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ABSTRACT 

Advertising is one of the most important cultural 

factors molding our lives today, particularly in its power 

to establish and reinforce social identities. Past research 

indicates that despite the gains that women have made in 

society, images of women in advertising continue to be 

highly stereotyped. Advertising's transnational growth 

raises questions about the extent to which gender 

stereotypes appear in ads outside the United States. 

This thesis intended to look at the extent of sex 

stereotypes in magazine advertising of the United States and 

India. The purpose was to examine the existing similarities 

and differences in the advertisements of the two countries, 

and any change thereof, over the past decade. A systematic 

sample of 624 advertisements from Newsweek and India Todav 

was content analyzed. A coding instrument was developed to 

measure male and female-stereotyped settings, occupational 

roles, task roles, and product roles, along with eye gaze 

characteristics of the individuals portrayed. Chi-square 

tests were applied to analyze the data. 



Results indicated that magazine advertisements of 

the United States and India are very similar in their 

representations of gender. In addition, neither magazine's 

ads showed any substantial change over the past ten years. 

In essence, similar gender representations were found in the 

advertisements of two vastly different cultures. This leads 

to the speculation that there must be some trend that exists 

in advertising cross-culturally, which overrides indigenous 

cultural differences. 

xii 



Chapter 1 

INTRODUCTION 

~raditionally, research on advertising has focused 

on improving its commercial effectiveness. Since 1971, 

attention gradually shifted to the social effects of 

advertising. A growing concern about the social effects 

led to a focus on its content. In particular, studies 

began to focus on the gender stereotypes which are 

prevalent in advertising images. Numerous studies have 

fueled concern about negative images of women in American 

advertising. 

As advertising has developed into a transnational 

industry, the question is raised as to the extent to 

which these gender stereotypes appear in ads outside the 

United States. Most research so far has focused on 

gender images in U.S. advertising almost exclusively. 

Comparative studies between advertisements fromdifferent 

countries have been relatively rare. Yet comparative 

studies are important for helping to establish what 

images are constant across the transnationalized 

advertising culture and which are culture-specific. 

1 



Different countries have differing attitudes towards 

gender issues. Therefore, it is interesting to examine 

both the similarities and differences in gender 

portrayals. 

This thesis focuses on magazine ads from the United 

States and India. The purpose is to discover patterns of 

similarities and differences between them, as well as 

change over time in both cases. The analysis isolates 

the use of settings, role portrayals, intergender 

relationship portrayals and individual gender images for 

the analysis of sex role stereotypes. 

1.1 Significance 

Advertising is one of the most important cultural 

factors molding our lives today (Williamson, 1978, p.29) . 
Regardless of how it is defined, it has been pointed out 

that advertising serves as a tool for understanding 

society, since it both determines or channels social 

values that direct social change, and reflects the daily 

life of a people (Singer 1931). 

Goffman (1979) discusses the linkage between 

advertisements and reality. Advertising is a selective 

process in which advertisers select and emphasize certain 
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images and messages over others for the purposes of 

promoting their products. Through its power to generate 

scenarios that are appealing to the minds of audiences, 

advertisinglinks products with a social identity. Thus, 

images become an important force of socialization. 

As a result of the recognition of advertising's 

power to establish and reinforce social identities, 

advertising has come under considerable scrutiny, 

particularly in terms of defining roles and behaviors, 

especially for those with less social power. Since the 

1960s, research has recognized the sociological force of 

advertising, particularly in its focus on the minorities, 

for example, women and children. Interest in sex-role 

stereotyping has mushroomed as social activists have 

called for reforms in portrayals. The most common 

complaint has been that women are portrayed only in terms 

of gender-stereotyped roles (e-g., as sex objects, social 

companions, mothers, housewives etc.) . These ideas 

motivated substantial research efforts. Research is in 

consensus that despite the gains that women have made in 

society, images of women in advertising continue to be 

highly stereotyped. 

Goffmanls Gender Advertisements (1979) re-formulated 
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pre-existing concepts, and focussed attention on gender 

representations in ads (i.e., how males and females are 

shown), and the way the audience constructs meaning from 

such images. Stereotyped portrayals are a cause for 

concern as they constitute one significant dimension with 

which individuals interpret their world. Since sex role 

stereotypes are abstractions which are to some degree 

translated into codes of expected behavior, they 

frequently determine how males and females should behave 

in society (Macklin & Kolbe, 1984) . 
The fact that social behaviors are learned not 

innate provides a reason why advertising has come under 

considerable scrutiny. Past research like that of 

Goffman (1979) has often dealt with the new dimension in 

the construction of meaning from gender stereotypes 

(i. e., how the audience is expected to construct "gender 

meaning"). Advertising, as a form of comrnunication, 

seems to be an effective tool of socialization and 

persuasion. Sex role stereotypes are used to organize 

and make sense of social environment. The audience uses 

them to guide social interaction and analyze self - 

perceptions. Thus advertising contributes to the 

establishment of codes of expected behavior for men and 



women. 

A complete understanding of advertising content is 

important to expand the knowledge of socialization 

effects. Prior to determining effects, there is a need 

to ascertain the presence of the formats, messages and 

meanings. Further, the concept of visual persuasion in 

advertising has become increasingly popular over the 

years. As Millum (1975) puts it, "The picture is easier 

to take in, quicker to be perceived, offers greater 

opportunity for excitement, admiration, wonder, emulation 

and most important of all, imagination. During the last 

thirty years the text has been getting smaller and the 

picture larger . . . . Advertising has become a 

predominantly visual phenomenonw (p.11). 

Just as attitudes toward appropriate roles for men 

and women differ among cultures, differences among 

cultures can be expected in the portrayal of men and 

women in advertising (Gilly, 1988) . For several decades 

now, the study of Third World development has been 

largely embedded within the modernization paradigm, 

virtually ignoring the uni-directional flow of 

communication from developed nations to ~hird World 

countries. A very small number of llsourcev countries 
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account for a very substantial share of transnational 

communication flows. In fact, the United States provides 

a major share of this transnational culture flow. "The 

absence of reciprocation of media influence by the 

affected country combines both the element of cultural 

invasion by another power and the element of imbalance of 

power resources between the countries concerned. These 

two elements of invasion and imbalance of power resources 

have introduced the term 'imperialismr to this 

literaturett (Boyd-Barrett 1977, p. 116) . The study of 

cultural transfer raises questions in a number of 

important areas, including "the role of international 

media influences in terms of socialization and 

ideological control, the scope for media contribution to 

modes of national development, and the interaction of 

foreign media influences and local ~ultures~~ (Boyd- 

Barrett 1977, p.116) . 
Advertising has been blamed by critics and 

researchers alike for playing a powerful role in the 

enculturation process. Given the nature of gender 

stereotypes and the nature of transnational communication 

and cultural flows, questions are raised as to the 

similarities and differences of gender stereotypes 
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between First World and Third World advertisements. 

The purpose of this research was to study the visual 

imagery in the magazine advertisements from the U.S. and 

1ndia. A sample of advertisements from two general 

interest magazines from both countries were content 

analyzed at two points of time, ten years apart. 

Similarities in part were expected to reflect the 

transnational proliferation of advertising. The 

differences in part were expected to reflect factors 

indigenous to each culture. Change over time would 

illuminate both trends and drifts of one culture toward 

the other. 

The study analyzed Newsweek as the general interest 

magazine from the U.S., and India Todav as the 

counterpart from India. All advertisements appearing in 

all the issues of the years 1981 and 1990 in each of the 

magazines were coded to obtain the sample. The coding 

instrument measured various settings, roles of male and 

female characters in the advertisements, intergender 

interactions and portrayals of each gender. Ultimately, 

the study traced patterns of similarities and differences 

in the portrayals of the two magazines, at the two points 

of time as well as across time. 



Chapter 2 

LITERATURE REVIEW 

2.1 Gender Stereotypes 

Research in advertising, like other areas of mass 

communication research, includes both content and effects 

studies. Both types of research are necessary to 

appreciate the power of advertising's social 

communication functions. In order to understand effects, 

one must first understand the nature of the stimulus. So 

far, there have been two major approaches to analyzing 

messages, semiology and content analysis. 

2.1.1 Semiology 

Semiology (or semiotics) "is a method of examining 

textual material that emerged from linguistics and from 

literary and cultural analysis, rather than from the 

tradition of social science researchu (Leiss, Kline, & 

Jhally, 1986, p. 150) . Semiology is a method of examining 
underlying meaning in messages. It studies relationships 

among parts of a message or communication system. As 

semiologists contend, it is only through the interaction 

8 
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of component parts that meaning is formed. Decoding such 

ambiguity of pictures requires semiology, as it is 

sensitive to these nuances of meaning. 

Semiologists have been among those who point out 

that the text has been getting smaller and the picture 

larger in print advertisements. This trend has been 

fostered by the realization that "the picture is easier 

to take in, quicker to be perceived, offers greater 

opportunity for excitement, admiration, wonder, emulation 

and most important of all, imaginationv1 (Millurn, 1975, 

p.29). The growth of visuals in advertisements has 

increased the ambiguity of meaning embedded in message 

structures. Semiology attempts to decode the latent 

meaning in such messages. Semiology also highlights the 

way the audience take part in the creation of meaning in 

messages. It suggests that the audiences are not mere 

bystanders in the advertising process, but participates 

in the creation of a code that is recognizable by both 

the creator and the audience. 

Semiology is also used to identify "ritual like 

 display^,^^ which are conventionalized ways of portraying 

certain images that amount to cultural codes with 

symbolic meaning. 



2.1.2 Content Analysis 

Since a 1971 study by Courtney and Lockeretz, 

content analysis, which is popularly used for the study 

of content in social science research, but more general 

in nature than semiotic analysis, has mostly been used to 

study magazine advertisements. Such inquiry, similar to 

semiotic analysis, is motivated by a concern about how 

women are depicted in advertising. From analyses of such 

studies, four general stereotypes of women emerged: (a) 

"a woman1 s place is in the homet1 (settings) , (b) "women 

do not make important decisions or do important things" 

(roles), (c) "women are dependent and need men's 

protection" (gender relationships) , and (d) I1women are 

depicted primarily as sexual objects11 (individual 

portrayals ) . 

2.1.3 Merging Approaches 

Attempts have also been made to combine the best 

features of the two approaches in order to study visual 

images in advertising. A semiologically derived content 

analysis involves the study of visual imagery using a 

content analytic procedure. The goal of this integration 

is to provide a rigorous and systematic analytical tool 
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capable of revealing meaning in patterned imagery. The 

subjective weakness of semiology can be largely overcome 

by using objective content analysis categories. A 

content analysis design would take into account issues of 

reliability and generalizability (Leiss, Kline & Jhally, 

1939) 

Semiology helps to reveal implicit as well as 

explicit meanings of messages. Content analysis can 

relate this information to the sample as a whole and 

detect patterns of similarities and differences. This 

would essentially imply adapting and combining major 

advantages of both semiology e l  sensitivity - -  

qualitative) and content analysis (i.e., systemization - -  

quantitative). The key to the success of such a merger 

is in devising categories that are reliable, exhaustive, 

mutually exclusive, and at the same time take on more 

than just the surface level of messages. 

2.1.4 Emerging Concepts 

So far, research has looked at the following 

concepts associated with stereotyping: setting, roles, 

gender relations and individual portrayals of the 

characters in the advertisements. 
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2.1.4.1 Settings 

The background, or setting that the male and female 

characters are found in, is indicative of their implied 

roles and functions in society. For example, research 

has shown that women are commonly shown in home settings, 

while men are shown in office or outdoor settings 

(Courtney & Lockeretz, 1971). It might be expected that 

as sex roles change over time in society, advertising 

settings segregated by gender would change accordingly. 

However, research has revealed very little change. 

Sexton & Haberman (1974) content analyzed ads of five 

magazines over three decades (including Good 

Housekee~inq, Look and Newsweek) and found that only 16% 

of all advertisements had women in nontraditional 

situations. The only observable transition was a move 

away from the home environment to the social situation. 

For household products, this move was from the home 

setting to plain or fictional backgrounds. 

More recently, however, the study of television 

commercials by Ferrante, Haynes and Kingsley (1988) 

observed that setting has undergone some changes since 

1972. The results indicated that more men are now found 

in domestic settings than before. Also, women are now 
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often found in fictional settings or on plain 

backgrounds. Unfortunately, not much research has been 

done so far on the use of settings in the portrayals of 

gender stereotypes. 

2.1.4.2 Roles 

There are three types of roles for characters in 

advertisements: occupational, task and product roles. 

Occupational roles consist of professional or domestic 

roles of characters. Task roles concern the job or 

behavior of the characters in the advertisement. 

Finally, characters have roles associated with their 

relationship to the product. 

