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INTRODUCTION

o

:f%f " Dpuring the early sixties a renewed effort to achieve equality for
men and women began. Since then, many articles and books regarding the °
feminist movement and the negative effects of sex stereotyping on women

i have been publishedﬁ Although most of the criticism has been directed

toward the negative consequences of sex-role stereotyping on women, a
few critics (Goldberg, 1973; Rueger, 1973; Farrell, 1974) have shown
how men have also been affected by the stereotyped roles to which they

have been pressured to conform.

One of the subsystems of society that has been singled out for %
criticism of sex stereotyping is the mass media. However, very little}
research has been conducted to identify the sex stereotypes that have

igmactually been depicted in the mass mediajh Althoﬁgh this type of
research is needed for #iimféfﬁsﬂéf”thé mass media,;pggggzgé

advertisements were chosén as the primary focus of the investigation

reported in this thesis. gSpecifically, the objectives of this study
were (a) to offer a theoretical framework which is useful in explaining
why there have been criticisms of the stereotypes portrayed in‘the

mass media and why this type of criticism may or may not continue,

(b) to improve the methodology used in previous analyses of the images
of men and women reflected in magazine advertisements, (¢) to find out
whether these images have changed in response to criticisms made during
the latest resurgence of the feminist movement, and (d) to discuss the
implications of the finding that there have been very few changes in

the images of men and women mirrored in magazine advertisements.



THEORETICAL FRAMEWORK

The Interaction of the Family and Mass Media

in the Socialization Process

Since the early sixties there has been a resufgence of the feminist
movement and efforts to achieve equality for men and women in nearly all

aspects of American society (Sochen, 1973)..ffﬁfsﬁéﬁoﬁt this movement&

g "
5,

rg@pyhgritics”have.reprehended'théAEE;;éétyped images of men and wp@en“f
ithat typically have been reflec;g@mi§w§§yertising{éﬂdubther forms of the

;

maéénmedia. Criticisms of this type apparently can be explained using

the structure-function framework.

Within the structure-function framework, the family is viewed as one
of the many subsystems of society (Hill & Hansen, 1960). As the family
carries out its fuhctions and pursues its objectives, the family organi-
zation is involved in reciprocal interchanges with other subsystems
(Briar, 1964). These reciprocal interchanges between the family and
other subsystems of society are assumed '""to balance out in the long run.
When they do not balance, one expects change or indications of stress at
some level--individual, familial, or societal" (McIntyre, 1966, p. 68).

One of the functions of the family subsystem is to socialize family
members for the roles they have in the home and society in general.
During the early childhood of family members, parents are the principal
socializing agents. However, throughout later childhood and adult life,
individuals interact with other subsystems of society--including the

mass media--and may be influenced by them (Kenkel, 1966).



The mass media subsystem directly participates in the socialization
proéess by transmitting information about various aspects of individual,
familial, and societal life. For example, DeFleur and DeFleur (1967)
found that children learn much about society when they watch television.
In their research, DeFleur and DeFleur asked children to rank three
different sets of work roles--personal contact occupations, television
occupations, and general culture occupations. Significant differences
were found in the children's knowledge of these groups of occupations
based on the.age, sex, and social class of the children. As a result,
the researchers concluded that ''children, like adults, go to the
television receiver primarily for entertainment rather than edification,
but while being entertained they absorb much 'incidental' information

about their society" (p. 778).

Other authors'ha?e cbnciﬁ&éd ghét the mass media are important
vehicles for conveying social values in our society. For example,
Johns;Heine and Gerth (1949) concluded that magazine fiction becomes anz
important vehicle of social values because '"the reader identifies himseif
with a particular hero model, the fictional hero, together with his
status, his qualities and his aghievements” (p. 105). Similarly, with
regard to television soap operas, Katzman (1972) concluded‘that "the
almost-realism of the characters and themes, the repetition due to slow

pace, and the extremely large number of hours spent viewing soap operas

indicate that these shows have great potential power. They can establishyf

or reinforce a value system" (p. 212). 7
Johns-Heine and Gerth (1949), Kemkel (1966), and Katzman (1972)

analyzed what may be called major elements in the mass media. However,



after completing a content analysis of a popular comic strip, Auster

(1961) pointed out that "as the commonplace source of ideas and ideological
viewpoints become recognized, the more innocuous forms of mass media may
take on greater significance as communicators of particular points of

view" (p. 247).

Research has also been conducted which supports the idea that com-
ponents of the mass media subsystem are directly involved in the transmit-
tance of acceptable sex role behavior which is one specific aspect of the
socialization process. In a recent study by Aldous (1972), two groups
of five-year-old children were interviewed. The first grouﬁ of children
lived with both of their parents. The second group of children lived omly
with their mothers; their fathers had been absent from the home for at
least one year prior to the interviews. After asking each child to identify
which sex performed certain activities, Aldous found no differences between
the two groups of children in their perceptions of which activities men
perform and which activities women perform. Children wﬁose mothers were
forced to perform activities that traditionally have been done by men were
still aware that men usually perform those activities. iherefore, Aldous
concluded that television, relatives, friends, and school teach children
conventional sex role behavior regardless of whether there is a male

model at home

.
o =

The results of the research reviewed above support the geuel.'al:Lzat:itmvE
'ffhat the mass media subsystem directly participates in the socialization

process by transmitting information about sex role behavior and other

aspects of individua}, famiyial,wanqmggg}gtal life.g/éherefore, it follows

o s it T -

from the assumption concerning the reciprocal fﬁféfchanges between the
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subsystems of society that the information conveyed by the mass media
should, in the long run, be congruent with the information the family
transmits in the socialization process. If it is not and the two subsys-
tems are, in fact, communicating different, even conflicting, information
about role behavior and other aspects of societal life, one Would expect
change or in@%gg;iggiwof stress at some levglt S

SRV

“”Jééitics have typically argued that advertisers should change the

images of men and women they reflect in their advertisements so that those .

”“images more accurately mirror the roles of men and women in American society.

LY

This argument is usually based on one of the following assumptions: (a)
the images reflected in advertising were unrealistic in the first place or
(b) the societal images of men and women are changing and advertisers have

failed to keep pace with the changes in these images. In either case;vthe 

f“Cfifiéismé indicate that at least some members of society perceive an im-
i

i

balance between the information about sex roles that is transmitted in

advertising and the information conveyed by the family and other subsys-

" tems in society. ! Furthermore, the arguments of the critics indicate that

untii the im;gégﬁreflected by the subsystems involved in the sociali-
zation process become congruent, manifestations of stress, such as the
criticisms that have been made against advertising, will continue.

Past research indicates that advertising and other forms of the mass
media have reflected and thereby reinforced what may be called the
traditional images of men and women in American society. Therefore, a
discussion of these images and how they have been mirrored in the mass

media is presented in the next two sections of this chapter.



Traditional Images of Men and Women

Traditional images of adults include those personality traits,
spheres of interest and activities that, in the past, have differentiated
men from women.

Traditional Images of Women

Many researchers have enumerated the traditional images or stereotypes
of women. One group of researchers (Rosenkrantz, Vogel, Bee, Broverman,
& Broverman, 1968) developed a stereotype questionnaire by asking college
students to list behaviors, attitudes, and personality characteristics

that distinguish women from men. According to the resulting classifications,

Y 7 o,
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women are dependent, easily influenced, submissive, passive, in need of

security, not adventurous, inactive, and lacking in self-confidence. They
tend to display their emotions, cry easily, express tender feelings, be
aware of the feelings of others, allow their feelings to be easily hurt,
and become excitable when confronted with minor crises. Since they have
trouble separating feelings from ideas, they tend to be illogical and
subjective in their thinking. Furthermore, women are neither competitivea
nor ambitious. Other researchers (Jacklin & Mischel, 1973; Roberts & |

Roberts, 1973; Yorburg, 1974) express similar views and add that traditionél

\
4

images of women indicate that they seek help from peers and authority
figures, conform, express socially acceptable attitudes, are helpful as
mediators, are receptive, and are nurturing.

¥ S G T
Y LT

From-a_traditional Vview, .a woman's primary interests are marriage,
child rearing, homemaking, and volunteer and community activities (Jacklin
& Mischel, 1973; Pyke & Ricks, 1973; Roberts & Roberts, 1973; Yorburg, 1974).

She has an appreciation for art and literature but has little interest and



ability in mathematics and science (Rosenkrantz et al., 1968). Furthermore,a
since her life revolves around her home and children, a woman has a very
limited knowledge of the outside world and is not skilled in business
(Rosenkrantz et al., 1968).

Several of the authors cited above (Pyke & Ricks, 1973; Roberts &

+

Roberts, 1973; Rosenkrantz et al., 1968; Yorburg, 1974) also have drawn
conclusions with regard to the activities that are traditionally performed %
by women. Since a woman is expected to subordinate her interests to those
of her husband, she must accept a limited and restricted range of interests
and activities. kTraditionally, these activities involve being a hostess
and companion for her husband, bearing and rearing children, performing
domestic services such as cooking, and maintaining her physical attrac-
tiveness so that she will be a desirable companion for her husband.

Traditional Images of Men

Several authors (Balswick & Peek, 1971; Goldberg, 1973; Podell, 1966;
Ricks & Pyke, 1973; Roberts & Roberts, 1973; Rosenkrantz et al., 1968; |
Rueger,?1973; Yachnes, Gershman, & Miller, 1973) have agreed that the
2 traditional image of a%man in this society is one of strength and inde-

i pendence. Being indepé%dent, the male stereotype is dominant, aggressive,‘
1competitive, achievementroriented, active, ambitious, adventurous, self-
confident, and able ﬁo régdily accept leadership responsibilities. On

the other hafnd, the traditional image of a man holds that he is not very
tactful or easily influenced by others. Furthermore, according to

Roberts and Roberts (1973), a man uses better judgment than a woman in making

decisions when the stereotypes are compared. That is, the male stereotype

is able to separate feelings from ideas, maintain his objectivity, and\\ ;



; arrive at a logical decision more easily than his female counterpaff"

: (Rosenkrantz et al., 1968; Yachnes et al., 1973). 1In brief, then, the
traditional male image is oﬁe of the strong, silent type--a man who is
untalkative, physically strong, tough, and even violént (Balswick &
Peek, 1971; Rosenkrantz et al., 1968; Yachnes et al., 1973).

