & Jang, 2021). The 

advertising industry must contribute to combating gender stereotypes and sexism with 

positive messages towards women which must be perceived as authentic. It is not only a 

trend that transmits unrealistic and unattainable stereotypes (McCartan & McMahon, 2020). 

Brands such as Procter & Gamble have received complaints about stereotyping advertising, 

portraying women as solely responsible for the purchase of cleaning and personal hygiene 

products (López et al., 2021).  

A stereotype has traditionally been conceptualized and assessed as over-generalized belief 

about a particular group or class of people (Neuberg et al., 2020). Gender-role stereotypes 

are defined as behaviors and actions associated with a particular gender that influence the 

beliefs and expectations of other (Clarke, 2020; Shinoda et al,. 2021). Gender stereotypes 

represent women concerned for others rather than themselves and portrayed them as docile, 

vulnerable, fragile, modest, powerless, dreamy, child-like, warm, selfless, submissive, and 

helpless (Rodríguez & Gutiérrez, 2017; Thompson-Whiteside et al., 2021). Even today, the 

use of gender role stereotypes in advertising has negative consequences, especially in 

women, such as a loss of self-esteem, dignity, and confidence (Khalil & Dhanesh, 2020; 

Eisend, 2010). Also, women have restricted opportunities for personal and professional 

development; they believe they cannot be successful in science or math to the point that they 

lose interest in STEM (Science, Technology, Engineering and Mathematics) careers and 

affect their performance. (Khalil & Dhanesh, 2020; Steegh, 2021). Women's work is 

relegated and economically less valued even if it is the same position (Clarke, 2020). 

Therefore, this must be approached from an ethical perspective, understanding that it is 

present in every human act and is based on human rights inherent to all human beings (De 

Melo, 2016). Ethics is defined as the moral principles and values that govern people's 

behavior. Especially in advertising, ethics are not correctly aligned with legal norms, and 
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these are the ones that erroneously indicate what is moral and what is not (López et al., 

2021). More than a decade ago, Drumwrigh and Murphy (2004) were the first to discuss how 

advertising agency personnel perceive, process, and think about ethical issues. The authors 

found that advertising professionals have moral muteness and moral myopia because they 

failed to be concerned about advertising’s social consequences. They have the obligation of 

examining, monitoring, and revising the standards and practices of ethical advertising 

(Drumwrigh & Murphy,2004). Moreover, advertising is recognized as one of the most 

ethically challenging aspects of marketing (Shabbir et al., 2019). Consequently, the 

discussion of the use of gender role stereotypes must be analyzed from the ethical perspective 

of the publicity experts. Therefore, the main research question of this study is: How do 

publicists justify, from the perspective of ethics, the use of gender role stereotypes in the 

advertising discourse? 

2 METHODOLOGY  

The aim of this study is to analyze how professional advertisers justify the use of stereotypes 

of female gender roles in Peruvian advertising discourse from an ethical perspective. A 

qualitative approach was chosen as the research method for this study (Creswell & Poth, 

2018). A purposive sampling strategy was used to identify junior and senior professional 

advertisers who had experience in various brand categories such as creative (4), accounts 

(3), planning (2), marketing (2), art production (2) and direction (3). This sampling technique 

consists to find an informant who is willing to provide information due to the knowledge or 

experience he possesses (Etikan et al., 2016). 

In order to gather data answering the research question, an interview guide was applied with 

eighteen open-ended questions (Tuncay & Coleman, 2015). The interview guide was divided 

into three sections: (a) the use of gender role stereotypes; (b) the ethical aspects of gender 

stereotypes in Peruvian advertising; and, (c) the ethical aspects of gender role stereotypes in 

the spot "Saving's Experts". In total eighteen questions. The spot for Plaza Vea supermarket 

“Saving Expert” was featured in interviews: Female voiceover accompanied by exciting 

music: What's a Saving Expert? A woman who knows about prices? - A series of questions 

is presented about what an expert in saving is, relating them to motherhood, to being a 

housewife and a worker, all within the home. A sample of 16 interviews was obtained. The 

interviews, with an average duration of 45 minutes, were conducted in September and 

