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ABSTRACT 

This content analys is compared gender-a lcohol  associat ions presented 

in a lcohol  advert isements in Ms .  and Sports I l l ustrated from 1 973 to 1 988 .  

Analys is  focused o n  ( 1 )  changes i n  gender rep resentat ions d u r ing a per iod of 

transit ional  female roles,  ( 2) relative freq uencies of cog n it ive and emotion­

induc ing themes a ppear in g  i n  sex specific  a lcohol  advert is i n g ,  and ( 3 )  d ri nking 

norms p resented by a lcohol  advertisers dur ing a per iod characterized by 

c rit ic ism of a lcohol  marketin g .  

Portraya ls  o f  women d i d  not accurately reflect t h e  actual emp loyment 

status of women . Images of femin ism were superfic ia l  portrayals of women 

im itat ing men (e . g . ,  wh iskey consumption )  or  p resented fe min ists as decorative 

objects . From 1 973 to 1 988,  a lcohol ads i n  M s .  and  Sports I l l ustrated 

i ncreas ing ly p resented gender  stereotypes . Women were d efined by their  

relat ionsh ips with men , whereas men were defined by the i r  accompl ishments . 

I n  both magaz ines ,  for a l l  sample years ( i . e . ,  1 973 ,  1 982,  1 98 8 ) ,  

emotion-i nduc ing  themes predominated . Personal  sat isfaction was the most 

frequent type of emotion- induc ing appea l .  Frequenc ies o f  other emotion­

induc ing themes s u g gested that d ifferent images were used to target a female 

versus a male ma rket (e . g . ,  e legance in  M s .  and trad it ion i n  Sports I l l ustrated ) .  

Compar ison of normative messages revealed that a lcohol  ads in  Ms .  

more often p resented a lcohol  as  a means of  emotion-management, whereas 

a lcohol ads in  Spo rts I l lustrated more often assoc iated d r i n king  with hazard ous 
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activ it ies . In both magazines,  images of heavy d ri n ki n g  were more freq uent 

than images of moderation .  

I t  was concluded that a lcohol  prod ucers , and  the i r  advert isers,  

experimented with non-convent iona l  gender portrayal s  only when it was 

presumed novel and/or  p rofitab le  to do so.  Moreover ,  rep resentations of 

d ri nking  ( i . e . ,  types of appea ls  and normative messages )  a p pa re nt ly changed 

only when there were d i rect threats to the self-regu lat ion of a lcoho l  advert i s ing .  
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CHAPTER 1 

I NTRO DUCTION 

Embe l l i shments of soc ieta l i mages i n  advert is ing  re in fo rce consu mer 

cu lture materia l ism ( Schudson 1 984) and symbol ica l ly  portray l i fe as i t  

p resu ma b ly shou ld  be (Vestergaard and  Schroder 1 988) . Advert isers on  many 

occas ions  p romote p rod ucts people do  not need so they use e motiona l ly 

charged symbols  to st imu late brand a ppeal  ( Good rum and Da l rymple  1 990) .  

Thus,  advert isers may g lor i fy some cu ltural  aspects (e . g . ,  gender  i mages,  

a lcohol  consumption ) ,  as they try to both generate des i re and suggest how 

des i re can  be met. 

Ana lys is of advert is ing i s  one way of study ing popu lar  cu lture ( e . g . ,  idea l  

images of femi n i n ity and mascu l in ity ) . From the beg inn ing  of modern 

advert is i n g ,  advertisers have conside red women a key aud ience and 

consequent ly,  have mod ified gender representat ions i n  advert is i n g  to be 

sens it ive to what they be l ieved were important changes i n  wome n ' s  roles 

(Good rum and Dalrymple 1 990) . Yet,  advert isements for var ious types of 

products have been cr itic ized for emphas iz ing female sexua l ity and male power 

(Co u rtney and Whipp le  1 983 ;  Barthel 1 988 )  and for rei nfo rc ing  "gender  myths"  

(Tuchma n  1 979) . 

Med ia  theorists , however,  do  not ag ree about the temporal  associat ion 

betwee n  advert isers' c reated symbol ic env i ronments and the actual  
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environments i n  which people l ive (Voelker and Voe l ker  1 978) . A lv in  Toff ler 

( 1 973)  cal ls advert isers the " people of the future" who pretest and prepare the 

rest of society for change. I n  contrast, Varda Leymore a rg ues that "advert is i ng  

p lays the  same role in  modern societies that myth does i n  pr im it ive soc ieties . 

. . to conserve trad it ions" ( 1 975 ,  p .  1 5 6 ) .  A th i rd perspective is Lee 

Loevi nger 's  ( 1 978 )  " reflective-projective theory" which presupposes that 

advert isers p resent ambiguous,  telescop ic  reflect ions of the p resent.  Argu i n g  

that advert is i n g  e ither effects or  generates change  i n  society i s  l i ke the ch icken­

egg d i lemma ( Beta ncourt 1 978) ; the issue sho u ld not be d isti l led down to a 

s imple q uest ion of which comes fi rst . 

I nterest g ro u ps may fau lt advertisers for p resenting  outmoded 

stereotypes (e . g . ,  Aunt Jemimah) . In the early 1 970s , an organ ized femin ist 

movement p ushed for gender equa l ity a nd expressed d issatisfact ion with 

stereotyp ica l  images of women in the mass med ia  ( Good rum and Da l rymple 

1 990) . S imu ltaneous ly, i n  the popular  c u lture,  changes i n  female ro les were 

themes i n  te lev is ion p rograms (e . g . ,  A l l  in the Fami ly) and  music (e . g . ,  I Am 

Woma n ) .  Some advert is ing presented a new stereotype o f  a " l i berated " 

woman (e . g . ,  "You 've Come A Long Way, Baby " ) .  

H istor ica l ly ,  the consu mption and market ing  of a lcohol  prod ucts have 

been gender  s pecif ic (Marste l ler  and Karnc hanapee 1 980; Strate 1 992) . Thus,  

ana lysis of  a lcohol  ads over t ime is a means of docu menting changes i n  gender 

portraya ls  ( i . e . ,  p rod ucts advertised , p rofi les of  the a lcohol  consumer ) . 
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By the end  of the 1 970s , some compan ies had real ized the market 

potent ia l  assoc iated with new images of gender roles and targeted women as 

consu mers of masc u l i ne-typed prod ucts ( e . g . ,  whiskey) .  Chang ing  images and 

targets resu lted i n  some negative resu lts for prod ucers . The a lcohol ind ustries 

were cr it ic ized for market ing  a imed at vu lnerab le g ro u ps (e . g . ,  people of 

color/women/youth ) ,  for g lamor iz ing a lcohol  (Breed and DeFoe 1 979;  Jacobson ,  

Atk ins ,  a nd Hacker  1 98 3 ;  American Med ical  Associat ion 1 986)  and for not 

portrayin g  possi b le  negative consequences of hazardous  d r ink ing  (Atkins ,  

Neuendorf,  and  McDermot 1 983 ;  Postman ,  Nystrom ,  Strate, and Weingartner 

1 987) . Moreover,  the l i berated woman i mage came u nder  attack from 

homemakers as not represent ing  them, from femin ists as d erogatory and/or  

patron iz ing ,  and  from men as bel ittl i ng . 

I n  the popu la r  cu lture of the 1 980s , femin ism was b lamed for a variety 

of soc ia l  p rob lems ( e . g . ,  v io lence aga inst women ,  teen s u ic ides , poverty ) ,  so 

hav ing an advertis i n g  image l i nked to femin ism was less l i kely to be as 

persuas ive i n  the 1 980s as it was i n  the 1 970s . Subsequent ly,  " New 

Trad it ional ist" advert is ing  campaigns began to predomi nate ( Fa lud i  1 99 1  ) .  

The focus  o f  th is  d issertation i s  o n  how gender-a lcohol  associat ions are 

represented in one aspect of American popu lar  cu lture ( i . e . ,  pr int a lcohol  

advert isements)  d u ri n g  a per iod of change and debate over female ro les ( i . e . ,  

1 973 to 1 98 8 ) . This project focuses o n  gender  representat ions in advert is ing 
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to see if they are g rounded in  rea l ity reflect ing  past or  p resent socia l  norms o r  

behavior ,  or  hera ld emerg i ng norms a nd behaviors . 

One  soc io log ist, Erv ing  Gottman ( 1 979) i n  a semina l  work examined 

advert is ing  to see how gender  was d isplayed . Other soc ia l  scient ists and 

femin ists (e . g . ,  Fr ieda n  1 963;  Moog 1 990) ana lyzed how gender  d isp lays may 

i nfluence i n d iv idua ls '  percept ions and behaviors . The emphas is  in th is  work 

more closely para l le ls  Gottman 's ,  a lthou g h  it takes a step i n  a new d i rection  by 

ana lyzing  gender-product associat ions and is a systematic ana lysis over t ime .  

Qual itative stud ies o f  advert is i ng  are usua l ly cross-sect iona l  descr ipt ions 

of either gender p resentat ions (e . g . ,  Tuckma n  1 974; Courtney and Whipp le  

1 983 ;  K i l bo urne 1 987 ,  1 989 ;  Nakayama 1 989) or  prod uct i mages (e . g . ,  Breed 

and DeFoe 1 979; K i l bou rne 1 982 ,  1 99 1 ; Jacobson et a l . ,  1 983 ) . Those who 

study the content of prod uct advert is i ng  look at b rand  i mages but a lmost 

complete ly i gnore gender .  

I ana lyze advertisements for  a lcohol  which a p peared in  magaz ines 

targeted to e ither females o r  males from 1 973 to 1 98 8 .  Several  re lat ionsh ips 

are of i nterest. 

One ,  I focus on whether changes occurred in gender  rep resentations over 

t ime to see whether d ocumented changes in women ' s  behavior (e . g . ,  

employment leve ls ,  types o f  jobs held ) a re reflected i n  the advert isements . I n  

a related ve in  I look t o  see i f  the t imes when the women 's movement was most 
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vis ib le ,  and most open ly cr it ical of  advert isers' representat ions of women,  cou ld  

be l i n ked to changes in  rep resentat ions of gende r .  

Two, I explore whether t h e  documented levels o f  a lcohol  consu m pt ion 

and normative patterns of use a re reflected in  advert isements . To do th is ,  I use 

var ious d ata sources (Beer I ndustry Update 1986;  Jobson 's  L iquor Hand book 

198 8 ;  Wine Marketing Handbook 1988 )  to estab l ish  the d r ink ing  p references 

and consumption patterns of females and ma les . I relate them to the p rod ucts 

advert ised and d r inking  messages p resented i n  a lcohol  advert isements 

appear ing  i n  sex specif ic magazines ( i . e . ,  Ms .  and Sports I l l ustrated ) .  

Three,  I examine whether changes occurred i n  the mea n i ngs of a lcohol 

consumpt ion p resented to sex specifi c  markets . Emphasis is  on  how a lcohol  

consumpt ion is portrayed at a t ime when the a lcohol ind ustr ies were accused 

of seeki ng  new markets by target ing  women ,  as we l l  as other " minority" 

grou ps .  

Socio log ists need to  develop strateg ies for study ing how representat ions 

of types of people (e . g . ,  female and  male)  i n  the popu la r  cu lture may be 

mod i fied to try to persuade peop le  to change the i r  behaviors . Understand ing  

of  how part icu lar  prod ucers (e . g . ,  the  w ine ,  d isti l led sp i r its , and beer ind ustr ies) 

and their advert is ing  agents d raw on  and try to shape popu lar  cu lture shou ld  

encourage socio log ists to engage i n  the k ind of resea rch needed to move 

examinat ions of popu lar  med ia beyond attempts to resolve the ch icken-egg 

d i lemma . Th is  study is a f i rst step in moving toward more thorough ana lyses 
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( in th is  case of gender  role change,  gender  representat ions i n  advert i s ing ,  and 

a ud ience targeti n g ) .  
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CHAPTER 2 

LITERATURE REVIEW OF ADVERTI S I N G  

Everyd ay peop le are exposed to a plethora o f  a d s  on  pub l ic  transit 

veh ic les ,  b i l l boards ,  telev is ion ,  rad io ,  magaz ines,  and even in some schoo ls .  

When cr it ic ized for  man ipu lat ing people ,  advert isers d efend themselves by 

argu ing  they a re not scient ists and they do not know what wi l l  i nf luence people 

to buy a p rod uct . 

Th is  chapter is  organ ized around the theme of (a )  how advert is ing re lates 

to peop le 's  everyday perce ptions ,  ( b )  market ing techn iques used in advert is i n g ,  

a n d  ( c )  bas ic pr inc ip les o f  brand image advertis i n g .  T h e  "everyday percept ions " 

section is  a review of cr it iques on advert is ing images as a " reference other . " 

The survey of " market ing  techn iques" emphasizes the use of socia l  

psycholog ica l /demograph ic  data and assumptions u nderly ing  marketin g .  

Discuss ion  o f  " pr inc i p les o f  brand image advert is i n g "  examines meta phor ica l  

re lat ionsh ips ,  p romises of socia l  approva l ,  and the d is interested voice of 

author ity . 

Advertis ing a n d  Everyd ay Experien ces 

Advert is ing  may shape cu ltural  values regard less of whether it se l ls  

products (Courtney and Whipp le 1 983;  Schudson 1984; Vestergaard and 

Schroder 198 8 ;  K i lbourne 1989 ) . Many people cons ider  ads s i l ly  and/or  fa lse,  

hence v iew themselves as detached fro m ad images ( Ma loney 1 962; Krugman 
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1 96 5 ;  Goodru m  a nd Dalrymp le  1 990) .  This d etac h me nt may accou nt for the 

s leeper effect; the image may be remembered more than reasons for 

d iscount ing it ( Pratkan is ,  Greenwa ld , Le ippe,  Bau m gard ner 1 988) . Thus,  

recurrent images of sexism,  age ism,  risk-takin g ,  and se lf-i ndu lgence i n  

advert is ing may norma l ize these phenomena i n  everyday l ife . 

Crit iques 

As the most v is ib le  port ion of overa l l  marketin g  strategy,  advertis ing  is 

often critic ized . In the late 1 950s,  Vance Packard ( 1 9 5 7 )  c la imed that 

advert is ing was a powerfu l  force that if  left unchecked wou ld  contro l our l ives 

by man ipu lat ing us into buy ing  u nwanted goods and  services . In the 1 970s 

Wilson Key's  controvers ia l  arg u ment was that thro u g h  sub l im ina l  messages in  

advertisements , we have been " cheate d ,  l ied to,  man i p u lated , exp lo ited and . 

. l aughed at for be ing g u l l i b l e "  ( 1 973 ,  p .  1 96) . 

I n  the 1 980s , various issues emerged concern i n g  advertis ing  a nd its 

effects (Meyers 1 984; Schudson 1 984) . Peop le  with pers pectives as d iverse 

as Neo-Conservative (e . g . ,  be l iev ing advert is ing encourages narc issism and 

undermines concern for the needs/interest of others ) ,  Neo-Marx ist ( e . g . ,  

perceiv ing advertis ing  a s  part o f  a cap ita l ist superstructure ,  o perates t o  d isperse 

and negate pol it ical d issent ) , Libera l  ( e . g . ,  argu ing  advert is ing u ndermines the 

democratic process by forc i n g  people to buy th ings they do not need or want ) ,  

a n d  Femin ist (e. g . ,  assert i ng  advert is ing encourages women t o  become 

preoccupied with the consu mer ro le )  have debated the effects of advert is ing . 
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Many crit ics of advertising  a lso decry consumer cu lture and b lame advertis ing  

for encoura g i ng peop le  to  become too materia l istic and to  p lace possess ions 

before socia l  re lat ions ( Schudson 1 984) .  Consensus seems to be that 

advert is in g  affects our percept ions of self a nd our l ives as wel l  as our 

percept ions of  others and how we shou ld  re late to them ( Courtney and W h i pp le  

1 98 3; Barthe l  1 988; Vestergaard and Schroder 1 988) . 

Reference Other 

As popu lar images , advertisements both create a nd reflect a common 

cu lture .  I t  may make prod ucts appear more aesthet ica l ly p leas ing and  the ad 

may become a n  aesthetic object ( Vestergaard and  Schroder 1 98 8 ) .  A s  an  

aesthetic o bject,  a n  advertisement is a n  abstraction ( Gottman 1 979;  Sch ud son  

1 984) . People are not rea l  people but i mages or  " myths " (Tuchman 1 97 9 )  of 

soc ia l  categories or celebrities who project publ ic personas ( Meyers 1 984) . The 

abstract representat ion a l lows d i ffere nt k inds of people to respond e motiona l ly 

and to create their  own fantasies ( Berger 1 972 ;  Schudson 1 984) . 

Erv ing  Gottman ( 1 979 )  i n  Gender Advertisements d escribes ritua ls  of 

everyday l i fe as " hyper-ritual ized " i n  ads; the socia l  idea l  is portrayed as 

completely or rea l istica l ly as possi b le .  D isp lays i n  advertisements reflect 

e lements of socia l  structure and affirm the status of persons in the structure . 

Usin g  print  advertisements , Gottman i l l ustrates the reflection of gender ideo logy 

thro u g h  d isp lays of femin in ity (subord inat ion)  and mascu l i n ity (domi n a nce) .  
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As a creator of socia l  rea l ity, advert is ing  often turns l i fe i nto a 

d isappoint ing approxi mation of art (Sch udson 1984) . By s i mpl i fy ing  and 

categori z i ng ,  ads portray l i fe not as it is but as it presumably shou ld  be .  Homes 

and fami l ies portrayed in  advert is ing do not reflect the homes and fa mi l ies of  

most Americans .  " In  p icturing  people as they may become,  adverts act as a 

reverse mirror showing  us what we are not"  ( Vestergaard and Schroder 1988,  

p .  118 ) .  

Advertis i n g  images a s  a whole create both a market ideology a n d  a 

common-sense i deology. As "offic ia l  state art "  or "cap ita l ist rea l i sm"  ( i . e . ,  

market ing  ideo logy)  advertis ing  promotes t h e  American way o f  l i fe by 

portray ing m idd le class stand ards of materia l ism as env iab le ,  by referenc ing  the 

nation as a whole, and by featuri ng symbols associated with patriot ism 

(Schudson  1984) . As a "reverse mirror" ( Vestergaard and Schroder 1988)  or 

common-sense id eology, images of how l ife presu mab ly shou ld  be and/or cou ld 

be may change as consumer l i festyles change.  For example,  as women's  labor 

force part ic ipat ion increased throughout the 1970s, the " new frontier woma n "  

and "superwo ma n "  emerged i n  advert is in g .  These ima ges were des igned to 

appea l  to the new working  woman by re inforc ing  her employment d ec is ion 

whi le  at the same t ime suppress ing the ro le confl ict many work ing women 

experienced ( K i l bourne 1987;  Goodrum and Da lrymple 1990) . 
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Marketing  Techn iques i n  Advertis ing  

The enterprise of advertis ing  is characterized by three genera l  market ing  

schools with more exceptions than ru les . The three schoo ls  are :  brand image 

which a ims for a powerfu l ,  emotional appea l ;  u n ique se l l i ng  proposit ion (USP)  

which is a log ica l  i nd ucement;  and posit io n i ng or v is i b i l ity which is designed to 

attract attent ion through humor or b izarre v isua ls . " In genera l  the content of 

advert is ing is s u bject to i n d ustry wide conventions ,  part icu lar agency trad it ions,  

to the wi l l  and whim of c l ients ,  and to genera l  trends  and fads" (Sch udson 

1984, p.  76 ) . There is no consensus on  which is more effective : hard se l l  or 

soft se l l ,  informat iona l  or emotional appeals ,  whether there is a re lat ionsh ip  

between consumers' l i k ing an  ad and rememberin g  i t  or eventua l ly buy ing  the 

prod uct (Courtney and Whipp le  1983) . Moreover, there is a tendency to 

compromise between being i nnovative, thus memorab le ,  and  conventional  i n  

order to  min imize ris k-tak ing (Schudson 1984) . 