2.1.4.2.1 Occupational Roles 

Wagner and Banos (1973) replicated the Courtney and 

Lockeretz (1971) study finding that the percentage of 

women shown in working roles had grown from almost zero 

to 21%. More women were shown working outside the home. 

This could be considered a cautious response to social 

change but a large percentage of women were still 

displayed as confined to home (Wagner & Banos, 1973, in 

Courtney & Whipple, 1974) . 
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Belkaoui and Belkaoui (1976), (in Courtney & 

Whipple, 1983), were critical of both studies for not 

having any historical context. They used ads from 1958, 

1970 and 1972 and found differing portrayals for men and 

women in different occupations. They concluded that the 

changes resulting from women's movements were not yet 

reflected in advertising. 

Wohleter and Lammers (1978 , (in Courtney & Whipple, 

1983) , examined the same issues from the male standpoint, 

using magazines from 1958, 1968 and 1978. They found 

that portrayals of men had expanded from big business 

leaders to entertainment and sports figures. However, no 

change was observed in their family roles. 

Sexton and Haberman (1974) witnessed some changes in 

that there was an observable increase in the number of 

women shown working (from 1950-51 to 1970-71). However, 

women were mostly represented as serving as decoration 

for products; the results indicated that the trends over 

2 decades did not move far away from the original limited 

picture of women (as social people appearing in a 

predictable environment). 

In 1976, Pingree, Hawkins, Butler and paisley, 

developed a scale for sexism, to analyze advertisements 
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that a majority of the ads had women at the two most 

stereotypical levels: Level 1 - - women as sex objects and 

Level 2 - -  in traditional activities. 

More recently, Bretl and Cantor (1988) observed that 

women were still shown in predominantly stereotyped roles 

and less frequently in professional roles. A higher 

percentage of male characters were depicted in high 

status occupations; women were significantly more likely 

to be depicted without an occupation. 

Lovdal (1989) revealed that men in television 

commercials were portrayed in a wider variety of 

occupations; while women were repeatedly portrayed in 

traditional roles, such as housewives. 

However, Ferrante, Haynes and Kingsley (1988) found 

that men in television commercials are increasingly being 

portrayed in the role of husband or father while still 

frequently portrayed in business occupations. Also, 

despite the fact that women are portrayed in a wider 

range of occupations than before, differences between the 

portrayed occupations of male and female characters did 

not decrease. 



2.1.4.2.2 Task Roles 

Sexton and Haberman (1974) found that tasks remained 

stereotyped for both men and women. This could be 

observed in that women continued to perform more 

household or domestic tasks while men were expected to be 

found in office or outdoor jobs. Further, even in a work 

setting, the women were followers not leaders. 

Belkaoui and Belkaoui (1976), (in Courtney & 

Whipple, 1983), found differing portrayals for both men 

and women in task roles. Task differentiation based on 

gender consisted of: male characters enacting an 

executive role or engaged in outdoor labour, while 

displaying ludicrous or childlike behaviors in 

traditionally female domains, e.g., the kitchen. The 

expected or enacted task roles for men would be in an 

executive role or being engaged in outdoor labor. Female 

characters, on the other hand, would be found exclusively 

in the kitchen or engaged in other household activities. 

Thus the portrayals would reinforce the competency of 

"real males" in masculine jobs and the authority of women 

in traditionally female domains. 

Lovdal (1989) indicated that not only did television 

commercials depict women in more narrowly defined social 
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roles, women were not portrayed as autonomous, 

independent human beings. Also, there were more male 

voice-overs than female voice-overs, implying that men 

were considered to be more credible than women (also 

McArthur & Resko, 1975; Bretl & Cantor, 1988) . 

2.1.4.2.3 Product Roles 

Belkaoui and Belkaoui (1976) found differences in 

portrayals of men and women in terms of their depicted 

consumption patterns (i.e., the type of product used or 

purchased). Both gender groups are shown purchasing 

thoseproducts that are traditionally gender-stereotyped. 

McArthur and Resko (1975) concluded that there are more 

females shown using home products. 

Sexton and Haberman (1974) found that portrayals 

also differed with the product displayed. For instance, 

in cigarette ads women were portrayed more often as 

social companions. A majority of the ads had women 

smoking, but the display of women as serving a decorative 

purpose only increased sharply between 1950-51 and 1970- 

71. In the advertisements for beverages, there was a 

move from the housewife/mother role to portrayals as 

social companions. For automobile ads, portrayals 
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remained relatively unchanged, but there was a 

substantial increase in the proportion of ads with women 

serving decorative purposes. 

Even more recent studies have alluded to the 

existence of such stereotypical portrayals. The findings 

of the studies by Bretl and Cantor (1988) and Lovdal 

(1989) indicate that females are more likely than males 

to advertise products that are used primarily in the home 

and males are more likely than females to advertise 

products outside the home. 

The overall impression created from the findings of 

these studies is ultimately two-fold: women continue to 

be primarily engaged in household and personal beauty and 

health care activities, while men more frequently work 

outside and purchase expensive goods and services. Any 

observable changes have been almost negligent. 

2.1.4.3 Intergender Interactions 

Dominant/submissive: The conflict of dominance and 

submission is one of the most important issues explored 

inmale-female relationships portrayed in advertisements. 

Goffman (1979) stated that when men and women are shown 

together, it is the man who holds the position of 



authority or control. 

SuDport qivins and receivinq: Venkatesan and Losco 

(1975) studied magazine ads in three different time 

periods from 1959 to 1971. It was found that women were 

consistently dependent on men. Goffman (1979) concluded 

that women are commonly featured as "receivingH help and 

men as "giving" it to them. 

Relative ~osition: Goffman (1979) stated that 

children and women are seen on the floor or beds (i-e., 

in reclining positions) more often than men. Also, in 

terms of location in the picture, men are found more 

often in an elevated position. 

2.1.4.4 Individual Portrayals 

Sexton and Haberman (1974) found that most ads had 

h obviously alluringn women; women often serve in a 

decorative capacity. 

Venkatesan and Losco (1975) found that the most 

common images of woman are as sexual objects and as 

physically beautiful. They concluded that advertisers 

are insensitive to the real social situations and 

characteristics of contemporary women. 

Gof fman (1979) defined stereotypes of deference and 
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disdain, as expressed through canting postures. A 

classic stereotype of deference is that of lowering one's 

body and inclining their head while holding the body 

erect and the head high is stereotypically a mark of 

unashamedness, superiority or disdain. Canting postures 

include both body cant and head cant as symbolizing 

submissiveness. Beds and floors provide places where 

women are expected to be found as lying or in other 

recumbent body cant positions. Along with it, women are 

found inclining their heads at an angle thus adding to 

the exposing of the self. "The level of the head is 

lowered relative to that of others, including indirectly, 

the viewer of the picture" (Goffman, 1979, p.46). Also 

included in canting postures are expressions of a bashful 

knee bend, or a jugular posture by the model. 

Withdrawal from the scene refers to the apparently 

purposeful psychological distancing of the character from 

the situation (Griffin, 1990). This characteristic is 

more common in women than men. Often such withdrawal 

reveals an empty response to some threat, showing 

vulnerability. Goffman (1979) notes that gazing off into 

the distance is an indicator of such withdrawal. This 

could also be represented in the act of fixing one1 s gaze 



21 

on an object, most often an inanimate object. 

Millum (1975) studied both male and female 

expressions, pose and appearance in advertisements and 

found that women most often were shown with a 

mannequinlike expression, devoid of personality. Men, on 

the contrary, were more often shown with thoughtful 

expressions. 

2.1.5 Conclusions on Research on Advertising 

Print advertising representations of women distort 

reality. Both men and women are indeed shown 

stereotypically. Women are likely to be shown in 

nonactive, decorative roles in print ads. This includes 

the portrayal of women in alluring, decorative and 

traditional ways. Further, men are also stereotyped, but 

in a different way (i.e., men are seen more typically in 

the work place but not inside the household). Over the 

last 20 years only minor changes have been observed. 

This is a cause for great concern primarily because the 

image of women in ads have the propensity to influence 

women's perceptions of themselves. 
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2.2 Cultural Imperialism 

2.2.1 Colonial History 

Cross-cultural comparisons of sex role stereotypes 

yield insight, not only into how various cultures treat 

gender portrayals in various cultural f oms, but also 

into the similarities and differences between cultures. 

To put comparisons between First World and Third World 

advertisements into context, it is important to consider 

their interrelationships particularly regarding issues of 

cultural exchange. The pattern of cultural exchange 

follows the pattern of colonial domination of Third World 

countries by European nations. As part of the process of 

colonization, European colonists attempted to impress 

their cultural traditions on the populations of the 

countries they were occupying. Even when the colonial 

links were broken, the economic linkages remained in 

place. With the economic linkages still in place, the 

process of cultural transfer remained intact. 

One of the major structures supporting the economic 

linkages, while simultaneously serving as a cultural 

linkage, is the institution of advertising. Every year 

an enormous amount is spent on buying media to reach the 
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public; the key to maximizing sales is to gain access to 

large markets. In order to understand the linkage that 

advertising provides, it is important to understand the 

historical context of the process of transnationalization 

of the advertising industry. 

The growth of advertising in the Third World is 

historically associated with the arrival of multinational 

agencies that were set up to establish global networks to 

service their transnational clients. Thus transnational 

agencies developed while maintaining branches outside the 

country of origin. 

The principal force motivating the expansion of 

multinational advertising agencies into foreign markets 

was the expansion of industry itself. The j oint 

expansion of industry and advertising reflects the fact 

that global expansion of industry requires a global 

communication system. (Janus, 1980, p.299). The need for 

a "single global advertising plann for a global market 

offers the transnational clients efficient marketing 

solutions. Further, indigenous media systems cannot 

compete with the media fare of more affluent powers and 

come to rely on it as much and more often than their own 

material (Boyd-Barrett, 1977). Criticisms of the one-way 
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flow of advertising have been part of a larger debate 

about the one-way flow of information. 

2.2.2 The International Information Order 

In the past three decades, there has been a growing 

concern over the control of national communication 

systems and the struggle for national sovereignty on the 

part of Third World countries. There have been 

criticisms of uni-directional information flows and 

resulting dependence of Third World media systems on the 

transnational power structure, thus giving certain 

Western nations a clear economic and political advantage 

in the struggle for power in international relationships. 

Critics claim that the resultant dependent relationship 

is unlikely to promote national goals of economic 

development. 

2.2.3 Advertising and Cultural Imperialism 

The absence of reciprocation of media influence by 

the affected country combines both the element of 

cultural invasion by another power and the element of 

imbalance of power resources between the countries 

concerned. These two elements of invasion and imbalance 
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of power resources justify the use of the term 

"imperiali~rn.~ 

Critics charge that cultural forms, such as 

advertising, are transferred from Western countries to 

the Third World. This process is expected to contribute 

towards the cultural homogenization of the dominated 

country. The indigenous cultural traits are thus being 

superimposed by "transfersI1 of designs, practices and 

values from the Western world through the media, 

especially through advertising. 

Cultural homogenization may facilitate the goals of 

producers and advertisers. It permits the use of a 

single uniform advertising theme throughout the global 

markets- -the llcoca- colazationI1 of the world. This 

process is most apparent in the actual export of media 

content, which is the most visible form of influence. 

The transfer of media content and technology is 

accompanied by a transfer of media professionalism in the 

guise of media experts. This involves the emergence of 

a professional class of ncommunicators.~ 

Professionalization is seen as an integration of media 

practices and objectives as developed in the media of the 

industrialized societies into a dominant global culture 
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(Golding, 1981). Advertisers, under pressure to 

standardize their global operations, look to the day when 

they can have one ad message for all corners of the world 

(Janus, 1980). The use of visual imagery facilitates 

developing such global campaigns, overcomes language 

barriers, and thus are internationally recognized visual 

symbols. 

2.2.4 Comparative Research on Advertising 

Several studies have been done on television 

commercials as they are relatively easy to study because 

the emphasis on the visuals eliminates the language 

barrier (Durkin, 1985) . 
Manstead and McCulloch (1981) analyzed British TV 

advertisements' portrayals of men and women and compared 

those to the findings of McArthur and Resko (1975), a 

U.S. study of commercials. Having used similar coding 

systems, the findings revealed that stereotypes are 

similar and that significant change has not taken place. 

Also, there was a sheer disparity between reality and 

portrayals (41% of all employees in the United Kingdom 

were women whereas only 13% in ads had autonomous roles) . 
Furnham and Voli (1989) studied Italian TV 



commercials to compare with evidence from American 

studies, Italy is a Western capitalist, but non-English 

speaking country, where traditional gender roles are 

still adhered to more than in the United States or the 

United Kingdom. Results indicate that Italian portrayals 

of women were more traditional than those in the United 

States or the United Kingdom. 