The traditional image shows men not only as physically stronger than E
women but also as emotionally more stable (Roberts & Roberts, 1973; !
Yachnes et al., 1973). They do not become excited in minor crises or have;
their feelings easily hurt (Rosenkrantz et al., 1968). Furthermoré, s;;-
eral authors (Balswick & Peek, 1971; Broverman, Broverman, Clarkson,
Rosenkrantz, & Vogel, 1970; Goldberg, 1973; Roberts & Roberts, 1973; f
Yachnes, et al., 1973) have agreed that the male stereotype is unemotionaé
or unable to express his emotions. 1In discussing the traditional male's i;-

i

ability to express emotions toward women, Balswick and Peek (1971) identi-%
fied two ways of looking at this inability: (a) the male is unable to ex-g
press emotions because he is void of emotional feelings toward women or (bi
the male has been socialized to believe that expressing emoﬁioqs is a sign?
of weakness (or femininity) and therefore something that must be avoided._?
From the traditional viewpoint, a man's attractiveness depends on }
his earning capacity, the status of his profession, and the amount of
power he has (Goldberg, 1973). Therefore, it is understandable that his
major sphere of interest revolves around his work (Jacklin & Mischel,
- 1973; Podell, 1966; Rosenkrantz et al.; 1968; vachnes et al., 1973).
" Because of the emphasis on strength, physical exertion, and competition,

-the traditional male also tends to be interested in sports and outdoor 'é

activities (Goldberg, 1973; Jacklin & Mischel, 1973; Rueger, 1973). Thus,



 the traditional image of a man holds that he is primarily interested in
his occupation, sports, and outdoor activities while the female stereo-
type is interested in the home and children.

According to the traditional view, the man's role in the family is

e

that of provider and protector (Balswick & Peek, 1971). Thus the tra-

ditional male seems to take an inactive role in rearing children and in

other homemaking activities, except when his physical strength or authority

e e e

is needed.

The Images of Men and Women Reflected in the Mass Media

How the images of men and women have been portrayed in the mass media
has been tﬁe focus of several research studies (Courtney & Lockeretz,
1971; Dominick & Rauch, 1972; Flora, 1971; Johns-Heine & Gérth, 1949;
Katzman, 1972; Saenger, 1955; Wagner & Banos, 1973). The forms of the mass
media analyzed in these studies were magazine fiction, comic strips, tele-

vision soap operas, television commercials, and magazine advertisements.

Magazine Fiction

In an early study, Johns-Heine and Gerth (1949) analyzed the social
&alues that were present in magazine fiction between 1921 and 1940,
According to these researchers, the traditional image of a woman as an
emotionally dependent person was emphasized in women's magazine fiction
where love was viewed as a major reward for a woman. In order to receive
this reward, all a woman had to do was create a successful marriage and a
happy home. 1In the process of magnifying woman's traditional role of
dependency on the male for security, identification, and love, women's

magazine fiction conveyed the attitude that men held a higher status than

women.
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In a more recent study of magaziné fiction, Flora (1971) analyzed
and compared the images of women in the magazine fiction in the United
States and Latin America. Supporting the conclusions of Johns-Heine and
Gerth (1949), Floré also found passivity and dependence to be desirable
characteristics for females while the same characteristics were unde~-
sirable for men. In the middle~class magazine fiction of the United
States, ineffectuality was more acceptable for females than for males.
Similarly, out of all the groups of magazine fiction analyzed, middle-clagé
magazine fiction in the United States was the least likely to show heroinés
working for pay. ;

According to Flora (1971), a recurring theme showed a proud, ambitiéus
female learning that she can achieve happiness only by accepting the rolé
of a passive helper to a proud, ambitious male. For example, almost alli
of the heroines who were socially mobile achieved higher status only
through marriage rather than by their own efforts. Throughout the analysis
the only area of female strength in United States magazine fiction was that
of plot resolution where women were more likely than men to take the |
initiative in resolving a problemf

Although the behaviors of men were not the major focus of the study
by Flora (1971), the researcher concluded that men were portrayed in
magazine fiction as being effectual in handling their problems even if they
were less likely than women to take the initiative in resolving a difficulty.
Male dependence was rarely shown and, as stated above, this dependence
was much less acceptable than female dependence. Men were expected to be
proud, ambitious, and sometimes errant people who were able to offer

women monetary, social, and psychological support. Thus, men seemed to be
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limited in their responses to problem situations by being expected to show
strength at all times.
Comic Strips “”W%Yﬁﬁ

[

Comic strips were the subject of a study by Saenger (1955). Through:
content analysis he found that women were primarily concerned with romahtic
love and their social life while men were most interested in business.;
However, perhaps Saenger's most interesting findings were those in reéatd
to the diffefences in the characteristics of married and single men. ;

According to Saenger (1955), single men in comic strips seemed t; fit
the traditional male stereotype by being adventurous, masterful, aggréssive,
logical, and more intelligent than their female companions. They tended to
take the initiative in solving problems and usually succeeded in getting
the results they wanted. However, unlike bachelors, married men in the
comic strips were weaker, less able to cope with life's problems, more
irrational, and less logical than their wives. Although husbands were
active in trying to solve their problems and usually took the initiative
to do so, they were less successful than their wives in achieving the
desired outcomes.

The few single women who were shown in the comic strips analyzed by
Saenger (1955) tended to be submissive, adaptable, and flexible. Married
women, however, seemed dominant, aggressive toward their husbands, able to
cope with life's problems, and more intelligent than their husbands. Thus,
Saenger's analysis indicated that women portrayed in comic Qtrips gained
strength through marriage while men lost strength through this’institutiong

Television Soap Operas

The images portrayed by men and women in television soap operas were
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B

e ,
" studied by Katzman (1972). Supporting Saenger's (1955) findings, Katzman g
found that men and women have different areas of interest, as evidenced by 5
their topics of conversation. Men on the television soap operas tended to g
|
H
{

discuss their professional relationships, business matters, and deviant

behavior while women on the shows tended to discuss family and romantic
relationships, health, domestic matters, and issues of small talk. :
Katzman (1972) also found that the area of work was an important '
differentiator between men and women. The percent of women in the soap
operas who worked for pay was about the same as in the general pqpulation.
However,‘the majority of women were shown in their traditional roles of
nurse, secretary, and housewife while fewer than five percent were shown

as professionals. On the other hand, over half of the men in the soap

operas were shown as professionals--doctors, lawyers, and businessmen.

Television Commercials s
4

Although a number of studies have been recently conducted to ]'.dent:ify‘j
the roles of men and/or women in television commercials, most appear to be
1 methodologically questionable or simply not available for review. Therefore,
ionly the study reported by Dominick and Rauch (1972) will be discussed here.
Dominick and Rauch (1972) analyzed the images of women portrayed i;
1971 television commercials. Through their analysis of the images portfayed
b§ women, they indirectiy analyzed the images of men in the same commerciéls.
The findings of this study indicated that men, much more frequently than

women, were portrayed as authority figures. 1In comparing the roles por-

trayed by men and women in commercials, the researchers found that the sex
of the adult or adults shown in an advertisement was significantly

associated with the product being advertised., Men were most often shown
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in commercials for male cosmetics, cars, andAautomotive supplies wﬁiiea

women were shown in commercials for female cosmetics and personal hygieﬁé’
products, Similarly, Dominick and Rauch found differences in the 2

" interests and occupations of the men and women shown in the commercials E
they analyzed. Women were most frequently shown in a home setting and.as E
housewives while men were shown in outdoor #nd business settings and in a 5
wide range of occupations. The few women who were shown working were

stewardesses, secretaries, cooks, or domestics.

Magazine Advertisements

Two groups of researchers (Courtﬁey & Lockeretz, 1971; Wagner &
Banos, 1973) analyzed the roles portrayed by men and women in magazine
advertisements. In their research, Courtney and Lockeretz (1971) analyzed ;
advertisements appearing in April 1970 issues of seven general readership
magazines. in the advertisements selected, few women were shown in work
roles. Furthermore, these women were limited to>participaﬁion in only four
occupations--entertainment, nonprofessional white collar, blue collar, and
sales. On the other hand, men not only were shown more frequently in work
roles but they also appeared in a much widef variety'of occupations.' After
comparing the roles that were portrayed by men and women in the ;dvertise-
ments selected, Courtney and Lockeretz concluded that the magazines sampled
did not present a full view of the variety of roles women actually portraylj
in American society. A ’

Analyzing magaziﬁe_advgrtisements that were published 20 months later
than those examined by Courtney and Lockeretz, Wagner and Banos (1973) con-
ducted a study to find out if there had been any changes in the roles por-

trayed by women in the interim since 1970. Using the same methodology as
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~feéstations of the stress that is
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Couptﬁéy and Lockeretz, Wagner and Banos found that more women in maga-

e

~zine advertisements were shown in work roles than in the initial study and

that they appeared to be portrayed in slightly more responsible positions.
Similarly, the researchers found that there also had been an increase in
the percent of women shown in decorative (inactive) roles. Although no
other changes were found, the researchers concluded that "there has been
a substantial improvement in emphasizing women's expanding role as a
working member of society in a relatively short period of time" (p. 214).