Over the course of the twentieth century ,  brand i mage advertis ing  ( i . e . ,  

emotional  a p pea ls  a imed a t  a n  impu ls ive consumer) rep laced informationa l  

appeals a imed at a rat iona l  consumer. One reason  for the trend was 

advertisers '  rea l izat ion that women were the primary aud ience and popu lar 

wisdom viewed women as emotiona l  and impu ls ive,  u n l i ke men who were 

v iewed as rat iona l  ( M archand 198 5 ) .  Another reason was that as the n umber 

of products with in  a category increased there was more u ncerta inty as to what 

consu mers wanted or needed (Schudson 1984) ;  thus ,  it became necessary for 
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prod ucers of " u n necessary goods"  to make people want to acqu ire their 

products (Vestergaard and Schroder 1988 ) .  Last ly,  changes i n  med ia 

technology led to an  increased use of p ictures wh ich  could convey mood ; 

images became more important than words a nd reasons ( McLuhan 1969; 

Schudson 1984) . 

The type of product can determine the choice of content of an  

advertisement.  Prod ucts whose benefits are not easy to d escribe ( e . g . ,  scent 

of cologne, taste of a c igarette or beer) are more often associated with nud ity , 

sexua l  suggestiveness a nd i n n uendo than are cogn itive products (e . g . ,  energy 

effic iency of a wash ing  mach ine ) (Courtney and Whipp le  198 3 ) . A class if ication 

scheme based on  cogn it ive or emot iona l  a nd h igh- involvement or low­

involvement goods was developed ( i . e . ,  Foote , Cone,  and  Be ld i ng  model ) .  

H igh- invo lvement, cogn itive goods i nc lude cars ,  houses,  and furn iture; 

advert isements typ ica l ly provide i nformation (e . g . ,  l o n g  copy ) .  Low­

involvement, cogn it ive products are items such as food and  househo ld  supp l ies; 

the purpose of an ad is to remind consumers that a part icu lar  brand is ava i lab le .  

H igh- i nvolvement,  emot iona l  items inc lude jewelry,  cosmetics, appare l ,  and 

motorcyc les;  advertisements emphasize mood ,  image,  and emotional 

identif ication with a brand . Low-i nvolvement, emotiona l  commod ities i nc lude 

c igarettes , l i q uor, and candy; ads typica l ly focus on  the satisfact ion of personal  

tastes . However, advertisers recogn ize the tendency for low-involvement, 

emotiona l  goods to sh i ft up  to the h ig h- involvement, e motional  category 
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becoming  " badge prod ucts " which express a person 's  socia l  se lf  (Vaughn  

1 980; O 'Toole  1 98 1  ) . Although a consumer's economic i nvolvement may be 

low, her/h is  ego involvement may be h i g h .  

Soc ia l  Psycholog ica l /Demograph ic Data 

I nformation about the advertis i n g  aud ience inc ludes consumers ' att itudes 

and p urchas ing hab its as wel l  as consu mers ' l i festyles ( i . e . , how and on  what 

occas ions i s  the product used ) .  The focus is not on d ifferent types of 

consumers but consumers with d ifferent "occas ions and need s . "  Based on 

psychog raph ic prof i les,  successfu l ads may be those that reward the v iewer by 

provid i ng  enterta inment, news, a scene  with which the viewer can empathize, 

or commun icati ng  respect for the v iewer (P lummer 1 980) . One psychograph ic  

approach is  VALS (values and l i festy les )  wh ich d iv ides the pub l ic  i nto f ive 

consumpt ion categories; Belo ngers ,  Emulators, Emulator-Achievers,  Societal ly-

Conscious Ach ievers , and the Need-D irected (Meyers 1 984) . 

represe nts my summary of VALS advert is ing strategy.  

Tab le  1 

I n  genera l ,  market researchers are more i nterested i n  d emogra p h ics than 

psycholog ica l  profi les (Schudson 1 984) . What they wa nt to know is sex,  age ,  

marital status ,  race, re l i g ion ,  reg i o n ,  i ncome, and labor  force part ic i pat ion .  

Demog ra ph ic  data are importa nt i n  d etermin ing  who has  d isposable i ncome (the 

aud ience ) ,  what med ia wi l l  reach the target, and what strategy wi l l  appeal  to 

the target.  For example,  as wome n ' s  la bor force part ic ipat ion  increased a nd 

thus ,  wome n ' s  d iscret ionary purchas i n g  power, women came to be v iewed as 
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Ta ble 1. Va l ues and l i festyles 

Category Descri pt ion Strategy 

Be langer trad itiona l ist idea l ized images 

Emulator impress ionab le ,  offer product 
search ing  for a n  solut ions to 
ident ity i nsecurity 

Emu lator- mid d le c lass everyday objects 
Achiever materia l ist transformed into 

wants more success symbols 

Societa l ly- concern with their counter-
Consc ious environmenta l cu lture va l ues 
Ach ievers safety & self  make sense (e . g . ,  

fu lfi l l ment s imp l ic ity )  

Need- lack d isposa ble do not exist for 
Directed i ncome advert isers 

potent ia l  consu mers of what trad itiona l ly  were considered masculine on ly  

prod ucts , such  as beer and whiskey (Advert is ing Age Yearbook 198 2 ;  Meyers 

1984; Cava n a g h  a nd C la irmonte 1985 ) . One  resu lt  of th is  has been d ifferentia l 

gender advert is ing  for the same product (Scott 1989) . Moreover, specia l  

demogra p h ic ed it ions of the same magazi ne are sometimes pri nted ; the ed itoria l  

content is  t h e  same but the advert isements are d i fferent (Sch udson 1984) . 

Market ing  Assu mptions 

Point i n g  to a wea k  correlat ion between advert is ing and sales,  it is  

assu med that advert is ing is  genera l ly  i neffective in  chang ing  att itudes and 

consumpt ion patterns (Ehren berg 1974; Aa ker and Carman 19 82) . Rather than 
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a sc ience,  creative workers with in  the profess ion refer to advertis ing  as an  

artistic craft ( Schudson 1 984) . More important than advertis ing  to sales are 

prod uct price and d isposable income , product q u a l ity and d istri butio n ,  

competit ion with i n  a commod ity ind ustry, c h a n g i n g  genera l economic 

cond itions ,  and government pol ic ies ( Ru nyon 1 984) . C l ients are aware of 

mult i p le  determinants of sa les .  Bud get decis ions often sug gest that increased 

advert is i ng  i s  a product of increased sales (Ackoff and  Emshoff 1 97 5 ;  San 

August ine and  Fo ley 1 97 5 ;  Patti and B lasko 1 98 1 ; Jobso n ' s  Liquor Hand book 

1 988) . 

Advert isers respond to crit ics by stat ing that the p urpose of advert is ing 

is competit ion for market shares ( i . e . ,  brand choices not  product choices ) .  The 

ph i losophy of market ing  is that demand cannot be created ; it ca n only be 

ascerta ined and ut i l ized . Two exceptions are when a new i n d ustry emerges 

and when an exist i ng  industry is stag nant (Sch udson 1 984) . I n  the former 

situat ion , a l l  markets are v iewed as potentia l  consu mers and in the latter there 

are attempts to attract new consumers . Based on three assumptions ( i . e . ,  ads 

have not been s hown to be effective; good advertis i ng  k i l ls  a bad prod uct; ads 

are on ly prov id ing  choices ) ,  the genera l  pos it ion among advert is ing personne l  

is that the worst they can do wi l l  not hurt anyo ne (Schudson 1 984) . 

Basi c  Pri n c i p les of Brand Image Advertisin g 

Bra nd i mage advert is ing is des igned to create a n  associat ion between an 

image and a specif ic b rand . The pu rpose of  the  associat ion i s  to g ive the  brand 



1 6  

an extra asset in  a market where most brands with in  a prod uct category are 

ind isti ngu is hab le (Runyon 1984; Katz 1989) . The image created may be a 

qua l ity, emotion ,  and/or  va lue (Vestergaard and Schroder  198 8 ) .  Peop le  do not 

have to th ink  ( Moog 1990)  or be consciously aware of the i mage ( Key 1973; 

Ba rthel  1988)  to respond to brand image ads .  I f  s uccessfu l the brand wi l l  

appear more attract ive than other brand choices and people wi l l  be persuaded 

to buy it .  I n  accompl is h i n g  the leap from image to b rand , advert isers use 

identifiab le  techn iques . 

One techn ique i s  to " p icture the commod ity with a n  o bject/person whose 

possess ion of the qua l ity-emotion-va l ue is obvious to the read er" (Vestergaard 

and Schroder 1988 ,  p .  1 5 3 ) ;  thus ,  a metaphor ica l  re lat ionsh ip  i s  estab l ished . 

For exa mple ,  an  advertisement for Cuervo Tequ i la  features P ierce Brosnan as 

a " Don Juan . "  The copy te l ls  us  that what is be ing  witnessed i s :  

Impeccably Sophist icated Yet Refresh ing Cuervo Go ld . 
But it doesn 't  sound l i ke l i q uor. 
It sounds l i ke our suave hero and his sexua l  i nter l udes . 
H E  is the prod uct persona l ity . 
HE  is  where the act ion i s .  
HE i s  what is bei ng  sold . 

(Moog 1990, p .  15 1) 

Often color symbo l ism is used as a meta phor  (Vestergaard and  Schroder 1988 ) .  

The " I t 's M i l ler Time When I t 's  Time to Relax " campaign emp has ized the h ues 

of a sunset and featured late afternoon/early even ing  images (4 to 8 o 'c lock 

p . m . ) .  The M i l ler campa ign  was created after market ing  research revealed that 
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about 44% of beer consumed in the U n ited States is at home between four and 

e ight  o'c lock p . m .  (Schudson 1984) . 

A nother techn ique employed i n  brand image advert is ing is to encourage 

peop le  to view each port ion of the ir  l i fe critica l ly and to f ind the so lut ion i n  a 

commod ity ( Ewen 1976) . This techn ique is an  app l ication of Cooley's look ing­

g lass self  ( 1902)  and is found i n  ads ran g i ng from personal  hygiene goods to 

household c leaners .  By portrayin g  negative consequences (e . g . ,  socia l  

reject io n ,  embarrassment) for fa i l i ng  to meet the socia l  criteria proc la i med in 

advertisements, we are reminded of the need for soc ia l  approva l .  The imp l ied 

pro mise is the avo idance of soc ia l  reject ion and/or embarrassment by us ing  the 

advertised brand . 

A lso,  advertisers use loaded lang uage to create a brand i mag e .  We are 

led to be l ieve the text says th ings it cou ld  not exp l ic it ly state (Vestergaard and 

Schroder 1988) ;  we fi l l  i n  the miss ing  words .  Such ads often take the 

fo l lowing  form : 

is d ifferent -------

------- i s  pure and natura l  

O R  is  of su perior qual ity 

The imp l icat ion is that ______ _ is d ifferent because it is  pure and 

natura l/of su perior qua l ity . The message is  that the brand is better than  other 

brands  in the same product category . 
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One reason why loaded lang uage works is  that advertisers present 

themselves as the "anonymous d isi nterested voice of authority" ( Barthe l 1 988) . 

Such ads assu me their own mystique and are i l l ustrated by captions l i ke :  

This i s  the season to 
-------

Now is the t ime to 
-------

As a persuas ion techn iq ue, the "d is interested voice" is  a n  app l ication of 

research  wh ich  shows that cred ib i l ity and trustworth iness are enha nced if  the 

spea ker appears not to have a vested i nterest (Walster, Aronson and Abrahams 

1 966;  Papageorg is 1 968; Eagly,  Wood ,  and  C ha iken 1 978 ) .  

The " d is interested voice" is perhaps most evident i n  good-wi l l  or 

corporate image advertis ing . Su pposed ly ,  the purpose of such advert is ing  is to 

promote pos it ive pub l ic  re lat ions rather than to stimu late sales . The image 

portrayed is  a corporat ion work ing for the common good of a l l  ( Heath and 

Ne lson 1 98 5 ) .  

I n  genera l ,  brand image advert isements are not a bout objects but are 

about socia l  re lat ions ( Berger 1 972) . Bra nd image advertis i ng  is persuasive 

because peop le  re ly on goods to satisfy social  needs and form emot iona l  

attachments with commodit ies ( i . e . ,  badge prod ucts ) .  Socia l  groups identify 

themse lves through  hab its of consu mption ;  "the objects we use become 

carriers of i n formation about the k ind of people we are or wou ld l i ke to be"  

(Vestergaard and Schroder 1 988,  p .  5 ) .  Commod ities are props used i n  the  

presentat ion  of  se l f  (Gottman 1 95 9 ) .  
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The importa nce of badge products to the presentat ion of self  is  ap parent 

in persuad i n g  men to use a prod uct associated with use by women;  induc ing  

men to  use s uch  a prod uct requ ires more trad it iona l  gender images/symbols 

tha n to move from male to female use ( Courtney a nd W h i pp le  1 983) . Not on ly 

does th is  re late to the use of badge products i n  the presentation of self ,  but 

a lso it is a comment on the gender-typ ing  of prod ucts and the d ifferentia l  status 

of women and  men . Gender specific  pers uasion tec h n i q ues a nd portrayal of 

gender i n  advert i s i ng  are the focus of the next chapter. 



CHAPTER 3 

LITERATURE REVI EW O F  PERSUASION TEC H N I QUES 

AND PORTRAYALS OF  GENDER 

20 

H istorica l ly ,  gender roles have been po larized in A merica n  cu lture .  

Recogn iz ing  that gender d ifferences exist, advert isers assu me that d ifferent 

kinds of images wi l l  be  j ud ged des irab le  by females and males ( Meyers 1 984; 

Barthel  1 98 8 ;  Vestergaard and Schroder 1 988) . An i m p l icat ion of gender 

polarization  is  that " if not a proper man then it fol lows you 're effemi nate. Or 

a lternative ly ,  if not a proper woman then it fo l lows you 're man n is h "  

(Vestergaard and Schroder 1 988 ,  p .  75 ) . Moreover, because gender is  centra l 

to self-concept we tend to recogn ize ourselves i n  any representat ion of gender 

(Barthel  1 98 8 ) .  

Presentat ion  o f  gender i n  print advert is ing has been ana lyzed based o n  

the ro les portrayed (Frieda n  1 9 63;  Courtney and Lockeretz 1 97 1 ; Belkaoui  and 

Be lkaoui  1 976 ;  Woh leter and Lammers 1 980) , prod uct representatives 

(Se iden berg 1 974; Sexton and Haberman 1 974; Ware and  Stuck 1 98 5 ) ,  and 

the structure of gender d isp lays (Gottman 1 979 ;  Marchand 1 98 5 ;  K i l bourne 

1 987) .  Ev idence ind icates that both women and men have been shown in  a 

stereotypica l  fash ion . Advert isers have operated on the be l ief  that i n  effective 

advert is i n g ,  " men  act and  women appear" ( Berger 1 97 2 ;  Baltera 1 976;  

Goodrum and Da lrymple 1 990) . 
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The patterns o f  presenti ng  gender  need to b e  estab l ished , so  that the 

presentations  ana lyzed for this research can be compared to the m .  The fi rst 

sect ion of th is  chapter reviews pers uas ion techn iq ues used to target women 

and d isp lays of femin in ity . The next section reviews pers uas ion techn iques 

used to target males and d isp lays of mascu l in ity . 

Targeti n g  Women and Displays of Fe minin ity 

The genera l  theme of advert is i n g  targeted to women is based o n  the 

assumption that she receives p leas u re by p leas ing others ( Berger 1 97 2 ;  Barthel 

1 988 ) . By evok ing fear of i nadequacy at p leas ing  others, she i s  persuaded to 

buy prod ucts that wi l l  make her adequate i n  meet ing ro le d emands and thus,  

loved (Warren 1 978) . Even the l i berated woman ( i . e . ,  career or iented a nd /or  

femin ist) " owes her i ndependence and se l f-esteem to the products she uses" 

(Ki l bo urne 1 989,  p .  9 ) . 

A common inadequacy theme is sexual ity; th is  is p reva lent in  women's 

beauty goods which promise youth and/or  the release of pass ion (Courtney and 

Whipp le  1 983 ;  Barthel 1 988) . H istor ica l ly ,  fema le targeted brand i mage 

advert is i ng  was based on the assumpt ion that the socio-sexua l  market d efined 

a woma n 's job and encouraged women to look at themselves as  th ings  to be 

created for men ( Barthel 1 988 ;  Moog 1 990) . S ince the 1 920s , ads  have 

conta ined " p ictu res of vei led n udes and women in a uto-erotic stances to 

encourage se l f-comparison and remind them of the pr imacy of  their sexua l ity" 

(Ewen 1 976 ,  p .  1 79 ) . 
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O ne tec h n ique used to  evoke self-consciousness,  and consequently se l f-

crit ic ism,  is to p icture a female model  look ing i nto a mi rror (Ewen 1 976 ) . For 

example ,  an ad for Johnn ie  Wa lke r  shows three women looki ng into a m i rror 

as they a p p ly cosmetics ;  completely absent from the p icture i s  the product .  

The i mage being sold attempts to combine gender  equa l ity ( i . e . ,  "He th inks its 

fine for me to make more than he d oes " )  and the stereotype that beauty is  a 

woman's  most important asset. A s im i la r  techn ique  i s  the portrayal of 

women' s  bod ies as d ismembered parts (Gottma n  1 979 ) . The d ismemberment 

techn ique  has  been cr it ic ized for imp ly ing that a woman's  body is  n ot 

connected to her  mind and emot ions wh i le the mi rror techn ique has been 

cr it ic ized for encourag ing  narc iss ism ( Ki l bo urne 1 987 ,  1 989) . 

Displays and  Roles 

Gottman's  ( 1 9 79)  ana lysis of p r int advert isements i l l ustrates how use of 

re lative s ize (e. g. , he ight,  ra nk ,  authority) portray women as su bord inate to 

men .  The fem i n i ne touch ( i . e . ,  crad l i ng  or  caress ing  objects) co nveys an image 

of  female de l i cacy and frag i l ity . By be ing the rec ip ient of ass istance ( i . e . ,  

funct ion  ra n ki n g )  women lack self-autonomy . D isp lays o f  adu lt women as 

s imi lar  to fema le  ch i l d ren suggest that g i r ls s i mply u nfo ld i nto woma nhood . 

Th is  ch i l d - l i ke image is evident i n  the portraya l of women as u ncommitted i n  

the i r  u nd erta ki ngs . L ike ch i l d re n ,  women are shown i n  need of protect ion;  they 

are psycholog ica l ly removed from the s ituat ion and not prepared for 
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environmental  conti ngencies ( i . e . ,  l icensed withd rawa l ) .  Moreove r, sexual  

ava i l ab i l ity i s  suggested by posit ion ing  women o n  f loors and beds .  

Fo r  the  most part ,  i n  advert is i ng ,  women have been shown a l most 

exc lus ively as  homemakers ( i . e . ,  working  on ly in the home)  or as decorative sex 

objects ( i . e . ,  g lamour  g i r ls ) ;  both of whom are dependent  on men (Scott 1 976;  

Courtney and Wh ip p le  1 983) . Ana lyses of advert isements runn ing  1 973-74 i n  

Time, Newsweek,  P layboy, and Ms .  revealed that "sex ism"  ( i . e . ,  women as sex 

objects a nd /o r  engaged in trad it iona l  activit ies) was by far the most freq uent 

portrayal of  women i n  a l l  fou r  magazines (P ingree ,  Hawkins ,  But ler ,  and Pais ley 

1 976) . 

I mages of the homemaker have usua l ly been condescend ing  portraya ls 

of women 's  i nte l l igence and decis ion making capab i l it ies ;  homemakers have 

been typ ica l ly  shown as dependent,  unhappy, va i n ,  i nsecu re ,  and powerless to 

change (Courtney and Whipp le  1 983) . Stereotypes i nc l ude :  the nagg ing  wife , 

jea lousy of other women, obsess ion  with c lean l i ness ,  and an  exaggerated need 

for love (K i l bourne 1 989) . Fema le bond ing  has been typ ica l ly  portrayed as the 

shar ing  of d o mestic trade secrets and images of motherhood have tended to 

p lay on the not ion of maternal  gu i l t  (Ewen 1 976 ) . Her  fu lf i l l ment has been 

based on ga in i ng  the approva l of men,  her husband or " M r .  Clean " ( Meyers 

1 984) . As the household cons umption expert,  what she  bought or  d id  not buy 

was a reflectio n  of how much she cared ( Ewen 1 97 6 ) .  The message has been 
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"a woman 's  place is in  the home a nd the reason for kee p i n g  her there is 

because she is unab le  to do  a nyth ing  e lse" (K i lbourne 1 98 7 ,  tra nscr ipt ion ) .  