Gilly (1988) compared commercials from Australian, 

Mexican, and U.S. television. The primary concern was 

that advertising perpetuates "impropern perceptions of 

sex roles through the use of llsimplistic, symbolic 

stereotypes." It was expected that women's portrayal in 

Mexican TV advertisements would be more traditional than 

in U.S. ads. The study found that the Australian ads 

were the most different in terms of gender portrayals. 

U.S. ads had men giving advice and women receiving it; 

Mexican ads had men providing help and women receiving 

it. Australian ads had fewer sex role differences. The 

analysis concluded that Australian ads are more 

"liberatedM than U.S. and Mexican advertisements. 

Griffin, Schwartz and Viswanath (1990) examined 

magazine advertisements from the United States and India. 

This was an attempt to integrate semiological methods 
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content analysis. The categories used were drawn heavily 

from Goffman's work, and form, to a great extent, the 

basis of the present project. The results suggest that 

Indian ads exhibit many of the same formats and patterns 

of gender portrayal that American ads do, with 

surprisingly similar frequencies. Despite India's status 

as a more traditional and less industrialized nation, 

poses and settings are extremely similar to those found 

in the American magazines. The observable differences 

seem to involve both a greater acceptance of sexually 

explicit portrayals in the American media and a greater 

tendency in India to portray women performing duties in 

the home. The study suggests that representations of 

women in Indian magazine advertising cannot be traced to 

purely indigenous cultural practices (Griffin et al., 

1990). 
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2.3 Hypotheses and Research Questions 

The hypotheses generated for this study were 

categorized into two broad units: general stereotypical 

portrayals of gender and differences between the United 

States and India in the stereotypical portrayals of 

gender. Besides these, two research questions were 

developed to investigate the changes made over time in 

both countries. 

2.3.1 Hypotheses on General Portrayals of Gender 

Settinqs 

Hv~othesis 1 states that men will be found more 
often than women in male-stereotyped settings. 
Hmothesis 2 states that women will be found more 
often than men in female-stereotyped settings. 

Rationale: From all previously cited literature it is 

expected that men are still found more often than women 

in male-stereotyped settings, while women are found more 

than men in female-stereotyped settings. 

Roles 

i. Occupational Role 

Hmothesis 3 states that men will be found more 
often than women in male-stereotyped roles. 



Hypothesis 4 states that women will be found more 
often than men in female-stereotyped roles. 

ii. Task Role 

Hmothesis 5 states that men will be found more 
often than women as performing male-stereotyped 
tasks. 
Hv~othesis 6 states that women will be found more 
often than men as performing female-stereotyped 
tasks. 

iii. Product R o l e  

Hvpothesis 7 states that men will be found more 
often than women as performing male-stereotyped 
products. 
Hmothesis 8 states that women will be found more 
often than men as performing female-stereotyped 
products. 

Rationale: From the literature previously reviewed, it 

is expected that both men and women are still found in 

traditionally stereotypical roles, men being more 

professional than women and women being more domestic 

than men. 

Eve Gaze Characteristics 

Hypothesis 9 states that men will be found to 
display direct eye gaze more often than women. 
Hyothesis 10 states that women will be found to 
display distant eye gaze more often than men. 

Rationale: It was expected, on the basis of findings 

from previous research, that men will be found looking at 

the camera more often and women will be found looking 



away more often. 

2.3.2 Hypotheses on India vs. the United States 

Settinqs 

Hmothesis 11 states that men will be found in 
male-stereotyped settings more often in India than 
in the United States. 
Hv~othesis 12 states that men will be found in 
female-stereotyped settings more often in the 
United States than in India. 
Hwothesis 13 states that women will be found in 
male-stereotyped settings more often in the United 
States than in India. 
Hmothesis 14 states that women will be found in 
female-stereotyped settings more often in India 
than in the United States. 

Rationale: From previously cited literature it is 

expected that Indian ads will have men and women in more 

traditional settings than U.S. ads. 

Roles 

i. Occupational Role 

Hmothesis 15 states that men will appear in male- 
stereotyped occupational roles more often in India 
than in the United States. 
Hmothesis 16 states that men will appear in 
female-stereotyped occupational roles more often in 
the United States than in India. 
Hv~othesis 17 states that women will appear in 
male-stereotyped occupational roles more often in 
the United States than in India. 
Hv~othesis 18 states that women will appear in 
female-stereotyped occupational roles more often in 



India than in the United States. 

Rationale: Previously cited literature indicates that 

both men and women will be represented in traditional 

stereotypical occupational roles more often in Indian ads 

than in U. S . ads. 

ii. Task Role 

Hmothesis 19 states that men will appear as 
performing male-stereotyped task roles more often 
in India than in the United States. 
Hv~othesis 20 states that men will appear as 
performing female-stereotyped task roles more often 
in the United States than in India. 
Hpothesis 21 states that women will appear as 
performing male-stereotyped task roles more often 
in the United States than in India. 
Hmothesis 22 states that women will appear as 
performing female-stereotyped task roles more often 
in India than in the United States. 

Rationale: Previously cited literature indicates that 

both men and women will be represented in traditional 

stereotypical task roles more often in Indian ads than in 

U.S. ads. 

iii. Product Role 

Hmothesis 23 states that men will appear with 
male-stereotyped products more often in India than 
in the United States. 
Hmothesis 24 states that men will appear with 
female-stereotyped products more often in the 
United States than in India. 



Hypothesis 25 states that women will appear with 
male-stereotyped products more often in the United 
States than in India. 
Hwothesis 26 states that women will appear with 
female-stereotyped products more often in India 
than in the United States. 

Rationale: Previously cited literature indicates that 

both men and women will be represented in traditional 

stereotypical product roles more of ten in Indian ads than 

in U.S. ads. 

Eve Gaze Characteristics 

Hmothesis 27 states that men will appear as 
displaying direct eye gaze more often in the United 
States than in India. 
Hmothesis 28 states that men will appear as 
displaying distant eye gaze more often in India 
than in the United States. 
Hmothesis 29 states that women will appear as 
displaying direct eye gaze more often in the United 
States than in India. 
Hmothesis 30 states that women will appear as 
displaying distant eye gaze more often in India 
than in the United States. 

Rationale: Previously cited literature indicates that 

while both men and women are expected to look directly at 

the camera in the U.S. ads, they are expected to look 

away from it in Indian ads. 



2.3.3 Research Questions: Change in Portrayals Over 
Time in U.S. and Indian Advertisements. 

Research Ouestion 1: Have there been any 
significant changes between 1981 and 1990 in 
the U.S. advertisements in terms of 
stereotypical representations of the genders 
in relation to: 
a. settings, 
b. occupational roles, 
c. task roles, 
d. product roles, and 
e. eye gaze of the characters? 

Rationale: On the basis of previously cited literature, 

it was expected that very few changes would have occurred 

in U.S. advertisements. 

Research Ouestion 2: Have there been any 
significant changes between 1981 and 1990 in 
Indian advertisements in terms of 
stereotypical representations of the genders 
in relation to: 
a. settings, 
b. occupational roles, 
c. task roles, 
d. product roles, and 
e. eye gaze of the characters? 

Rationale: On the basis of previously cited literature, 

it was expected that almost no changes would have 

occurred in Indian advertisements. 



Chapter 3 

METHODS 

This chapter details the methods and procedures used 

to test the hypotheses and answer the research questions 

of this thesis. 

3.1 Study Description 

This study was a semiological content analysis of 

gender stereotypes in the advertisements in two magazines 

from the U.S. and India. Several studies so far have 

looked into the stereotypical portrayals of gender in the 

U.S. advertisements. This thesis was an attempt to 

compare these portrayals with those of a country which, 

despite having cultural and eco-political independence, 

has displayed, so far, a remarkable affinity towards 

adopting Western ideologies. Such a Third World country 

was selected for comparison to examine cultural 

similarities and differences reflected in the content of 

advertising. 



36 

3.2 Nature of the Population 

Advertisements from two general interest magazines, 

Newsweek from the United States and India Todav from 

India, were analyzed. These general interest magazines 

are targeted toward a broad section of the population. 

The two selected magazines have similar editorial content 

and are geared toward a similar audience in each 

respective country. These magazines have also been used 

before for a similar study conducted by Griffin, Schwartz 

and Viswanath (1990) which will be useful for comparative 

purposes. 

Newsweek is a weekly produced in Los Angeles, 

California and published by Newsweek, Inc. The first 

issue was published on February 17, 1933 and its present 

circulation is 3,288,453. 

India Todav is a national bi-monthly from New Delhi, 

India and published by Living Media (India) Ltd. Its 

first issue was published in 1975. 



3.3 Sample 

3.3.1 Nature of the Sample 

Advertisements appearing in the years 1981 and 1990 

were analyzed to observe changes that might have 

occurred. This time period was selected because most 

research had been conducted before 1980. So, these 10 

years would provide an indication of the latest trends in 

stereotypical portrayals. The selection criteria were as 

follows : advertisements which displayed consumer 

products and services, were at least one-fourth page in 

size, and included photo representations of adults. For 

the required sample of Newsweek, the home subscription 

edition for the Wilmington, Delaware metropolitan area 

was selected. 

3.3.2 Sampling Procedure 

To achieve a sample of about 600 ads from both 

magazines over the two years, it was decided that about 

50 ads per year were to be selected from each magazine. 

Since India Today is a bi-monthly and Newsweek is a 

weekly magazine, every issue of India Todav and every 

other issue of Newsweek were analyzed. Every single ad 
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that displayed male characters only, female characters 

only, or both male and female characters, was coded for 

both magazines in 1990. However, it was found that the 

issues of both magazines in 1981 had almost twice as many 

ads. So, every other ad from all the chosen issues of 

both magazines were selected for coding. Ads which 

appear in more than one issue were coded only once. 

3.3.3 Coding Scheme 

The unit of analysis is a single magazine 

advertisement, provided that it is at least a quarter- 

page advertisement. 

Four broad classes of image concepts will be 

analyzed: setting, roles, male-female relationships and 

individual portrayals. 

3.4 Operationalization of Variables 

For the purpose of testing the study's hypotheses 

and to answer the research questions, the coding 

instrument was categorized into four broad classes of 

image concepts: (a) setting, (b) roles (occupational, 

task, and product) , (c) intergender interactions, and (d) 

individual portrayals. In addition, the coding 
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instrument included structural variables, product 

categories, country of product manufacture, country of 

product origin, and race and gender of characters. 

Operationalizations of all these variables have been 

summarized below (the coding instrument has been attached 

in the Appendix) . 

3.4.1 Structural Variables 

Maqazine: Used to identify whether the ad was found 

in India Today or Newsweek. 

Month of Publication: Used to identify the month in 

which the advertisement appeared. 

Date of Publication: Used to identify the date on 

which the advertisement appeared. 

Year of Publication: Used to identify the year of 

publication of the issue in which the ad was found. 

Advertisement Number: Used to identify the 

advertisement being coded. 

Product Category: Used to identify the product 

advertised in the particular ad being coded. The product 

that could be advertised included fashion for men and 

women and accessories, household products, electronic 

goods, office equipment, food/beverages, alcohol, auto, 



travel & tourism, hotels/restaurants, financial services 

and others. 

m: Used to identify 

the country in which the product was manufactured. The 

options ranged from United States (definite or assumed) , 

India (definite or assumed), to all other possibilities. 

Countrv of Product Oriqin: Used to identify the 

country where the advertised product originated. The 

option range was the same as above. 

Gender of Characters: Used to identify the gender 

of all adult characters in the ad. An ad could portray 

men only, women only or both men and women. 

Race of Characters: Used to identify the race of 

the characters appearing in the ad, including whites, 

blacks, Indians, other Asians, hispanics and others. The 

categories in which this concept was classified, ranged 

as: 1 representing male only, 2 for female only, 3 for 

both male and female, and 4 representing neither male nor 

female were found as belonging to this race in the ad. 

3 . 4 . 2  Settings 

Setting is an important context to understand 

meaning in the ad. It reveals one aspect of the social 
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context associated with the characters. The categories 

included were broadly divided into outdoor and indoor. 

Outdoor settings included yard, garden, playground, 

field, wilderness, streetside, etc. Indoor settings 

included office, hotel, living room, kitchen, nursery, 

etc. Separate categories were added for plain 

background, exotic setting, outdoor indeterminate, indoor 

indeterminate and multiple settings. 

3 . 4 . 3  Roles 

This concept focused on the apparent roles that the 

model would play in the ad. Each ad was examined to 

assess whether there were any male or female characters 

serving each kind of role. The three types of roles 

included occupational role, task role, and product role. 