October 2020. 
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The thematic analysis was used to analyze the interview data. Once the data was transcribed, 

it was then analyzed, categorized and organized into themes and further sub-themes (Clarke 

& Braun 2014). All participants gave their verbal consent to tape-record discussion and to 

take part in an interview (Rapley, 2014; Deakin & Wakefield, 2014). The participants 

received a summary participant information sheet were informed that the study was 

completely voluntary, and would not affect their jobs, in any way (Rapley, 2014). To 

safeguard confidentiality, all interviewers were identified using an alphanumeric 

participation code. 

3 RESULTS 

3.1 Advertising professionals' perceptions regarding the use of stereotypes of female 

gender roles 

About the stereotypes, the interviewees recognize incorrect characteristics and roles that 

typecast women and men just because of gender, where its acceptance is defined by the 

education received. The models that prevail are those of the wise homemaker and mother 

who takes care of children and the husband. Unfortunately, those occupations and behaviors 

are mostly attributed to women, which is harmful to them because their self-esteem is 

weakened and reinforces a sexualized image of them (Åkestam, 2018). Even within this 

sexualization, women are assigned a less professional role and more demure role, which 

ultimately impairs the cognitive and emotional development and their actions and attitudes 

(Grau & Zotos, 2016). After all, they create a misconception of reality that causes frustration 

and perpetuates its existence generating a vicious cycle where an oppressed behavior is 

reinforced. These external pressures are linked to lowered self-esteem and self-rejection 

feelings. The problem with such stereotypes is that they can shape wrong attitudes and 

perceptions of the world, by affirming or exaggerating such beliefs (Windels, 2016)  or even 

can have a greater impact, because in addition to creating and perpetuating them, it harms 

gender equality and society, because it reinforces the gender focus and goes against equality 

(Matthes et al., 2016). Interviewees did not believe that people were affected, or only were 

affected by causing angry in people against stereotypes. Furthermore, they attributed the 

impact to the business field and not the social field. On one side stereotypes enable people 

to identify themselves with a brand and establish a level of communication with a certain 

type of people; and on the other hand, it has to be careful enough to avoid damaging the 

brand´s image and causing financial loss. 
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In my experience, it has not affected them negatively, it worked well, but the advertising 

sought deception by making them believe that if they used a product they would be 

better moms, women, or wives. I don't think it can affect on a psychological level. I 

don't know, what I do think is that if we had continued talking in that way, the effect 

would have been negative, because in some way we are being responsible by telling 

women that they cannot be another thing. I have a daughter and I would like the message 

of a soap or detergent brand to reach her partner as well. (P8, M44) 

I try to be as flexible as possible because above gender issues, there is the value of the 

person. (P10, W44) 

A minority of interviewees claim their absolute opposition to any justification of the use of 

stereotypes because they consider that they do not contribute to society, create division, and 

take roots in the society. The motivation to incorporate gender stereotypes in advertising 

revolves around the consumer's identification with a certain brand, the fear of reduced sales, 

and the absence of studies to provide arguments to persuade them of the contrary. In line 

with Windels (2016), all stereotypes are negative because they increase those pre-cognitions 

assigned to gender. These elements are used to reduce the message and the time it takes the 

receptor to sink in the information. Eisend (2019) adds that the gender roles in advertising 

also affect those who do not consume the brand. 

They're aimed at a profile that needs this type of advertising to understand it in a more 

didactic way. (PE5, W51) 

Stereotypes are not justified. I do not feel that they contribute. I feel that they divide and 

somehow take root. I think that brands are very afraid of losing customers, and they betray 

themselves by not losing what they have built, by not losing sales. (PE9, M43) 

3.2 Ethical arguments regarding the use of gender role stereotypes in Peruvian 

advertising discourse 

The participants consider that ethics (a) depends on a personal judgment about what is 

morally correct; (b) consists of discerning between good and bad; (c) and, seeks to be 

consistent with the values to protect the truth, rights, and duties to live in harmony in society. 