Sexua l  portrayals o f  women to se l l  everyth ing  from l i q uo r  t o  automobi les 

have been widespread. O ne message of such d isp lays is that a "woman's  

primary d uty is to attract" ( Ewen 1 976,  p .  1 8 2) . Portraya ls  of women as 

decorative sex objects tend to emphasize youth (K i l bo u rne 1 987,  1 989) . The 

young  mode l  rep resents more than age; youth i s  a symbol  of i nnocence, 

ma l leab i l ity, p leasure-seekin g ,  a nd i nnovation ( Ewen 1 976 ) . The youth 

emphasis has been i nterpreted as  an  encouragement for women to remain  l ittle  

g ir ls and as a d isparagement of maturity (K i l bourne 1 987 ) . Decorative 

portrayals of women have been denounced for p rey ing  on female i nsecurit ies 

and for be ing demean ing  to al l  women (Courtney and W h i p p le 1 983) . 

The combinat ion of youth and sensua l ity (e . g . ,  " because innocence is 

sexier  than you th in k " )  puts a woman i n  a doub le  b ind ; she i s  to be sexy and 

v i rg ina l ,  exper ienced and na ive, sed uctive and chaste ( K i l bourne  1 989) . The 

doub le  b ind imp l ies to stereotypes : the fa i r  ma iden and the dark  lady ( Barthel  

1 988) . The fa i r  maiden is v i rg ina l ;  she represents the " h a p p i ly ever after"  

romance. Equated with a f lower, the fa i r  ma iden i s  de l icate , soft, fragrant,  

fresh,  moist, and invit ing. The other s ide of female sexua l ity i s  the woman of 

mystery . This dark lady rep resents sensual  knowledge and the power of 

pass ion ;  she l ives on the edge ( i . e . ,  b reaking the ru les ) .  
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I n  the 1 970s , as femin ists made p rogress toward sec u r ing  a n  equa l  

r ights amendment, a th i rd  type of fem in ine portrayal rea ppeared i n  advert is ing 

(e . g . ,  the V i rg in ia  S l i ms "You 've Come a Long Way, Baby" campa i gn ) .  Referred 

to as  token ism ( i . e . ,  superfic ia l  portrayal of women in the labor  force ) or 

l i be ration  stereotyp ing  ( i . e . ,  parody of femin ism) , these ads p resented crude 

car icatures of nontrad it iona l  women and  commercia l ized the rhetoric of  the 

women 's  movement ( Bartos 1 98 2 ;  Courtney and Whipp le  1 983; Meyers 1 984) . 

Associat ing  a prod uct with express ing  o neself po l it ica l ly was not new i n  

advert is i ng ;  d ur ing  t h e  suffrage movement t h e  tobacco ind ustry p resented 

c igarettes as "torches of freedom"  ( Ewen 1 976)  and smoking as a symbol  of 

"sty l i sh  naught iness"  (Schudson 1 984) . 

H istor ica l ly ,  p r int advertis i n g  has not rep resented women as  part ic ipants 

in the labor  force (Courtney and Lockeretz 1 97 1 ; Wagner and  Banos 1 97 3 ;  

Sexton and Haberman 1 974; Venkatesan and Lasco 1 97 5 ) . M o reover ,  when 

featu red i n  work roles the occu pat ional  choices have been restricted ; i n  both 

1 95 8  and 1 97 2  the predominant portrayal of  the worki n g  woman role was 

secretar ia l-c ler ical  ( Be lkaou i  and Be lkaou i  1 976) . Then ,  perhaps i n  response to 

crit ics or d emograph ic changes,  in the 1 970s advert isers began featur ing  

women as " power-d ressed p rofess iona ls " i n  male dominant occu pation s .  These 

" new fro nt ier  images" (Good rum and Dalrymple 1 990) s howed women 

imitat ing  a mascu l i ne  sty le .  The message :  to make it in a man ' s  world be  l i ke 

a man .  
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I n  the 1 980s, the " new frontie r "  woma n was rep laced by the 

"su perwoma n "  ( Goodrum and Da l rymple 1 990) . •  She i s  the one "who washes 

with a three temperature detergent . . .  uses ha i rco lor  . . .  or new prod ucts 

such as femin ine-hygiene spray"  (Co u rtney and Whipp le  1 98 3 ,  p. 33 ) . The 

message:  she can  have it al l or be it a l l  ( i . e . ,  paid emp loyee, housewife , sex 

kitten )  with the hel p of a product (K i l bourne 1 989) . 

Targetin g Men a n d  Displays of Masculinity 

Sexua l  i mages are common i n  advertisements d i rected to ma les and 

promise sexua l  fu lfi l l ment with the female p ictured or  symbol ized (Courtney and 

Whipp le 1 983;  Barthel 1 98 8 ) .  I nstead of evoking fea rs of i nadeq uacy, when 

the aud ience is male ,  sexua l ity is used to ind uce arousal  or ident ification  (Moog 

1 990) .  S ince b rand image advertis i ng  may operate on a s ubconsc ious leve l ,  

the  ma le target need not  be aware of the  imagery (Key 1 973 ,  1 976; Moog 

1 990) .  The assu mption appears to be that a man pleases h i mse lf  by satisfy ing 

h is  own des i res and that to get a man's  attention st imu late h is  sex d rive . 

A preva lent motif i n  ads d i rected to men is power (Courtney and Whipp le  

1 983) . Advert is ing targeted to men has typ ica l ly  conveyed images of 

i ndependence,  exactness, cho ice,  performance, prec i s ion ,  and adventure 

( Barthel 1 988) . Power is l i n ked to male competit iveness and  the promise is 

that the brand wi l l  enhance his attr ibutes a nd g ive h i m  an advantage 

(Vestergaard and Schroder 1 988) . This promise is often conveyed by  the 
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portrayal of a man--a lone and i n  contro l ,  with other men each on the verge of 

u n leash ing  aggress ion ,  or  bei ng  d omina nt over women ( Na kayama 1 989 ) . 

S im i la r  to the " inadequacy at p leas ing others " theme fo und i n  ads  

targeted to wome n ,  the power theme assoc iates a commod ity with p roof of 

appropriate gender  qua l it ies . Rather than evok ing se lf-critic i sm,  the goa l  is to 

create an associat ion between the product and h is  contro l  of  o bjects and others 

(Berger  1 972) . I n  genera l ,  h is  adequacy i n  meet ing ro le demands i s  not 

questioned ; the issue is how he convi nces others of s uper ior  ro le perfo rmances.  

Displays and Roles 

G ottman's  ( 1 979) analys is found  that through funct ion rank ing ,  men 

have been shown as leaders o r  executives who i nstruct/su pervise others . 

When shown i n  a trad it iona l  female doma in ,  the male avoided contaminat ion 

by a p pear in g  incompetent o r  non-ser ious about the activ ity . Fam i ly images 

wh ich  portray the father (or  son) o uts ide the fa mi ly c i rc le suggest he i s  the 

protector .  Men typ ica l ly are shown committed to their  und erta k ings; rarely a re 

they shown ca nted , with a bashful  knee bend , suck ing the i r  f i ngers ,  o r  dr i ft ing  

from the scene . Moreover ,  male s u per ior ity is portrayed i n  mock assau lts 

aga i nst both women and ch i l d re n .  

H istor ica l ly, advertisements have p resented men a s  "success objects " 

(Farre l l  1 974) . For the most part ,  i mages of mascu l i n ity were restr icted to 

occu pationa l  roles (Courtney and Wh i pp le  1 983) . Examinat ion of changes i n  

dep ict ions o f  p reva lent male work roles from 1 95 8  to 1 978 shows a s h ift from 
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b ig bus iness leaders and mi l itary men to enterta i n ment and sports celeb rit ies 

(Woh leter and Lammers 1 980) . A theme common in  al l  four  work roles is 

competit io n .  

I n  the  1 970s,  there were changes i n  portraya ls  o f  mascu l i n ity . Ads 

attempt i n g  to portray non-trad itiona l  women often d id so  through role reversa ls  

that p resented men as " jerk objects " (Farre l l  1 974) ; the depreciat ing of males 

was a subst itute for gender equa l ity . Some ads,  targeted to women, portrayed 

men as less macho and more sens it ive , convey i n g  the message that not al l  men 

are rogues--with understand ing  and the r i ght prod uct he could be gent le and  

cari ng  (Vestergaard and  Schroder 1 98 8 ) .  I n  a d s  targeted t o  both women and 

men ,  the u se of a ma le  as a decorative o bject i ncreased (Wohleter and Lammers 

1 980; Ske l ly and  Lundstrom 1 98 1 ) .  I n  response to cr it ic ism ( i . e . ,  women as  

sex objects ) advert isers attempted to ach ieve ba lance by featur ing men as sex 

objects ( Re nzetti and Cu rran 1 98 9 ) .  

Cu rrent ly,  preva lent mascu l i ne  roles are :  cowboys , successfu l  

bus i nessmen ,  construct ion workers , soph isticates i n  tuxedos,  and jocks ; the 

image p resented i s  the "strong ,  s i l ent ,  a uthorita r ian ,  m i l ita r ist ic,  and threaten i n g  

ma le"  (Nakayama 1 989, p .  1 7 ) .  Decorative mascu l ine  d isp lays tend to  us e  the 

half-na ked , young  ath lete (Junyk 1 989)  and male sexua l ity is often portrayed 

as an ima l i st ic (Vestergaard and Schroder 1 988) . Cu mu lative ly,  these roles 

present men as f inancia l ly ,  sexua l ly ,  and phys ica l ly  i nvu l nerab le .  
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Gender  researchers have not exa mined d isp lays of mascu l i n ity as 

presented to males to the extent that d isp lays of fe m i n i n ity as presented to 

fema les have been exa mined (Courtney and W h i p p le 1 983; Good rum and 

Da lrymple 1 990; Fejes 1 992) . Market ing resea rchers,  however,  have observed 

that more men a re se lect ing and pu rchasing the i r  own personal  items (e . g . ,  

cologne  and  underwear) rather  than leav ing  these tasks to the women i n  the i r  

l ives . Recogn it ion of a non-trad it iona l  male  consumer has resu lted i n  ads  

targeted to men featur ing  men who are "aggressive yet  ethica l ,  trad it iona l  yet 

adventuro u s ,  and  int imate yet i ndependent" (G i l l 1 99 1 , p .  76 ) . The 1 990s may 

be characterized by the " neo-ma le , "  who is the counterpart of the 

"superwo ma n . " 

The gender  specific  themes ( i . e . ,  her inadequacy and se lf-crit ic ism ;  h is  

adeq uacy and  self- p resentat ion)  are not d i fferent i n  k ind ; both reflect a 

"commod ity se lf"  ( Ewen 1 976) . What is d i fferent is the way advertisers appeal  

to women versus men . I magine a n  ad for men saying "Why g row o ld 

gracefu l ly ? "  o r  a n  ad for women saying  " Fo r  those of you who cut the b ig  jobs 

down to s ize . "  

One  exp lanat ion fo r gender specific persuas ion  tech n iques is that 

advert isers take for g ranted that ma le power is constant ly cha l lenged and thus,  

they do  not need to evoke self-crit ic ism . On the other  hand ,  they may be 

unsure of a woma n ' s  percept ion of her role performances,  and j ust i n  case she 

is conf ident,  they encourage her to question herself .  Th is  explanation is based 
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on l i terature from gender  role socia l izat ion which argues that the male has a 

more uncerta i n  concept of masc u l i n ity than does the female of her  femin in ity 

( Lynn 1 9 5 9 ,  1 969,  1 974) ; the d ifference is a consequence of the i nd i rect 

gender soc ia l ization males exper ience i n  ch i ldhood versus the d i rect exper ience 

of fema les ( i . e . ,  extens ive d a i ly contact with ad u lt members of one's own sex ) .  

Another  expla nat ion i s  that advert isers may assume that a woman is 

i nsecure and s i mply use th is  i nsecurity . Correspond i n g ly ,  they may assume 

that a man is  self-confide nt and wou ld  be offended by the q uestion ing  of his 

adequacy.  

Consistent with the pola r izat ion of gender i n  Amer ican soc iety, femin in ity 

and mascu l i n ity i n  advert i s ing  represent oppos ite stereotypes (P ingree et a l .  

1 976 ;  Gottma n 1 979 ;  Ba rthe l  1 988) . H istorica l ly ,  re lat ionsh ips  in  advertis ing  

reflected a symbiotic exchange ( Goodrum and Dalrymple 1 990) . She traded her 

domestic ski l ls  and sexual  attractiveness for h is  wage-earn ing  potent ia l  ( Ewen 

1 976) . She was depe nd e nt and he was her  protector; she  cou ld d r ift from the 

scene because he was there to anchor her ( Gottman 1 97 9 ) .  He  was the 

independent leader whi le  she was s ubord i nate and ch i l d - l i ke .  He was powerful 

and she was powerless. 

In genera l ,  advert i s ing  d i rected to fema les and males uses d i fferent 

persuasion techn iques .  Females are encouraged to be se lf-cr it ica l  i n  the i r  ab i l ity 

to p lease others whi le  males a re e ncou raged to seek se lf- rewa rd and/or  d isp lay 

power .  These d i fferences reflect trad it ional  images of women and men;  
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women a s  d efined by the i r  relationsh ips  with others and men def ined b y  what 

they d o .  

Conclus ion 

Comparative d ata on  how gender is d isp layed to specif ic markets over 

t ime are lacki n g .  Also lack ing a re data on  changes in gender-p rod uct 

associat ions . The p u rpose of th is  p roject is to examine one gender-p rod uct 

assoc iat ion ( i . e . ,  a lcohol products) as p resented to gender  s pecif ic markets for 

changes over t ime ( 1 973 to 1 98 8 ) .  

Th is  study d i ffers from content ana lyses b y  Goffma n ( 1 979)  and 

K i lbourne ( 1 982 ,  1 987,  1 989,  1 99 1 ) i n  that ne ither of them examined images 

as they were presented to spec ific  markets ; nor  d id they examine 

advert isements for changes over t ime . Also,  Gottma n's  descr ipt ion of gender  

presentat ions d i d  not  ta ke i nto accou nt p rod uct associat ions . K i l bourne 's  work 

focused on  gender  and a lcohol  p rod uct images separately whereas this study 

concurrently examines portraya ls of gender  and a lcohol  consumptio n .  A nalys is 

of gender-a lcohol  associat ions over t ime,  as presented to spec if ic markets, wi l l  

contr ibute to work i n  the areas of gender  ro les ,  advert is i ng ,  and patterns of 

a lcohol  use .  

As gender  roles changed i n  Amer ican society from the 1 960s through  

the  1 980s, advert isers were chang ing  the  gender  images i n  the  ads they 

prod uced (Meyers 1 984; Barthel  1 988 ;  Goodrum and Da l rymple  1 990) . In the 

1 9 60s, advertis i ng  reflected the assumpt ion that men's  fantas ies were a bout 
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control and power wh i le  women's  fantasies were about  be ing des i red ; a 

common image was the "cool ,  impenetrab le  rog u e  surrou nded by ador ing 

women "  ( G i l l  1 99 1 , p .  7 7). I n  the 1 970s , the women's movement was 

spoofed in " n ew frontier"  and "supe rwoman "  stereotypes whi le men were 

r id icu led . Forced i nto a defens ive posit ion ,  the sens it ive male (e . g . ,  Ph i l  

Donahue and  A lan  Aida)  appeared in  the 1 980s (G i l l  1 99 1  ) ;  female-male 

relat ions h i ps tended to show tens ion without reso lut ion ( i . e . ,  she b lamed h im 

for try ing  to  dominate her  a nd he b lamed her  for tryi ng  to  emascu late h im) . 

Data are not ava i lab le  on the frequency with which these va r ious images have 

been presented to a female aud ience compared to a male aud ience . 

Moreover,  fa i l u re to examine gender-prod u ct associat ions in  advert is ing 

has resu lted i n  an  i nadequate understand ing  of the gender  specif ic markets 

wh ich  character ize some consumer goods (e . g . ,  c igarettes and a lcoho l ) . 

Profi les of the occasions fo r use as they a p pear  i n  advert isements may reflect 

perceived consumer  needs or  be an  attempt to create a new ma rket . I n  e ither 

case,  analys is of advert isers' use of gender-p rod uct associat ions over t ime is 

one source of i nformation on changes i n  gender  specif ic consumer behavior in 

the popu lar  c u lture . 

I mages i n  a lcohol advert isements both c reate and reflect d r inki n g  norms;  

thus ,  advert isers are sens it ive to soc ia l  changes that may affect soc ia l ly 

approved patterns of d ri nking  (e . g . ,  a lcohol  consumption among women ) . The 

i nd ustry is proh ib ited from seeking  to make d r i nkers out of non-d r inkers ;  
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however, it d oes attempt to i nf luence d r i n ker p refere nces (e . g . ,  prod uct and 

b rand choices)  and patterns of consumpt ion ( e . g . ,  motivations  for d ri n king ) . 

Comparison of gender-a lcohol  assoc iat ions is one method for examin ing  gender  

spec if ic d r i nk i ng  norms.  
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A N D  ALCO HOL ADVERTI S I N G  
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Assuming  that preference for an  a lcohol beverage is an  acq u i red taste , 

d ifferences i n  the p roport ion of female and male dr i nkers as we l l  as d ifferences 

i n  what they d ri n k  are ind icators of gender specif ic d ri nking norms . O ne source 

of d ri nking  norms is  a lcohol  advertis ing (Atkin et a l .  1 98 3 ;  Jacobson et a l .  

1 983 ;  L ieberman a n d  Orlan d i  1 987) . Not on ly do a lcohol  advert isements create 

images for brands,  b ut also in a lcohol  trade pub l ications some magazines prof i le 

the i r  readers'  d ri n king  hab its i n  order to sol ic it  a lcohol advert is ing ( Katzper ,  

Rayback and Hertzman 1 978) . For example,  an advert isement i n  the Wine 

Marketi ng Hand book ( 1 98 8 )  states,  "a lmost 7 5 %  of SAVVY women enjoy wine 

at the i r  table--compared to less than 3 5 %  of a l l  Amer ican wo men . " 

H istor ica l ly ,  att itudes toward a lcohol consumption i n  the Un ited States 

have been assoc iated with a var iety of l i festyles and  po l it ica l  ideo log ies .  

Moreove r, chan ges i n  d r i nking  norms ( e . g . ,  appropriate consumption leve ls ,  

dr inker  characteristics , and p referred beverages ) have co inc ided with changes 

in American society . Prod ucers of a lcohol  beverages are cog nizant of the 

symbol ic  importance of d rink ing ,  thus alcohol advert isers seek to present 

favorable mea n ings of a lcohol  consu mptio n .  
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The fi rst sect ion of  th is  chapter s u mmarizes d r ink ing  norms in  the U n ited 

States and d escr ibes gender specif ic consumption patterns for beer,  d ist i l led 

sp i r its , and wine .  The second section reviews emp i r ica l  stud ies and pub l i c  

debates on the content of  a lcohol  advert is i ng .  

Dri n ki n g  Norms a n d  Consumption Patterns 

Since the ear ly n ineteenth century,  attitudes toward d r ink ing  i n  the 

Un ited States have varied as have a p p roved leve ls of a lcohol  consumption . I n  

genera l ,  soc ia l  control issues (e . g . ,  a g e  restrictions )  a n d  p lura l ism ( i . e . ,  

subcu ltura l  d ivers ity ) pol i t ica l i zed  dr ink ing  (Lender a n d  Mart in  1 982) . 

Accompanying pol it ic ization of d r ink ing ,  tolerance fo r d r i n kers and d ri nk ing­

related prob lems has vac i l lated . For most of the twentieth century att itudes 

toward d ri n ki n g ,  d r inkers , and d r ink ing- re lated problems have been amb iva lent 

( Lender  and Mart in  1 982; Royce 1 989 ;  Ma isto, Ga l iz io ,  and Connors 1 990) . 