The categories used were: male only, female only, both 

male and female appeared in the role, and neither male 

nor female appeared in the role. 

Occu~ational role was defined as the types of roles, 

domestic or business or otherwise, that the picture 

exhibited for the dominant characters, both male and 

female. The variables for this concept included white 

collar professionals, blue collar, clerical as well as 



domestic services. 

Task role was defined as the types of activities 

characters engaged in. The variables, broadly 

classified, were outdoor, indoor, office and home. 

Product role was defined as the roles exhibited in 

using, holding or demonstrating the product. 

3.4.4 Intergender Interactions 

Intergender interactions were represented by the 

interactions and relationships suggested by the visual 

images of ads with both men and women characters. The 

variables used were classified broadly in terms of 

control, support, and relative position. Dominance in 

the relationship was displayed by holding a position of 

authority or control in the scene. On the other hand, 

submissiveness was characterised as holding a subordinate 

position in the scene. Companions were characterized as 

appearing together, sharing in some form of work or 

entertainment. A support giving position was 

demonstrated by holding up or being clung to by the 

partner. Whereas, a support receiving position was 

demonstrated in the action of being held up or clinging 

to the partner. Also, display of mutual support between 
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the partners was demonstrated by mutual holding of each 

other, holding hands, or any other gestures of 

togetherness. In terms of the relative position of the 

characters in the scene, it was expected as being either 

elevated or lowered, in the foreground or the background, 

or in position of being on the same plane or side by side 

to each other. Again, the categories used were: male 

only, female only, both male and female, and neither male 

nor female appeared in the role. 

3.4.5 Individual Portrayals 

These were defined as stereotypical portrayals of 

deference or derogation. The variables forthis concept 

included such canting postures as head cant, body cant, 

bashful knee bend, jugular posture, reclining, and erect 

posture. Withdrawal from the scene was displayed through 

eye gaze, which could be represented as being fixed on an 

object or having a far away look. Another typical 

portrayal of the individual coded was the ways used by 

the characters to touch their own bodies in the picture, 

termed as self -touching. The categories used again were 

the same as those used for determining roles and 

interactions. 
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3.5 Coding Procedure 

The entire sample of 624 advertisements was coded by 

the researcher. After the completion of this coding, 

five other graduate students coded 25% of the sample in 

order to assess intercoder agreement. 

Prior to the start of coding by the other coders, 

the researcher discussed the definitions of all the 

concepts used in the coding instrument. This was done 

with the aid of a written instruction manual distributed 

to all coders beforehand. Also, some ads from both 

Newsweek and India Todav were used to discuss how these 

concepts could be recognized in the ads. When the coders 

were confident of understanding what they were expected 

to do, the ads were distributed. Forty ads were randomly 

selected from the approximately 150 ads coded from each 

magazine. From among the 160 ads, each coder was 

distributed ads from as many different magazines and 

years as possible. 



3.6 Reliability 

Coding reliability in measuring all concepts was 

assessed using Krippendorf's (1980) Alpha. Krippendorf's 

Alpha controls for chance coder agreements. An alpha of 

at least 0.60 was considered acceptable for analysis. 

Reliability estimates for variables used in the 

recording instrument are listed in Appendix 2. Several 

of these variables did not have sufficiently reliable 

alpha values, .and were subsequently ommitted from the 

analysis. 

Also, several variables were collapsed for analysis 

after obtaining an acceptable value of alpha for each of 

them. The purpose of such collapsing was to classify 

various products, settings, roles and tasks as either 

male-stereotyped or female-stereotyped, which would 

facilitate analysis of hypotheses and research questions. 

Male-stereotmed Products: On the basis of 

traditional definitions of products associated with males 

and prior research cited in this thesis (Sexton & 

Haberman, 1974), products such as men's clothing, stereo 

and video equipment, cameras and camera products, 

computers and other office equipment, alcohol, 

automotives, airplanes, financial services, business and 
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other organizations were classified as male-stereotyped 

products. Men have been traditionally considered to be 

more familiar with such products than women. They grow 

up with the perception that they should know to use these 

products, much more than women. 

Female-stereotv~ed Products: On the basis of 

established definitions of products associated with women 

and prior research (Sexton and Haberman, 1974): products 

such as women's and children's clothing, jewelry, 

cosmetics, household furnishings and appliances were 

categorized as female-stereotyped products. It is for 

women that jewelry and cosmetics are considered essential 

accoutrements of fashion. They have also been considered 

responsible to maintain their homes. 

Male-stereotv~ed Settinss: Most outdoor and office 

settings have been traditionally considered to be male- 

stereotyped settings, and as such, were classified as 

male-stereotyped in this research. Until only a few 

decades back, it had been exclusively men's domain to 

engage in outdoor activities, as well as be the driving 

force in the office setting. 

Female-stereotvwed Settinss: All household 

settings, e.g., kitchen, nursery, as well as exotic 



47 

settings were classified as female-stereotyped settings. 

As homebodies and caregivers, women have been 

traditionally associated with such settings. 

Male-stereotmed Roles: Occupations such as doctors 

and other professionals were categorized as male- 

stereotyped roles. Men have been socialized into 

considering themselves the responsible members of the 

household, the bread-earners and proficient in highly 

professional and technical jobs. 

Female-stereotv~ed Roles: Occupational roles 

demonstrated by nurses and parents were categorized as 

female-stereotyped roles. Women have always been 

socialized into becoming responsible for the family. 

Also, care-giving has been almost exclusively the domain 

of women until recently. 

Male-stereotmed Tasks: All professional tasks, 

such as working with sophisticated technology or being a 

doctor or a lawyer, have been traditionally considered to 

be performed predominantly by males, and as such were 

classified as male-stereotyped tasks in this research. 

Female-stereotyped Tasks: All household tasks 

including cooking, serving and child care have been 

traditionally considered to be performed almost 
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exclusively by women and as such were classified as 

female-stereotyped tasks in this research. 

These and other variables finally used foranalysis, 

having sufficiently reliable alpha values, are listed in 

Table 3.1. 



Table 3.1 Agreement coefficients of the variables used 
in analysis. 

Male-stereotyped 
product ( *  ) 

Female-stereotyped 
product ( *  ) 

Male-stereotyped 
setting ( * I  

Female-stereotyped 
setting ( * )  

Krippendorf's Alpha Frequency 
(ordinal scale) 

Professionals 0.60 15 0 

Parent 0.73 45 

Professional task 0.61 66 

Female-stereotyped 
task ( * )  

Product holder 0.70 378 

Direct eye gaze 0.82 228 

Distant eye gaze 0.60 230 

* Variables used for analysis were derived from actual 
variables used in coding, that had been tested to be 
sufficiently reliable. Reliability estimates are based 
on the originally coded variables. 



3.7 Analysis Procedure 

For all hypotheses tested and research questions 

answered, crosstabs were generated and chi-square 

statistic was calculated. For all hypotheses, the 

intention was to find whether the relationship between 

two variables was significant and in the predicted 

direction. For the general hypotheses, x2 investigated 

a relationship between gender and stereotypical 

portrayals. The same test was used to investigate the 

differences in portrayals between the United States and 

India. Again, to answer the questions about change over 

time in stereotypical portrayals in the United States and 

in India, x2 tests were applied to identify any 

significant relationship. The results from these 

findings are discussed in the next chapter. This chapter 

details the methods and procedures undertaken to test the 

hypotheses and answer the research questions of this 

research. 



Chapter 4 

RESULTS 

This chapter summarizes the results obtained 

from Chi-Square analyses of the data. The areas of 

investigation were categorized into three separate 

groups: the general differences in the portrayals of the 

two genders in all advertisements, the differences 

between the U.S. and India in their portrayals of the 

genders as appearing in Newsweek and India Today, and the 

changes in these portrayals over time for both countries. 

The hypotheses and research questions concerned the 

portrayals of male and female characters in male and 

female-stereotyped settings, occupational roles, task 

roles, product roles, and individual portrayals. Results 

of chi-square analysis are presented in tables. To 

simplify these tables, only one row of the crosstab is 

displayed. As a result, the number which would make each 

percentage add up to 100% is not shown. 
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4.1 Comparative Analysis of Structural Variables 

Basic descriptive analyses of U.S. and Indian 

magazine advertisements revealed some interesting results 

(see Table 4.1). Ads displaying clothes and shoes were 

significantly more common in India (50.3%) than in the 

United States (4.8%) . Products such as cigarettes, 

alcohol and automotive were advertised in the U.S. 

magazine significantly more often than in the Indian 

magazine (cigarettes 16.3% in the United States vs. 3.7% 

in India, alcohol 11.5% vs. 2.7%, automotives 12.1% vs. 

1.3%) . Other products including financial services in 

particular, were advertised 32.9% of the time in the 

United States, whereas these were advertised only 12.4% 

of the time in India. 

As might be expected, most of the products 

advertised in the U.S. magazine were produced by U.S. 

companies, and those displayed in the Indian magazine 

came from India. Advertisements that featured men only 

appeared more frequently in the U.S. magazine (41.8% in 

the United States vs. 30.7% in India) , while ads 

featuring women only appeared more frequently in the 

Indian magazine (28.1% in India vs. 20.3% in the United 
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States) . 
Outdoor settings appeared more often in the U.S. 

magazine (36.7%) than in the Indian magazine (22.1%) . 
The frequency of appearance of indoor settings, however, 

was almost exactly same in both magazines, 33.1% in the 

U.S. magazine and 33.0% in the Indian magazine. Plain 

background was used significantly more frequently in the 

Indian ads (39.7%) than in the U.S. ads (29.0%). 

As expected, whites and blacks featured much more 

often in the U.S. ads (94.9% whites and 16.7% blacks in 

the U. S. magazine vs . 12.9% whites and 3.8% blacks in the 
Indian magazine) , while Indians featured more often in 

the Indian ads (89.6% in the Indian magazine vs. 2.2% in 

the U.S. magazine). However, it is interesting to note 

that whites appeared significantly more frequently than 

blacks, in both the U.S. and Indian magazines. 



Table 4.1. Crosstabulated comparisons of structural 
variables between the ads of the United States and India. 

Products 
Clothing / Shoes 
Electronics 
Food 
Cigarettes 
Alcohol 
Automotive 
Airlines / Travel 
Household Products 
Children's Products 
Medicine / Cosmetics 
Media 
Others 

Countrv of orisin 
United States 
India 
Europe 
Other North America 
Other Asia 
Africa 

Gender 
Male only 
Female only 
Both male and female 

Settinss 
Outdoor 
Indoor 
Plain background 
Exotic 

Newsweek India Todav - x2 

246"' 



Table 4.1 continued 

Race of Characters 
Whites 94.9 12.9 296. 6*** 
Blacks 16.7 3.8 12 .5*** 
Indians 2.2 89.6 479 . 7*** 
Other Asians - - 12.0 19 . 9*** 
Hispanics 5.6 3.4 0.7 

Significance of x2: * p c 0.05 
** p < 0.01 
***  p c 0.001 

4.2 Tests of Hypotheses 

4.2.1 General Hypotheses 

Hypothesis 1, that men will be found more often than 

women in male-stereotyped settings, was supported (Table 

4.1) . Results indicated a significant difference (g < 

0.001) between the male (25.4%) and female (8.7%) 

characters appearing in male-stereotyped settings. 

Hypothesis 2, which stated that women will be found 
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more often than men in female-stereotyped settings, was 

not supported (Table 4.1) . Very few ads were used in 

female-stereotyped settings (kitchen) so that the minimum 

expected cell frequency was less than 10.0. Since the x2 

value in such circumstances is unstable, Yates' 

Correction for Continuity was used. Differences were not 

significant. 

Table 4.2. Crosstabulated comparisons of male and female 
character appearance in male and female-stereotyped 
settings. 

Males Both Females x' 

Male-stereotyped 25.4% 14.8% 8.7% 19 . 4"' 
settings (HI) 

Female-stereotyped - - 1.3 1.2 2.8' 
settings (H2) 

Significance of x2: * p < 0 .05  
** p < 0.01 
*** p < 0.001 

Note: # Minimum expected cell frequency is below 10 so 
x2 was calculated using Yatesr Correction for Continuity. 
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The third hypothesis, stating that men will be found 

more often than women in male stereotyped settings, was 

supported (Table 4.2). Results of the x2 test indicated 

that men (47 .I%) do appear more frequently than women 

(9.3%) in male stereotyped occupational roles (i.e., as 

professionals) . 
The fourth hypothesis, which stated that women will 

be found more often than men in female stereotyped 

occupational roles, e.g., parent, was not supported 

(Table 4.2). The difference between female characters' 

performance of female-stereotyped occupational roles 

(9.2%) and male characters1 performance of those roles 

(5.8%) , was not significant (g > 0.05) . 