The majority of interviewees accepted that in some instances they had to struggle with it at 

work; today they do not think about it because its limits are a blur, so they define them from 

their perspective. Advertisers outline a defense argument: the boundaries between right and 
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wrong are a blur; that is why assessment criteria should be established and supported. 

Therefore, any ethical assessment becomes subjective. Something that could be perceived 

as ethical at the beginning, could end up having the opposite effect. In line with Schauster 

(2019), advertisers do not consider ethics in their actions, showing problems to conceptualize 

it; because it revolves around the legal.  

According to Schauster and Neill (2017), philosophical ethics considers that rational actions 

must be carried out from making decisions based on the understanding of what is right and 

what is wrong with it, and if it is morally justifiable or not. To Fine and Rush (2016), ethics 

seek to provide humanity with “a good life” relying on the “‘what ought”. Therefore, they 

support the evaluations of suitability for gender-typed roles in advertising, arguing that the 

ethical value of gender equality should be a widely accepted ethical principle (Fine & Rush, 

2016). From the philosophical perspective, the concept of ethics establishes a set of standards 

on behavior that are considered “fair” or “right”. From there and by extension, emerges 

advertising ethics which focuses on what is “right” or “wrong”, even going beyond the legal 

field to qualify the actions and decisions as “good” or “bad” (Shabbir et al., 2019; Lefter, 

2019). That is because laws are the reflection of ethical judgment, so the advertising laws 

are dominated by advertising ethics and reaffirms that being legal does not mean that it is 

ethical (Förster & Brantner, 2016). 

Ethics. How difficult! (...) It is the behavior that you have in public and in private which 

aligns with values accepted as morally correct in the society, where predominates the 

truth and the common good. (P6, W56) 

I haven't seen ethics in a lot of years. I remember it from college. I believe that 

something ethical would be morally and legally correct, depending on the company 

principles where I work and that I have. (P13, W32) 

It is complicated to define, you have your personal ethics and advertising ethics. There 

are certain moments in which you see and understand that perhaps advertising strategy 

and creativity are using exaggeration as a resource (...) So at what point do you say this 

is not ethically correct or socially it is not right? and you sin because you are a publicist, 

but you are also a person. It is complicated when you are already working, it is diffuse. 

(P3, M42) 
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About the female role gender stereotypes as ethical resources, a group considered them 

unethical because they create one expectation of reality, perpetuate the stereotypes and 

inequality, and do not allow to improve the ways advertisers communicate. Instead, another 

group considered that they are ethical as long as there are people who consciously accept the 

use of such stereotypes. These findings align with Tuncay and Coleman (2015), who found 

out that ethics is absent for advertisers as they put the responsibility of defining right and 

wrong on regulatory institutions. Advertisers felt they were just being creative or giving their 

customers what they want. Currently, the advertising world is ignoring the ethical principles 

that prevent them from perceiving ethical dilemmas or that they justify this practice 

(Schauster & Neill, 2017). According to Lefter (2019), practitioners rarely discussed ethical 

dilemmas even though they encounter ethical problems in their daily work; they prefer to 

ignore or minimize them. Therefore, ethics has to advocate not only for the consumers but 

also for the vulnerable persons in society (Tuncay & Coleman, 2015). I think it is ethical in 

the sense that it does not a lie when it [the spot] says that a woman is responsible for cleaning 

a home (...) but the morality is added here, it is correct? I think not, because we must be 

aware of what we are doing a prejudice and we can avoid it. For me, it is not moral, but 

ethical, because it is not a lie. (P11, M48) 

3.3 Ethical consideration about the gender role stereotypes present in Plaza Vea´s spot 

Regarding the spot “Savings Experts” (Entretenimiento & Comerciales, 2018) the majority 

found it ethical because it empowered and portrayed women in a role in which they fought 

for equality; no male character was necessary for the campaign. In other words, the spot 

reflected reality. Interviewees questioned how saving money is attributed to the housewife, 

where her sacrifice as a devoted and exhausted mother who neglected herself is glorified. 