As the end of the twent ieth century approaches, one-th i rd of the U . S .  

popu lat ion ages 1 8  and o lder  are non-d r inkers ,  one-th i rd a re moderate d ri n kers 

and one-th i rd are heavy d r i nke rs ( U . S .  Department of Hea lth and H u man 

Services 1 987) . The proport ion of non-dr inkers increases with age (Bucholz 

and Rob ins 1 989)  whi le the proport ion of dr i nkers increases with ed ucat ion and 

income (Jobson's Liquor Hand book 1 98 8 ) .  More women than men are non­

d ri n kers and ,  among d r inkers,  men consu me more than women (F i l lmore 1 984) . 

The southeast is the d r iest reg ion ( D H H S  1 987)  and ,  h istor ica l ly ,  ma le  d ri n kers 
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i n  h igh  a bsti n e nce areas had h igher  problem rates ,  suggesting a n  interp lay 

between  gender  and region ( H i lton 1 988) . 

Aga i nst a backdro p  of ambivalence and heterogeneous d ri nk ing  norms,  

per cap ita a lcoho l  consumption i n  the U . S .  ranks e ighteenth in  the wor ld 

(Bucholz and Rob ins 1 989) . Ten percent of d r inkers account for ha l f  of  a l l  

a lcohol  consu med ( D H H S  1 987)  and  a n n u a l  cost attr ib uted t o  a lcohol  abuse 

has been est imated at one hundred twenty b i l l ion  do l l a rs ( Crande l l  1 98 7 ) .  

H istor ica l  Overview 

For m e n ,  women , and ch i l d re n  a lcohol  consumption was a habitua l  

feature of d a i ly  colonia l  l i fe ( i . e . ,  1 62 1  to 1 830) . Among ear ly colon ists , as for 

Europea ns ,  the beverage of choice was beer .  Prob lems associated with a lcohol  

abuse,  when a d d ressed , focused on threat to socia l  stab i l ity and p rob lem 

d rink ing  was seen as the  fa i l i ng  of ind iv idua l  d eviants (Mendelson and Me l lo  

1 98 5 ) .  

B y  the e n d  o f  the seventeenth century, co lon ia l  taste preference sh ifted 

to American-made wh iskey;  this symbol ized the American ization of d ri n king  

hab its . Annua l  consumption per  cap ita from 1 8 1 0  to  1 830 was 7 . 1  ga l lons 

absol ute a lcoho l .  Symbol iz ing patriot ism,  soc ia l  equa l ity, and ind ivid ua l i sm,  

d ri n king  patterns reflected Jefferson ian-Jackson ian ph i losophy (lender  and 

Martin 1 98 2 ) . 

Concurrent with heavy da i ly  consumption and characterized by a n  a nti­

fore i g n  sent iment,  a d ry revival swept the Un ited States i n  the f i rst half of  the 



37 

n ineteenth century and gave b i rth to neo-repub l ican ism ( i . e . ,  po l it ical  ph i losophy 

of moral stewardsh i p ) . By 1 840 per ca pita consumpt ion fe l l  to s l ightly more 

than three ga l lons  a bsolute a lcohol  and an  i nc reas i n g  n u mber of people 

conside red  d r i nk ing  a soc ia l  problem ( lender  and M a rt i n  1 982 ;  Av is 1 990) . 

After  the c iv i l  war ,  temperance efforts were comb ined with assau lts on  

p lu ra l ism,  i n d iv id ua l ism,  and potentia l  socia l  d isord e r  as the nation sought to 

add ress the upheaval of the war ,  u rban ization ,  i nd ustria l izat ion , a nd 

immigration .  Consu m pt io n ,  which had d ropped to a bout  two ga l lons abso lute 

a lcohol a n n ua l ly ,  was condemned for what it symbo l ized (e . g . ,  fami ly i nsta b i l ity 

and a non-prod uctive labor force) . Lega l  l i quor  sa les were seen as the cause 

of a lcohol- re lated p rob lems (Lender a nd Mart in  1 98 2 ;  C hatam 1 990; Ma istro 

et a l .  1 99 1 ) .  

By 1 9 1 3  about  half of the U . S .  popu lat ion was l iv ing  under some type 

of legal proh ib it ion . The outbreak of World War I ,  and with it ant i -German 

host i l ity , strengthened temperance efforts as abst inence came to be associated 

with patriot ism ( Lender  and Mart in  1 982) . The Nat iona l  P roh ib it ion amend ment 

eas i ly  passed Con g ress and was q u ic kly ratif ied by the states . Desp ite i n it ia l  

popula rity, "The Nob le  Exper iment" was short- l ived ( i . e . ,  1 920 to 1 933)  and 

when repea l  came it was even more popular  than P ro h i b it ion had been ( Avis 

1 990; Ma istro et a l .  1 99 1 ) .  

The d ramatic change i n  pub l i c  op in ion reflects e mergence of a p l u ra l i st 

soc iety/consume r c u lture and ,  consequently,  a re-eva l uat ion of socia l  and mora l  
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issues . As consumer cu lture emerged i n  the 1 920s , consumption became a 

subst itute for concrete accompl ishment and it was via common consumer 

goods that ord inary people and exceptional  people were l i n ked . Moreover ,  

d ur ing the Volstead years on ly the wealthy cou ld afford a lcohol  thus,  d r ink ing 

came to symbol ize s uccess and  merited emulat io n .  By 1 930, temperance 

values and neo-repub l ican idea ls  were at var iance with a consumption l i festy le 

deemed necessary to ind ustry (Carter 1 97 5 ) .  

Despite its br ief  ex istence,  "The Noble Exper iment" affected the a lcohol  

industries .  Rea l i z ing  that the excesses of the p re-pro h ib it ion era  wou ld not be 

tolerated ,  b rewer ies n ever went back i nto the sa loon bus iness . I n  the 1 940s 

and 1 950s,  advert is i n g  avoided themes of immoderation and portrayed d r ink ing 

as part of  a tasteful  and soph ist icated l i festyle . Rather than scoff at p rob lems 

assoc iated with a lcohol  abuse ,  the industr ies p resented themse lves as working  

to  a l leviate these p rob lems ( lender  and Mart in 1 982 ) . 

S ince repeal  of  nationa l  Proh ib it ion ,  a lcohol-re lated concerns as socia l  

problems have been l i nked to consumption patterns . Consumption rose s lowly 

from about one ga l lon  a bso lute a lcohol  annua l ly  d ur ing  Proh ib it ion (75 % of 

wh ich was d ist i l led sp i r its ) to the pre-Volstead level of about two ga l lons by the 

mid - 1 940s and beer emerged as the beverage of cho ice . Dur ing  these years, 

attempts to secure g rassroots support for d ry posit ions were unsuccessful and 

the publ ic  i gnored the p l i ght of  the a lcoho l ic ( Lender  and Mart in  1 982) . 
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By the late 1 970s , consumpt ion peaked at 2 . 82 ga l lons of abso lute 

a lcohol  (the h ighest level s i nce the 1 840 level of  3 . 1  0) and d isti l led sp i r its 

cha l lenged beer as the p referred beverage (40% and 48 % of absol ute a lcohol  

consumed respectively) . L inked to a var iety of socia l  i l l s ,  the 1 970s were 

characterized by a level of a lcohol-re lated research ,  treatment, a nd p revent ion 

act iv it ies not seen s i nce the he ight of  the ant i- l i quor crusade (F i l lmore 1 984) . 

I n  1 980 beverage volume of wine  exceeded that of  d ist i l l ed sp i r its for the 

fi rst t ime in U . S .  h istory (Wine Marketi ng Hand book 1 983) . Throughout the 

1 980s wine consumption increased and d isti l led sp i rits consu mptio n  stead i ly 

decreased (Jobson's  L iguor  Hand book 1 988) . Concu rrent with the u n popu la rity 

of h igher  p roof beverages,  organ izations  concerned with a lcohol- re lated issues 

flou r ished . Un l i ke ear l ier  attempts to curb  consumption ,  women were targeted 

as a majo r  subgroup  in need of p revention and treatment ( Chata m 1 990) . 

Desp ite lack  of data su pport ing c la ims of i ncreased a lcohol ism among women ,  

the sp read o f  a lcoho l-related prob lems was emphas ized via sex-ro le  theory ( i . e . ,  

a s  women take on  roles trad it iona l ly  reserved for men th is  produces conf l ict 

and causes deviant d r ink in g )  (F i l lmore 1 984) . 

Var ious factors account for recent changes i n  a lcohol  beverage  cho ices . 

I nc reased health consciousness and g reater pub l ic  awareness of a lcohol  abuse 

prob lems may have caused some people to choose lower proof p rod ucts (Wine 

Ma rket ing Hand book 1 98 6 ;  Jobson ' s  Liquor Hand book 1 98 8 ) .  Also, the 

i ntrod uction  of new prod ucts (e . g . ,  wine coolers)  and the i ntrod uct ion of b rand 
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image advert is i ng  to the beer i nd ustry ( M eyer 1 984; Cava nagh and C la i rmonte 

1 98 5 )  st i m u lated wine and beer sales . Lastly ,  economic downturns result in g  

in  shr ink ing  expense accounts ( i . e . ,  fewer executive l u nches ) ,  a s  wel l  a s  a more 

youth-or iented market (e . g . ,  preference for l i g ht and sweet beverages)  

contr ibuted to decreased d isti l led s p i r its consumpt ion (Advert is ing Age 

Yearboo k 1 98 2 ) .  

Gender  S pecif ic Consumpt ion Patterns 

As the p roport ion of the U . S .  popu lat ion who absta i n  from a lcohol  

beverages has  var ied ( i . e . ,  range of 42 % to 3 1 % betwee n  1 939 and 1 987 )  so 

have the proport ions of female and male d ri n ke rs (Jobson's Liquor Hand book 

1 98 8 ) .  From 1 939 to 1 987,  the male d r i n king  popu lat ion var ied 9 % ,  whi le for 

females the var iat ion was 20% .  I n  both 1 939 a nd 1 949, 5 8 %  of the U . S .  

ad u lt popu lat ion  consumed a lcohol  p rod ucts . The gender  g a p  was 2 5 %  i n  

1 939 (70% o f  men d rank,  45 % of women d ra n k) , but i n  1 949 the gender  gap  

was on ly 1 7 % ( 6 6 %  of  men d rank ,  49 % of women d ran k) . By 1 979 ,  the  

national average was 69% d ri n kers and  the gender  gap had  narrowed to  1 0 % 

(74% of men d rank ,  64% of women d ra n k) . By 1 98 7 ,  the nat ional  average 

d ro pped s l i ght ly ( 6 5 % )  whi le the gender  gap widened s l i ghtly (72% of men 

d ra n k, 5 7 %  of women d rank ) . Differences in the rat io of male a nd female 

d r i nke rs over t ime suggest that women 's d ri n king  patterns may be more 

sens it ive to socia l  eva luat ions of d ri n ki n g  (Berkowitz and Perk ins 1 987 )  and 

that the a p p ropr iateness of women's  d ri n king  i s  more s u bject to change .  



4 1  

Women were a s  l i ke ly a s  men t o  be d r i nkers i n  ear ly America ( Lender a n d  

Martin 1 982 ) . After  1 750,  female a lcohol  consumpt ion was p roscri bed b y  the 

"cu lt of true womanhood " (Welter 1 966) . Contro l led by norms that l imited her 

activit ies to ma i ntenance of home and hearth ,  a woman who d rank ,  part icu larly 

in pub l ic ,  was st igmatized as promiscuous .  As g u a rd ians  of social mora l ity 

women were not a l lowed to d ri nk, whereas men were a l lowed to not on ly d ri n k  

but t o  get d r u n k  (F i l l more 1 984) . Temperance efforts i n  t h e  n i neteenth century 

strengthened women 's role as the sober conscience of  society v ia  the Women's  

Christ ian Tem perance Un ion  ( lender a nd Mart i n  1 98 2 ) .  

I n  the early d ecades o f  the twentieth centu ry ,  Victor ian ideals o f  "true 

womanhood " fou nd expression in midd le  class d escr i ptions of dance ha l ls . 

Character ized as d a n gerous p laces where i n nocent you ng  women were led 

astray by the exc itement of dance and d ri nk, mid d le c lass reformers accused 

owners of us i ng  young  work ing c lass women as ba it to l u re male customers 

into their  esta b l i shments ( l sraels 1 989 ) .  These a l l egat ions were i nstrumental 

i n  the creat ion of a dance hal l  l icens ing  law in New York (Ware 1 989) . 

Moreover, some states passed laws which forbade women to d rink  stand ing at 

the bar ( Ma istro et a l .  1 99 1  ) .  

From 1 93 6  to 1 978 ,  the advert is in g  code o f  the D isti l led Spi rits Cou nc i l  

of  the  U n ited States reflected a d rink ing  d ouble standard ;  it exp l ic it ly proh ib ited 

use of women in l i q uor  advert is ing  (Jacobson et al. 1 983) . I n  the mid- 1 970s, 

federa l  agenc ies (e . g . ,  National  Counc i l  on  A lcoho l i sm and National I nstitute on 
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Alcoho l ism and Alcohol  Abuse)  i nstitut ional ized the d r i n k i n g  d o u b le  standard by 

estab l i sh ing  lower prob lem d r ink ing  criteria for women than men (F i l lmore 

1 984) . Lower c riteria enab led moral entrepreneurs to exa g gerate a lcohol  

prob lems among women and to use warn ings of a lcoho l ism caused by sex-role 

confl ict as a means to re inforce tradit ional  gender ro les ( Ro b i nson 1 976) . 

One consequence of women's  increased economic a nd po l it ical  power 

has been to lerance of pub l ic  a lcohol  consumption by women and  the sol ic itation 

of d isti l led sp i rits advertis ing  by women's  magazines (L iquor I nd ustry Marketing 

1 977 ;  Jobson 's  Liquor Hand book 1 988) . Moreover, M s .  assisted i n  b reaking  

the  associat ion between beer  and mascu l i n ity by  persuad ing  beer  compan ies 

to advert ise in the magaz ine  (Ste inem 1 990) a nd beer ads targeted to women 

were praised as examples of progressive gender advert is i n g  (Courtney and 

Whipple 1 98 3 ;  Meyers 1 984) . 

Beer 

Over two-th i rds  (69%)  of American men who d r i n k  p refer beer (Jobson's 

Liquor Hand book 1 988) .  Twenty percent of the popu lat io n ,  p red ominantly 

ma le ,  account for 70% of beer consumed (Ma rketi ng and  M edia Decis ions 

1 982) . 

The age of maximum beer d rink ing  co inc ides with the age  of maxi mum 

sports involvement ( i . e . ,  1 8  to 29) ;  the beer ind ustry ut i l izes the demographics 

of sports and beer  dr ink ing  in creat ing advert is ing campa i g n s  ( Mc Dowel l  1 98 1 ) .  

Former ath letes endorse brands and the beer ind ustry i s  U . S .  sports nu mber one 
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corporate team sponsor; Anheuser-Busch ,  which controls 40 % of the U . S .  beer 

market, i nvests two-thirds of its advert is ing bud get i n  sports related areas 

(Johnson 1 988) . Advert is ing expen d itures ta rgeted at sports enthus iasts are 

profitab le ;  M i l l e r  went from n u mber  seven to n umber two with the i ntrod uction 

of M i l le r  L ite to "fitness freaks"  ( Cavanagh and C la i rmonte 1 98 5 ) .  

Although 2 7 %  of fema le  d r i n kers most freque ntly consume beer (Wine 

Marketing Hand book 1 988)  and women a re "near ly as l i ke ly as men to d ri n k  

l i g ht beer and t o  have consumed 2 - 4 g lasses i n  p revious week"  ( Beer  I nd ustry 

Upd ate 1 98 6 ,  p .  66 ) , most beer advert isements , i nc lud ing  ads  for l i g ht beers , 

are targeted to ma les (Jacobson et a l .  1 983 ;  Postman et a l .  1 9 87) . I n  the ear ly 

1 980s , a n  exception to the heavy target ing of males was advert is ing for 

Michelob L ight and Natura l L ight; by taking beer out of the tavern ani) 

associat ing it with food , Anheuser-Busch sought to increase its share of the 

l i ght beer market by appea l i ng  to women (Advertis i ng Age Yearbook 1 982) . 

Disti l led Sp i r its 

Up unt i l  the 1 9 50s , the popu la r  d ist i l led sp i rits were whiskey, g i n ,  rum,  

and brandy .  Market research cond ucted by Hueb l i n  revea led that women d id 

not l i ke the harshness of these l i q uors. Hueb l i n  subsequently purchased the 

labe l  of a then l i ttle known beverag e ,  vodka,  and created a " Rec ipe Revo l ut ion; II 

th is was d es igned to encourage women to d r ink  ( Bottom L ine 1 978 ) .  Women 

were offered a var iety of d r i nks that had the "sp ir i t"  without the taste . U n l i ke 

wh iskeys, which were a "man's  d ri n k ,  II a " lady" could d ri n k  a rec ipe d r i n k .  By 
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1 974, vod ka rep laced bourbon as the n u mber one c lass of d ist i l l ed sp i r its so ld 

in  the U n ited States ( liquor I nd ustry Ma rketing 1 977) . 

Cur re nt ly ,  the d isti l led sp i r its market i s  about even ly sp l it between 

fema les a nd ma les  (49 % and 5 1 % , respective ly ) .  Whiskey, however,  

contin ues to be  a "man's  d r i nk" ;  males account fo r three-fifths of whis key 

cons umpt ion (Jobson 's  Liquor Hand book 1 988) . L iqueurs ,  on the other hand , 

are a " lady 's  d ri n k " ;  i n  1 987 women consumed about 1 3 % more l iq ueurs than 

men (Jobson ' s  L iquor Hand book 1 988) . Due to the popu lar ity of f lavored 

schnapps,  l i queurs have been the th i rd la rgest category of d ist i l led sp i rits s ince  

1 983 (Jobson 's  Liquor Handbook 1 988) . 

Wine 

Amo n g  women d r inkers,  ha lf  prefer wine (Wine Ma rketing Hand book 

1 988) . U n l i ke d ist i l led sp i r its , the wine market i s  not characterized by a gender  

sp l it (Wi n e  Ma rket ing Hand book 1 986) . Whi le  a decrease i n  the consumpt ion 

of d isti l l ed  sp i r its may be a factor i n  the growth exper ienced by the wine 

ind ustry d ur i ng  the 1 980s , othe r  factors appear to be more sa l ient .  Among 

these were Mad ison  Avenue's  two-prong advert is ing approach and the 

deve lo pment of wine coo lers . 

O n e  advert is ing strategy emphas ized the mystique of wine and  

associated wine  with sophisticatio n .  An i mage of e legance was ai med at the  

"snobb ish segme nt of  soc iety " (Meyers 1 984) . Endorsements by  "author ity 

f igures" and  "award presentat ions"  promoted wine's  status enhanc ing  
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propert ies . O rson Wel les told consumers that Pau l  Masson wou ld  "se l l  no wine 

before its t ime ; "  the intention was to l ink Wel les '  p u b l i c  persona which was 

synonymous with taste, qua l ity, and attention to d eta i l  with the wine.  

The second advertis i ng  strategy p romoted wine as a n  i nforma l ,  a nytime 

beverage .  Ads for R iun ite and Cel la were aimed at young  d ri n kers and sold 

wine  as a s ubstitute for sod a and beer ;  the emphas is  was on  wi ne's  th i rst­

quench i n g  p ropert ies (Wine Market ing Handbook 1 983 ) . With the deve lopment 

of new packag ing  ( e . g . ,  card board boxes , s ix packs,  and p last ic bottles )  wine 

was transformed i nto an  al l  occas ion d ri n k  (Meyers 1 984) . The "al l  occas io n "  

approach was part of a marketing  strategy that promoted each major  type o f  

wine f o r  s pec if ic e njoyment s ituations (Wine Ma rket ing Hand book 1 98 3 ) .  