Table 4.3. Crosstabulated comparisons of male and female 
character appearance in male and female-stereotyped 
occupational roles. 

Males Both Females - x2 

Male-stereotyped 47.1% 7.0% 9.3% 125 . 6"' 
roles (H3) 

Female-stereotyped 5.8 7.5 9.2 1.6 
roles (H4) 

Significance of x2: * p c 0.05 
** p < 0.01 
*** p < 0.001 

The fifth hypothesis, which stated that men will be 

found more often than women as performing male 

stereotyped tasks, was supported (Table 4.3) . The 

difference between males (20.1%) and females (6.6%) 

performing professional tasks was significant (g < 

0.001) . 
The sixth hypothesis, stating that women will be 

found more often than men as performing female 

stereotyped tasks, was also supported. The difference 

between females (11.8%) and males (5.4%) performing such 

tasks as cooking and serving, housework, and personal 
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care was significant (p c 0.01) (see Table 4.3). 

Table 4.4. Crosstabulated comparisons of male and female 
character appearance in male and female-stereotyped task 
roles. 

Males Both Females x2 - 
Male-stereotyped 20.1% 3.8% 6.6% 35.9*** 
tasks (H5) 

Female-stereotyped 5.4 4.5 11.8 8.8" 
tasks (H6) 

Significance of x2: * p c 0.05 
** p c 0.01 
*** p c 0.001 

Hypothesis 7, which anticipated that men will be 

found more often than women as associated with male- 

stereotyped products, was confirmed (Table 4.4) . Male 

characters were found holding male-stereotyped products 

(61.5% significantly more (E c 0.001) than female 

characters (21.7%) . 
Hypothesis 8 predicted that women will appear more 

often than men as associated with female-stereotyped 

products (Table 4.4) . This hypothesis was also supported 
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(Q c 0.001). Findings indicated that female characters 

appeared holding female-stereotyped products (37.0%) 

significantly more often than male characters (4.3%) . 
The percentage of both male and female characters 

appearing together as holding female-stereotypedproducts 

was also considerably low (7.7%). 

Table 4.5. Crosstabulated comparisons of male and female 
characters performing product roles for male and female- 
stereotyped products. 

Males Both Females x2 - 

Male-stereotyped 61.5% 24.4% 21.7% 56.6"' 
products (H7 ) 

Female-stereotyped 4.3 7.7 37.0 62 . 6"* 
products (H8 ) 

Significance of x2: * p c 0.05 
** p < 0.01 
*** p < 0.001 

The eighth and ninth hypotheses, which concerned eye 

gaze of the characters, yielded statistically significant 

values of the x2. For both hypotheses however, the 



61 

significance lay in the difference between the 

percentages of both male and female appearing together 

and the other two; i.e., male only and female only. For 

Hypothesis 8, the percentage of both male and female when 

appearing together, as displaying direct eye gaze was 

only 19 .8%, whereas male only (43.6%) and female only 

(47.6%) displayed direct eye gaze significantly more. 

Similarly, the percentage of male and female appearing 

together displaying distant eye gaze was only 19.9%, 

while percentages of male only (41.8%) and female only 

(47.7%) was much higher. This leads to the assumption 

that, when both men and women appear together, they look 

at each other more often than they look to the camera or 

look away. 



Table 4.6. Crosstabulated comparisons of eye-gaze 
characteristics for male and female characters. 

Males Both Females x2 - 
Direct gaze (H9) 43.6% 19.8% 47.6% 39 .I*** 

Looking away (H10) 41.8 19.9 47.7 34.0"' 

Significance of 2: * p < 0.05 
** p < 0.01 
*** p < 0.001 

4.2.1.1 Summary of General Hypotheses 

The first section of hypotheses, which dealt with 

stereotypical portrayals of gender in general, was mostly 

supported. Men do appear more often than women in male- 

stereotyped settings and occupational roles. Men are 

found more of ten as engaged in male-stereotyped tasks and 

women are found more often as engaged in female- 

stereotyped tasks. Males also appear more often with 

male-stereotyped products and females appear more often 

with female-stereotyped products. However, for both 
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direct and distant eye gaze, it was found that women 

display such gaze more often than men when appearing 

alone. 

4.2.2 United States vs. India 

Hypothesis 11, which stated that men will be found 

in male-stereotyped settings more often in India than in 

the United States, was not supported (Table 4.6). 

Instead, results demonstrated a significant difference (g 

~0.01) indicating that the frequency of appearance of men 

in male-stereotyped settings was higher in the United 

States (24.6%) than in India (14.5%) . 
Hypothesis 12, which stated that men will be found 

in female-stereotyped settings more often in the United 

States, was also not supported. However, as the total 

number of advertisements in which men were portrayed in 

female-stereotyped settings was quite low, the minimum 

expected cell frequency was less than 10.0. Since the x2 

value in such circumstances is unstable, Yates' 

Correction for Continuity was used. Differences were not 

significant. 

Hypothesis 13, which suggested that women will 
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appear in male-stereotyped settings more frequently in 

the United States than in India, was supported (e c 
0.05). Women appeared in male-stereotyped settings more 

often in Newsweek (16.0%) than in India Todav (9.4%). 

Hypothesis 14 suggested that women will appear in 

female stereotyped settings more often in India than in 

the United States. It was not supported, as the x2 was 

not significant. Also, the minimum cell frequency 

indicated a very low rate of appearance of characters in 

female-stereotyped settings. Yates' Correction for 

Continuity indicated that differences were not 

significant. 



Table 4.7. Crosstabulated comparisons of characters 
appearing in male and female-stereotyped settings: 
Newsweek (United States) vs. India Todav (India). 

Newsweek India Todav x2 
Male Appearance in: 
Male- stereotyped 24.6% 14.5% 7.3'' 
settings (H11) 

Female-stereotyped 0.8 0.5 0. O# 
settings (H12) 

Female Appearance in: 
Male-stereotyped 16.0 
settings (H13) 

Female-stereotyped 1.7 
settings (H14) 

N = 315 Newsweek 
309 India Todav 

Significance of x2: * p c 0.05 
**  p < 0.01 
* * *  p < 0.001 

Note: # Minimum expected cell frequency is below 10 so 
x2 was calculated using Yates' Correction for Continuity. 

That men will appear in male-stereotyped 

occupational roles more often in India than in the United 

States, as stated in Hypothesis 15, was not supported 

(Table 4.7). The differences between male appearance in 

male-stereotyped roles in Newsweek (30.2%) and in India 
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Todav (26.8%) were not significant (g > 0.05). 

Men were expected to appear in female-stereotyped 

occupational roles more often in Newsweek than in India 

Todav according to Hypothesis 16 (Table 4.7). Results 

did not support the hypothesis; however, the value of x2 

was also not significant (g > 0.05) . Men appeared in 

female-stereotyped occupational roles in Newsweek 8.1% of 

the time and (5.9%) in India Todav. 

Hypothesis 17, which indicated that women will 

appear in male-stereotyped occupational roles, was not 

confirmed (Table 4.7) . No significant difference was 

observed between their frequencies of appearance in the 

United States magazine (15.5%) and the Indian magazine 

(15.1%) . 
Hypothesis 18, which indicated that women will 

appear in male-stereotyped occupational roles more often 

in the U.S. magazine than in the Indian magazine, was 

also not confirmed (Table 4.7). The frequency of women 

appearing in these roles in Newsweek was 10.5% and 6.6% 

for India Today. The x2 was not significant (g > 0.05). 



Table 4.8. Crosstabulated comparisons of characters 
performing male and female-stereotyped occupational 
roles: Newsweek (United States) vs. India Todav (India). 

Newsweek India Todav x2 - 
Male Appearance in: 
Male-stereotyped 30.2% 26.8% 0.6 
roles (H15) 

Female-stereotyped 8.1 5.9 0.8 
roles (H16) 

Female Appearance in: 
Male-stereotyped 15.5 
roles (HI71 

Female-stereotyped 10.5 
roles (H18) 

N = 315 Newsweek 
309 India Todav 

Significance of x2: * p < 0.05 
** p < 0.01 
*** p < 0.001 

The next set of hypotheses (i.e., Hypotheses 19-22) 

were also not supported (Table 4.8). Hypothesis 19 

stated that men will appear as performing male- 

stereotyped tasks more often in India than in the United 

States. Hypothesis 20 stated that men will appear as 

performing female-stereotyped tasks more often in the 
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United States than in India. Hypothesis 21 stated that 

women will appear as performing male-stereotyped tasks 

more often in the United States than in India. 

Hypothesis 22 stated that women will appear as performing 

female-stereotyped tasks more often in India than in the 

United States. Chi-square analysis did not yield 

significant results for any of the above hypotheses (2 > 

0 . 0 5 ) .  



Table 4.9. Crosstabulated comparisons of characters 
performing male and female-stereotyped task roles: 
Newsweek (United States) vs. India Todav (India) . 

Newsweek India Todav x2 - 
Male Appearance in: 
Male-stereotyped 12.5% 11.4% 0.1 
tasks (H19) 

Female-stereotyped 6.9 3.6 2.3 
tasks (H20) 

Female Appearance in: 
Male-stereotyped 8.8 5.2 2.0 
tasks (H21) 

Female-stereotyped 8.3 6.1 0.6 
tasks (H22) 

N = 315 Newsweek 
309 India Todav 

Significance of x2: * p < 0.05 
**  p < 0.01 
*** p < 0.001 

Of the next set of hypotheses (23-26), only one was 

supported (Table 4.9) . The results show that men did not 
appear with male-stereotypedproducts more often in India 

(H23) and that men did not appear with female-stereotyped 

products more often in the United States (H24). Also, as 

the minimum cell frequency was below 10, Yates' 

Correction for Continuity was used, but the differences 
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were not significant. It was the same in the case of 

H26, which stated that women will appear with female- 

stereotyped products more often in India than in the 

United States. However, H25 was supported (2 < 0.001) . 
It stated that women will appear as performing product 

roles for male-stereotyped products more in the United 

States than in India. Women appearing holding male- 

stereotyped products were found much more frequently in 

the United States (44.4%) than in India (10.6%) . 



Table 4.10. Crosstabulated comparisons of characters 
performing product roles for male and female-stereotyped 
products: Newsweek (United States) vs. India Today 
(India) . 

Newsweek x2 - 

Male Appearance in: 
Male-stereotyped 82.5% 91.3% 2.1" 
products (H23) 

Female-stereotyped 61.5 20.0 5.8' 
products (H24) 

Female Appearance in: 
Male-stereotyped 44.4 10.6 2 5 . 1"' 
products (H25) 

Female-stereotyped 38.5 97.1 17.7' 
products (H25) 

N = 315 Newsweek 
309 India Today 

Significance of x2: * p < 0.05 
* *  p < 0.01 
* * *  p < 0.001 

Note: # Minimum expected cell frequency is below 10 so 
x2 was calculated using Yates' Correction for Continuity. 

All of the next set of hypotheses (H 27-30) except 

hypotheses 28, were supported ( g  > 0.05) . It was 

hypothesized in H27 that men will appear as displaying 

direct eye gaze more often in the United States than in 
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India. Results indicated that men appear as displaying 

direct eye gaze more frequently in the United States 

(41.5%) than in India (28.2%) . Hypothesis 28 suggested 

that men will appear as displaying distant eye gaze more 

in India than in the United States. The difference was 

not significant. Results also supported hypothesis 29 

that women appear as displaying direct eye gaze more 

frequently in the United States (43.1%) than in India 

(28.8%). It was also evident in the results that women 

will display distant eye gaze more often in India than in 

the United States (Hypothesis 30). Whereas 45.3% women 

displayed distant eye gaze in India Todav, only 33.1% of 

women appearing in Newsweek displayed distant eye gaze. 



Table 4.11. Crosstabulated comparisons of eye-gaze 
characteristics for male and female characters: Newsweek 
(United States) vs. India Todav (India) . 

Newsweek India Todav x2 - 

Male Eye Gaze: 
Direct gaze (H27) 41.5% 28.2% 9.1" 
Looking away (H28) 33.1 40.0 2 -4 

Female Eye Gaze: 
Direct gaze (H29) 43.1 28.8 8.7" 
Looking away (H30) 33.1 45.3 6 -0" 

N = 315 Newsweek 
309 India Todav 

Significance of x2: * p < 0.05 
* *  p < 0.01 
*** p < 0.001 

4.2.2.1 Summary of hypotheses on comparisons 

Very few differences were observed in the 

stereotypical portrayals of gender in the advertisements 

of the United States and India. A significant 

observation was that men appear in male-stereotypical 

settings more often in the United States than in India, 

which was not expected. As expected, women appear in 

male-stereotypical settings more often in the United 
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States than in India. Also, as expected, women appear 

more often in the United States than in India with male- 

stereotyped products. Men were found to display direct 

eye gaze more often in the United States than in India. 