They conceded that probably the intention was good, but they missed the fact that when 

airing the advertising they reinforce negative stereotypes. In this case, gender role 

stereotypes excessively pigeonhole women that do not reflect the diversity of their lives 

(McCartan & McMahon, 2020). Ethics denies any justification of the role gender stereotypes 

used in advertising. Ethics intends that “the fair” and “the right” prevail (De Melo Gomes, 

2016), which may harm gender equality and harm society (Drumwright & Murphy, 2004). 

Likewise, advertising is currently trying to use messages of empowerment and gender 

equality, even though sometimes it has a manipulative effect that apparently gives women a 

voice but actually reinforces the reproduction of stereotypes (Rodríguez & Gutiérrez, 2017; 

Varghese & Kumar, 2020). 
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I think that in that spot it uses a stereotype positively. Ethically, they are putting a 

stereotype in value. They are giving a woman strength and a voice. (...) Why does a woman 

have to be a saving expert? Why can't be a man? Why can't I go shopping? I think that in 

the case of Plaza Vea perhaps it was an exaggerated approach, perhaps due to the search 

for an organic advertising impact. (E7, M34) 

Yes, it is ethical because we are selling, this commercial goes to a specific target audience. 

But if you notice the self-sacrificing mother, in scenes she is very disheveled, she did not 

sleep (...) We could reduce it a bit. (E14, W29) 

Likewise, the participants use often gender stereotypes despite being in disagreement or not 

sharing values with the brands they had to assess the risk of losing the account. One group 

highlighted that advertising should create and promote campaigns to found alternative ways 

of communicating and fulfilling their responsibility with society. Meanwhile, another group 

justified the use of gender stereotypes in the advertising industry; because a large sector of 

the population felt identified with them, and the advertising had to reflect them to be 

effective. It is important to remember that stereotypical advertising perpetuates mistaken 

beliefs about female roles, and their repetition creates a perception that they are the only 

roles that women can play (Shinoda, 2021). Likewise, these roles are mutually exclusive in 

a way that they are opposites (Tabassum & Nayak, 2021). 

It seems ethical to me because of how well managed it is by making the comparison 

between saving prices and saving in the struggle to achieve equality. I think a man must 

have appeared in this spot anyway. (E2, W37) 

They practically assume that this woman lives in the house and is in charge of everything 

that happens there. I think that this intention to find common ground between saving with 

other aspects of her life seems somewhat forced to me and simplistic resource. Because 

under the pretext that the mother solves everything, stereotypes arise. (E12, M49) 

4 CONCLUSIONS 

The lack of knowledge about the actual dimension of the harmful gender stereotypes 

impeded a debate to leave without arguments to those who believe that the use of stereotypes 

is ethical. Professional advertisers have lost part of the necessary connection with ethics and 

find it hard to deal with these dilemmas because they do not identify the damage caused by 

gender role stereotypes in society. The interviewed justify the use of gender role stereotypes 
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in advertising discourse as ethical because (a) the ethical limits are not established; (b) they 

have not received evidence of the harm that could cause; and, (c) the ethical practices are 

often circumvented in daily practice.  

Findings neither support a solid idea about how stereotypes can have harmful consequences 

to the brand’s profits and image. It is necessary to prove what Lefter (2019) claimed 

advertising has an economic and social impact but not individual. Findings evidence the 

need for an intervention managed not from an entrepreneurial field but academic to change 

managerial practices based on gender stereotypes. It is necessary to provide advertising and 

communications students with all necessary concepts and tools to reach an ethically 

acceptable position in which their actions are considered justifiable and sound. The relation 

between education and ethical dilemmas is evident. The universities must provide the 

necessary knowledge and skills to the new advertising professionals so they will be capable 

of critical thinking about possible moral and ethical dilemmas. The current absence of 

knowledge about the effects of sensitive ethical issues advocates the need to provide 

guidelines to navigate the ethics of personal versus professional behavior on practitioners in 

advertising. 