Cap ita l iz i n g  on  the trend toward lower a lcoho l  co ntent beverages,  i n  the 

1 980s , wine coolers entered the wine ma rket . The ear ly ads were targeted at 

the 24 to 34 year old beer d r i nk ing set; the Cal i forn ia  Cooler  a i med its message 

at a male aud ience us ing  a "Real  Stuff" theme (Wine Marketi ng Hand book 

1 986) . Represent in g  less than 2% of tota l wine  sa les in 1 983 ,  coo ler  sa les 

increased at such a rate that by 1 986 they had 20 % to 2 5 %  of the wine 

market . The popu la rity of wine coo lers accou nts for the tota l i ncrease i n  wine 

consumption (Wine Marketi ng Handbook 1 98 8 ) .  

Empirical Stud ies a n d  Public Debates 

The causa l  con nection between a lcohol  consumpt ion and advert is i ng  i s  

unc lear .  " Few peop le  c la im that a lcohol  advert is i n g  i s  the ma in  inf luence in  
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in it iating or estab l i sh ing  d r i n k ing  patterns" (Smart 1 988,  p .  3 1 5 ) .  Factors such 

as pr ice,  ava i l ab i l ity, trends ,  and peer inf luences are more important than 

advert is ing (AcKoff and Emshoff 1 97 5 ;  Franke and Wi lcox 1 987;  Kahn and 

Smart 1 98 7 ) .  However, due to l i mited data and i nadequate methodology,  the 

conclus ion that advertis ing  has no effect on consumpt ion is not justif ied (DHHS 

1 987;  Smart 1 98 8 ) .  

The Mich igan Stud ies  (Atki n a n d  Block 1 98 1 ; Atk i n ,  Neuendorf, and 

McDermot 1 983 ;  Atk in ,  Hocki n g ,  and B lock 1 984) conc luded that a lcohol  

advertis ing  stimu lates consumption by shaping att itudes . A c ritique  of the 

Mich igan Stud ies po ints out  that the conc lus ion offered by Atki n et a l .  is  based 

on corre lationa l  data and offers an  a lternative expla nati o n :  heavy d r i nkers are 

exposed to , notice, and reca l l  a lcohol  advertisements more than do other people 

(Str ick land 1 984) . A compromise posit ion is that advertis i n g  may frame norms 

and va lues regard ing  d ri n k i n g ,  as we l l  as p rov id ing  cues on how to respond to 

others and one's  own d r i n k ing  ( Breed , DeFoe, and Wal lack 1 984) . 

Stud ies have focused on  the target ing  of a lcohol  advert is ing  (Katzper  et 

a l .  1 978;  Postman et a l .  1 987 ;  Strick land and F inn  1 987 )  and the effects of 

a lcohol advert is ing on the development of bel iefs about a lcohol  (Atkin et a l .  

1 983 ;  Neuendorf 1 98 5 ;  L ieberman a n d  Or land i  1 987) . Resu lts are i nconc lus ive 

as to whether a lcohol  advert is ing is des ig ned to persuade vu lnerab le subgroups 

by be ing i ntentiona l ly  mis lead ing  (DHHS 1 987) . Fi nd ings  do support the 
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assert ion that images in a lcohol advert isements are an agent of d ri n king  

socia l izat ion . 

Pr int Alcohol  Advert isements 

The most extens ive content ana lyses of a lcohol  pr int  advert isements 

have been by Breed and DeFoe ( 1 979)  and Strick land , F inn ,  and Lam bert 

( 1 982 ) . D i fferent conc lus ions were reached . Breed and DeFoe conc luded that 

images i n  a lcohol  advert is ing are pr imar i ly motivationa l  or  psychograph ic  

appea l s .  Str ick land et  a l .  conc luded that a lcohol  advert is i ng  i s  based  on 

demograph ic  p rof i les of the a lcohol  consumer ( i . e . ,  level  of d isposab le i n come 

and ed ucation ) . 

Breed and DeFoe ( 1 979)  found  most a lcohol  ads  try to assoc iate the 

p rod uct with des i red l ifestyle  characterist ics ( i . e . ,  what wi l l  s u bsequent ly be 

termed emotional  a p pea ls ) . Pred ominant themes were wealth and s uccess,  

socia l  approva l ,  hedonism, exotic s urround ings,  and sex.  They found that " l ittle 

p rod uct i nformation appeared ; rather the appea ls  were to idea l  o utcome states , 

or  a n  escape from present rea l ity" ( Breed et a l .  1 984, p .  661  ) .  

The most common images found  by Str ickland et a l .  ( 1 982 )  were 

prod uct qua l ity , trad it ion or heritage ,  prod uct i nformation ,  fore ign  settin g s ,  and 

spec ia l  occas ions . Themes of socia b i l ity were found i n  about 6 %  of the ads,  

psycholog ica l ly  or iented themes i n  less than 5 % , and l i festyle portrayals 

occu rred in less than 3 % .  In contrast to the conc lus ion reached by Breed et a l .  

( 1 984) , these researchers conc luded that the major ity o f  a lcohol  a d s  provided 
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i nformat ion ( i . e . ,  what wi l l  subsequent ly be termed cog n it ive appeals ) .  A lso,  

messages of moderation were found  to be  three t i mes more frequent than 

suggestions  of heavy consumption .  

Pub l ic  Debates 

Supporters of more str ingent a lcoho l  advert is ing  regu lat ion argue that 

alcohol advert is ing encourages heavy consu mption ,  targets vu lnera b le  

subgroups (e . g . ,  heavy dr inkers,  youth ,  peop le  of co lor ,  women )  and 

estab l ishes a b normal  d ri nk ing norms by assoc iati ng  a lcoho l  with persona l  

success v ia  soc ia l  psychologica l  and l ifestyle  a ppea ls  ( U . S .  CONGRESS 1 98 5 ;  

A M A  1 986 ) . Alcohol ads have been d escr ibed a s  representat ions which 

neutra l ize symptoms of prob lem d ri n king  (K i l bourne 1 982 ,  1 99 1 ) and 

moderat ion messages have been descr ibed as s u bt le just if ications for  d r i nk ing  

(Jacobson et a l .  1 983) . A major cr i t ic ism of the content of  a lcohol  advert is i ng  

i s  the  assoc iat ion of a lcohol with " i n d i rect promises of  se lf-esteem, wea lth , 

peer accepta nce,  and sexual prowess " (OHHS 1 987,  p .  1 0 1 ) .  

A lcohol  beverage ind ustries have rep l ied c la iming that advert is i ng  

encourages brand switch ing/loya lty and was not  intended/d id not encourage 

heavy consumption .  The outcome provided a "v ictory" fo r each s ide .  The a nt i ­

a lcohol  advert is ing movement secu red mandatory warn ing  labe ls on  a lcohol  

products and  the a lcohol ind ustr ies d efeated a p roposed ban on b roadcast 

med ia advert is in g .  The a lcohol  beverage i nd ustr ies,  however ,  cou ld  not ig nore 
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pub l ic  sent iment; the voluntary advert is ing codes of the beer,  d i st i l led sp i r its, 

and wine i n d u str ies were revised ( 1 984, 1 987,  1 98 7  respectively) . 

Conclusion 

Th is  p roject examines the frequency of cog n it ive ( i . e . ,  informationa l )  and 

emot iona l  ( i . e . ,  psychologica l  and l i festy le )  appeals  a p pear ing i n  a lcohol pr int 

advert isements targeted to one sex.  A lso,  d r i nk ing  norms p resented to sex 

specific markets a re ana lyzed . The goal i s  to docume nt a ny changes over t ime 

( i . e . ,  1 973 to 1 988 )  i n  the mean ings  of a lcohol  consu mption presented to 

fema le and male  aud iences . 

Patterns o bserved may be the resu lt of mu lt ip le  forces . The a lcohol  

i nd ustry and the advert is ing ind ustry have d i fferent agendas ( e . g . ,  se l l i ng  ad 

images versus i n c reased share of the market) . Both i nd ustr ies inf luence the 

content of  a lcoho l  advert is ing making it d ifficu lt to d etermine which images are 

reflect ions of adve rt is ing p ractices ( e . g . ,  l i berat ion stereotypes)  and which are 

examples of the a lcohol  ind ustry p ress ing  to get more bus iness (e . g. ,  try ing  to 

change percept ions  of  d rink ing  norms ) .  

Poss i b le exp lanations  for observed d i fferences and/or  changes i n  a lcohol 

advert is ing i nc lude  (a)  d ifferent ia l  d r i n ki n g  norms and cha l lenges of them, (b)  

efforts to i nc rease a lcohol  sales by estab l i sh ing  a female market , and (c)  

advertis i ng  p ract ices which prescr ibe and p roscr ibe  the advert is ing of specif ic 

prod ucts to spec i fic  a ud iences . H istor ica l ly ,  a lcoho l  consumption has been a 

male pr iv i lege ( Fi l l more 1 984) ; as part of trad it iona l  gender  ideology, th is  be l ief 
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was subject to change d u r ing  the trans it ional  gender role per iod of  the 1 970s 

and 1 980s . Aware of chang ing  gender roles , the a lcoho l  i n d ustry may have 

seen this as an opportun ity to assoc iate alcohol with the consumer needs of the 

transit ional  female ;  brand image a lcohol  advert is ing may reflect experi mentat ion 

with the k inds of ads and products that wou ld  appeal  to the " l i berated " 

woma n .  Lastly, t rad it iona l  norms of advert is ing made it p rob lematic for a non­

trad it iona l  magaz ine ( i . e . ,  M s . )  to secure advert is ing ( Stei nem 1 990) .  
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CHAPTER 5 

THEORETI CAL PERSPECTIVE 

Discussion is d iv ided into two sections (a) demogra p h ic changes and the 

female consumer,  and { b )  socio logy of e motions.  " Demograph ic changes and 

the fema le consumer" reviews the i nf luence of gender  ro le  changes {e . g . ,  

female labor  force partic ipat ion)  a n d  the re-emergence of  a n  o rgan ized women's 

movement on advert is ing . The second section is a survey of l iterature o n  the 

socio logy of emotions and a d iscussion of the effects of brand i mage 

advertis ing  ( i . e . ,  a lcoho l  expectancies)  from a soc io logy of emotions 

perspective . 

De mograp h i c  Chan ges a n d  the Fem a le Consu mer 

There is  a s i mple demogra p h ic fact at the heart of  a qu iet revol ut ion that 
has affected every man,  woma n ,  and ch i ld  in  the U n ited States .  The 
r ipp le  effect of that one d emograph ic  fact could eventual ly touch a lmost 
every i nstitution in our  soc iety and  every aspect of  our  l ives . 

( Ba rtos 1 982 ,  p .  3 )  

The s imp le  demographic fact refer red  to i s  the i nc reased labor  force 

part ic ipation of women . The labor  force partic i pation of women i ncreased from 

3 3 %  in 1 950 to 5 6 %  in  1 98 7  ( Biau and Winkler  1 990) . This increased labor 

force part ic ipat ion characterizes both marr ied and unmarried women , young and 

mature women ,  and mothers as wel l  as non-mothers . S ince 1 970,  the 

percentage of women emp loyed fu l l -t ime has doub led and  there have been 
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d ramatic i nc reases i n  the proport ion of women i n  p rofess ional  occupat ions 

(Rote l la  1 990) . 

The work ing mother and wife cha l lenged convent iona l  images of female 

consumers . Trad it ional ly,  advertisers 

. . .  a i med the i r  messages at any housewife , 1 8  to 49, assuming  that the 
motivat ions of th is woman are to p rove herself a competent housewife, 
to g et the job of housework done faster than her ne ighbor, and to 
persuade those around her that she i s  not takin g  shortcuts in performing 
househo ld  chores when she rea l ly i s .  The other p icture of the buy ing 
fema le  [was] any gi r l ,  1 8  to 25,  a nd her pr imary motivation [was]  
presumed to be to f ind a man a nd get marr ied . 

(Courtney and Whipp le  1 983,  p .  67 )  

I n  contrast to  "any housewife/any g i r l "  a re the resu lts of  market ing  stud ies 

wh ich s how that employment status,  marital  status,  l i festy le ,  and att itud ina l  

var iab les a l l  affect consumer behavior i nc lud ing  reactions to  advert is ing  i mages 

(Venkatesh 1 9 7 1 , Wortzel and Fr isb ie  1 974; Ducker and Tucker 1 977 ;  Leav itt 

1 978 ;  Bett inger  a nd Dawson 1 979) . Rather than a s imple emp loyed versus  

non-emp loyed d ichotomy, Rena Bartos ( 1 982)  states that the  fema le consumer 

is better u nderstood us ing a fou r-fold c lass ification that takes i nto account  

expectat ions of labor  force part ic ipat ion and that d i fferentiates jobs from 

careers . The tit le to her work,  The Moving Ta rget, emphasized the necess ity 

of recogn i z i ng  that women were cha n g i n g .  

As a soc ia l  category with d isposable i ncome, emp loyed wo men rep resent 

tremendous potentia l .  I n  the 1 970s , " wo men i n  p rofess ions were buy ing  as 

much l i quor  and i nsurance,  pu rchas ing as many cars,  ta k ing as many t r ips ,  and 
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making as  many investments as  their  ma le counterparts"  (Courtney and  

Whi pple 1 983 ,  p .  66 ) . As consumers , emp loyed women may have d i fferent 

"occas ions and need s "  than women who stay-at-home ( Meyers 1 984) ; women 

in the labor  force may be personal rather than fami ly  consumers and may have 

d i fferent status symbols ( M i les 1 97 1  ) .  Compared to men i n  the labor force , 

these women may be more l i kely to be " soc ieta l ly-conscious ach ievers " 

(Meyers 1 984) . As an advert is ing aud ience,  emp loyed women compr ise a 

d ist inct market . 

The fact that women were chang ing and had persona l  d isposable income 

was d ramatical ly i l l ustrated by the re-emergence of an  organ ized femin ist 

movement .  Advert isers , subsequently, appro p riated pol it ical  d i ssent and 

femin ist concepts ( i . e . ,  l i beration ,  equa l ity, freedom)  i nto the lang uage of  

consumer is m .  Th is  occu rred d u r ing  the fem i n ist movement of  the ear ly 

twentieth century with products as d iverse as toasters and c igarettes ( Ewen 

1 976) ; it has occu rred i n  recent decades with commod ities ra ng ing  from 

persona l  hygiene prod ucts (e . g . ,  New Freedom) to a lcohol  (K i l bourne 1 987 ,  

1 98 9 ) .  Femin ists c la im that advert is ing has  presented images of  femi n ism 

which be l itt le l i berat ion,  use it as a veh ic le  to show dominant women and 

stu p id  men,  o r  as a strategy for se l l ing beauty prod ucts ( Bartos 1 982; Courtney 

and Whipp le  1 983 ;  Meyers 1 984; K i l bourne 1 98 7 ,  1 989 ;  Fa lud i  1 99 1  ) .  
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Socio logy of Emotions 

A symbo l ic  i nteract ion approach v iews emotions as  mean i ngful  objects 

to be interpreted ,  created , and managed . They a re s i g na ls  to self ( e . g . ,  role 

identity and role performance ) ,  s igna ls  to others,  and the objects of other's 

response to be i nterprete d ,  transformed , and reg u lated . There a re norms which 

guide the i nterpretation ,  contro l ,  and management of  emotions ( i . e . ,  

Hochsch i l d ' s  fee l ing  ru les 1 977 ,  1 983,  1 989) and norms which regu late the 

express ion of emotion in  pub l ic ( i . e . ,  Vander Zanden's  d i s play ru les 1 990) . In 

genera l ,  emotions are v iewed as  being interpreted in a socia l  m i l i eu ,  as socia l ly 

constructed (Shott 1 979) , and then eva luated i n  relat ion to c u ltura l  norms . 

Denzin ( 1 984) says emotions a re self-fee l ings lodged i n  the body, i n  self­

consciousness,  and i n  the person's socia l  worlds . These three components 

cannot be separated , a lthou g h  one may dominate at any t ime .  Others ( Gordon 

1 98 1 ; Tho its 1 989)  descr ibe emotions as consist ing of fou r  components : 

s ituationa l  stimu l i ,  phys io log ica l  sensat ions , expressive behaviors ,  and a cu ltural  

labe l .  A l l  fou r  components need not be p resent s imu ltaneous ly for an emotion 

to be experienced o r  recogn ized by others . 

Emotions are d i st i nct from sentiments ( i . e . ,  affective e lements of 

end ur ing relat ionsh ips )  and  affective responses ( i . e . ,  evaluative react ions of a 

very general  type ) .  A lthou g h  fee l ings  are somet imes cons idered d ist inct from 

emotions (Tho its 1 98 9 ) ,  the terms are often used i nterchangeab ly (Hochschi ld 

1 977,  1 983 ,  1 989;  Denz in 1 984, 1 98 5 ,  1 990) . I wi l l  use the term emotion 
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un less referr ing to a specif ic concept i n  the socio logy o f  emot ions (e . g . ,  

Hochsch i ld 's  fee l i ng  ru les ; Denz in 's  fee l ings  of the l ived body, meta-fee l ings ,  

or  fee l ings  of the se lf  and mora l perso n ) .  

" Fee l ings  o f  the l ived body"  commun icate a def in it ion o f  a spec ific 

s ituat ion and can be v icar ious ly shared by others ; cu ltura l  labe ls  correspond ing  

to  th is  category of e motion a re sadness ,  sorrow, a n ger ,  des pa i r ,  and happi ness 

(De nz in  1 985 ) .  Another category of  emotion is " meta-fee l i ngs ; "  they transcend 

a specific  s ituat ion, a re reflect ions o n  p revious emotional  exper iences, and are 

part of one's  i nterpretative framework or  emotiona l  career  ( Denz in  1 98 5 ) .  

I nc l uded i n  th is  category are gu i lt ,  se lf-loath ing ,  a fee l ing  o f  lost i n nocence, 

resentment, love, i ntense attract ion to another ,  sexual  desire,  loath i n g ,  and 

hatred . 

One emotional  experience can g ive rise to the need for another  (Denz in 

1 984, 1 990) . For example,  a des i re for se lf-reward may be a consequence of 

" fee l ings of the self and moral person "  ( i . e . ,  d ig n ity, res pect, res pons ib i l ity, 

sense of mora l worth ) .  On a darker s ide ,  a lack of sense of moral worth ( i . e . ,  

shame)  may g ive r ise to the des i re t o  escape from self  ( e . g . ,  a lcohol  abuse as 

sel f-med icat ion ) .  

Hochsch i ld  ( 1 983)  a rgues that emotions have become commod it ies d u e  

to t h e  a l ienat ion o f  the labor  p rocess ;  because o f  a l ienation w e  a re concerned 

with the search for a uthentic ity . Th is  is relevant to brand image advert is ing 

because th is  type of advert is ing tends to either promise " prob lem red uction 
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through p rod uct solut ion"  (Vestergaard a n d  Schroder 1 988;  K i l bourne 1 989)  

or attempts to transform a commod ity i nto an  o bject of des i re (Ewen 1 976) . 

Advert is i n g  images that show satisfaction of emotiona l  needs v ia  consumption 

may contr i bute to a l ienation as peop le  turn to prod ucts i n  their  search for 

authentic ity . 

Symbo l ic  representations in  advert is ing have been shown to affect 

att itudes (Jenn ings-Walstedt, Geis and  Brown 1 980; Neuendorf 1 98 5 ;  

L iberman a n d  O r land i 1 987)  and may i nf luence the construction o f  what Denz in  

( 1 98 5 )  ca l l s  " meta-fee l ings . "  I n  portray ing socia l  relationsh ips ,  advert isers 

present " fee l i ng  ru les " (Hochschi ld  1 97 7 ,  1 983 ,  1 989 )  and " d isp lay ru les"  

(Vander Zanden 1 990) that l ink the p roduct-brand with a s ituat ion,  an emotion ,  

and a k ind  of person (s ) . Moreover, promises of " prob lem red uction "  may 

become internal ized lead ing ind iv id ua ls to ex pect certa in  emotional outcomes 

when they engage in specific k inds of consumer  behav ior .  