Summary and General Hypotheses

The research reviewed above indicates that forms of the mass media
including magazine fiction, comic strips, television soap operas, tele-
vision commercials, gnd magazine advertisements have tended in the past
to reflect and thereby reinforce the personality traits, spheres of
interest, and activities that constitute the traditional images or
stereotypes of men and women in American society. However, since the
resurgence of the feminist movement in the early sixties, an almost con-
tinuous procession of critics have reprehended these images and argued that;
they should be changed so that they are more accurate :gf¥gg§;9nsip£ ;he»'J
roles of men and women in society. Sﬁch criticisms apparently are mani-
re 'W*M”wm~~"; f;sult of the imbalance between the images
that are mirrored in the mass media and the images that are transmitted by
the family and other subsystems involved in the socialization process.
However, while the criticisms as indicants of stress have been abundant,
there has been an almost complete absence of res;arch which furnishes any

evidence as to whether the images reflected in the mass media have changed

or remained essentially the same during the past fifteen years.
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There appears to be a need for such research as one step in the
process of finding out whether the continued criticisms that have been
made against the mass media are legitimate indicants of stress and imbal-
ance between the subsystems involved in the socialization process. 1Ideally,
research of this type would encompass all of the forms of the mass media.
However, because of limited resources, the investigation reported in the
following chapters of this thesis was confined to an examination of the
images of men and women as they are portrayed in magazine advertisements,
only one of the forms of the mass media to which the American public is
exposed,

As stated in the preceding section, Courtney and Lockeretz (1971)
completed a 1970 pilot study to identify the stereotypes of women that
were mirrored in magazine advertisements published at that time. Less
than two years later, Wagner and Banos (1973) conducted a follow-up
analysis to find out if there had been any changes in the roles portrayed
by women in the interim since 1970. However, both studies were based
on relatively limited samples of advertisements and no formal hypotheses
were tested in either study. Furthermore, neither study provided infor-
mation about the images that were portrayed by men and women in magazine
advertisements that appeared prior to the current trend toward equality
of the sexes in American society. Therefore, the general objectives of
the research reported in the following chapters of this thesis were to
improve the methodology used in previous analyses of the images of men
and women in magazine advertisements and to find out whether these images
have changed in response to the criticisms made during the current movement

to achieve equality for men and women.
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One bench mark that may be used in analyzing the effects associated
with this movement is 1963--the year the book by Betty Friedan, The

Feminine Mystique, was published. This book has acquired special

significance because of its wide popularity and notoriety in the
resurgence of the feminist movement during the sixties. Although the
content of the book was not necessarily well-documented or supported
by other advocates of female or human liberation, the book was widely
read and accepted while earlier attempts to stir the conscience of
America were not. According to historian Sochen (1973), Friedan's
book "was a popular success; within a year, 65,000 hardcover copies
and 700,000 paperback copies had been sold. Although her solution to
the woman's dilemma was not materially different from the one advocated
by Mirra Komarovsky in 1953 or Pearl Buck, for that matter, in 1941,
women seemed to be more receptive to this subject in 1963" (p. 239).
Therefore, for the purposes of this study, 1963 was used as the division
between the periods when traditional images of men and women were
generally accepted and when they recently became seriously challenged.
1t follows from the theory reviewed above that the images of men
and women reflected in magazine advertisements should be congruent with
those that are transmitted by the family and other subsystems involved
in the socialization process. Research focusing on other forms of the
mass media indicates that the magazine advertisements published prior to
the latest resurgence of the feminist movement probably reflected what
are called the traditional images of men and women. However, the
continued criticism of the images mirrored in this medium during the

past fifteen years indicates that traditional sex stereotypes are still
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being portrayed in magazine advertisements and that they are not
congruent with the images transmitted and accepted by other subsystems
of society. Therefore, using 1963 as a bench mark, the following general
hypotheses were used as the basis for this study:
(1) Magazine advertisements which appeared prior to 1963 reflected
traditional images of men and women in American society.
(2) Advertisements in recently published magazines mirror the same
traditional images of men and women that'were reflected in

magazine advertisements prior to 1963.
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PROCEDURES

The overall objective of this study was to investigate whether magazine
advertisements appearing prior to 1963 reflected traditional images of men
and women while advertisements appearing in recently published magazines
reflect changing images of men and women in American society. To achieve
this objective, specific hypotheses were developed and tested using data
collected from a sample of magazine advertisement. Therefore, this
chapter describes (a) the specific variables that were selected and
operationally defined, (b) the specific hypotheses that were developed in
the process of selecting the variables used, (c¢) the procedures used in
selecting samples of magazine advertisements and analyzing these ads,
(d) the resulting samples, and (e) the statistical techniques used to gest
the hypotheses.

Selection and Definition of Variables

Before specific hypotheses could be developed and tested in this
study, variables had to be selected and operationally defined. How these
variables were chosen and subsequently defined is explained in this section.

Year of Publication

Although phrased somewhat differently, the overall objective of this
study was to determine if advertisements in recently published magazines
mirror the same traditional images of men and women that were reflected
in magazine advertisements prior to 1963. Since it was not feasible to
examine all magazine ads appearing in print before and after 1963, omne
year was chosen from each period.

The two years selected were 1962 and 1973, The year 1962 was selected

because it represents the end of the peridd during which the traditional
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images of men and women were effectively unchallenged. Data collection
for this study was scheduled for the summer of 1974. Therefore, 1973 was
chosen because it was the most recent period for which an entire year of
magazine advertisements was available.

Sex Composition

Since the general objective of this study was to examine the images of
men and women reflected in magazine advertisements, ads rather than the
men or women in the ads were selected as the units of analysis. 1In order
to permit analysis of each advertisement, the following three categories
were used to describe the sex compositién of ads used in the study. These
categories were (a) male only, (b) female only, and (c¢) both. '"Male only"
was used to describe the sex composition of advertisements showing one or
more men but no women. Similarly, "female only" was used to describe ads
in which one or more women but no men appeared. When the third category
was used at least one man and one woman appeared in the advertisement.

Product Advertised

One dimension that has been used to distinguish between the traditional
images of men and women is their spheres of interests. 1In this study the
products advertised were used as indicators of spheres of interests of the
men and women pictured in the advertisements for these products. To-
simplify analysis, all products advertised were grouped into the following
twelve mutually exclusive categories adapted from those used by Courtney
and Lockeretz (1971).

Personal products. Personal products included all personal grooming

products, beauty aids, medications, medical equipment, writing supplies,

and personal care appliances. Examples of these are toothpaste, soap,
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hand lotion, shaving cream, powder, deodorants, cleansing tissues, toilet
tissue, shampoo, cream rinse, cologne, cosmetics, hair dryers, electric
shavers, drugs, pens, and stationery.

Recreation products. Recreation products included products directly

related to all leisure activities except travel. Examples of these products
are movies, flowers, recreation equipment, small pleasure boats, cameras,
film, stereos, radios, televisions, books, magazines, and newspapers for
ﬁersonal use.

Housekeeping supplies and services., Housekeeping supplies and services

included equipment, services, and other products used for household cleaning
tasks. Detergents, cleansers, wood polish, mops, paper towels, sponges,
vacuum cleaners, and drycleaners are a few examples.

Home furnishings. Home furnishings included everything from silverware,

dishes, and cooking utensils to linens, draperies, furniture, and home
appliances such as refrigerators, freezers, and ranges. This category also
included barbecue equipment, telephones for home use, and the services and
equipment used in moving and storing household goods.

Home maintenance and repair products., Home maintenance and repair

products included those used in the improvement and upkeep of a house and
yard. Examples of products in this category are garden tools, lawn mowers,
ladders, carpentry tools, electrical tools, paint, shingles, and siding.

Food products. Food products included all foods and beverages except

alcoholic ones, food storage items such as freezer containers and food wrap,
and pet food. Ads for beef and dairy products in general that are sponsored
by organizations such as Iowa Beef Producers were also included in this

group.
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Tobacco and liquor products. Tobacco and liquor products included

those commonly associated with the use or consumption of tobacco and liquor.
Examples of items included in this category are cigarettes, tobacco, pipes,

pipe accessories, alcoholic beverages, mixers, and bar accessories.

Clothing products. Clothing products included all kinds of wearing
apparel, shoes, jewelry, and wigs.

Transportation products. Transportation prbducts included not only

automobiles, trucks, and other motor vehicles except smﬁll pleasure boats
but also other products related to travel, Séme of these products are
luggage, travel accessories, trailers,.vacations and tours, motels, hotels,
railroads, and airlines.

Financial and personal business products. Financial and personal

business products included those associated with the financial concerns
of a family or an individual. Ads for life insurance, homeowner's insurance,
other family-related insurances, banks, credit unions, loans, and the
yellow pages are some examples.

Organizations and educational products. Organizations and educational

products included "goodwill" messages sponsored by nonprofit, charitable,
research, and military organizations; memberships in such organizations;
and career and educational opportunities offered by colleges, trade schools,

and correspondence courses of study.

Industrial products. Industrial products included pfoducts that are
purchased by business in the process of producing other goods and services.
Farm machinery and supplies, computers, telephones for business use, and

business letterheads are a few examples of products in this category.
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Roles Portrayed

The traditional images of men and women have shown the sexes in quite
varied but separate roles in American society. Because roles have been
used so frequently to differentiate between the traditional images of men
and women, the role portrayed by each man or woman in a magazine
advertisement was used as an indicant of the image of that person that the
ad was reflecting.

For the purposes of this study the following seven adult roles were
defined so that any man or woman shown in an ad could be classified into
one category or another. Procedurally, this was a practical approach
because any particular person appearing in a magazine advertisement usually
would be depicted in only one role since a single photograph or drawing
normally captures only one instanf of time.

Female homemaker role. The female homemaker role was defined by the

following activities and spheres of interest that traditionally have been
associated with the woman in the family: (a) preparing, freezing, and
canning food; (b) serving meals and snacks; (c) setting and clearing the
dining table; (d) washing, drying, folding, and putting away clothes and
linens; (e) scrubbing floors, dusting furniture, and other indoor cleaning
tasks; (f) feeding and grooming pets; (g) child care activities such as
feeding, bathing, and clothing children; (h) shopping for food, clothes,
and other consumer goods except for cars and products related to outdoor
home maintenance; (i) performing the "home nurse" function; (j) interacting
with children; (k) participating in community activities such as the
P.T.A. and Cub Scouts; (1) flower and vegetable gardening; (m) taking care

of personal and family correspondence; (n) answering the telephone;
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(o) supervising moves; (p) shopping for gifts; (q) making out guest and
gift lists; (r) sewing; and (s) interior decorating.

Male homemaker role., The male homemaker role was defined by the

following homemaking activities that traditionally have been performed by
a man: (&) maintaining and repairing appliances, sports equipment, and
the home structure; (b) shopping for sports equipment and equipment related
to home maintenance and repair; (c) caring for the lawn; (d) indoor and
outdoor housepainting; (e) carrying and loading heavy items such as
luggage and furniture; (f) maintaining and repairing motor vehicles;

(g) taking out the trash; (h) makiné decisions about large, expensive
purchases and repairs; (i) providing financial security for the family
through the purchase of insurance and planning the family's savings and
investment programs; (j) maintaining household accounts and banking; and
(k) mixing and serving alcoholic beverages.

Personal role. The personal role was defined as the active role in

which a person is involved in the care of himself or herself. Operationally,
‘this role was defined by activities such as using beauty aids, taking
medicine, sleeping, and bathing.