This study has two limitations. First, the COVID-19 pandemic restrictions prevented the 

conducting of the traditional face-to-face interviews, so it was not possible to appreciate the 

non-verbal language of the interviewees who preferred the camera turned off. Second, given 

that the data was collected from a small number of Peruvian professional advertisers, the 

findings are not generalizable in a different social context.   

Taking these limitations into consideration, future research should study: (a) the level of 

stereotype threat, not only among the target consumers but also in society at large; (b) the 

impact on the current and future income trends and assets of the organizations that 

sometimes promote or defend the use of stereotypes; and, (c) the final effects on the image 

of announcers and advertisers. 
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6 ANEXOS 

Anexo 1 - Características de los participantes: edad, sexo y área de la publicidad en la que 

se desempeña. 

 

 

 

 

 

 

 

 

 

Participantes Edad Sexo Área de trabajo 

H1 40 Masculino Planning 

M2 37 Femenino Marketing 

H3 42 Masculino Cuentas 

M4 48 Femenino Cuentas 

M5 51 Femenino Cuentas 

M6 56 Femenino Planning 

H7 34 Masculino Marketing 

H8 44 Masculino Creatividad 

H9 43 Masculino Creatividad 

H10 44 Masculino Creatividad 

H11 48 Masculino Producción 

H12 49 Masculino Producción 

M13 32 Femenino Dirección de arte 

M14 29 Femenino Dirección de arte 

H15 35 Masculino Dirección de arte 

H16 31 Masculino Diseño 
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Anexo 2 - Guía de entrevista 

Nombres:        Edad: 

Sexo:         Fecha: 

Profesión u Ocupación: 

Buenos días/tardes/noches, mi nombre es Camila Carbajal, soy estudiante de la carrera de 

Publicidad de la Facultad de Comunicaciones de la Universidad Peruana de Ciencias 

Aplicadas (UPC) y como parte de mi proyecto de investigación titulado “Los estereotipos 

de rol de género como recurso ético justificado por publicistas”, estoy realizando una 

investigación cuyo objetivo es “Determinar de qué manera los estereotipos de rol de género 

pueden ser un recurso éticamente justificado por los publicistas en el discurso publicitario”. 

Al mismo tiempo, hago de tu conocimiento que la información brindada en esta entrevista 

es de carácter confidencial y solo será utilizada para los propósitos de esta investigación. El 

tiempo de duración aproximado de la entrevista se estima en treinta minutos. 

Agradezco anticipadamente tu participación y colaboración totalmente voluntaria; si deseas 

puedes culminarla en cualquier momento. A continuación, iniciaremos con las preguntas. 

¿Aceptas ser entrevistado? Sí ___ No ___ 

¿Aceptas ser grabado? Sí ___ No ___ 

1. Cuéntame, en resumen, ¿cuál fue tu formación académica y experiencia laboral? 

2. ¿Qué datos son los más importantes recopilar para desarrollar tu trabajo? ¿Por qué? 

3. ¿Crees que el género del público objetivo puede influir en el proceso creativo? ¿Sí o no? 

¿Por qué? 

Descubrir cuáles son las percepciones de los profesionales de la publicidad respecto al 

uso de estereotipos de rol de género femeninos. 

4. ¿Cómo definirías los estereotipos? ¿Por qué? 

5. ¿Cómo definirías los estereotipos de rol de género? ¿Por qué? 

6. Los estereotipos de rol de género se definen como el comportamiento que la sociedad 

espera de una persona por su género ¿Qué opinas acerca de esta definición? ¿Por qué? 
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7. ¿Podrías darme algunos ejemplos de estereotipos de roles de género? O en tal caso, 

describirlos. 

8. Teniendo en cuenta que los estereotipos de roles de género femeninos más usados en la 

publicidad son el de “La buena madre”, una mujer buena esposa y ama de casa, y “La súper 

mamá”, una mujer trabajadora, buena esposa y ama de casa. ¿Con qué motivos crees que se 

emplean los estereotipos de rol de género en la publicidad? ¿Por qué? 