" Prob lem red uction"  promises and  created des i res v ia  metaphor ica l  

assoc iat ions a re sa l ient i n  d r i nking expectations and s ubseq uently d r ink ing  

patterns . I n  add it ion to  the  effects of pharmacolog ical  and phys io log ica l  

facto rs, soc ia l  var iab les contr ibute to that cond it ion known as " be ing under  the 

influence " ( MacAnd rew and Edgerton 1 969;  H i l ls 1 980; Frieze and Schafer  

1 984) . Often it is expectations of a lcohol  consumption ( i . e . ,  a lcohol  

expectanc ies )  not the actua l  outcomes that esta b l i sh  d r ink ing  patterns . Alcohol  

expectanc ies a re crucia l  to treatment of a b us ive d r i nking  and inc lude attitudes 
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towa rd self ,  emotional  states associated with d ri n ki n g ,  and imag ined 

eva luations of others' jud gements of se lf  " u nder the inf luence" (Emrick,  Hansen 

and Maytag 1 9 8 5 ) .  As part of an ind iv id ua l 's  i nterpretative fra mework,  a lcohol  

expectanc ies a re an  example of " meta-feel i ngs . "  

Alcoho l  expectancies a re not restr icted to those who abuse alcohol . 

Most peop le  expect a d ifferent amb ience i n  d ri n king versus non-d r ink ing 

s ituat ions . A lso ,  " normal d rinkers " as wel l  as "abus ive d ri n kers " may use 

a lcoho l  as a means to i ntens ify or  d ischarge emotions ( McCle l land ,  Dav is ,  Ka l in  

and Wanner  1 972 ;  Wi lsnack 1 984) . Moreover,  choos ing a specif ic a lcohol  

prod uct has been d escr ibed as an emotional  dec is io n .  

A symbol ic  i nteraction perspective on emotions p rovides the rat ionale for 

this prod uct .  Th is  l iterature recogn izes that emot iona l  p ractices (e . g . ,  d rink ing )  

portrayed by " mass-mediated rea l ity " ideo logica l ly represent emotiona l  bond ing  

and  that the v iewer's emotional  b iography i nf luences the construction of  brand 

and emot iona l  g ratif ication assoc iations (Denz in 1 990) . In genera l ,  a lcohol 

consumption i s  recogn ized as a veh ic le  for doing what Hochschi ld ( 1 990) ca l ls  

"emotion work"  ( i . e . ,  emotion  management i n  one's  pr ivate l i fe ) . 

Catego r ies used for cod ing and analyz ing  emotiona l  appeals in  pr int 

alcohol  advert isements are based on descr ipt ions of representations that are 

emotion- ind uc ing . The categories per se are not necessar i ly emotions . 

Relat ionsh ip  i mages i n  advertis ing  a re static  p resentations of " i nteract ion 

ritua ls " (Gottman 1 967;  Col l ins 1 990) and ed ucate the aud ience on ways to 
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maximize "affective g ratif icatio n "  (Hammond 1 990) . By assoc iati ng a prod uct 

choice with an affective g ratif ication source ( i . e . ,  type of soc ia l  re lationsh ip )  the 

aud ience is reminded of the a lmost conti nuous emotiona l  mon itor ing  of self 

(Scheff 1 990) and is often i nformed of means to ma inta in/secu re soc ia l  

approval ( i . e . ,  se lf-pr ide)  or  avoid soc ia l  d isapproval ( i . e . ,  shame ) .  

Th ro u g h  identif ication with advert is ing portraya l s  o f  femin i n ity and 

mascu l i n ity the aud ience emotiona l ly  responds to the i mages presented . 

Aud ience affect may be e ither inner-d i rected ( i . e . , d es i re to adhere to 

internal ized goa ls )  o r  other-d i rected ( i . e . ,  des i re to g a i n  others' approva l )  

(Z inkhan and Shermohamad 1 986)  and is a consequence of  the  p leasure 

der ived from the rep resentat ion ( Brown 1 990) . 

Emot iona l  responses assoc iated with var ious types of  soc ia l  re lat ionsh ips 

are l i sted i n  Tab le  2 .  I have descr ibed the emot iona l  experience ( i . e . ,  fee l ings 

of the self and  mora l person )  as pos itive ( i . e . ,  se lf-pr id e ) ;  yet ,  in  each i nstance 

the self-fee l i n g  cou ld be the result of a negative eva l uat ion ( i . e . ,  shame ) .  

The rema in ing  emotion- induc ing categories used i n  th is  study ( i . e . ,  

trad ition ,  conformity, i n d iv idua l ity, e legance, a n d  persona l  satisfaction )  

symbo l ize a n d /or  promise emot iona l  structures characte r ist ic of the  portrayed 

theme(s ) .  The advert is in g  rep resentat ions are pseudoreal ist ic so lut ions to the 

search fo r a uthent ic ity ( i . e . ,  an emotion is a commod ity o btained via the 

advert ised b rand ) .  



Table  2 .  Soc ia l  relationsh ips  and emotional  responses 

Social Relationsh i p  

Friendsh i p  

Camarader ie 

Sexua l  

Love 

I mp ress i n g  Others 

Emot iona l  Response 

sense of aff i l iat ion and 
affection based on approval 
of  self  by s i g n if icant 
other (s ) 

espr it  de corps associated 
with g roup cohesion 

identif ication with or 
attraction to the mode l ( s )  
derived from se l f  as  an  
object of des i re 

des i re to emulate the 
devotion  and i nt i mate 
bond ing  depicted 

admiration for meet ing 
standard s  set  by a 
reference other 
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Through  ident ification with an  advertised image of trad it ion ,  the aud ience 

may exper ience nosta lg ia  and emotions  associated with the e poch .  I mages of 

conformity may appeal  to i nd iv idua ls  experienc ing a l ienat ion from others 

whereas i mages of ind iv id ua l ity may be more a ppeal i ng  to i n d iv idua ls  

exper ienc ing a l ienation from se lf .  In both i nstances,  use of  the advertised 

brand may be a substitute for authentic role performa nces and identit ies . 

Advertisements that assoc iate a brand with e lega nce transform a p rod uct into 

an o bject of des i re ;  for those who envy a n  opu lent l i festyle use of the p rod uct 

enab les them to share someth ing  with the e l ite .  Themes of personal  
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satisfact ion  suggest that use of the brand is an emotio na l  exper ience per  se 

(e . g . ,  the b rand wil l  i ntensify o r  d ischarge emotions ) .  

M y  use o f  the symbol ic i nteract ion perspective does not sug gest specif ic 

hypotheses o r  p roposit ions for testin g .  The perspective is used as a g u i d e  i n  

the d evelop ment o f  cod ing  categories a n d  ana lysis o f  data . 
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CHAPTER 6 

METHODOLOGY 

The p u rpose of th is  content ana lysis i s  to examine gend er-a lcohol  

assoc iat ions p resented to g ender specific  aud iences from 1 973 to 1 98 8 .  This  

per iod was character ized by gender  ro le  changes i n  Amer ican society as we l l  

a s  changes i n  d ri n ki n g  norms . Pr int a lcohol  advert isements are ana lyzed for 

thei r  d isp lay of  gender  a nd representation  of a lcohol  consumption ( i . e . ,  types 

of a ppeals and normative messages ) .  

Sample 

Examinat ion of gender-a lcohol  associat ions i s  based on  an a na lys is of 

a lcohol  advert isements appear ing in gender  s pecif ic magaz ines ( i . e . ,  M s .  and 

Sports I l l ustrated ) .  I t  i s  assumed that appeals and  normative messages related 

to gender  ideo logy are more apparent in period ica ls  pr imar i ly read by gender 

specif ic aud iences . 

I n it ia l ly  two women's  magazines ,  Ms .  and  Red book, were selected for 

the samp le .  M s .  was the fi rst of the " new wom a n "  per iod ica ls and , i n  its ear ly 

years , advert is i n g  in M s .  reflected marketers'  percept ions of the femin ist 

(Ste inem 1 990) . Between 1 983 and 1 986 ,  a lcohol  p rod ucts represented the 

largest c lass of commod ities advertised i n  Ms. ( M i n kler ,  Wal lack, and Madden 

1 987) ; yet, Ms.  was not i nc luded in  systematic comparative stud ies of  a lcohol  

advert is i ng . Redbook was i n it ia l ly inc luded because i t  is a conventiona l  
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"enterta in ment and service " magazine read by women with socio-demographic 

characteristics s im i la r  to M s .  readers ( i . e . ,  midd le  c lass,  co l lege educat ion,  and 

ful l-t ime labor  force part ic ipation)  ( Freedman and Kr ieger 1 983 ) . 

Readersh ip  p rofi les a ppearin g  i n  The Writer 's  Gu ide  to Magaz ine Markets 

( 1 983)  i nd icates that the major  socio-demograph ic  d ifference between Ms .  and 

Red book readers i s  that the major ity of Red book readers were described as 

" ma rried with ch i ld ren"  whereas half of Ms .  readers were descr ibed as s ing le  

and parental status was not reported . Red book was d ro pped from the sample 

because too few a lcohol  ads  appeared in  the magazine ( i . e . ,  1 2  in 1 973,  6 in  

1 982,  and 0 in  1 98 8 ) . D i fferences in  the  ed itor ia l  po l ic ies  of M s .  and Red book 

may accou nt for d iffe rences in the relative frequencies of alcohol ads appear ing 

in  the magazines . Or ,  the a lcohol  and advert is ing i nd ustr ies may have 

perceived a new woman's  magazi ne as more d es i rab le .  Review of advert is ing 

trade pub l ications i n d icated that var ious women's  magazi nes (e . g . ,  Lad ies 

Home Journa l ,  Vogue)  sought a lcohol  advert is ing  do l la rs . 

For comparison ,  Sports I l l ustrated was chosen as the men's magaz ine .  

One reason for select ing Sports I l l ustrated is that the major  target of the beer 

brand war of the 1 970s was the s ports fan (Joh nson 1 988 ) . Also,  of men's 

period ica ls ,  Sports I l l u strated is second in c i rcu lat ion o n ly to P layboy ( Freed man 

and Kr ieger 1 983) . i t  i s  assumed that advert is ing  i n  Sports I l l ustrated would 

rep resent gender  ideo logy perceived by marketers to be  acceptable to many 

American ma les . Lastly ,  l i ke the readersh ip  of M s . ,  the Sports I l l ustrated 
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aud ience is midd le  c lass,  co l lege ed ucated , and the core of readers a re aged 1 8  

to 34; data on marital  and parental status of Sports I l l ustrated readers were not 

reported ( Freedman and Kr ieger 1 983 ) . 

To ana lyze c hanges over t ime the years 1 973,  1 982,  and 1 98 8  were 

chosen . The fi rst fu l l  year of M s .  pub l ication was 1 973 .  In 1 98 2 ,  beer 

advert isements f i rst appeared in  women's magaz ines (Ad vert is ing Age 

Yearbook 1 98 2 ) ,  thus 1 98 2  was selected for a mid-per iod compar ison .  Due 

to f inancia l  d ifficu lt ies Ms .  ceased p u bl ication  i n  1 989 ;  when pub l icat ion 

resumed M s .  was ad-free . Subsequent ly,  1 988 was the last fu l l  year M s .  rel ied 

on advert is ing revenue .  

The magazine sample inc ludes 35 i ssues of Ms .  and 36  issues of Sports 

I l l ustrated . A l l  issues of M s .  for years 1 973,  1 982 ,  and 1 988 a re i nc luded as 

are 1 2  issues of Sports I l l ustrated for each of the sample years . The 1 2  per 

year for Sports I l lustrated represent the week each month conta in ing  the most 

alcohol ads ;  i f  any month conta i ned two or  more issues with the same h ighest 

frequency of a lcohol ads,  the issue p ub l i shed fi rst was chosen for the sample .  

A l l  spec ia l  ed it ion issues of Sports I l l ustrated were excl uded . 

The types inc lude advert isements for d isti l led sp i r its , beers ,  wines,  

a lcohol  mixers,  and corporate image advert is ing sponsored by an  a lcohol  

beverage company.  Sample s ize is 508 ads ( 1 8 8 from M s .  and 3 20 from 

Sports I l l ustrated ) .  About 70% of the M s .  sample were ads  that appeared once 

and about 7 9 %  of the Sports I l l ustrated sample were ads that a p peared once .  
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The a lcohol  advertisements in a l l  issues of Sports I l l ustrated ( 1 973 ,  1 982 ,  

1 988)  were counted ; the  sample ads  represent about 3 7 %  of a lcohol  ads  

appear ing i n  a l l  issues of  Sports I l lustrated for the sample years . 

Cod i n g  

Categories used to examine a lcohol  advert isements are based o n  

previous research (B reed and DeFoe 1 979 ,  1 984; Atkin a n d  B lock 1 98 1 ; Atkin 

et a l .  1 983 ;  F inn  and Strick land 1 982 ;  Stickland et a l .  1 982;  Neuendorf 1 98 5 ;  

Postman e t  a l .  1 987 ;  Strick land a n d  F inn  1 98 7 ) ,  c rit ic isms o f  the content of 

a lcohol advert is ing ( U . S .  CONGRESS 1 976 ,  1 98 5 ;  K i lbourne 1 982 ,  1 99 1 ; 

Jaco bso n  et a l .  1 983;  AMA 1 986) ,  the advert is ing codes of the d isti l led sp i r its, 

wine,  and beer ind ustries, and pre l im i nary analyses/g roup  d iscussions of 

sociology students . For each ad , the magaz ine issue in  which it appears , the 

prod uct b rand , ad head l ine,  and if it is  a repeat ad a re recorde d .  Advertis ing  

images a re ana lyzed i n  relation to  ( 1 )  gender ,  (2 )  types of appea ls  ( i . e . ,  

cogn itive and/or  emotiona l )  and (3 )  normative messages . 

Gender 

Ad s rep resenting femi n in ity and/or  mascu l in ity are descr ibed us ing cod ing  

categor ies based pr imar i ly on the work of Gottman ( 1 979)  i n  Gender  

Advert isements and K i lbourne ( 1 987)  i n  St i l l  K i l l i ng Us Soft ly. F i rst, portraya ls 

are coded tor the presence of a human image as d ecoration (Courtney and 
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Whipple 1 98 3 ;  K i l bourne 1 987, 1 98 9 ) .  Then ,  they are coded for mascu l ine  

and femi n i ne d i s p lays . 

Decorat ion  i s  coded as the p resence or absence of a mascu l i ne and/or  

femin ine i mage used to attract attent ion v ia  sexual  a rousa l .  Use of a h u man 

image as d ecorat ion i s  more than s imp ly featur ing  a sexy mode l ;  the  decorative 

model/object i s  not do ing  a nyth ing  or  conveying i nformation . The human image 

is  d eperso n a l ized ; th is  i nc ludes us ing only parts of the body (exc lud i n g  hands 

and face ) ,  a s  wel l  as  us ing objects to exp l ic it ly represent a h u ma n  (e . g . ,  cases 

of beer stacked with the capt ion ,  "The perfect 3 6-24-36" ) .  

Mascu l i ne  d isplays are coded by br ief descr ipt ions of the portrayals ( e . g . ,  

"good ole boy , "  " Do n  Juan , "  "jock, " "fami ly man " )  and adjectives used i n  the 

ad to descr i be  h i m  ( e . g . ,  "c iv i l ized rouge " ) .  Comments about the k ind of man 

who dr inks a pa rt icu la r  b rand of a lcohol  o r  spec ific  type of a lcohol  beverage are 

noted . Exam p les i nc lude :  

He's because he d ri n ks 

He's and he d r in ks 

Compares the man and the p rod uct 

Male bond ing  based on the product.  

Femi n i ne d isplays a re coded by br ief descr ipt ions of the portraya ls ( e . g . ,  

"the l i berated woman , "  "the good hostess , "  "sex kitte n , "  "good fr iend " )  and 

adjectives used in  the ad to descr ibe her  (e .g . ,  "stro n g ,  cand id ind iv id ua l " ) .  
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Comments a bo ut the k ind of woman who dr inks a pa rticu la r  b rand of a lcohol 

or  specif ic type of a lcohol beverage a re noted . Examp les  inc lude :  

Types of  Appeals  

She's  because she d ri n ks ---

She's  and she d r i n ks 

Compares the woman and the p roduct 

Female bond i n g  based on the product .  

Categor ies for the cod i n g  o f  a p peals are adapted pr imar i ly  from content 

analyses of a lcohol  advert isements by F inn and Strick land ( 1 982)  and 

Str ickla nd et a l .  ( 1 98 2 ) .  F ind ings  of other researchers ( Breed and  DeFoe 1 979,  

1 984; Atk in and  Block 1 98 1 ; Atk in et  a l .  1 983;  Neuendorf  1 98 5 ;  Postman et 

a l .  1 98 7 ) ,  c rit ic i sms of a lcohol  advert is ing ( U . S .  C O N GRESS 1 976 ,  1 98 5 ;  

K i lbourne 1 982,  1 99 1 ; Jacobson et a l .  1 983;  AMA 1 98 6 ) ,  the advertis ing  

codes of the a lcohol  beverage i nd ustr ies , and prel im inary ana lyses were used 

to mod ify the categor ies used by Finn and Str ickland ( 1 98 2 )  and Strick land et 

a l .  ( 1 982 ) .  I n  the p rocess o f  mod ification some categor ies were d ropped and 

others were consol idated . 

Each ad i s  coded as  a cogn it ive appeal on ly,  a n  e motiona l  appea l  on ly, 

or as a cog n it ive-emot ional  appeal . Ads with emotiona l  a p pea ls  ( i . e . ,  emotional  

only and cogn it ive-emot iona l )  further a re d escr ibed us ing  1 1  themes . 

Advert isements which conta in  i nformation or  c reate the image of g iv ing 

information a re coded as  the presence of a cogn it ive a p pea l .  Prod uct 
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i nformation may be in  reference to pr ice,  calories , prod uct p rocess , qua l ity of 

prod uct ( e . g .  r icher,  better )  and/or  pur ity of ing red ients . 

Emot ional  appeals focus on l i festyle or  promises a bout the future for a 

prod uct consumer .  Ads coded as  cogn itive-emotiona l  both g ive information 

and suggest a l i festy le .  

Emot iona l  appeals whether a lone  o r  with cogn it ive a ppeals are coded for 

the p resence or a bsence of e leven themes . S ix themes a re of relationsh ip  

images .  Ads with relationsh ip  p resentations are ident i fied by one of these s ix  

themes . Five non-mutua l ly  exc lus ive i mages a lso are used to code ads with 

emotional  a ppea l s .  

Mutual ly excl us ive socia l  relationsh ip  images a re coded based on the 

gesta lt of the ad ( i . e . ,  type of emotional  relationsh ip suggested by the text and 

p icture ) .  Descr ipt ions of relat ions h i p  categories a re l isted i n  Table 3 .  

Non-mutua l ly exclus ive i mages a re based on the associat ion o f  the 

prod uct with an  emotion- induc ing  symbol  and/or  promise . An  ad may p resent 

more than one of these i mages . Tab le  4 l ists descr ipt ions and examples of 

non-mutua l ly  exc lus ive emotion- ind uc ing  i mages . 

Normative Messages 

Six categories for normative messages were d eveloped from Str ickland 

and F inn 's  ( 1 987)  structura l  ana lys is of  a lcohol  advert isements , eva luat ions of 

the targeti ng  of a lcohol advert is ing ( U . S .  CONGRESS 1 976 ,  1 98 5 ;  Jacobson 



Table 3 .  M utua l ly  exclus ive relationsh ip  i mages 

Category 

Friendsh ip  

Camarader ie  

Sexua l  

Love 

Imp ressi n g  Others 

Mixed 

Descript ion 

suggestion of shar ing p rod uct 
portrayal of compan ionsh ip  

a lcoho l  as  a socia l  l ubr icant 
a socia l  occasion/get together 
party, bar scene, out ing 

sexual  ava i lab i l ity suggested 
sexua l  encounter imp l ied 

commitment or  h istory together 
wed d ing  r ings o r  home sett ing 
romance more important than sex 

snob appeal  (most expensive) 
serve the best 

not a miscel laneous category 
expl ic it reference to more than 

one socia l  re lat ionsh ip ( e . g . ,  
doub le  d ate = fr iendsh ip  + love) 
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Tab le  4 .  Non-mutual ly exclus ive images 

Category 

Trad it ion 

Conformity 

I nd iv idua l ity 

E legance 

Personal  
Satisfaction  

Descr ipt ion /Examples 

fami ly formu la/method 
ear l ier  e ra/" good ole d ays '  
h istory of p rod uct use 
rel i g ious symbol i sm (O ld  Fr iar )  
American patriot ism (eag le ,  f la g )  
European roots ( legends/tales ) 
h istor ical  p laces/events 
ant iques 

join the " i n  crowd " o r  " wi n ners "  
bandwagon conformity 
conforming to a s u bc u ltu ra l  norm 
" America 's fastest g rowi n g  b ra n d "  

b e  un ique,  b e  a leader 
descr ipt ion of type of person 

who d ri nks ----

" it 's not for everybody" 
d ifferent g lasses o r  d ri n ks 

suggesting  d ifferent tastes 

references to r iches or wealth 
surround ings suggest aff luence 
expens ive cars , jewe l ry ,  houses 

self-reward/you deserve i t  
hedonism 
adventure or  esca pe fantasies 
p romise of mood transformation 
"you on ly go around once, make 

the most of it " 
taste per se is an exper ience 
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et a l .  1 983 ;  AMA 1 986) , and the advert is ing codes of the d ist i l led sp i rits , 

wine,  and beer ind ustr ies . Three of the normative message categories ( i . e . , 

t ime to dr ink ,  g i ft-g iv ing ,  and "neutral ization of a buse " )  a re d efined i n  Table 

5 .  