As hypothesised, women displayed direct eye gaze more 

often in the United States and displayed distant eye gaze 

more often in India. 

4.3 Research Questions 

In addition to the results derived from the 

hypotheses, research questions explored changes over time 

in gender stereotypes in the ads from the United States 

and India. The changes in portrayals (between 1981 and 

1990) for both countries, were examined separately. 

4.3.1 U.S.  Advertisements (Newsweek) 

Research question 1 examined change between 1981 and 

1990 in the U.S. advertisements in terms of stereotypical 

representations of the gender in expressed through the 

use of settings, occupational roles, task roles, product 

roles, and eye gaze of the characters. The results are 

summarized in Table 4.11. 
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Although it was hoped for that there would be some 

change in the direction of reducing the frequency of 

stereotypical portrayals over the years, very little if 

any change was anticipated between the advertisements of 

Newsweek 1981 and Newsweek 1990. The studies of Courtney 

and Lockeretz (1971), Sexton and Haberman (1972) and 

McArthur and Resko (1975) and particularly those of 

Manstead and McCulloch (1981) , Gilly (1988) and Lovdal 

(1989) have indicated that, despite social 

representations of women having improved considerably in 

the past few decades, advertising portrayals have not 

quite caught up with the change. 

a. Settings: Results obtained supported this 

section of the research question. The minimum cell 

frequency was below 10.0 for both male appearances in 

female-stereotyped settings and female appearances in 

female-stereotyped settings, so Yates' Correction for 

Continuity was used for the two. Overall, no change was 

observed in the frequencies, thus supporting the 

assumption. 

b. Occupational roles: For the most part, this 

section of the research question too did not yield 

significant differences in the observed frequencies, 
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thereby providing support to the assumption of the 

research question. However, contrary to expectations, 

the percentage of men appearing in male-stereotyped 

occupational roles went up significantly (2 c 0.01). No 

change was observed in the percentage of women appearing 

in male-stereotyped roles between 1990 (19.7%) and 1981 

(12.7%). Similarly, no change was observed in the 

frequency of appearance of men in female-stereotyped 

roles and that of women in female-stereotyped roles. 

c. Task roles: This part of the research question 

was supported from the results, although the minimum 

expected cell frequency was often less than 10.0. So, 

Yates' Correction for Continuity was used. No change was 

observed in the frequencies of appearance of males and 

females in stereotyped tasks between 1981 and 1990. 

d. Product roles: Once again, this part of the 

research question was supported, although there were too 

few advertisements that included this portrayal. The 

difference in frequencies of appearance of men with both 

male and female-stereotyped products was not significant. 

Female appearance withmale-stereotypedproducts remained 

the same over the years. Although there is an apparent 

difference in the percentages of women appearing with 
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female-stereotyped products, between 100.0% in 1981 and 

33.3% in 1990, the total number of such appearances was 

only 13. 

e. Eye Gaze: In the same vein as almost all of the 

above sections of this research question, this part was 

supported as no change was observed in the frequencies 

between the two years. An interesting finding was that 

percentages of men displaying distant eye gaze (looking 

away) for both the years were found to be the same 

(33 .I%) . 

4.3.1.1 Summary 

The results of this research question indicated 

that, almost without exception, there have been no 

observed changes in the portrayals of men and women in 

terms of stereotyped settings, occupational roles, task 

roles, product roles, and eye gaze. The only significant 

difference in the observed frequencies was for male 

appearance in male-stereotyped occupational roles, in 

which case stereotypical portrayals increased over the 

years. As for the rest, stereotypical portrayals 

remained the same. 



Table 4.12. Crosstabulated comparisons of change over 
time in the stereotypical portrayals of male and female 
characters in Newsweek (United States) : 1981 vs. 1990. 

1981 1990 x2 - 
A .  
Male Appearance in: 
Male-stereotyped 21.0% 28.2% 1.7 
settings 

Female-stereotyped .8 .8 O.O# 
settings 

Female Appearance in: 
Male-stereotyped 13.6 19.7 1.1 
settings 

Female-stereotyped .9 2.8 0.1# 
settings 

B. 
Male Appearance in: 
Male-stereotyped 22.6 
roles 

Female-stereotyped 8.9 
roles 

Female Appearance in: 
Male-stereotyped 12.7 
roles 

Female-stereotyped 10.0 
roles 

C. 
Male Appearance in: 
Male-stereotyped 9.7 
tasks 

Female-stereotyped 5.6 
tasks 

Female Appearance in: 
Male-stereotyped 6.4 
tasks 

Female-stereotyped 6.4 
tasks 



Table 4.12 continued 

D. 
Male Appearance in: 
Male-stereotyped 87.5 
products 

Female-stereotyped - - 
products 

Female Appearance in: 
Male-stereotyped 43.8 
products 

Female-stereotyped 100.0 
products 

E. 
Male Eye Gaze: 
Direct gaze 42.7 
Looking away 33.1 

Female Eye Gaze: 
Direct gaze 40.0 
Looking away 32.7 

N = 315 Newsweek 

Significance of x2: * p c 0.05 
* *  p < 0.01 
* * *  p c 0.001 

Note: # Minimum expected cell frequency is below 10 so 
x2 was calculated using Yatesl Correction for Continuity. 
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4.3.2 Indian Advertisements (India Today) 

Research question 2 asked whether there would be any 

observable changes in the stereotypical portrayals of men 

and women in the magazine advertisements of India. It 

was expected that more significant differences would 

emerge in the Indian advertisements from 1981 to 1990 

than in U.S. ads. Quite often, the minimum expected cell 

frequency was below 10.0, so Yatesl Correction for 

Continuity was used. The most observable and highly 

significant difference was in the portrayals of women in 

female-stereotyped occupational roles, which had 

decreased significantly from 10% in 1981 to 2% in 1990. 

Also, the percentage of women depicting distant eye gaze 

decreased significantly from 1981 (51.8%) to 1990 

(38.6%) . For almost all of the remaining issues 

addressed by this question, the findings indicated that 

there have been no changes in the direction of portraying 

fewer stereotypical representations over the years. As 

the differences in the frequencies of appearance were not 

significant , it was concluded that no change had occurred 

in the portrayals between the two years. 



4.3.2.1 Summary 

In the analysis of this research question it was 

found that portrayals of men and women in terms of 

stereotypical settings and roles have undergone very 

slight if any change in the last decade. The only 

significant change observedwas the considerable decrease 

in appearance of women in female-stereotyped occupational 

roles. 



Table 4.13. Crosstabulated comparisons of change over 
time in the stereotypical portrayals of male and female 
characters in India Today (India) : 1981 vs. 1990. 

A .  
Male Appearance in: 
Male-stereotyped 
settings 

Female-stereotyped 
settings 

Female Appearance in: 
Male-stereotyped 
settings 

Female-stereotyped 
settings 

B. 
Male Appearance in: 
Male-stereotyped 
roles 

Female-stereotyped 
roles 

Female Appearance in: 
Male-stereotyped 
roles 

Female-stereotyped 
roles 

C. 
Male Appearance in: 
Male-stereotyped 
tasks 

Female-stereotyped 
tasks 

Female Appearance in: 
Male-stereotyped 
tasks 

Female-stereotyped 
tasks 



Table 4.13 continued 

D. 
Male Appearance in: 
Male-stereotyped 95.5 88.3 0.8' 
products 

Female-stereotyped 22.7 16.7 0. 0' 
products 

Female Appearance in: 
Male-stereotyped 6.8 13.3 0.5' 
products 

Female-stereotyped 100.0 91.7 0.0' 
products 

E. 
Male Eye Gaze: 
Direct gaze 
Looking away 

Female Eye Gaze: 
Direct gaze 
Looking away 

N = 309 India Today 

Significance of x2: * p < 0.05 
**  p < 0.01 
*** p < 0.001 

Note: # Minimum expected cell frequency is below 10 so 
2 was calculated using Yatesl Correction for Continuity. 
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4.3.3 Summary of Research Questions 

Overall, the two research questions were supported 

in their assumptions that very little if any change will 

be observed in the stereotypical representations of men 

and women in the last decade. Almost without exception, 

the frequencies of appearance of both men and women in 

stereotypical settings and roles remained the same. It 

was expected that the Indian advertisements would reflect 

more significant differences in the portrayals than the 

U.S. advertisements. Besides female appearance in 

female-stereotyped occupational roles, which decreased 

considerably, frequencies remained just as constant in 

the Indian advertisements as in the U.S. ads. 

4.4 Summary of Results 

This research has, on an overall basis, yielded some 

significant results. Almost all of the general 

hypotheses were supported, thus confirming the basic 

assumption that stereotypical portrayals of gender are as 

alive today as they were a decade ago. So far as 

differences in such portrayals between the magazine 

advertisements of the United States and India are 
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concerned, these are fairly non-existent. To consider 

the longitudinal aspect of the study, for both the United 

States and India, it can be concluded that no significant 

changes have been observed in the last decade. 



Chapter 5 

DISCUSSION 

This chapter provides an overall analysis and 

reviews the implications of the results obtained from 

this study. 

5.1 Sex Stereotypes in Advertising 

The underlying premise of this research was that sex 

stereotypes in advertisements are, for the most part, 

culture-bound, reflecting the culture in which they 

appear. These culture-bound characteristics, however, do 

not remain indigenous over time, as they are transmitted 

from one culture to another. Such transfer is most 

prominently observed in a uni-directional flow from the 

developed countries, e.g., the United States, to the 

developing countries, such as, India, along with a 

transfer of cultural ideologies and practices. 

On the basis of prior research discussed in this 

thesis, it was expected that sex stereotypes in 

advertising will continue to be prevalent in both the 
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United States and India. However, some differences in 

such portrayals were also expected, such as, traditional 

sex-role stereotypes will be more prevalent in India than 

in the United States, even in 1990. Also, portrayals of 

women as sex-objects would be more prevalent in the 

United States than in India. Results, however, indicate 

that the portrayals in both countries are quite similar 

in their representations of gender, and have been so at 

least since 1981. 

It is to be noted here, that these conclusions were 

derived on the basis of hypotheses yielding non- 

significant results. Despite having a consistent pattern 

of no differences between the portrayals of the United 

States and India, and between the portrayals of the two 

years for both countries, these results must be viewed 

with some caution. However, owing to the sample size 

used in this research, these findings may be generalized 

to an extent. 
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5.2 Analysis and Implications of Hypotheses 

5.2.1 Analysis of General Hypotheses 

The general hypotheses investigated the overall 

existence of gender stereotypes in magazine 

advertisements selected for this study. These hypotheses 

looked into the stereotypical portrayals of gender in 

terms of the settings in which they appeared, the 

occupational, task and product roles they performed, and 

in terms of their eye gaze. Most of the hypotheses were 

supported, confirming that these stereotypes continue to 

be observed in magazine advertisements of both the United 

States and India. 

This observation is in accordance with previous 

research in this area, which were, however, mostly 

comparisons between ads during the 1970s. As Sexton and 

Haberman (1974) observed, trends in portrayals over the 

preceding two decades had not become any less 

stereotypical. Even in the late 1980s, women continued 

to be portrayed in stereotyped roles and activities, 

while men were featured in a wider variety of occupations 

(Bretl & Cantor 1988; Lovdal 1989). 

It is truly remarkable that not much change has 
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occurred since the early eighties despite social changes 

that had already started, gained even more prominence, 

such as the feminist movement. Courtney and Whipple 

(1983) commented that there is still a clear disparity 

between representations of women in ads and as they are 

found in today's society. While society has progressed 

considerably, as sex roles continue to change and expand, 

advertisers have responded to this change at a much 

slower rate. "In fact the image reflects the status quo 

of a time gone by" (Courtney & Whipple, 1983, p . 2 4 ) .  The 

other outstanding factor is that not many researchers 

have examined sex stereotypes in print ads; since the 

1970s some expressed optimism that portrayals would 

subsequently become less stereotyped. Unfortunately, the 

results obtained here dispel such optimism. 

The general hypotheses were sub-divided into five 

separate categories: 

Settinq: As expected, it was found that men appear 

more often in male-stereotyped settings. However, no 

differences were observed in the appearance of women in 

female-stereotyped settings. Other studies had observed 

a transition in female portrayals in female-stereotyped 

settings, represented in a move away from the home 
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environment, or other such female-stereotyped settings to 

social situation, where again, women were portrayed 

differently from men (Sexton & Haberman, 1974) . A study 

of ads cited by Courtney and Whipple (1983) found that 

women were still shown primarily in the home and the 

majority of men appeared in business settings, though the 

margins of difference were less than those found in the 

studies of the 1970s commercials. Unfortunately, the 

sample used for the present study yielded very few 

female-stereotyped settings. A possible reason is that 

general interest magazines may have fewer traditionally 

female-stereotyped settings than women's magazines. 