9. ¿Consideras que el uso de estereotipos de roles de género femeninos en la publicidad 

tienen un impacto en las mujeres? ¿Sí o no? ¿Cuáles? ¿Son positivos o negativos? ¿Por qué? 

¿Psicológico? ¿Físico? 

10. ¿Consideras que hay razones por las que se justifica el uso de los estereotipos de rol de  

género femeninos en la publicidad? ¿Sí o no? ¿Por qué? ¿Cuáles? 

Identificar de qué manera argumentan ético el uso de estereotipos de rol de género en 

el discurso publicitario peruano. 

11. ¿Cómo definirías la ética? ¿Por qué? 

12. ¿Cómo definirías la ética publicitaria? ¿Por qué? 

13. Desde tu punto de vista, ¿el uso de estereotipos de rol de género femeninos en la 

publicidad es ético? ¿Sí o no? ¿Por qué? 

Descubrir de qué manera consideran ético los estereotipos de rol de género presentes 

en el comercial de Plaza Vea “Expertas del ahorro”. 

14. A continuación, te mostraré un comercial y después responderás la siguiente pregunta: 

Tomando en consideración que la ética publicitaria se define como lo correcto y bueno 

dentro del ámbito publicitario y no solo dentro del aspecto legal; además de estar basada en 

el derecho fundamental de igualdad y consideración de la humanidad de las personas. 

¿Consideras ético los estereotipos de rol de género femeninos en el comercial de Plaza Vea 

“Expertas del ahorro”? ¿Sí o no? ¿Por qué? 

15. ¿Qué opinas de la idea creativa “Expertas del ahorro”? ¿Te parece ética? 

16. ¿Qué opinas de la ausencia de hombres en el spot? ¿Te parece ética? 

17. ¿Qué opinas de la forma en que están representadas las madres? ¿Te parece ética? 
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18. ¿Algo más que desees agregar? ¿Alguna anécdota? ¿Aporte? ¿Observación? 

Muchas gracias por su participación. 
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Anexo 3 - Hoja informativa para participar en un estudio de investigación. 

Lima, 14 de septiembre de 2020. 

Yo -----------, con DNI No. ---------------en base a lo expueso en el presente documento, 

acepto voluntariamente participar en la investigación “Los estereotipos de rol de género 

como recurso ético justificado por publicistas.”, conducida por la estudiante Ninowska 

Camila Carbajal Obando, perteneciente a la Facultad de Comunicaciones de la Universidad 

Peruana de Ciencias Aplicadas (UPC). 

He sido informado(a) de los objetivos de este estudio y de las características de mi 

participación. Reconozco que la información que provea en esta investigación es 

estrictamente confidencial y anónima. Además, esta no será usada para ningún otro propósito 

fuera de los de este estudio. 

He sido informado(a) de que puedo hacer preguntas sobre el proyecto en cualquier momento 

y que puedo retirarme del mismo cuando así lo decida, sin tener que dar explicaciones ni 

sufrir consecuencia alguna por tal decisión. 

De tener preguntas sobre mi participación en este estudio, puedo contactar a la estudiante 

Ninowska Camila Carbajal Obando, al correo electrónico u201513167@upc.edu.pe y 

teléfono 984975303. 

Entiendo que una copia de este documento de consentimiento me será entregada, y que 

puedo pedir información sobre los resultados de este estudio cuando éste haya concluido. 

Para esto, puedo contactar al Investigador Responsable del proyecto al correo electrónico 

u201513167@upc.edu.pe, o al teléfono 984975303.  

 

Nombre y apellido del participantte      Firma              14/09/2020 

Ninowska Camila Carbajal Obando               Firma              14/09/2020 

Investigador 
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Anexo 4 - Evidencia de entrevistas 

Url Google Drive :Transcripción de las entrevistas (Excel) 

https://docs.google.com/spreadsheets/d/1TlId978H4j4C_X8-FCv7inMABz4fI-

rW/edit?usp=sharing&ouid=114402912649602202372&rtpof=true&sd=true 