The rema in ing  th ree normative categories ( i . e . ,  moderat ion messages,  

rec i pes,  and appea l  to youth ) a re descr ibed below. Moderation messages 

inc lude statements such as "don't  d ri n k  and d rive " and " e njoy our prod uct in 

moderation . "  Recipes i nc lude expl ic it instruct ions for serv ing  and how to 

d rink  the p rod uct (e . g . ,  on the rocks ) ,  as wel l  as d i rect ions for mix ing the 

prod uct with other s ubstances {e . g . ,  us ing M idor i  l i queur  to "toss a melon-

bal l " ) .  

Table 5 .  Norms descr ibed 

Category 

Time to Dr ink 

G ift-g iv ing 

Neutra l ization 
of Abuse 

Exam ples 

before/d ur ing/after an  act ivity 
specif ic ach ievement/occasion 
t ime of day, week,  month 
"What t ime today wi l l  you ? "  

exp l ic it  reference to g iv ing  the 
p rod uct to someone 

(g iver ,  recip ient,  occas ion )  

association with r isk-taki ng  
suggestion that a lcoho l  i s  mag ic  
heavy consumption 
p reoccupation with supp ly 
d rink ing  as p roof of 
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Cod i n g  for appeal to youth i s  based on standards  estab l i shed by 

a lcohol  beverage ind ustries i n  the U n ited States . Although al l  three 

industr ies ( i . e . ,  b rewing ,  wine,  and d ist i l led sp i r its) proh ib it advertis i n g  

targeted toward persons below t h e  legal  d rink ing age ,  the c lar ity of  the 

gu ide l ines var ies . B rewing industry standards are the most vague whereas 

the code adopted by the wine industry is the most expl ic it .  I mages 

identif ied as  youth a ppea l i n  th is  study a re based on c rite r ia estab l ished by 

the Wine I n stitute and Dist i l led S pi r its Counci l  of the Untied States 

(D ISCUS ) .  

The Code o f  Advert is ing Standards  (Wine I nstitute 1 987 )  proh ib its use 

of models/persona l it ies u nder  the legal  d ri n king  age and states that models 

should a p pear to be 25  years of age o r  o lder .  Also proscr ibed a re the " use 

of current o r  trad it ional  heroes of the young"  and " use of a mateur  or 

profess ional  sports celebr it ies,  past o r  p resent . "  Further restr ict ions a pp ly to 

" mus ic ,  language,  gestures, or cartoon cha racters specif ica l ly  associated 

with or  d i rected toward those below the d r ink ing age . "  Moreover, 

advertisements that present the p rod uct as " be ing related to the atta i n ment 

of adu lthood " or  that imply the p rod uct i s  "s imi lar  to another type of 

beverage o r  p roduct (mi lk ,  soda, candy) " are banned . 

The Code of Good Practices (D ISCUS 1 987)  p roh ib its advert isements 

that "conta in  the name of or dep ict Santa Claus or any B ib l ica l  character . "  

Also restricted are portraya ls  o f  " a  ch i ld  o r  immature person"  and " o bjects 
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(toys)  suggestive of the  presence of a ch i l d . "  I mages which would fa l l  i n  a 

restricted category accord ing to e ither set of g u ide l ines a re coded as an  

appeal  to  youth .  

Rel iabi l ity 

A l l  a lcohol  ads i n  the sample were coded by a s ing le  researcher .  For 

about 1 5  to 20 ads there were cod i n g  q uestions ( i . e . ,  p resence of an  i mage 

or  gender  d isp lay ) . Two lay jud ges (one fema le ,  one male)  were asked to 

resolve questions . 

Of the 384 un ique ads ( i . e . ,  u nrepeated imagery ) ,  5 4  ( 1 4%)  were 

coded by a socio logy student for re l i ab i l ity ; a lso, the researcher re-coded 

the m .  The researcher's cod ing  at t i me one and t ime two was the same . 

The advert isements were from the J u ly-Aug ust 1 982 issue of Ms .  and two 

issues of Sports I l l ustrated 1 98 2  ( i . e . ,  Apr i l  1 2  and November 29) .  

The student coder was instructed not to engage i n  g uesswork and  to 

state reasons for her cod i n g .  In genera l ,  there was congru ity between 

cod ing  by the student and researcher .  D iscrepancies were reviewed 

together with Dr .  Suzanne Kurth . For th ree categories ( i . e . ,  t rad it ion,  

persona l  sat isfaction , and appea l to youth)  it was decided that  more precise 

descr ipt ions would  improve re l i ab i l ity . 

Gender  rat ings were identica l for 80% of the advert isements . There 

was less ag reement i n  cod ing  for the November issue of Sports I l l ustrated 



than the other sample issues . Fatigue may have resu lted i n  the student 

coder be ing less conscient ious i n  cod ing  the November advert isements . 

Exami nation of cognit ive and/or  emotiona l  a ppeals revealed a h igh  

level of  s im i la r ity . Two-th i rds  of the  advert isements were rated the  same.  

About 30% showed part ia l  ag reement ( i . e . ,  one coded as  cogn itive and 

emotional  whereas the other coded as cognit ive o r  emot iona l ) .  There was 

contrad ictory cod i n g  for on ly two advertisements . 
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The researcher  coded 28% and the student coded 22% of the 

advertisements as  p resentat ions of soc ia l  relat ionsh ips . There was identical 

cod ing  for one-th i rd of the social  relat ionsh ip  images and over one-fourth 

(27%)  were coded s im i la rly ( i . e . ,  recogn it ion of male bond ing  but d ifferences 

in  cod ing  as  fr iend s h i p  or camarader ie and recog n it ion of  a morousness but  

d i fferences i n  cod i n g  as love or  sexual ) .  Two of the soc ia l  relationsh ip  

images the student d escr i bed as ambiguous .  

Both the student coder  and researcher coded 24% of  the 

advertisements as a ppeals to trad it io n .  The major ity (abo ut 62%)  of these 

were the same advert isements . Variat ion in advert isements coded as 

trad it ion is expla i ned by the student's inc lud ing  any mention  of age (e . g . ,  

aged s ix years)  and not i nc lud ing  images of patriot ism and  yesteryea r .  For 

futu re resea rchers ,  the trad it ion category was d ef ined more specifica l ly ( i . e . ,  

inc l us ion of ant iques and h i stor ical  p laces/events i n  the cod ing  defi n it ion of 

trad it ion ) .  
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The researcher identif ied 1 3 % and the student coder ident if ied 9% of 

the advert isements as conformity a ppeals . The d ifference is accounted for 

by the student's not understand i n g ,  and therefore not cod i n g ,  bandwagon 

conformity (e . g . ,  fastest g rowing brand ) .  

I mages of ind iv id ua l ity were identified by the resea rcher i n  20 % of the 

advertisements and i n  1 5 % by the student.  Cod ing  for 5 5 %  (N = 1 1 ) of 

the ind iv id ua l ity appeals identif ied by the researcher and student coder were 

the same.  M uch of the incong ru ity i s  exp la ined by the student's fa i l ure to 

see the associat ion between d i fferent d r inks and ind iv idua l  taste 

preferences . The rema in ing  d i screpa ncy is a conseq uence of the student's 

confus ion of product d i fferentiat ion with ind iv idua l ity and a m is interpretat ion 

of "What t i me today wi l l  you say G rand  Mar iner? " ( i . e . ,  she over looked the 

under l ined you and perce ived the s logan as "you wi l l  have some " ) .  

The student rated more advert isements a s  images of e legance than 

d id the researcher ( 2 6 %  versus 1 7 %) . The reason for the student's h igher  

frequency of e legance appeals is that she coded as e legance any reference 

to the brand costi ng more than other brand choices (e . g . ,  " I t 's  a b i t  more 

expens ive " ) .  Student cod ing  matched 78% of the e legance appeals coded 

by the researcher .  Two advertisements were coded by the researcher  as 

e legance that were not coded as such by the student; in  both i nsta nces she 

fa i led to ta ke note of the suggestion of affl uence (e . g . ,  expens ive g lasses ) .  
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The resea rcher cod ed twice t h e  percentage of advert isements a s  

personal sat isfaction than d id the stud ent ( 63 %  versus 3 1  % ) .  Al l  of the 

personal  sat isfact ion appeals coded by the student matched those coded by 

the researcher .  Over ha lf  ( 5 3 % )  of the advert isements coded by the 

researcher b ut not coded by the student were descr ibed by the student as  

" un identif ied pr inted objects (s ) " and " says more than I see . "  The rema in ing  

variance i s  exp la ined by  her  not cod i n g  "taste fu l f i l lment" as a personal  

satisfact ion  appea l .  After review with Dr.  Kurth ,  the mean ing  and inc lus ion 

of  taste fu l fi l l ment as personal satisfact ion was c la r if ied for poss ib le  future 

researchers . 

The researcher coded 20% and the student coded 1 9 % of the 

advert isements as s uggest ions of a t ime to d r ink .  Of  the ads coded by the 

researcher ,  there was identical cod ing  by the student fo r 73% of them.  

After d iscuss ion with Dr .  Kurth,  i t  was concl uded that  the var iance is a 

conseq uence of the stud ent's incorrect interpretat ion of some of the 

advert isements . 

Exa mi nation of cod ing for messages of gift-giv ing show d iscrepancy . 

The researcher coded e ight advert isements whereas the student coded on ly 

two as g ift-g iv ing  suggest ions .  The presence of g i ft-boxes and the text of 

the advert isements ( e . g . ,  " g ive your  fr iend s " )  sup ports the researcher's 

cod ing . Two-th i rds  of the g i ft-g iv ing ads  not coded by the student were 
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from the Nove mber Sports I l l ustrated issue ; the stud ent reported fatigue d ue 

to pregnancy negatively affected her fi na l  cod i n g .  

O f  t h e  2 2  advert isements coded b y  the resea rcher a s  " neutra l ization 

of abuse"  messages,  there was ident ical  cod ing  by the student for 5 5 %  of 

them.  The d iscrepa ncy can be accou nted for by the student 's  fa i l u re to 

code "a lcohol  is mag ic"  and " preoccupation with sup p ly"  as " neutra l ization 

of abuse . "  Moreover ,  the student coded a s  " neutra l i zat ion of abuse , "  

because o f  what s h e  perce ived a s  heavy consumption ,  fou r  a d s  that were 

not coded as  s uch by the researcher .  Consu ltat ion with Dr. Kurth revealed 

that the student  read i nto these fou r  ads more than was re presented . I n  

genera l ,  i ncong ru ity i n  cod ing  o f  " neutral izat ion o f  abuse"  i s  expla ined b y  the 

stud ent's lack of knowled ge concern i n g  symptoms of a lcohol  abuse ( i . e . ,  

bel ief that a lcoho l  i s  mag ic  and preoccu pation with supp ly)  and her dr ink ing  

hab its ( i . e . ,  she  i s  a non-d r inker) . 

Researc her  a nd student cod ings  for recipes and  moderation messages 

were identica l . Twelve advert isements were coded as p resenting  rec ipes 

and f ive were coded as conta in ing moderation messages . 

The researcher coded about 1 7 % of the advert isements as an  appea l  

to youth ; the student coded none . However, for one-th i rd of the ads coded 

by the resea rc her  as a youth appea l ,  the stud ent observed reasons why the 

ad wou ld  appea l  to youth ( i . e . ,  a puzz le,  d r ink ing  as a rite of passage i nto 

adu lthood , and  a C hr istmas ad us ing  the s logan "The Man in Red " ) .  The 
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student's age ( i . e . ,  early twenties)  accounts for the incongru ity; for example ,  

she d id not perce ive an ad featur ing "The Who "  as a youth a p peal . It was 

decided that because the youth appeal  category was d e r ived p rimar i ly from 

the advert is ing codes of the alcohol beverage industr ies that relevant 

passages from these codes be inc luded in the cod in g  d escr ipt ion of youth 

appeal . 

I n  s ummary, compar ison of the student's rat ings  with those of the 

researcher and consu ltatio n  with Dr.  Kurth supports the cod ing  categories . 

There was a bout  a 66% identical  agreement across the cod ing  categor ies 

( i . e . ,  80% gender ,  66% types of a p peals,  5 7 %  emotion- ind uc ing images,  

and 59% normative messages ) .  The student's age,  knowled ge of and meta­

fee l ings concern ing  a lcohol  consumption ,  and poss ib le  fat igue  account for 

much of the cod ing  d iscrepancies . 

Ana lysis 

The purpose of the p roject is to answer the fo l lowing q uestions based 

on a content analys is of sample print a lcohol advert isements . 

1 .  How is gender  p resented in a lcohol ads in  men's  and women's  

magazines? 

Have the presentations of femin in ity and mascu l in ity changed 

over t ime in  a lcohol  ads appear ing in  gender  s pecific 

magazines? 



Have any chan ges para l le led documented changes i n  

female/male d rink ing  behavior? 

2.  Do a lcohol advert isements use d ifferent emot iona l  appeals in  

market ing to a female versus  a male aud ience? 

I f  so,  do these a p peals change over t ime,  and i f  so,  how? 

Does the rat io vary by gender  and/or t ime per iod ? 
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3 .  D o  d ifferent normative messages appear i n  a lcohol  ads targeted 

to a female versus  a male a ud ience ( i . e . ,  how and when to use 

the prod uct ) ?  

I f  so,  do these messages change over t ime and i f  so,  how? 

The fi rst g roup  of q uest ions is add ressed by examin ing  gender 

d isp lays and emotional appeals to soc ia l  relationsh ips . The second set is 

answered by compar ing the frequency of cognit ive on ly ,  emotional  on ly,  and 

cogn itive-emotional  ads;  the f ive non-mutual ly exc lus ive emotional themes 

a re used to compare appeals targeted to sex specif ic markets . Data 

recorded under  normative messages are used to answer the last set of 

quest ions . 
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CHAPTER 7 

PRESENTATI O N  O F  F IND INGS 

Var ious comparisons of advert isements are made to  explore whether 

patterns of  gender-a lcohol associations vary by advert is ing venue. The f irst 

sect ion d escr ibes the re lative concentration of a lcohol  ads and of alcohol brand 

choices for the sample years ( 1 973 ,  1 982,  1 988) .  The next section reviews 

presentat ions of gender and socia l  relationsh ips  in sample a lcohol  

advert isements . Section three fi rst compares types of appeals and then 

focuses on emotion- ind uc ing images appear ing in sample Ms .  and Sports 

I l l ustrated a d s .  The last section examines normative messages of a lcohol  use 

as p resented to read ers of each magazi ne .  

Con centration of Alcoh ol Advertisi n g  a n d  Bran d  M arketin g  

Compar ing issues of  Ms .  and Spo rts I l lustrated for the sample years 

reveals d ifferential  cha nges in frequencies of alcohol advert isement (see Ta ble 

6) . Ms .  a lcohol  advert is ing increased g reatly from 1 973 to 1 982 then by 1 988 

had returned to a level  s imi lar  to 1 97 3 .  Dur ing t h e  same time per iod , the 

number of a lcohol  ads in  Sports I l l ustrated increased s l i ghtly then d ropped in  

1 988 to  a bout ha l f  the  1 982 leve l .  

T h e  total nu mber of pages p e r  issue tended t o  b e  s imi lar  in  Ms .  a n d  

Sports I l l ustrated (e . g . ,  80 and 76 pages res pectively ) ;  thus,  d ifferences in the 

mea n  n umber  of a lcohol ads per issue reflect d i fferences in the relative 
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Year 

1 973 

1 982 

1 988 
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Mean number per issue and total nu mber of a lcohol  
advert isements i n  Ms.  and Sports I l l ustrated by year 

Mean Number Per Issue and N u m ber  of Alcohol Ads 

-

X 

1 . 1 

1 4. 0  

1 . 8 

Ms .  

(n )  

( 1 3 ) 

( 1 54) 

( 2 1 ) 

Sports I l l ustrated 

-

X 

6 . 3  

7 . 3  

3 . 8  

( n )  

(320) 

(363 )  

( 1 89 )  

concentrat ion of a lcohol advert i s ing .  I n  1 973,  Sports I l l ustrated readers were 

exposed to a l most s ix  t imes the proportion of a lcohol  advert isements per issue 

as were Ms.  readers .  Nine years later ( 1 982)  readers of Ms.  were rec ip ients 

of about twice the concentration of ads per issue as Sports I l l ustrated readers .  

By 1 988,  another sh ift occu rred ; i n  both magaz ines the  mean number of 

a lcohol  ads per issue d ropped and the mean number  in Sports I l l ustrated was 

over twice the M s .  mean .  

The  n umber  of d ifferent a lcohol brands a ppear ing i n  Ms .  and  Spo rts 

I l l ustrated samples a re reported in Tab le  7 .  Sports I l l ustrated read ers 

consistently were exposed to a g reater variety of a lcohol  b rands .  

Tab le  8 l ists frequenc ies of  a lcohol  beverage types i n  Ms .  and Sports 

I l l ustrated sample  issues . Across sample years, the percentage of l i queur  ads  



Table 7 .  

Year 

1 973 

1 982 

1 988 

8 1  

Number  of D ifferent Alcohol Bra nds Advert ised i n  Ms .  and 
Sports I l l ustrated Sample by Year 

Number of D i fferent A lcohol  Brands 

Sports 

n 

4 

39  

7 

I l lustrated 

n 

45 

45 

36 

i n  Ms. was relatively constant .  Beer ads only a p peared in M s .  in  1 98 2 .  By 

1 988 ,  whiskey ads i n  Ms. d isappeared . I n  the Sports I l l ustrated sample ,  the 

proport ion of ads for wh iskey products fe l l  from a l itt le  less than th ree-fou rths 

( 1 973)  to a l ittle  over ha lf  ( 1 98 2  and 1 98 8 ) .  The percentage of c lear sp i rits 

ads rose over the three ti me per iod s .  Ads for beers and l i queurs comprised 

sma l l  percentages in 1 973 ;  both increased in 1 98 2 .  By 1 98 8 ,  beer advert is ing 

i n  Sports I l l ustrated had d ecreased s l i ghtly and no l i queur  ads  appeared . 

Bra nd Market ing 1 973 

A lcoho l  beverage cho ices i n  1 973 sample ads  a re reported i n  A ppendix 

Ta ble 1 .  Of the 45 p rod uct brands advertised in  Sports I l l ustrated about 70% 

were for whiskeys whereas on ly  one wh iskey brand was advertised in  Ms.  

( i . e . ,  Dewar 's )  and i t  was not advert ised i n  the Sports I l l ustrated sample . 



Tab le  8 .  Perce ntage of a lcohol  beverage types i n  M s .  and Spo rts I l l ust rated ads  by sample yea r 

Percentage by Magaz ine and Year 

Beverage 

Type 

Whiskey 

S p i rits 

Beers 

L iqueurs 

1 9 73 

% 

38 . 5  

30 . 8  

30. 8 

M s .  