Recreation role. The recreation role was defined by activities

performed for pleasure or to re-create oneself., Operationally, this role
was defined by the following activities: (a) reading books, magazines, and
newspapers; (b) reading letters; (c¢) watching television; (d) watching or
participating in athletic activities; (e) working on hobbies and crafts;

(f) dining out; (g) greeting guests; (h) partiéipating in parties;

(i) talking with friends and relatives; (j) relaxing; (k) playing with pets;

(1) walking pets; (m) dating; and (n) showing affection to others.
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Work role. The work role was defined by the on-the-job activities
performed by persons employed in private businesses, nonprofit organizationms,
and government ageﬁcies including the branches of the military service.

These activities encompassed coffee breaks and the representation of
organizations at conferences and conventions associated with employment.
This role also included situations where a person was shown as an employee
or proprietor although the person was not performing any of the activities
associated with his/her employment. TFor example, a man who was labeled
as a company president in a magazine advertisement was considered to be
shown in relation to his work even thodgh he was not shown at his job.

Decorative role. The decorative role was defined as an inactive role.

In this role, a person was simply shown with the product advertised. At most,
a person in this role added glamour, beauty, or a testimonial to a product
advertised. Typically, persons classified iﬁ the decorative role were

models or people giving testimonials and not representiﬁg other roles,

Also, when it was not possible to discern the reason a person was shown in

a motor vehicle as either the driver or a passenger, the person was
classified as representing the decorative role.

Decorative family role. The decorative family role was defined to

include situations in which a man and/or woman was shown with children
but wés otherwise in a decorative, inactive role. That is, this role was
used in the special case when adults in a magazine advertisement were
shown not doing anything other than being members of a family.

Specific Hypotheses

Given the operational definitions of variables presented above,

8pecific hypotheses were developed.
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Statement of Specific Hypotheses

Stated in null form, the specific hypotheses subjected to empirical
testing in this study were as follows:

Hypothesis 1. The sex composition of magazine advertisements is not
significantly associated with the type of product advertised in 1962 or
1973.

Hypothesis 2. Between 1962 and 1973 there was not a significant
change in the sex composition of the advertisements for each type of
product advertised.

Hypothesis 3. There was not a significant chaﬁge in the roles
portrayed by men or women between 1962 and 1973.

Discussion of Specific Hypotheses

Since observers have continued to criticize the advertising industry
for its stereotyping of men and women, it was expected that the images of
men and women in magazine advertisements in 1973 would not havevchanged
significantly from the images reflected in magazine ads in 1962, 1In both
years it was expected that the so-called fraditional images of men and
women would be mirrored in the magazine advertisements sampled.

According to the traditional images of the sexes in our society, men
and women have different spheres of interest. Magazine advertisements may
reflect the different spheres of interest by showing m2n in advertisements
for products typically used or purchased by men and by showing women in ads
for products usually used or purchased by women. Advertisements for
products typically used by both men and women refleét these common spheres

of interest by showing both sexes in the ads. Therefore, it was expected
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that the first null hypothesis would be rejected for 1962 and 1973
magazine advertisements.

Traditionally, the spheres of interest of men have included
business, mathematics, science, and the outside world in general.
Therefore, it was expected that men, rather than women, would be shown
most often in advertisements for products associated with these interests.
Such products would logically include industrial products and products
related to transportation, educational opportunities, and financial
affairs iﬁcluding personal business.

Some products are of about equal interest and use to men and women.
Such products logically include personal products, recreation products,
tobacco and liquor products, and clothing. However, traditional images
have essentially limited the interests of women to those revolving
around their homes and families. Therefore, it was expected that women,
rather than men, would be shown in magazine advertisements for products
that are primarily used in the performance of homemaking activities.
Such products would logically include food, home furnishings, and
housekeeping supplies and services. In contrast, the traditional image
of men's strength and uninvolvement in routine homemaking activities
would indicate that men would only be shown in advertisements for
products involved in home maintenance and repairs.

There is evidence that at least some products primarily used only
by men or only by women are now being used by both sexes. At least
two reasons for this were given in a report issued by the J. Walter
Thompson Company (Note 1). 1In this report it was notéd that there have

been increases in (a) the number of single male homemakers living alone
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or with roommates and (b) the number of household responsibilities that
are shared by husbands and wives rather than being delegated to one sex
or the other. For these reasons an increase in the proportion of
advertisements for household-related products showing both men and women
rather than one sex or the other could be expected. However, since stress
in the form of criticism of advertisements has continued, it seems that
there probably have not been sufficient changes in the images of men and
women as indicated by the sex composition of ads for certain types of
products to eliminate the criticism. Therefore, it was expected that
the second null hypothesis might only be rejected for a few types of
products.

As stated above, the third hypothesis tested in this study was that
there was no change in the foles portrayed by men or women between 1962
and 1973. 1If advertisements which appeared prior to 1963 reflected the
traditional images of men and women in society, it would be expected that
magazine advertisements published in 1962 portrayed men in the traditional
roles of male homemaker and worker. Alternatively, 1962 magazine ads
probably portrayed women in female homemaker and decorative family roles.

If societal images mirror the changes in the roles that men and women
actually fulfill in society and advertisements also respond to these
changes, it would be expected that there would have been a shift in the
roles portrayed by men and women in magazine ads. Specifically, it would
be logical to find men shown less frequently in their traditional male
roles and more frequently in traditional female roles, Similarly, it
would be reasonable to expect to find women shown less frequently in

traditional female roles and more frequently in traditional male roles.
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Again, however, the continued criticism of ads indicates that the
images of men and women in ads are not yet congruent with societal
images. Therefore, it was expected that in only a few cases might the
third null hypothesis be rejected for roles into which men and women
have been stereotyped. It was expected that the third null hypothesis
would not be rejected for (a) most of the roles traditionally fulfilled
by either men or women and (b) the roles that traditionally have been
shared by both sexes.

Data Collection and Analysis Procedures

The specific hypotheses developed in this study were tested using
data collected from a sample of advertisements that appeared in magazines
in 1962 and 1973. 1In this section the procedures used in selecting
and analyzing advertisements are described,

Definition of the Population

Ideally, the population for this research would have been all American
magazine advertisements that were published in 1962 and 1973. However,
because of limited time and finances, this was not possible and the
population had to be limited to one that could be practically sampled.
Initially, the population was limited to the most widely circulated
magazines on the assumption that advertisements appearing in these magazines
would be read or seen to a greater extent than would advertisements in
magazines with smaller circulations.

The Magazine Publishers Association (MPA) compiles a list of the 50
leading American magazines based on the average circulation per issue

reported by the Audit Bureau of Circulations.1 Updated at six-month

1For clarity, an issue is a single edition of a magazine. The word
magazine refers to the set of issues published under one name.
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intervals, the MPA lists include general and farm members of the Audit Bu-
reau of Circulations. Because of the changes that occurred in the lists be-
tween 1962 and 1973, the MPA lists for both years were obtained and used in
the sampling process (see Appendix A). After the 1962 and 1973 lists were
acquired, the availability of each magazine at the Iowa State University
Library was determined. Finally, then, the population for this study con=-
sisted of all eligible advertisements that were published in 1962 or 1973
issues of magazines (a) listed among the 50 magazines having the highest av-
erage circulation per issue according to the Magazine Publishers Association
and (b) available at the Iowa State University Library as of July 1974.

Two sets of criteria were used to define the eligibility of
advertisements included in the popula;ion. Both of these sets of criteria
had to be met in order for an advertisement to be eligible.

- The fifst set of criteria related to the size and placement of the
magazine édvertisements. These criteria were as follows: (a) an
advertisement had to be one half of one column or larger in size; (b) an
ad appearing in a "shopper section" such as the shopping guide at the end
of each issue of Better Homes and Gardens was not eligible; (c) an
advertisement that was continuous over two or more full and consecutive
pages was considered to be one advertisement; however, two or more ads for
the same product which appeared in the same issue but were separated by
other printed material were considered to be separate ads; and (d) any
eligible ad that appeared in more than one magazine was considered eligible
each time it appeared.

The second set of criteria defined the content of an advertisement

which was considered as eligible. These criteria were as follows: (a) an
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ad had to contain at least one black and white or color photograph of at
least one adult, that is, a person who appeared to be 18 years of age or
older, whose sex was clearly discernible; (b) an ad had to contain at
least one adult shown at least from the neck up although a back view was
acceptable if the sex of the person was clearly discernible; (¢) an ad had
to contain at least one adult whose full figure was at least one and one-
half inches high; (d) an ad had to contain at least one adult who was not
just part of a crowd in which individuals were not cléarly portrayed;

(e) an ad had to contain at least one adult who was shown in a human
capacity; that is, people dressed as bottles, spray cleaners and the like
were not considered as adults,

Selection of the Sample of Advertisements

In brief, the population defined in thié study was divided into two
strata or sub-populations with one stratum consisting of advertisements
published in 1962 and the other consisting of advertisements published in
1973. Two-stage sampling was then used within each stratum. Within each
year magazines were randomly selected at the first stage. Advertisments
were then selected with equal probabilities at the second stage. The
resulting sample of 1,555 advertisements consisted of 741 advertisements
from 1962 and 814 advertisements from 1973.

At the beginning of the sampling process, a desired sample size of
600 advertisements was established for each stratum or year. In order to
obtain this minimum sample size, an estimate of the number of eligible
ads in each sub-population was needed so that the percentage of ads
necessary to achieve the desired sample size could be computed.

To estimate the number of eligible ads in the 1962 sub-population,



31

one issue from each magazine in this stratum was randomly selected and the
number of eligible advertisements counted. That number was then multiplied
by the annual number of issues to estimate the tétal number of eligibla

ads appearing in that magazine in 1962. This procedure was followed for
each magazine on the 1962 MPA list that was available at the Iowa State
University Library (see columns 1, 2, and 3 of Table 1). The estimated
total number of eligible ads in each magazine in 1962 was summed for all
magazines. The resulting figure was an estimate of the total number of
eligible ads in the sub-population. The same procedure was then followed
for 1973.

The desired sample size was divided by the estimated total number of
eligible ads in each sub-population to compute the fraction of eligible
ads needed to achieve the desired sample size. For 1962 one twelfth of all
of the eligible ads was needed for the sample. After that, the procedure
followed was to select one third of all the magazine issues and to analyze
one fourth of the eligible ads in each issue. A similar procedure was
followed for 1973 except that only one fifteenth of all the eligible ads
was needed to achieve the desired sample size. Therefore, for 1973 one
third of all the magazine issues was selected with one fifth of the
eligible ads in these issues being analyzed.