Other studies like the one by Sexton and Haberman (1974) 

used both general interest and women's magazines, which 

may be the reason why the results of these studies were 

different from that of the present study. It is also 

possible that the lack of appearance of female- 

stereotyped settings could be a function of llsymbolic 

annihilation" of women from the ads. 

Occu~ational Role: As expected, men were found to 

appear more often in male-stereotyped occupational roles. 

~ u t  women did not appear any more frequently than men did 

in female-stereotyped occupational roles.   here are at 
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at least two possibile explanations for such finding. 

First, relatively few female-stereotyped roles were 

observed. Second, there may have been some change since 

the past studies, indicating greater differentiation in 

occupational roles than in past studies (Sexton & 

Haberman, 1974) . 
Task Role: Stereotypes in gender differentiation of 

task roles continue to exist, as men are found to appear 

more of ten in male-stereotyped task roles and women found 

to appear more often in female-stereotyped task roles. 

This reaffirms evidence from past research and indicates 

that not much change has taken place in the established 

codes defining tasks that men and women should perform 

(McArthur & Resko, 1975, Lovdal 1989). 

As the appearance of women in traditional roles is 

reiterated over and over again, it may be inferred that 

women's main interests are in attracting and feeding men 

and cleaning their homes. This restriction of women's 

interests to domestic concerns implies a corresponding 

lack of competence and confidence in the public domains 

of career and achievement skills (Jennings-Walstedt, Geis 

& Brown, 1980). Manstead and McCulloch (1981) noted that 

women's roles in television ads as housewives or mothers 
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also seem to define their apparent interests. They are 

shown predominantly in association with domestic products 

and products related to personal hygiene or appearance, 

while men appear in connection with a wide range of 

products, e-g., leisure, finance etc. 

Product Role: In accordance with the above 

observation, it was found in the present study that men 

continue to appear more often with male-stereotyped 

products. The disparity between the frequency of 

appearance by men (61.5%) and women (21.7%) is quite 

substantial. Women appear more often with female- 

stereotyped products. The disparity, women appearing in 

37% and men appearing in 4.3% of these ads, was 

significant. This finding again confirms past findings 

and shows that there haven't been any changes in gender- 

stereotyped product roles (Bretl & Cantor, 1988 ; Lovdal, 

1989). 

Eye Gaze characteristics: For both direct and 

distant eye gaze, men and women displayed both types of 

gaze more frequently when appearing separately than when 

appearing together. In other words, when they appear 

together, they tend to look at each other. However, eye 

gaze is not so much a cultural code, but an advertising 
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code. It is an outcome of the process of advertisement 

construction more so than a reflection of stereotyped 

gender behaviors. 

5.2.2 Analysis of Hypotheses on Cross-cultural 
Comparisons 

It was expected that some differences between gender 

portrayals in the U.S. and Indian magazines would be 

found. It was also expected that portrayals in Indian 

ads would be more stereotyped than U.S. magazines. 

Advertising was expected to reflect a culture's sex role 

norms. Because attitudes toward appropriate roles for 

women differ among cultures, differences among countries 

can be expected in the portrayal of men and women in 

advertising (Gilly, 1988). For instance, India is 

considered to have stricter differentiations of gender 

roles than the United States. 

It was found that, for the most part, Indian and 

U.S. ads are quite similar in their representations of 

gender. This was in accordance with what Griffin et al. 

(1989 ) had suggested, that "Indian advertisements exhibit 

many of the same formats and patterns of gender portrayal 

that American advertisements do, sometimes with nearly 

identical frequenciesb1 (p.29). Results were sub-divided 



into five categories: 

Settinq: Contrary to expectations, men were found 

to appear in male-stereotyped settings more often in 

Newsweek than in India Todav. But no difference was 

observed between the advertisements of Indian and U.S. 

magazines in the frequency of appearance of men or women 

in female-stereotyped settings. Women, however, did 

appear in male-stereotyped settings more often in 

Newsweek than in India Todav, as expected. The question 

here is, why should men appear in male- stereotyped 

settings more of ten in the United States? There could be 

two possible explanations for this occurrence. First, 

this was found because more male-stereotyped products are 

advertised in the United States. It is also possible 

that men (and women) appear more in neutral settings 

(Griffin et al., 1989) than in either male-stereotyped or 

female-stereotyped settings in Indian ads. 

No differences were found for the appearance of men 

and women in female-stereotyped settings. This could be 

because too few such settings appeared overall in the 

sample. The fact that women did appear in male- 

stereotyped settings more often in the U. S . magazine, may 
indicate that women are used more frequently in the U.S. 
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ads as "accessory figures to menv1 (Griffin et al. 1989, 

p.30) . 
Occu~ational, Task and Product Roles: Women were 

found to appear significantly more often in the U.S. ads 

than in Indian ads with male-stereotyped products, as 

expected. This finding would suggest that Indian ads 

have greater degree of gender specification in terms of 

products used than U.S. ads. No other differences were 

found between the two countries in gender portrayals for 

product roles, nor any differences found in occupational 

and task roles. 

Eve Gaze Characteristics: Results indicate that in 

the U.S. magazines, both men and women displayed direct 

gaze more often, while in the Indian magazines, they 

displayed distant gaze more frequently. 

All in all, the most sizable differences were found 

in indicators which are more a part of advertising codes 

than cultural stereotypes. The only other comparative 

study conducted on the ads of the U.S. and Indian 

magazines has been the Griffin et al. study of 1989, 

which did not look into role portrayals at all. Even 

this study noted that for the most part, advertisements 

in the two countries have been quite similar. The only 
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differences observed were in the intergender 

relationships and individual portrayals, where cultural 

indicators were found to distinguish between the ads of 

the two countries. Unfortunately, these aspects of 

stereotyping could not be measured reliably in the 

present study. It should also be taken into 

consideration that, on the general level, as used in this 

research, no significant difference was observed between 

the portrayals in the United States and India. It is 

possible that if more specific levels are used for 

differentiating between the portrayals of the two 

countries, e.g., finer distinctions between female- 

stereotyped roles in the United States vs. that in India, 

there may emerge some subtle differences that were beyond 

the scope of this study. 



5.3 Analysis and Implications of Research Questions: 
Change over time 

It was evident that almost no change at all has 

occurred in the last decade in the magazine ads of the 

United States and India. Changes in gender portrayals 

that had started in the late 70s and early 80s in the 

U.S. ads have not continued. It is possible that as 

research focus shifted to television commercials, 

magazine ads could have been ignored. It is evident from 

past research that there have been some observable 

changes in gender portrayals in TV commercials (Ferrante, 

Haynes & Kingsley, 1988), while such portrayals in 

magazine advertisements have remained almost constant. 

Results also indicated that very little if any change has 

taken place in this time-period in India. This raises 

the possibility that whatever changes had taken place in 

the Indian advertisements, had taken place before the 

eighties. Although a consistent pattern of no change was 

found, we have to be cautious in making generalizations, 

because the research questions had yielded non- 

significant results. 
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5.3.1 Change in the Magazine Ads of the United States 

The only observable change over the decade has been 

in an increase in the appearance of men in male- 

stereotyped occupational roles since 1981. Other than 

that, no change at all had been observed in the past 

decade in the gender portrayals in magazine ads of the 

United States. Gender portrayals in magazines continued 

to be as stereotyped as before, while there may have been 

some changes in gender portrayals in TV commercials. 

It is also possible that 1981 being a politically 

important year in the U.S., the beginning of the Reagan 

era, had an influence in the advertising techniques. The 

Reagan Administration's emphasis on traditional values 

may had the effect of inhibiting liberalization in 

advertising. It is also possible that if the general 

interest magazines used in this study had been compared 

with women's magazines at the two points of time, as had 

been done in past studies (Sexton & Haberman, 1974), it 

may have yielded different results. 
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5.3.2 Change in the Magazine Ads of India 

Just as in the magazine ads of the United States, 

the portrayals in the Indian ads continue to be highly 

gender specific. The only prominent change has been in 

the appearance of women in female-stereotyped 

occupational roles, which decreased significantly in the 

last decade. But this isolated observation is not 

evidence enough of any concrete variation in the 

advertising portrayals of gender. 

The lack of female-stereotyped settings in Indian 

ads overall has been another important observation. This 

finding, along with some others previously mentioned, 

does imply that more seamless background or neutral 

settings are used in Indianmagazine advertisements. The 

only other change was in the percentage of females 

displaying distant eye gaze, which decreased 

significantly. However, this is probably only an 

advertising technique, and may not have any relation to 

cultural influences. 

All in all, as the focus of research on gender 

stereotypes shifted to TV commercials, it appears that 

the stereotypes in magazine advertisements that had been 

observed ten years ago, continued to exist, as they do in 



the ads of 1990. 

5.4 Limitations of the Research 

Several limitations of this research need to be 

considered. For example, some errors were observed in 

the coding procedure which need to be remedied for all 

future research using semiological content analysis of 

advertisements. Along with it, the sampling frame needs 

to be expanded to provide greater range and diversity of 

ads. 

5.4.1 Methodological Considerations 

By far the most plaguing obstacle encountered in the 

methodology of this research has been in the testing of 

intercoder reliability. Many of the variables were quite 

complex. Better operational definitions might have 

yielded higher intercoder agreement. For example, the 

definitions should replace terms such as "dominantff, 

"submissive", "body cantu, "bashful knee bendu and 

"jugular posturen with more comprehensive descriptions. 

Coder training should have been more exhaustive, 

including a longer period allowed for pre-testing. The 
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only other research dealing with these attributes had 

been coded by a team of researchers who were quite 

familiar with the concepts. Since the coders used for 

this thesis were unfamiliar with these terms before, it 

seems that the set of instructions alone was inadequate 

to convey the meaning of these terms in relation to the 

ad display. 

The other limitation of this study was in the years 

used for the sample. Only the years 1981 and 1990 were 

used because of time constraints. It is apparent from 

the findings that ads from before 1980 would have to be 

analyzed in order to see any reflection of a flow of 

stereotypes from the United States to India. It is quite 

clear that if there has been such a flow of stereotypes 

through advertising, it must have happened before 1981. 

Ideally, a study could be conducted comparing ads from 

both countries at four, even five different points of 

time, e.g., 1950, 1960, 1970, 1980, and 1990. 

Also, the sample used for the present study, 

Newsweek, had been used for past studies (Sexton & 

Haberman, 1974; Griffin et al., 1989) and had been 

considered as having a greater propensity of portraying 

stereotypical images of gender. Perhaps, if the ads from 
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Newsweek are compared to a variety of magazines, e .g. , 

Good Housekee~inq, Look, etc., as done in the study by 

Sexton and Haberman (1974), it would give a better 

representation of the frequency of appearance of 

stereotypical portrayals in these different magazines, 

allowing for better analysis of presence of such 

portrayals in magazine advertisements in the United 

States. This study is generalizable only to general 

interest magazines. Other special magazines, including 

fashion and sports magazines need to be compared for 

better generalizability. 

Also, the range of options for product 

specifications should be increased in the coding 

instrument. For example, product type (male / female / 

neutral or both) should be added besides product 

category. This would enable to relate female-role 

preference to product-user characteristics. 
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5 . 5  Directions for Future Research 

This study is a part of a larger body of research 

dealing with gender stereotypes in advertising. 

Generally, past research has documented few changes in 

stereotypical portrayals over the years. Such research 

began with examinations of magazine advertisements but 

later moved toward TV commercials in the last two 

decades. In the late seventies as well as in the 

eighties, some studies had indicated gradual changes in 

these stereotypical portrayals. This study, however, 

indicates no such change, and establishes that 

stereotypes in gender portrayals in magazine ads are just 

as alive today as before. 

This study establishes the need for more content 

analyses of advertisements. It provides a basis for 

future evaluations of gender specific portrayals in 

magazine advertisements over time, using semiotic content 

analysis. 

On another level, this study attempted to reveal the 

presence of transfers of cultural codes through 

advertising. The international expansion of industry 

coupled with a proliferation of advertising agencies 

worldwide, and the flow of a whole complex of cultural 
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values associated with it, has been a matter of concern 

for many researchers of international advertising. This 

study has heuristic value in its finding that the 

magazine advertisements of the United States and India 

are very similar, and have been so for the last decade. 

This leads to a possibility for further research into 

advertisements from the years preceding 1980 in order to 

learn more about why two countries with very different 

socio-economic backgrounds, would have such similarities 

in their advertising gender portrayals. It is quite 

possible that these similarities between the two 

countries have developed over the years. What this study 

yields is an affirmation that at the two selected points 

of time, the stereotypes perpetrated through advertising 

are similar and continue to be uniform in both countries. 