For both 1962 and 1973 one third of all of the magazine issues was
selected. To determine the specific number of issues chosen for each
magazine, the following procedure was used. The magazines were listed
and each issue was assigned a number (see column 4 of Table 1). For

example, Reader's Digest was given numbers from 1 to 12 because it was

the first magazine on the list and it had 12 issues per year. A random
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number table was used to locate a number between one and three to use as
the starting point for choosing the issues of the magazines. For 1962 the
starting point was issue number two. Every third number was then taken
for each year so that one third of all the issues would be sampled. For
example, in the 1962 sub-population numbers 2, 5, 8, 11, 14, 17,..., 431
were systematically chosen. These numbers were compared with the seriés
of numbers assigned to each magazine in order to learn the number of
issues of each magazine that were to be sampled. For example, since the

issues of Reader's Digest had been assigned numbers one through twelve and

the numbers 2, 5, 8, and 11 had been chosen, advertisements from four

issues of Reader's Digest were included in the sample (see column 5 of

Table 1).

After the number of issues to be sampied was known for each magazine,
the particular issues to be included in the sample had to be selected.
For each magazine, a random number table was used to select numbers between
one and twelve corresponding to the months of the year. For example,

numbers 2, 3, 9, and 11 were selected for Reader's Digest, the first

magazine on the 1962 list. As a result, advertisements from the February,
March, September, and November issues of this magazine were chosen to be
included in the sample,

For weekly magazines, a second random number between 1 and 31 was chosen
to indicate a date of publication. The issue published closest to that date
was used even if it meant changing the month of the issue., For example,
in using the above procedure in selecting issues of Time, the number 3 was
initially chosen indicating that advertisements from a March issue of this

magazine would be included in the sample. When a number was randomly
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selected between 1 and 31, 31 was chosen indicating that the issue of Time
that was published closest to March 31, 1973, would be used in selecting
advertisements for the sample. In this case, fhis was the April 2, 1973,
issue of this magazine.

Onée issues had been selected, a random number table was used to
select the firét eligible advertisement in each issue that was to be
included in the sample. For the 1962 sub-population, a number between 1
and 4 was selected to indicate the first eligible advertisement in a par-
ticular issue. After that, every fourth eligible advertisement in the
issue was also included in the sample. In the 1973 sub-populatidn, a num-
ber between one and five was chosen to indicate the first eligible ad to be
included in the sample. After that, every fifth eligible advertisement in
the issue was also selected.

The éampling procedures described above resulted in a total sample of
1,555 ads. As shown in Table 2, the 1962 sub-sample consisted of 741 ads
from 19bmagazines and the 1973 sub-sample consisted of 814 ads from 26 mag-
azines. Table 2 also summarizes the relative contribution of each magazine
to the total number of ads analyzed in each year. The magazines used in
each year differ because of changes in circulation and availability.

Analysis of Advertisements

After an advertisement was selected to be included in the sample, the
ad was analyzed and the resulting data recorded. Although the variables of
interest in the study were clearly defined, the analysis of each advertise-
ment remained é somewhat subjective task. Therefore, three persons par;
ticipated in the analysis of each advertisement in an effort to reduce the

bias that might have occurred if only one person had analyzed the ads.
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Table

2

Sources of Magazine Advertisements in the 1962 and 1973 Sample

1962 1973
Magazine N % N %

Reader's Digest 31 4.2 17 2.1
National Geographic 12 1.6 6 .7
Time 76 10.3 60 7.4
Newsweek 71 9.6 66 8.1
U.S. News & World Report 55 7.4 49 6.0
Ebony 55 6.8
Look 68 9.2
Life 89 12.0
Saturday Evening Post 50 6.7
Better Homes & Gardens 16 2.2 32 3.9
McCall's 43 5.8 26 3.2
Ladies' Home Journal 32 4.3 28 3.4
Good Housekeeping 44 5.9 28 3.4
American Home 10 1.3 15 1.8
Parents' Magazine 22 3.0 11 1.4
Sunset 30 3.7
House & Garden 16 2.0
Playboy 31 4.2 32 3.9
Esquire 34 4,2
Redbook 35 4.3
Cosmopolitan 65 8.0
Sports Illustrated 79 9.7
Qutdoor Life 21 2.6
Field & Stream 26 3.2
Farm Journal 26 3.5 9 1.1
Today's Education 2 .2
Successful Farming 20 2.7
Popular Science 15 2.0 23 2.8
Popular Mechanics 30 4.0 23 2.8
Mechanix Illustrated _26 3.2

741 100.0 814 100.0
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Two of the analysts were Cynthia Davenport, Instructor in English, and
Barbara Magill, Instructor in Industrial Administration. This researcher
served as the third analyst and trained the other two. Once the train.n,
period had been completed and the ads to be used in the sample had been
chosen, the analysts independently analyzed each advertisement and recorded
the following information about each ad on a code sheet (see Appendix B):
(a) the year and date of publication, (b) the title and type of magazine
in which the ad appeared, (c) the page on which the ad appeared, (d) the
name and type of product advertised, (e) the number of adults in the ad,
(f) the sex composition of the ad, (g) the presence or absence of children,
and (h) the role portrayed by each adult in the ad.

In the process of analyzing the advertisements, each product was
classified by the way in which the advertiser appeared to be portraying
the product. For example, telephones shown in business settings were
classified as industrial products while telephones shown in home settings
were considered to be home furnishings.

The role of every adult in each eligible advertisement was analyzed
except when (a) an adult was a member of a crowd of people and the
individual was only being portrayed as a member of such a group; (b) an
adult was not shown in a human capacity; or (c¢) an adult appeared in a
picture, on a book cover, or on a record album within the advertisement.
Each adult was classified in one and only one role. When possible, the
role of each adult in an eligible ad was classified by examining only the
photograph in the ad. 1If the role was not clearly evident from the
photograph, the printed material accompanying the photograph was read to

find out how the advertiser intended to portray the person. If the role
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could not be interpreted by examining the photograph and reading the
printed material, the role of the adult was classified as '"not discernible."
However, this category was used to classify only 80 (2.3 percent) of tle
3,548 adult roles analyzed in the sample.

Periodically, the analysts compared their independent analyses to
check for consistency and accuracy. When the data recorded by the three
analysts were not initially identical, the discrepancies were discussed
and resolved. Mistakes in recording information were corrected. When
disagreements remained, the three analysts discussed their reasons for
coding an advertisement in a particular way. Discussion continued until a
concensus was reached. With respect to a few advertisements, there seemed
to be two or more different and legitimate interpretations of the role a
particular adult was portraying in an ad. In these few cases the role of
the adult under question was coded as '"not discernible."”

Statistical Methods of Analysis

Since the data collected in this study were primarily of the nominal
type, non-parametric methods were used to test the specific hypotheses.
Simple frequency distributions were constructed and chi-square analysis was
used as a test of significant differences. When the directién of a
relationship was‘needed, the gamma statistic was used. |

The data collected in this study were initially analyzed to learn the
characteristics of the sample of 1,555 advertisements. 1In this process, it
was found that there was a significant difference in the types of products
advertised each year. As shown in Table 3, the greatest percentage changes
between 1962 and 1973 were (a) an increase in ads for tobacco and liquor

and (b) a decrease in ads for industrial products. As a result, it became
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Table 3

Distribution of Advertisements

by the Type of Product Advertised in 1962 and 1973

1962 1973
Type of Product N % N %
Personal products 116 15.6 142 17.4
Recreation products 47 6.3 64 7.9
Housekeeping supplies & services 13 1.8 21 2.6
Home furnishings 65 8.8 77 9.5
Home maintenance & repair products 6 .8 19 2.3
Food products 51 6.9 21 2.6
Tobacco and liquor products 96 13.0 170 20.9
Clothing products 58 7.8 66 8.1
Transportation products 85 11.5 98 12.0
Financial and personal business
products 36 4.9 40 4.9
Organizations and educational
products 22 3.0 55 6.8
Industrial products 146 19.6 41 5.0
741  100.0 814  100.0
xr = 119,553 P <.001 -
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neceséary to control for the type of product Being advertised in later
statistical analyses. Otherwise, any changes in the roles portrayed by
men Or women befween 1962 and 1973 would have been impossible to interpret
clearly.

Since the sampling procedure used in this study resulted in a sample
of magazine advertisements, advertisements, rather than the adults shown
in the ads, were used as the units of analysis in testing all three
specific hypotheses. . However, the adults shown in thé sample advertisements
were also used as units of analysis in testing the third hypothesis so that
the patterns of roles portrayed by each Sex could be explored directly.
Using each adult as a unit of analysis, the distribution of roles portrayed
by men in 1962 advertisements was compared to the distribution of roles
portrayed by men in 1973 advertisements to determine whether there had been
a significant change in the relative participation of men in each role.
The same approach was used in analyzing the roles portrayed by women in the
sample advertisements. This procedure was justified on the basis that the
sampling method used in this study was similar to a household survey in
which households are sampled and each member of the household is interviewed

as a separate unit,
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FINDINGS

The general objective of this study was to identify and compare the
images of men and women that were portrayed in magazine advertisements
published in 1962 and 1973. To achieve this objective, three specific
hypotheses were developed and tested using the data collected from a
sample consisting of 741 advertisements published in 1962 and 814
advertisements pubiished in 1973. The results of this analysis are
presented in this chapter.

Type of Product and Sex Composition of Ad

Stated in null form, the first hypéthesis tested was: The sex
composition of magazine advertisements is not significantly associated
with the type of product advertised in 1962 or 1973, To test this
hypothesis, each sample advertisement was classified as showing (a) only
one or more women, (b) only one or more men, or‘(c) at least one woman
and at least one man in the advertisement. As stated in the preceding
chapter these classifications were labeled (a) female only, (b) male only,
and (c) both male and female. These categories were then used when chi-
square analysis was applied to identify whether the sex composition of
magazine advertisements was significantly assdciated with the type of
product advertised in 1962 or 1973.

Relationship in 1962 and 1973

As shown in Tables 4 and 5, sex composition was found to be signif-
icantly associated with the type of product advertised in both 1962 and
1973. As a result, it was concluded that there was a relationship between
the type of product advertised and the se# composition of advertisements.

Therefore, the first null hypothesis was rejected for both years.
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Advertisements for a particular type of product were interpreted as
being associated with one sex composition category if 40 percent of the
ads were classified in that category. Applying this criterion to the
data summarized in Tables 4 and 5, it was found in 1962 and 1973 that
men alone were associated with ads for different types of products than
women alone were. In both years men alone were associated with ads for
(a) recreation products, (b) home maintenance and repair products,

(c¢) financial and personal business products, (d) organizations and
educational products, and (e) industrial products. However, in 1962 and
1973 women alone were associated with ads for (a) personal products,

(b) housekeeping supplies and services, and (c) food products. Both men
and women were associated with ads for (a) tobacco and liquor products
and (b) transportation products in 1962 and 1973.

There were only three differences in the sex composition of ads
between 1962 and 1973. First, men alone were associated with ads for
clothing products in 1962 while women alone were associated with them
in 1973. Second, women alone were associated with ads for home furnishings
in 1962 while both men and women were associated with them in 1973. Third,
men alone and both men and women were associated with ads for financial
and personal busineés products in 1962 but only men alone were associated
with them in 1973.

Change in Relationship between 1962 and 1973

Stated in null form, the second hypothesis tested was as follows:
Between 1962 and 1973 there was not a significant change in the sex
composition of the advertisements for each type of product. Chi-square

analysis was used to identify whether the sex composition of magazine ads
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for products in each of the twelve categories was significantly associated
with the year the ads were published. A summary of the results of these
analyses is presented in Table 6.

The chi-square test of independence could not be applied to the data
for four of the product categories in Table 6 because more than 20 percent
of the cells in those frequency distributions had expected values less than
five. The four product categories not analyzed were (a) housekeeping
supplies and services, (b) home maintenance and repair products, (c)
financial and personal business products, and (d) organizations and
educational products. Of the remaining eight categories, only two showed
a significant difference in the sex composition of the advertisements
published in 1962 and those published in 1973.

As shown in Table 6, the sex composition of the ads for home
furnishings was significantly associated with the year of publication,
Between 1962 and 1973 there was an increase in the proportion of ads for
home furnishings which showed men alone or both men and women while there
was a decrease in the proportion of ads showing only women. Similarly, for
clothing products the sex composition of the ads was significantly
associated with the year of publication. Between 1962 and 1973 there was
an increase in the proportion of advertisements showing only women and a
decrease in the proportion of ads showing men alone or both men and women.
Therefore, the second null hypothesis was rejected for advertisements for
home furnishings and clothing products. On the other hand, the second
null hypothesis was accepted for the other six categories tested. Thus,
the conclusion drawn was that there was no change in the sex composition of

the ads for these products between 1962 and 1973.
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Table 6

Changes between 1962 and 1973 in the Sex Composition

of Advertisements for Each Type of Product

x2 value

Direction of Change

Type of Product P Conclusion Increase Decrease
Personal products .51 77 Accept Ho
Recreation products 1.64 .43 Accept H
Housekeeping supplies
& services - - -
Home furnishings 7.39 .02 Reject Ho Male only Female
Both male only
& female
Home maintenance &
repair products - - -
Food products .51 77 Accept Ho
Tobacco & liquor
products 1.75 42 Accept H
Clothing products 8.10 .02 Reject Ho Female Male only
only Both male
& female
Transportation
products .63 .73 Accept Ho

Financial & personal
business products®

3Female only was so predominant that 66 percent of the cells in the
table had expected values of less than five.

b

table had expected values of less than five.
CThere were so few ads with female only that 33 percent of the cells
in the table had expected values less than five.

Male only was so predominant that 83 percent of the cells in the
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Table 6 (Continued)

Direction of Change

Type of Product x2 value P Conclusion 1Increase Decrease

Organizations &
educational productsd - - -

There were only 22 ads in 1962 and so many ads showing males only

that 33 percent of the cells in the table had expected values less than
five.
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The Roles Portrayed by Men and Women in Magazine Advertisements
Stated in null form, the third hypothesis tested was as follows:

There was not a significant change in the roles portrayed by men or
women between 1962 and 1973. To test this hypothesis, two different
approaches were used. In both approaches the advertisements were divided
into the twelve product categories used throughout this study and each
group of advertisements analyzed separately. Also, in both approaches
the roles portrayed by men were analyzed separately from the roles
portrayed by women, The only difference between the two approaches was
the unit of analysis used. 1In the first approach, the 1,555 sample
magazine advertisements were used as the units of analysis. 1In the
second approach, the 3,548 men and women that were shown in the sample
advertisements were used as the units of analysis.

Ads as Units of Analysis

Tables 7 and 8 summarize the results of the approach using the sample
advertisements as the units of analysis, Distributions like those shown
in Table 9 were constructed for each product type to show (a) the number
and percent of advertisements in which at least one man portrayed a
particular role in 1962 and in 1973 and (b) the number and percent of
advertisements in which no man was shown portraying that role. Since
there were twelve product categories and seven defined roles, there was
a total of 84 such tables for men. Similarly, 84 distributions like those
shown in Table 10 were constructed for women.

Chi-square analysis was then used to find out if there was a
significant difference between the advertisements appearing in 1962 and

1973. when 20 percent or more of the cells in a particular table had
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Table 7

Changes between 1962 and 1973 in the Roles Portrayed

by Men in Advertisements for Each Type of Product

x2
1
Type of Product? Role value P ConclusionP
Personal products Personal .16 .69
Recreation 2,71 .09
Work 2.69 .10
Decorative 1.25 .26
Recreation products Recreation .01 .92
Work 75 .39
Home furnishings Recreation .07 .79
Male homemaker .00 .96
Work .56 45
Decorative 2.55 .11
Decorative family 1.48 .22
Tobacco & liquor Recreation 4.50 .03 Reject H,
products Work 1.37 .24
Decorative .00 .95
Clothing products Recreation 1.57 .21
Work 8.43 <.01 Reject H,
Decorative .50 .48
Transportation Recreation .25 .62
products Male homemaker 6.32¢ .01 Reject H,
Work .48 .49
Decorative .00 .95
Financial & personal Male homemaker .00 .96
business products Female homemaker .45 .50
Work .01 .93
Decorative 3.44 .06

aA product category and role were omitted when 25 percent or more
of the cells in the 2 by 2 table had expected values less than five.

bUnless otherwise noted, the null hypothesis was accepted.

®In this 2 by 2 table, one cell had an expected value of 4.6.
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Table 7 (Continued)

x2
1
Type of Product? Role : value P ConclusionP
Organizations & Work .00 .97
educational Decorative .02 .89
products
Industrial products Work .50 .48
Decorative A7 .49
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Table 8

Changes between 1962 and 1973 in the Roles Portrayed

by Women in Advertisements for Each Type of Product

x2
a ! b
Type of Product Role value P Conclusion

Personal products Personal .90 .34

Recreation 7.18 «.01 Reject H

Female homemaker 3.33 .07 °
Work .19 .67
Decorative 3.77 .05

Recreation products Recreation 4.09 .04  Reject H
Female homemaker .29 .59

Work 8.03 <.01 Reject Ho
Decorative .27 .61
Housekeeping supplies Female homemaker .00 .95
& services Decorative .01 .92
Home furnishings Personal .19 .66
'~ Recreation .18 .67

Female homemaker 16.71 .01 -Reject Ho
Decorative .02 .89
Decorative family .12 .73
Food products Female homemaker 1.45 .23
Tobacco & liquor Recreation 1.91 .17
products Decorative .01 .94
Clothing products Recreation .09 7
Decorative .56 .45
Transportation Recreation .10 .91
products Work .95 .33
Decorative .03 .86
Decorative family .01 .92
Financial & personal Female homemaker .03 .87

business products

A product category and role were omitted when the role was not

used or when 25 percent or more of the cells in the 2 by 2 table had

expected values less than five.
bynless otherwise noted, the null hypothesis was accepted.
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Table 8 (Continued)

X2
a 1 b
Type of Product Role value p Conclusion
Organizations & Work .60 b
educational
products
Industrial products Female homemaker .06 .81
Work 1.83 .18
Decorative family .01 .92
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Table 9
Significant Changes between 1962 and 1973 in the Roles

Portrayed by Men in Advertisements for Certain Types of Products

1962 1973
N % N A

Tobacco and Liquor Products

Ads showing no men 55 57.3 73 42.9
in recreation role
Ads showing at least one 41 42,7 97 57.1
man in recreation role .
6 100.0 170 100.0
x?=4.50  p <05 Reject H_

Clothing Products

Ads showing no men 44 75.9 63 95.5
in work role
Ads showing at least one 14 24,1 3 4.5
man in work role . .
58 100.0 66 100.0
xi = 8.43 P <.01 Reject Ho

Transportation Products

Ads showing no men 76 89.4 97 99.0
in male homemaker role
Ads showing at least one 9%  10.6 1 1.0
man in male homemaker role . _
5 100.0 98 100.0
2
x| = 6.32 P <.01 Reject H0

&This cell has an expected value of 4.6; therefore, the results should
interpreted with caution.
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Table 10

Significant Changes between 1962 and 1973 in the Roles

Portrayed by Women in Advertisements for Certain Types of Products

1962 1973
N % N %
Personal Products
Ads showing no women : 107 92.2 113 79.6
in recreation role
Ads showing at least one 9 A 7.8 29 20.4
woman in recreation role
116 100.0 142 100.0
2 .
x| = 7.18 p <.01 Reject Ho
Recreation Products
Ads showing no women 35 74.5 58 90.6
in recreation role
Ads showing at least one 12 25.5 6 9.4
woman in recreation role — _
47  100.0 64  100.0
2 .
x| = 4,09 p <.05 Reject HO
Recreation Products
Ads showing no women 47  100.0 52 81.3
in work-role
Ads showing at least one 0 0.0 12 18.7
woman in work role — .
47 100.0 64  100.0
2 .
Xy = 8.03 P <.01 Reject Ho
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Table 10 (Continued)

1962 1973
N % N %
Home Furnishings
Ads showing no women 28 43,1 60 77.9
in female homemaker role
Ads showing at least one 37 56.9 17 22.1
woman in female homemaker
role __ —
65 100.0 77 100.0
2

Xy = 16.71 p <.001

Reject H
o
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expected values of less than five, the results of the chi-square analysis
were not recorded in Tables 7 and 8. The one exception was the case in
which the chi-square value was significant at the .01 level and the
‘expected value of the cell in question was 4.6 (see the third section of
Table 9). Thus, 29 distributions were analyzed.