There remains important work to be done after 

descriptive studies such as this have established the 

extent and type of gender stereotyping in advertising: 

how these images fit into the overall process of 

acquiring and maintaining gender stereotypes. Sex role 

socialization is influenced by advertising stereotypes 

that pervade the mass media content (Jennings-Walstedt, 

Geis & Brown, 1980). This provides ample scope for 
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researchers to study the relationship of the media and 

gender behavior in general, and the relationship between 

advertising and gender portrayals in particular. 

5.6 Conclusion 

The purpose of this research was to study gender 

portrayals in advertising, to evaluate the range and 

extent of stereotypical portrayals in the general 

interest magazines of the United States and India. This 

study focused on the use of settings, occupational, task, 

and product roles, and eye gaze characteristics of the 

characters to explore stereotyping in magazine 

advertisements. Besides these, few other aspects of 

individual portrayals and intergender interactions were 

also considered, but could not be measured reliably. In 

order to be able to measure subjective concepts such as 

It dominant / l~submissivelt, or "body cant / Itbashf ul knee 

bendt1, semiological content analysis was used. 

The results of this study indicated that stereotypes 

in gender portrayals continue to exist even today, in 

magazine advertisements of both the United States and 

India. The portrayals in the magazine ads of both 
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countries are very similar in their gender specificity. 

Very little if any change was observed in these 

portrayals between 1981 and 1990. However, it is 

important to note that female appearance in female- 

stereotyped roles decreased considerably in the last 

decade in Indian ads, making them even more similar to 

the U.S. ads in their representations. 

The findings , as summarized above, have significant 

implications. On the most apparent level, this study 

reiterates that gender stereotypes in advertising are 

present in magazine advertisements just as much as they 

must have been years ago. The other significant 

implication of this study lies in the study of cultural 

imperialism, or even specifically, media imperialism. 

This study intended to evaluate the scope of influences 

that are transferred cross-culturally through advertising 

codes. What the study found is that two widely different 

countries display remarkable similarities in their 

advertising gender portrayals. These similarities are 

again found to remain almost constant in the span of a 

decade. This leads to the speculation that there must be 

some pattern or trend that exists in advertising cross- 

culturally, which overrides indigenous cultural 
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differences. Stereotypes in advertising have always been 

known to influence learning in children and socialization 

in adults. This makes the examination of these 

stereotypes even more crucial. 
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APPENDIX A 

CONTENT ANALYSIS 
CODING INSTRUMENT 

Col. - Variable 

MAGAZINE 
1 = Newsweek 
2 = India Today 

2-3 MONTH OF PUBLICATION 

4-5 DATE OF PUBLICATION 

6-7 YEAR OF PUBLICATION 

8-9-10 ADVERTISEMENT NUMBER 

11-12 PRODUCT 
01 
02 
0 3 
04 
05 
06 
07 

CATEGORY 
= Fashion -- Clothing -- Men 
= Fashion -- Clothing -- Women 
= Fashion -- Clothing -- Both 
= Fashion -- Clothing -- Children 
= Fashion -- Clothing -- All 
= Shoes 
= Jewelry / Watches / Other 
Accessories 

= Domestics (Kitchen / Cleaning 
products) 

= Cosmetics (bath/ fitness/ personal 
products) 

= Household furnishings 
(Carpets/interior deco.) 

= Stereo equipment (Cassettes / CDs) 
= Video equipment (TV / VCR / 
Camcorder) 

= Household / Kitchen / Other 
appliances 

= Cameras / Camera products 
= Computers 
= Telephones 



17 = Office equipment/Copiers/ Answering 
machines & Fax machines 

18 = Food / Beverages / Snacks 
19 = Cigarettes 
20 = Alcohol / Soda 
21 = Leisure Product ( inclu. Bikes / 

Books / Pens) 
22 = Children's items (hygiene/ toys/ 

kids bikes) 
23 = Auto 
24 = Tires / Auto parts / Auto repair / 

Fuel 
25 = Airplanes / Airlines 
26 = Tourism / Cruise / Travel & Camping 

Products 
27 = Financial services 
28 = Cable / TV stations / Magazines / 

Newspapers 
29 = Hotels / Restaurants 
30 = Other (inclu. business / other 

organizations/ insurance / 
dealership / distributorship / real 
estate / industry) 

31 = Medicine 

13-14 COUNTRY WHERE PRODUCT MANUFACTURED / 
DISTRIBUTED 

01 = U.S. -- Definite 
02 = U.S. -- Assumed 
03 = India -- Definite 
04 = India -- Assumed 
05 = Europe 
06 = Other North America 
07 = South America 
08 = Other Asia 
09 = Africa 
10 = Other 
11 = Unclear 

15-16 COUNTRY OF ORIGIN OF PRODUCT 
01 = U.S. -- Definite 
02 = U.S. -- Assumed 
03 = India -- Definite 
04 = India -- Assumed 



05 = Europe 
06 = Other North America 
07 = South America 
08 = Other Asia 
09 = Africa 
10 = Other 
11 = Unclear 

17 GENDER OF CHARACTERS 
1 = Male only 
2 = Female only 
3 = Both male and female 

* RACE OF CHARACTERS 
* Appearance of the following types of 
* characters for each of the races listed 
* below: 
* 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found to 

belong to this race 

18 Whites 
19 Blacks 
20 Indians with Dark Hair, Dark Skin 
21 Indians with Dark Hair, Fair Skin 
22 Indians with Fair Hair, Fair Skin 
23 Other Asians 
24 Hispanics 

25-26 SETTING 
01 = outdoor -- yard / barn / stables 
02 = outdoor -- garden 
03 = outdoor -- playground / golfcourse 
04 = outdoor -- street 
05 = outdoor -- field / meadow 
06 = outdoor -- wilderness 

(ocean/seashore / waterfront / 
mountains / camp-site / on a boat) 



07 = outdoor -- construction site / 
plant scene 

08 = indoor -- machine room / workshop 
09 = indoor -- car shop 
10 = indoor -- office 
11 = indoor -- hotel -- lobby 
12 = indoor -- hotel -- room 
13 = indoor -- restaurant / cafe 
14 = indoor -- showroom 
15 = indoor -- living room / study 
16 = terrace / balcony / porch / stairs 
17 = indoor -- bedroom 
18 = indoor -- bathroom 
19 = indoor -- dining room 
20 = indoor -- kitchen 
21 = indoor -- nursery 
22 = indoor -- pool 
23 = outdoor -- pool 
24 = indoor -- indeterminate / other 
25 = outdoor -- indeterminate / other 
26 = in/outside/next to a car or other 

vehicle 
27 = exotic / fantasy / simulated 
28 = plain background / production 

studio 
29 = multiple settings (on same page) 
30 = a house or any part of it in the 

background 

* ROLES -- OCCUPATION 
* Appearance of the following types of 
* characters for each of the roles listed 
* below: 
* 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this role 

DOCTORS 
NURSES 
OTHER PROFESSIONALS (inclu. EXECUTIVES, 



MANAGERS, ENTREPRENEURS, SCIENTIST, ARTIST, 
MUSICIAN, DANSEUSE) 

30 BLUE COLLAR 
31 SERVICE (inclu. WAITER/WAITRESS, CHEF, 

VENDOR) 
32 CLERICAL / SECRETARIAL 
33 DOMESTIC 
34 PARENT / GRANDPARENT 

* ROLES -- TASK 
* Appearance of the following types of 
* characters for each of the roles listed 
* below: 
* 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this role 

OFFICE -- PROFESSIONAL / MARKETING / SALES / 
SERVICE 

OFFICE -- CLERICAL / SECRETARIAL 
OUTDOOR -- LABOR 
OUTDOOR -- YARDWORK / MAINTENANCE 
OUTDOOR -- GARDENING 
OUTDOOR -- RECREATION / HOBBIES / BARBEQUE / 

CAMPING / WALKING / DRIVING 
INDOOR -- RECREATION / HOBBIES / GAMES 
OUTDOOR -- SHOPPING 
INDOOR -- SHOPPING 
INDOOR -- MAINTENANCE 
INDOOR -- RELAXING / LYING DOWN 
OUTDOOR -- RELAXING 
INDOOR -- DINING AT RESTAURANT / HOME 
HOME -- CHILD CARE 
HOME -- COOKING / SERVING 
HOME -- HOUSEWORK / CLEANING / PACKING / 

OTHER CHORES 
HOME -- PERSONAL CARE / FITNESS 



ROLES -- PRODUCT 
Appearance of the following types of 
characters for each of the roles listed 
below: 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this role 

PRODUCT DEMONSTRATOR / SPOKESPERSON 
PRODUCT USER / INVOLVED WITH THE PRODUCT 
PRODUCT HOLDER / WEARER / APPEAR AS INVOLVED 
WITH THE PRODUCT 
DECORATIVE ROLE 

* INTERGENDER INTERACTIONS 
* Appearance of the following types of 
* characters for each of the relationships 
* listed below: 
* 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this relationship 

DOMINANT 
SUBMISSIVE 
COMPANIONS 
SUPPORT GIVING 
SUPPORT RECEIVING 
MUTUAL SUPPORT 
RELATIVE POSITION -- ELEVATED 
RELATIVE POSITION -- LOWERED 
RELATIVE POSITION -- FOREGROUND 
RELATIVE POSITION -- BACKGROUND 
RELATIVE POSITION -- SAME PLANE / SIDE BY 

SIDE (ALL) 



* INDIVIDUAL IMAGES -- CANTING POSTURES 
* Appearance of the following types of 
* characters for each of the postures listed 
* below : 
* 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this posture 

67 HEAD CANT 
68 BODY CANT 
69 BASHFUL KNEE BEND 
70 JUGULAR POSTURE 
71 RECLINING 
72 ERECT POSTURE 
73 AGGRESSIVE POSTURE 

* INDIVIDUAL IMAGES -- WITHDRAWAL FROM THE SCENE 
* Appearance of the following types of 
* characters for each of the gazes listed 
* below: 
* 

0 = cannot code 
1 = male only 
2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this posture 

74 EYE GAZE -- FIXED ON AN OBJECT / OTHER PERSON 
75 EYE GAZE -- FAR AWAY LOOK / LOOKING AWAY 
76 EYE GAZE -- DIRECT GAZE 

* INDIVIDUAL IMAGES -- SELF-TOUCHING 
* Appearance of the following types of 
* characters for each of the postures listed 
* below: 
* 

0 = cannot code 
1 = male only 



2 = female only 
3 = both male and female 
4 = neither male nor female are found in 

this posture 

77 SELF-TOUCHING -- FACE / HAIR 
78 SELF-TOUCHING -- UPPER BODY 
79 SELF-TOUCHING -- LOWER BODY 

80 CODER IDENTIFICATION NUMBER 

1 = RUMA 
2 = MARY 
3 = VIVEK 
4 = SURANJAN 
5 = NANDINI 
6 = SUZY 



12 0 

APPENDIX B 

Table B.l Agreement coefficients of all variables used 
in the coding instrument. 

Product category 

Country of manufacture 

Country of origin 

Gender 

Whites 

Blacks 

Dark hair, dark skin 
Indians 

Krippendorfvs Alpha 
(ordinal scale) 

Dark hair, fair skin 
Indians 

Fair hair, fair skin 
Indians 

Other Asians 

Hispanics 

Settings 

Frequency 



- - 

Table B . l  continued 

Occu~ational Roles: 

Doctors 

Nurses 

Other Professionals 

Blue Collar 

Service 

Clerical or Secretarial 

Parent 

Task Roles: 

Professional Task 

Clerical Task 

Labor 

Outdoor Maintenance 

Gardening 

Outdoor Recreation 

Indoor Recreation 

Outdoor Shopping 

Indoor Shopping 

Indoor Maintenance 

Indoor Relaxing 



Table B.l continued 

Outdoor Relaxing 

Dining 

Childcare 

Cooking or Serving 

Housework 

Personal Care 

Product Roles : 

Product Demonstrator 

Product User 

Product Holder 

Decorative Role 

Intersender Interactions: 

Dominant 0.50 

Submissive 0.35 

Companions 0.57 

Support Giving 0.34 

Support Receiving 0.33 

Mutual Support 0.31 

Elevated Position 0.44 



Table B . l  continued 

Lowered Position 

Foreground 

Background 

Same Plane 

Individual Portravals: 

Headcant 

Bodycant 

Bashful Knee Bend 

Jugular Posture 

Reclining 

Erect Posture 

Agressive Posture 

Eye Gaze on Object 

Looking Away 

Direct Gaze 

Touching Face or Hair 

Touching Upper Body 

Touching Lower Body 