As shown in Table 7, only three of the 29 distributions subjected to
chi-square analysis showed significant changes between 1962 and 1973 in
the roles portrayed by men in advertisements., First, there was a
significant increase between 1962 and 1973 in the percent of tobacco and
liquor ads showing men in a recreation role. Second, there was a
significant decrease in the percent of advertisements for clothing that
showed men in a work role. Third, between the two years thefe was a
significant decrease in the percent of ads for transportation product;
that showed men in the role of a male homemaker. The data for these three
cases are presented in Table 9.

As shown in Table 8, only four of the 26 distributions subjected to
chi-square analysis showed significant changes between 1962 and 1973 in
the roles portrayed by women in advertisements. First, between 1962 and
1973 there was a significant increase in the percent of advertisements
for personal products that showed women in a recreation role. Second,
there was a significant decrease in the percent of ads for recreation
products that showed women in a recreation role. Third, there was also
a significant incregse in the percent of recreation advertisements that
showed women in a work role. Fourth, a significant decrease in the
percent of home furnishing ads showing women in a female homemaker role

occurred between 1962 and 1973. The data for these four cases are



57

presented in Table 10.

Adults as Units of Analysis

As stated above, the roles of adults portrayed in magazine
advertisements in 1962 and 1973 were also analyzed using the men and
women in these ads as the units of analysis. Distributions like those
shown in Table 15 in Appendix C were constructed for each product type
to show the number and percent of men in 1962 and in 1973 that were
shown in each of the seven roles defined in this study. Distributions
of the same type were constructed for women (see Table 16 in Appendix C).
Within each distribution, roles were combined when necessary so that the
expected frequencies were less than five in no more than 20 percent of
the cells. However, for some products, the expected frequencies were
less than five in more than 20 percent of the cells even after role
categories were combined as much as possible. For men, these products
were housekeeping supplies and services, home maintenance and repair
products, and food products (see Table 15 in Appendix C). For women,
these products were home maintenance and repair products and organizations
and educational products (see Table 16 in Appendix ().

Chi-square analysis was used when possible to find out if there
was a significant change from 1962 to 1973 in the distribution of major
roles portrayed by each sex within each product category. The results of
these analyses are summarized in Tables 11 and 12. As shown in Table 11,
significant changes in the distributions of roles portrayed by men were
found in ads for personal products, home furnishings, clothing products,
transportation products, organizations and educational products, and

industrial products. As shown in Table 12, there were significant changes
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in the distributioﬁs of roles portrayed by women in advertisements for
personal products, recreation products, housekeeping supplies and services,
home furnishings, and food products.

For each product category in which a significant change in the
distribution of roles portréyed was found, further analysis was performed.
Tables were developed to show the number of men portraying a particular
role in each year and the number of men not portraying that role in each
year, Similar tables were developed for women. (Chi-square analysis was
then used to find out if there had been significant changes between 1962
and 1973 in the particular roles portrayed by men and women. The results
of this analysis are summarized in the columns denoted one through seven
in Tables 11 and 12. The positive and negative signs in these columns
represent the roles in which significant differences between the years
were foundAand the direction of the changes. A plus sign in a particular
role column means an increase from 1962 to 1973 in the proportion of
men or women portraying that role in ads for a particular type of product
compared to the proportion portraying all other roles in ads for that
type of product., Similarly, a minus sign in a particular role column
represents a decrease from 1962 to 1973 in the proportion of men or
women portraying that role compared to the proportion portraying all other
roles in ads for that type of product.

As shown in Table 11, it is evident that there were significant
decreases in the proportion of men shown in work roles in advertisements
for personal préducts, clothing products, and industrial products.

There was also a significant decrease in the proportion of men shown in
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decorative family roles in advertisements for home furnishings. However,
there were significant increases in the proportion of men shown in
decorative roles in ads for personal products and clothing products
while there was a decrease in the proportion of men shown in decorative
roles in advertisements for industrial products.

As shown in Table 12, there was a significant decrease in the
proportion of women shown in personal roles in advertisements for personal
products but an increase in the proportion of women in personal roles in ads
for home furnishings. There were significant decreases in the proportion of
women shown in recreation roles in ads for recreation products and food
products but an increase in the proportion of women shown in recreation
roles in ads for personal products. There were sighificant decreases in
the proportion of women shown as female homemakers in ads for personal
products and home furnishings. Finally, there was an increase in the
proportion of women shown in work roles in advertisements for recreation

products.
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INTERPRETATIONS AND CONCLUSIONS

Stress in the form of criticism has been placed on the mass media
for their portrayal of stereotyped images of men and women. Within the
structure-function framework, such stress indicates that there is an
imbalance between the images of men and women that at least some members
of society perceive to be accurate reflections of society and the images
of men and women that the mass media reflect. Change or continued stress
can be expected until a balance is reached. The research reported in this
thesis was undertaken to furnish evidence as to whether or not the images
of men and women reflected in magazine advertisements, one form of the
mass media, have changed since the first serious signs of stress appeared
in 1963.

Interpretations of the Findings

Based on the findings of this thesis, it seems clear that the images
of men and women reflected in magazine ads in 1973 were essentially the
same as the images reflected in magazine ads in 1962. 1In addition, the
images of men and women reflected in magazine advertisements in both years
were congruent with the traditional images of men and women in society.

Spheres of Interest

In this study, the types of products advertised were used as indicators
of the spheres of interest of men and women pictured in the ads for these
products. According to the traditional images of men and women in society,
men and women are differentiated by their separate spheres of interest
although they do share some common spheres of interest.

From the analysis of magazine ads in 1962, the types of products that

were of interest to men and women were tobacco and liquor products,
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transportation products, and financial and personal business products.
However, most of the product categories in magazine ads in 1962 showed
different spheres qf interest for men and women. Men alone were associ-
ated with ads for recreation products, home maintenance and repair products,
financial and personal business products, organizations and educational
products, industrial products, and clothing products. In contrast, women
alone were associated with ads for personal products, housekeeping supplies
and services, food products, and home furnishings.

According to the traditional images of men in American society, a
man's interests revolve around his work, sports, outdoor activities, and
the protectiqn of his family. 1In contrast, the traditional interests of
women involve marriage, child rearing, homemaking, and volunteer and
community activities. 1In view of the findings, it seems that magazine ads
in 1962 reflected what have been described as traditional images of men and
women in American society. Since magazine ads in 1973 reflected the same
images with only minor changes, it can be concluded that magazine ads in
1973 reflected essentially the same traditional spheres of interest for men
and women as magazine ads in 1962 did.

One of the changes between 1962 and 1973 was in the sex composition of
ads for clothing products. In 1962 men alone were associated with ads for
clothing products while women alone were associated with ads in this cate-
gory in 1973. However, this difference apparently can be explained by the
fact that there was a greater proportion of ads for women's clothing in the
1973 sample although there was not a significant increase in the size of
this product category as a whole. Therefore, it is logical that women were

more closely associated with the ads in this category in 1973 than they were
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in 1962.

In ads for home furnishings there was a significant trend toward
equality of men and women. In 1962 women alone were associated with
ads for home furnishings while in 1973 both men and women were
assoclated with ads in this category.

Although not tested, there appeared to be a reverse of this trend
in ads for financial and'personal business products. In 1962’,50'0
percent of the ads for financial and personal business products showed
men alone while 41.7 percent showed both men and women. However, in
1973, 67.5 percent of the ads in this category showed men alone and
only 22.5 percent showed both men #nd women. Since these changes were
in opposite directions, it was concluded that magazine advertisements
published in 1973 depicted essentially the same spheres of interest
for men and women as ads did in 1962.

Roles of Men and Women

Since the traditional images of men and women have shown the sexes
in sepafate toles in American society, the role portraye& by each man or
woman in‘a magaziﬁe ad was used as an indicant of the image of that person
the ad was reflecting. 7Two different methods were used to test the
hypothesis that there was no significant change in the roles portrayed by
men or women in magaziné ads between 1962 and 1973, In the first method,
ads were used as the units of analysis. 1In the second method, adults were
used as the units of analysis.

When ads were the units of analysis, very few changes between 1962 and
1973 were found in the proportion of ads showing men or women in specific

roles. Of the 55 distributions subjected to chi-square analysis, only seven
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sigﬁificant changes were found., The few cases where significant changes
were found_represented (a) isolated changes in different roles in different
pfoduct categories or (b) changes in opposite directions that seemed to
cancel each other. As an example of the first case, fhere was a signifi-
cant decrease in the proportion of ads for transportation products that
showed men in the role of male homemaker and an increase in the proportion
of tobacco and'liquor ads showing men in a recreation role. In the second
_case, there was an increase in the proportion of ads for personal products
th#t showed‘women in recreation roles but a decrease in the propotfion of
ads for récreation products that showed women in recreation roles. VGiven
the paucity of>meaningfu1 changes, it was concluded that magazine ads in
1973 showed esséntially the same roles for men and women that they showed
in 1962.

When adults were the units of énalysis, more.significaht changes were
found.  However, given that there were 168 possible role-ptoduét combi-
nations and.only 14 significant Changés, it was concluded that the ro1es
portrayed by men and women in m#gazine ads in 1962 were very similar to
those pottraygd in 1973,

The findings from the analysis of men's rolés showed two trends. The
first frend was toward a de-emphasis of men's work role as indicated by a
decrease in the proportion of men shown in work_rblés in ads forlpersonal
products, clothing products, and industriéi products. The second but lesser
trend was toward emphasizing men in decorative roles as evidenced by an
increase in the proportion of men shown in decorative roles in ads for
personal prqducts and clothing products;

The findings from the analysis of women's roles were less -
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consistent. The only discernible trend was toward lessening the emphasis
on the woman's female homemaker role as evidenced by a decrease in the
proportion of women shown in female homemaker roles in ads for personal
products and home furnishings. The only other significant changes were
either isolated cases of a role changing within only one product category
or situations in which the portrayal of a role increased in one product
category and decreased in one or two others.

As a result of these findings, it appears that between 1962 and 1973
there were very few changes (a) in the types of roles shown in magazine
ads and (b) in the roles portrayed by men and women in magazine ads. Thus,
the images of men and women as they were reflected in the roles portrayed
by each sex changed very little between 1962 and 1973.

Conclusion

The conclusion that the images of men and women reflected in magazine
advertisements in 1973 were essentially the same as those in 1962 can best
be understood by viewing this conclusion in the context of the structure-
function framework. It is expected that the images of men and women
reflected in magazine ads should eventually be congruent with those that
are transmitted by the family and other subsystems involved in the
socialization process. Until a balance is achieved, change or indications
of stress can be expected. Since 1963 one indication of stress has been
the continued criticism of the stereotyped images of men and women portrayed
in the mass me&ia. Based on the findings reported in this thesis, such
criticism is likely to continue until advertisers respond to the changing
images of men and women in society by reflecting these images in magazine

advertisements.
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Limitations

The research described in this thesis had several limitations. In
analyzing the images of men and women in magazine advertisements, only
two dimensions of traditional sex images--spheres of interest and roles--
were measured. The other major dimension of sex image--personality
traits~~could not be studied directly. |

The sampling procedure also had some limitations. First, many
magazines on the MPA lists were not available at the Iowa State University
Library. Thus, the sample may not have been a true reflection of the ads
in all magazines on the MPA lists, Second, some of the magazines on the
MPA list publish regional issues. Therefore, the issues sampled from
those magazines were limited to the ones published for the midwest region.
Third, the MPA lists did not contain all the magazines that were published
in the United States in 1962 and 1973. Therefore, the MPA lists may
not have been representative of the population of all mégazines published
in the United States in those years. Fourth, a few issues that were
chosen were missing from the library so that alternatives had to be
selected, This limitation was probably not too severe because only
two or three issues from the 300 sampled were missing. Fifth, the
analysis of the roles of men and women in magazine advertisements may
have been slightly biased because of the absence of a male analyst.
By defining the roles clearly, this potential bias should have been

minimized.
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Recommendations for Further Research

Research is needed in the following areas: (a) improvement of the
methods for analyzing sex images in the mass media, (b) analysis of the
images of men and women reflected in other forms of the mass media,

(c) further analysis of the actual roles and spheres of interest of men
and women in society to use as a basis of comparison with the roles and
spheres of interest of men and women that are reflected in the mass

media, and (d) continuing research to ascertain whether the mass media

respond to the changing images of men and women in society.
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APPENDIX B: CODE SHEET
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APPENDIX C: SUPPLEMENTARY TABLES
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Table 15

Distribution of Roles Portrayed by Men in Magazine Advertisements

Classified by the Type of Product and Year of Publication

a 1962 1973
Role N % N %
Personal Products
Personal 8 12,1 7 6.3
Recreation 13 19.7 34 30.6
Work 24 36.4 7 6.3 -
Decorative 17 25.7 61 55.0
Roles 3, 4, & 7 combined . _4 6.1 2 1.8
' 66 100.0 111 100.0
5 _
x, = 35.02 P <.001 Rejec§ H,
Recreation Products
Recreation 23 37.7 28 32.5
Work 23 37.7 36 41,9
Decorative 6 9.8 16 18.6
Roles 1, 3, &4, & 7 combined 9 14.8 6 7.0
61 100.0 86 100.0
2
X3 = 4.37 P >.05 Accept H

aRole: 1 = personal; 2 = recreation; 3 = female homemaker;
4 = male homemaker; 5 = work; 6 = decorative; 7 = decorative family,
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Table 15 (Continued)

bChi-square analysis was not used because more

of the expected frequencies were less than five.

. 1962 1973
Role N % N %
Housekeeping Supplies and Servicesb
Female homemaker 2 50.0 1 100.0
Male homemaker 2 50.0 0 0
4 100.0 1 100.0
HomeAFurnishings
Personal 2 4.1 7 12.3
Recreation 5 10.2 9 15.8
Female homemaker 8 16.3 4 7.0
Male homemaker 7 14.3 10 17.5
Work 10 20.4 13 22.8
Decorative 2 4,1 9 15.8
Decorative family 15 30.6 3 8.8
49 100.0 57 100.0
2
Xe = 15.43 P < .05 joect H,
Home Maintenance and Repairb

" Recreation 0 0 1 4.4
Male homemaker 4 80.0 13 56.5
Work 1 20.0 9 39.1
5 100.0 23 100.0

than 20 percent
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Table 15 (Continued)

v 1962 1973
Role? N % N %
Foodb
Recreation 18 62.1 0 O
Roles 1, 3, 4, 5, 6, & 7
combined 11 37.9 12 100.0
29 100.0 12 100.0
Tobacco and Liquor
Recreation 76 55.9 142 59.2
Female homemaker 6 4.4 7 2.9
Work 29 21.3 45 -+ 18.8
Decorative 19 14.0 41 17.1
Roles 1, 4, 7 combined 6 4.4 5 2,0
136 100.0 240 100.0
2
X, = 3.11 P > .05 Accept H
Clothing
Recreation 17 27.0 13 23.2
Work 20 31.7 3 5.4
Decorative 22 34.9 39 69.6
Roles 1, 3, 4, & 7 combined 4 6.4 1 1.8
3 100.0 5 100.0
x§ =19.34 p < .001 Reject H_
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Table 15 (Continued)

a 1962 1973
. Role N % N %
Transportation
Recreation 63 41,2 57 36.1
Male homemaker 9 5.9 1 .6
Work 46 30.1 48 30.4
Decorative 29 18.9 45 28.5
Roles 1, 3, & 7 combined 6 3.9 7 L.b
: 153 100.0 158 100.0
x2 =10.27 p < .05  Reject H
Financial and Personal Business
Female homemaker 7 12.5 11 14.7
Male homemaker 8 14.3 13 17.3
Work 28 50.0 : 31 41.4
Decorative 3 5.3 13 17.3
Roles 1, 2, & 7 combined 10 17.9 A 9.3
56 100.0 75 100.0
2
x, = 6.27 p > .05 Accept H
Organizations and Educational Products
Work 48 94.1 89 81.6
Decorative 3 5.9 17 11.9
Roles 1, 2, 3, 4, & 7 0 0 11 6.5
combined —
51 100.0 117 100.0
xg = 8.42 P < .05 Reject Ho
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Table 15 (Continued)

a 1962 1973
Role N % N %
Industrial Products
Work 211 89.0 39 75.0
Decorative 14 5.9 5 9.6
Roles 1, 2, 3, 4, & 7 12 5.1 8 15.4 .
combined 237 100.0 52 100.0
xg = 8.45 p < .05 Reject H
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Table 16

Distribution of Roles Portrayed by Women in Magazine Advertisements

Classified by the Type of Product and Year of Publication

a 1962 1973
Role N % N %
Personal Products
Personal 20 15.4 16 7.4
Recreation 17 - 13.1 61 28.2
Female homemaker 18 13.8 8 3.7
Work 11 8.5 8 3.7
Decorative 60 46,1 122 56,5
- Roles 4 & 7 combined 4 3.1 1 .5
130 100.0 216 100.0
2 ,
%, = 33.10 p < fOOI Reject H
Recreation Products
Recreafion 14 41.2 8 15.7
Female homemaker 6 17.6 9 17.6
Work 0 0 18 35.3
Decorative 11 32.4 11 21.6
Roles 1, 4, & 7 combined 3 8.8 3 9.8
34 100.0 51 100.0
x; =18.10 p <.05  Reject H_

aRole: 1 = personal; 2 = recreation; 3 = female homemaker;
work; 6 = decorative; 7 = decorative family.

4 = male homemaker; 5 =
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Table 16 (Continued)

a 1962 1973
Role N % N %

Housekeeping Supplies and Services

Female homemaker 9 36.0 29 60.4
Decorative 6 24.0 15 31.3
Roles 1, 2, 4, 5, & 7
combined 10 40.0 4 8.3
25 100.0 48 100.0
2 .
X, = 10.74 p < .01 ReJectho
Home Furnishings
Personal 6 4.5 li 13.4
Recreation 16 12,0 11 13.4
Female homemaker 54 40.6 17 20.7
Decorative 46 34.6 21 25.6
Decorative family 11 8.3 9 11.0
Roles 4 & 5 combined 0 0 13 15.9
133 100.0 82 100.0
2 .
Xg = 33.77 p < .001 Reject
. b
Home Maintenance and Repair
Personal 1 50.0 0 0
Recreation 0 0 1 20.0
Female homemaker 1 50.0 1 20.0
Male homemaker 0 0 3 60.0
2 100.0 5 100.0

b
Chi-square analysis was not used because more than 20 percent

of the expected frequencies were less than five.
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Table 16 (Continued)

a 1962 1973
Role ‘ N % N %
Food
Recreation 21 42.0 1 4.8
Female homemaker 15 30.0 12 . 57.1
Roles 1, 4, 5, 6, & 7
combined 14 28.0 8 38.1
' : 50 100.0 21 100.0
2 -
X, 9.94 p < .01 Reject Ho
Tobacco and Liquor
Recreation ' 64 69.6 124 73.8
Female homemaker 11 11.9 8 4.8
Decorative 15 16.3 26 15.5
Roles 1, 4, 5, & 7 combined 2 2.2 10 5.9
92 100.0 168 100.0
x§ =6.20 p s .05 Accept H
Clothing
Recreation ' 1 27.5 20 18.2
Decorative : 28 70.0 82 74,5
Roles 1, 3, 4, 5, & 7
combined 1 2.5 8 7.3
: 40 100.0 110 100.0
xg.- 2.45 p > .05 Accept H_




89

Table 16 (Continued)

a 1962 1973
Role N % N %
Transportation
Recreation 47 54.0 45 43.3
Work 9 10.3 22 21,2
Decorative 17 19,6 28 26.9
Roles 1, 3, 4, & 7 combined 14 16.1 _9 __8.6
87 100.0 104 100.0
2 . . ,
Xy = 7.77 p > .05 Accept Hb
Financial and Personal Business
Female homemaker 6 24,0 12 46.2
Work 7 28.0 5 19.2
Roles 1, 2, 4, 6, & 7 combined 12 48.0 ) 34.6
25 100.0 : 26 100.0
xg = 2.70 P > -05 Accept H
Organizations and Educational Produétsb
Work 7 77.8 15 57.7
Roles 1, 2, 3, 4, 6, ' . ‘
& 7 combined - 2 22.2 11 42,3
9 100.0 26 100.0
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Table 16 (Continued)

a 1962 1973
Role N % N %

Industrial Products

Female homemaker 7 12.5 3 10.0

Work 35 62.5 25 83.3
Roles 1, 2, 4, 6, & 7

combined 14 25.0 2 6.7

56 100.0 30 100.0

X

NN

= 4.90 p > .05 Accept Ho