1 98 28 

% 

24 . 0  

29 . 9  

4 . 5  

3 7 . 0  

83 . 2 % wine a n d  1 . 3 %  prepared cockta i l s  

b3 . 5 %  wine 

co . 8 %  prepa red cockta i l s  

d0 . 8 %  other (corporate image) 

1 98 8  1 973b 

% % 

- 7 2 . 2  

6 1 . 9  1 6 . 5  

- 6 . 9  

38 . 1 0 . 9  

Soorts I l l ustrated 

1 98 2c 

% 

5 3 . 1  

2 3 . 4  

1 9 . 5  

2 . 3  

1 988d 

% 

5 3 . 2  

2 8 . 6  

1 5 . 6  

co 
N 
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Dewar 's  advertisements accounted fo r 5 of t h e  1 3  a d s  in  Ms .  1 973 a n d  these 

ads d i ffered from al l  other ads in  both magazines . Dewar 's  p resented the  

p roduct as  the  p referred dr ink  of ind ependent, p rofess ional  women . 

I n  1 97 3 ,  one l iqueur  brand ap peared in  M s .  and Sports I l l ustrated . I n  

both magaz ines t h e  brand was Ga l l iano and t h e  a d s  were s imi lar  ( i . e . ,  

associat ion o f  t h e  p rod uct with romance) .  Ga l l iano a d s  a p peared fou r  t imes i n  

Ms .  1 97 3  and  th ree of  the fou r  Ga l l iano  ads  were un ique  ( i . e . ,  un repeated 

imagery ) .  I n  contrast, Gal l iano appeared in the Sports I l l ustrated sample once . 

One c lear  sp i rit ( i . e . ,  Smi rnoff vod ka)  was advert ised i n  1 973 sample 

issues of both  Ms .  and Sports I l l ustrated . In both magazines,  Smirnoff was 

associated with making t ime for d r ink ing  and romance.  

Brand Market ing 1 982  

Of the 1 982  sample advert isements from Ms .  and Sports I l l ustrated (see 

Append ix Ta ble A-2)  twice the percentage of whiskey ads appeared in Sports 

I l l ustrated as in  M s .  ( 5 3 %  versus 24% )  and  beers were advert ised fou r  t imes 

more often ( 20 %  versus 5 % ) .  Also,  readers of Sports I l l ustrated were exposed 

to about twice as  many whiskey prod uct cho ices ( 1 9  versus 8 )  and 1 1  d ifferent 

beers were advertised in  Sports I l l ustrated compared to on ly 1 ( i . e .  M ich lo b  

L ight)  i n  M s .  O ne-th i rd o f  t h e  Ms .  a d s ,  represent ing 1 5  d ifferent brands ,  were 

for l i q ue u rs whereas less than 3 %  of Sports I l l ustrated sample ads were for 

l iqueurs (two brands--Grand Mar iner a n d  Steel ) .  
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Whis key and beer apparently were be ing sold to females and males . I n  

1 982 ,  s ix  wh iskey b rands and  one  beer  brand appeared i n  both magazi nes . But 

more d i fferent a ppeals were be ing tr ied on the potent ia l  female consumer .  I n  

M s .  e ight brands of  whiskey had a tota l of 30 d i fferent ads .  The beer, 

Michelob L i g ht ,  was p resented with five d ifferent i mages . The un iqueness of 

Ms . wh iskey and beer advert is ing d iffers from the repetit iousness of Ms. l i queur  

and Sports I l l u strated beer and whiskey advert is ing  campa igns .  

Of the 1 6  p rod ucts advertised to  both females and males,  9 were for 

c lear sp i r its . I n  genera l ,  advert is ing for c lear sp i r its was s imi lar  i n  the two 

magaz i nes ( i . e . ,  re lative freq uency of c lear  sp i r its ads ,  p rod uct choices , and 

un ique ads ) .  

Brand Market ing  1 988 

In  1 98 8 ,  advert isements for whiskeys and beers comprised a lmost 70% 

of  Spo rts I l l u strated sample ads ;  Ms . had neither whiskey nor beer ads (see 

Append ix Tab le  3 ) . L iqueur ads comprised about 3 8 %  of M s .  ads;  no l iqueur  

ads  appeared i n  the Sports I l l ustrated sample .  

Ana lys is  of c lear  sp i r its advert is ing revea ls  that  i n  Ms .  fou r  brands had 

a total of 1 3  d i fferent ads and al l  c lear sp i rits ads were un ique .  In the 1 988 

Sports I l l ustrated sample 1 0  brands had a tota l of 1 7  d i fferent ads .  The h igher  

percentage of  u n ique c lear sp i rits ads i n  Ms .  suggests that a few compan ies 

were experi ment in g  with d i fferent approaches o r  attention gett ing strateg ies . 
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I n  1 988 ,  of tota l ads i n  Ms .  a lmost 29% were for  A bso lut vod ka ;  the 

brand d i d  not a ppear in  the Sports I l l ustrated sample . As a newcomer to the 

U . S .  market, importers of Absolut attempted to create a n iche for the p rod uct 

by d i recti ng  ad campaigns at women ( Hayden 1 99 2 ) .  

Presentations of Gender a n d  Social  Relationships 

Gender  p resentat ions ( i . e . ,  images of fem i n i n ity and mascu l i n ity via 

human mode ls  or person if ied o bjects) i n  Ms. and Sports I l l ustrated sample ads 

are examined for changes over t ime.  Gender  d isp lays were more cha l leng ing 

(e .g . ,  ro le  reversa ls )  i n  Ms .  1 973 when the women ' s  movement was st i l l  

someth ing  of a novelty than i n  Ms .  1 982 or  1 98 8 .  I n  a l l  s a m p l e  years,  gender 

images i n  Sports I l l ustrated were conventiona l  (e . g . ,  femin ine images 

emphas ized the roles of wife o r  date whereas masc u l i n e  i mages emphasized 

occupationa l  ro les ) .  Portrayals of soc ia l  relat ions h i ps ( i . e ,  fr iendsh ip ,  

camarader ie ,  sexua l ,  love , or  impress ing  others ) appear i ng  i n  samp le  ads  are 

compared for changes over t ime and between magaz ines .  

Gender D isp lays by Sample Year 

Frequenc ies of gender  d is plays are reported in Ta b le  9. In 1 973 ,  a l l  

a lcohol ads  i n  M s .  featu red a gender image compared to  about ha l f  the  Sports 

I l l ustrated a d s .  The re lat ively recent i ntroduction of a lcohol  beverages to the 

fema le consumer  (see Chapter 4 ) ,  may account for the h i g her  percentage of 

gender images in Ms .  1 973 ( i . e . ,  use of gender  i mages to st imu late 



Table  9 .  

Year 

1 973 

1 982  

1 988 
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Percentage of Ms .  and Sports I l l ustrated samples featu r ing 
gender d isp lays by year  

% 

1 00 . 0  

5 7 . 1  

1 4 . 9  

Percentage of Gender  D isp lays 

M s .  

( n )  

( 1 3 ) 

(88 )  

( 3 )  

Sports 
I l l ustrated 

% 

5 0 . 4  

43 . 8  

4 1 . 6  

(n )  

( 58 )  

( 5 6) 

(32 )  

identification  and emulation ) .  Freq uenc ies for 1 98 2  show less d ispar ity . 

Sports I l l ustrated 1 988 featu red a l most three t imes the percentage of gender 

d isp lays; d ecrease in  use of gender  images i n  Ms.  may have been a 

conseq uence of increas ing ly voca l cr it ic ism of d isp lays of femin in ity i n  

advertis ing  (see Chapter 3 ) .  

Ta b le  1 0  shows frequencies of femin ine and mascu l ine  images a s  a 

percenta ge of gender d isp lays . I n  the Spo rts I l l ustrated sample ,  d isp lays of 

mascu l in ity cons istently appeared more often than d isp lays of femin in ity . The 

h igher  proport ion of mascu l ine  to femin ine images i n  Sports I l l ustrated 

presumably reflects the predominantly ma le readers h i p  of the magaz ine .  

S imi la r ly,  femin ine  images cons istently appeared more often i n  Ms . ;  however,  

the ratio of femin ine to mascu l ine  i mages varied . Mascu l ine images as prod uct 

symbols ,  as wel l  as types of beverages advertised ( i . e . ,  l i q ueurs and c lear 



Ta ble  1 0 . 

Year 

1 973 

1 982 

1 988 

Fe min ine and masc u l i ne  images as a percentage of gender d isp lays in  Ms. and Sports 
I l l ustrated samples by year 

Femin ine 

% (n )  

92 .3  ( 1 2 ) 

54. 5 (48) 

1 00 . 0  ( 3 )  

I mages as  a Percent of Gender  D isp lays by Magaz ine 

M s .  Sports I l l ustrated 

Mascu l ine  

% ( n )  

9 2 . 3  ( 1 2 ) 

7 5 . 0  (66)  

6 6 . 7  ( 2)  

Femin ine 

% (n )  

65 . 5  (38 )  

4 1  . 1  ( 23 )  

40 . 6  ( 1 3 ) 

Mascu l ine 

% 

8 9 . 7  

9 1 . 1  

87 . 5  

( n )  

( 5 2 ) 

( 5 1 )  

( 28 )  

co 
"""' 
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spi rits ) ,  and images associated with them (sexua l  o r  love) may exp la in  the  

variat io n .  

The structure o f  gender d isp lays in  Soorts I l l ustrated and M s .  convey 

gender-specif ic mea nings about a lcohol  consumpt ion (see Append ix ) .  Ma les 

( i . e . ,  readers of Spo rts I l l ustrated ) were exposed to i mages that associated 

d r i nking  with male gather ings . Ms. readers rarely were p resented with images 

of on ly females d rink ing  together .  In both magazines,  a h igher percentage of 

mascu l i ne i mages were p resented as prod uct symbols . Moreover,  i n  both 

magazines,  female d ri nking was typ ica l ly p resented s imu ltaneously with male 

d r ink ing .  

For  a l l  sample  years ,  of  concu rrent fem in ine and  mascu l ine d isp lays i n  

both M s .  and Sports I l lustrated the roles of spouse or d ate predominated (see 

Append ix ) . In the M s .  sample al l  concurrent gender  d isp lays with the exception 

of one ad (a  work ro le p resentation i n  1 982 )  portrayed persona l  i nvolvement 

(e .g . ,  spouse o r  date ) .  Concurrent d isp lays i n  the Sports I l l ustrated sample 

were s l i ght ly more d iverse . Images of perso na l  i nvolvement were featured i n  

about 84% of 1 973 Sports I l l ustrated concurrent d is p lays and work roles were 

presented in about 1 6 % .  One-half the 1 98 2  Sports I l l ustrated concurrent 

d isp lays featu red images of personal i nvolvement,  one-th i rd portrayed 

friendsh ip ,  and a bout one-fifth were non-specifi c .  By 1 988 ,  the roles of spouse 

or date returned as the predominant concu rrent i mages (90% ) .  
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In  both Ms . and Sports I l l ustrated , femi n ine  images cons istently were 

portrayed as decoration more freq uently than were mascu l i ne images . On ly 

once (Ms .  1 982 )  d i d  a mascu l ine  i mage as decoration a p pear i n  the sample ads .  

Also, decorative fem i n ine images i n  Ms .  and Sports I l l ustrated i ncreased over 

the sample years . There were no femin ine decorative portrayals in  Ms. 1 973 .  

Of  femin ine d isp lays appear ing i n  Ms .  1 982,  2 9 %  of  them were decorative 

portraya ls  as were two-th i rds of femin ine d isp lays in M s .  1 988 .  The 

percentage of fem in ine d isp lays that were decorative images in Sports 

I l lustrated more than doub led from 1 973 to 1 988 ( 1 6 % to 3 9 % ) . 

Gender I mages 1 973 

The portraya l of gender  is stud ied because of the a rg u ment that gender 

images are used for reader  st imu lation and emu lat ion (see Cha pter 3 ) .  The 

same percentage ( 9 2 % )  of femin ine  and mascu l ine  images a ppeared in Ms . ,  but 

because ha lf  the mascu l i ne images were repetitive p rod uct symbols (e . g . ,  a 

hand )  femin ine  images (e . g . ,  of d ifferent models )  were more noticea ble . 

Cons istent with its read ersh ip ,  mascu l i ne images were more v is ib le  i n  Sports 

I l lustrated than were femin ine images (90% versus 66 % ) .  

I n  Ms . ,  women were shown as more d i fferent iated than men ( i . e . ,  variety 

of roles and characte r ist ics ) whereas i n  Sports I l l ustrated men were shown as 

more d i fferentiated than women .  Alcohol ads  i n  Ms. featured women as 

profess iona ls ,  wives/dates , and good hostesses whi le  males were e ither 

husbands/dates o r  p roduct symbols representing  leaders h i p  or trad it ion . In the 
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Sports I l l ustrated sample ,  males were shown in  a var iety of ro les (e . g . ,  

adventurer ,  proud hard worker,  soph isticated lad ies'  man,  protector-g uard ian ,  

good o le boy,  expert- leader-author ity f igure, and father-husband ) ,  whereas 

women were portrayed as a wife-g ir lfr iend-date or  as a sex kitten .  

Overa l l ,  t h e  sample o f  Sports I l l ustrated ads presented stereotypical  

images of femin in ity and mascu l i n ity ( i . e . ,  sexual  and occu pational 

respective ly ) .  Sexua l ity was portrayed i n  about 45 % of ads featur ing  women 

compared to a bout 1 7 % of ads featur ing men . I n  contrast, of mascu l ine  

d isp lays , about 42 % associated men with work roles whereas o n ly a bout 1 3 % 

of femin ine images associated women with work ro les . 

Of  a lcohol  ads  in  Ms .  over ha lf  ( 54%) presented cha l l eng ing  gender 

images .  Work was more often l i nked with women than with men (5  ads  versus 

1 a d )  and women's  work roles were of h igher prestige  (p rofess ionals versus 

b lue-co l la r  workers ) .  A l l  of the Dewar 's  ads depicted p rofess iona l  women 

descr ibed as "strong ,  candid , "  " involved,  and un int imidated by a cha l lenge , "  or 

as "an art ist and c reator . " Moreover,  two ads p resented men as h usbands 

(e . g . ,  h is wedd ing  band was v is ib le )  but none d i rectly p resented a woman i n  

the role of  wife . Sexual ity was equa l ly  featured i n  the mascu l i ne and  femin ine 

images ( 1 3 % ) ;  the on ly d ifference was one ad portrayed her  as the sexua l  

i n iator ( i . e . ,  she was unbutton ing  h is  sh i rt ) . 

A lthough some Ms . a lcohol  ads  p resented chal leng ing  gender  portraya ls ,  

images of females i n  Ms .  were less d iverse than images of ma les i n  Sports 
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I l l ustrated . Males i n  Sports I l l ustrated were shown re lax ing as we l l  as in the 

company of other males ; ads showing a woman re lax ing or  enjoy ing the 

company of other women were non-ex istent .  

Overa l l ,  gender d isp lays in  Ms.  emphas ized sexua l ity less than gender 

d isp lays i n  Sports I l l ustrated . None of the Ms .  ads used a model (ma le  or  

fema le )  as  a decorat ive object. Of  fem in ine images i n  Sports I l l ustrated a lmost 

1 6% of them were shown as decorative o bjects . Consistent with engag ing  in 

activit ies which d id not focus on sexua l ity ( e . g . ,  ca l l i ng  an  a uction ) ,  mode ls  in 

Ms .  appeared to  be o lder  and less  attractive (e . g . ,  lost ha i r ,  g lasses ) than 

Sports I l l ustrated models . 

Gender I mages 1 982  

D isp lays of  gender were more freq uent i n  Ms .  than  i n  the  samp le  of  

Sports I l l ustrated ads ( 5 8 %  versus  44% ) .  In both magazines,  mascu l i ne 

images occurred more often than fem in ine images (75 % versus 54% i n  Ms .  

and  9 1 % versus 41 % in Sports I l l ustrated ) .  Consistent with its readersh ip ,  the 

ratio of mascu l ine  to femin ine images was greater i n  Sports I l l ustrated . 

Representat ions of mascu l in ity and fe min in ity i n  sample ads  i l l ustrate the 

d ifferent ia l  ass ignment of roles and pu rported importance of socia l  relationsh ips 

i n  the l ives of American females and males . I n  genera l ,  d isp lays of femin in ity 

portrayed females with a male or as d ecorat ion . Over ha lf  ( 5 6 % )  of M s .  

femin ine i mages showed h e r  with a m a l e  a n d  i n  a lmost a l l  ( 9 6 % )  o f  them she 

was persona l ly i nvolved with h im as  a wife or  d ate . S imi lar ly ,  over  three-
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fourths (78 % )  of femin ine d isp lays i n  the Sports I l l ustrated sample featured her 

with a male and ha lf  of these presented her as personal ly i nvolved with h im .  

I n  both M s .  and Sports I l l ustrate d ,  over one-fo u rth ( 2 9 %  and 2 6 % ,  

respective ly)  of t h e  femin ine d isp lays were a s  decorative objects . 

I n  contrast, mascu l ine  images d efined men i n  ways other than via 

relationsh ips with women . O ne-th i rd of Ms. and over one-ha lf (54%) of Sports 

I l l ustrated mascu l i ne d isp lays featu red h im a lone or with other ma les . 

Moreover ,  on ly  1 of 1 1 7 mascu l i ne portraya ls (66  i n  M s .  and 5 1  i n  Sports 

I l l ustrated ) rep resented a male as a decorative object . The d ecorat ive male was 

a celebr ity with a pub l ic  persona based on sex a ppeal  ( i . e . ,  C lark Gable)  un l i ke 

the femin ine  d ecorative objects who were unknown . 

Ass ig n ment of roles based on gender  a lso i s  evident i n  representations 

of work.  In the Sports I l l ustrated sample one-fou rth of mascu l ine  d isp lays 

emphasized work but there were no d isp lays of women's  work ro les .  In Ms . ,  

the frequency o f  fe min ine and mascu l i ne occu pationa l  re presentations were 

s imi lar  ( 1 7 % and  2 1 % respectively ) ;  yet , ana lys is of worker and job 

character ist ics revea ls d iss imi lar ity . A l l  of  the fema les shown in  work roles 

were celebr it ies or pseudo-ce lebrit ies in male dominated fie lds (e . g . ,  stunt race­

car d r iver) whereas the majority ( 7 1  %) of mascu l ine  work images were 

"gener ic" males i n  trad it ional  male occu pations (e . g . ,  construction ) .  Remain ing  

mascu l ine  work images i n  Ms .  featured celebrit ies o r  pseudo-celebrit ies ; none 

of them showed males i n  female domi nated occupations .  
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I n  genera l ,  a lcohol  advertiseme nts in  both magaz i nes presented 

trad it iona l  i mages of femin in ity and mascu l in ity . Women were def ined by ties 

to husbands/dates or  as o bjects of male des i re ( i . e . , d ecorat ion ) .  Men were 

defined in terms of work ro les,  male camaraderie/fr iend sh ip ,  i nt imate 

relationsh ips ,  and  as self-suff ic ient loners .  

Gender i mages 1 988 

Gender  d isp lays were a lmost three ti mes as freq uent i n  Sports I l l ustrated 

1 988 ads as in M s .  (42% compared to 1 5 % ) .  Overa l l ,  fem in i ne  and mascu l ine  

images were conventiona l .  

A l l  o f  the  Ms .  ads  that presented gender d is p lays featured femin ine 

images and i n  two-th i rds of them she was decoratio n .  Mascu l i ne  images were 

portrayed i n  two-th i rds of Ms .  1 988 gender d i sp lays and a l l  of them 

emphasized persona l  i nvolvement (date/spouse ) .  

O f  gender  i mages i n  the Sports I l l ustrated sample  over twice as many 

presented mascu l i ne compared to femi n ine images ( 8 8 %  versus 41  % ) .  Of the 

femi n ine i mages about 3 9 %  were decorative portrayals and 69% showed her 

as a spouse or  date . In contrast, none of the mascu l i ne  d isp lays were as 

decorative o bjects and s l i ghtly over one-fifth ( 2 1  %) featured h i m  as a spouse 

or date . Rep resentat ions of mascu l i n ity in  the Sports I l l u strated 1 988 sample 

most frequent ly (43 %)  emphasized f inancia l  ach ievement (e . g . ,  Jack lost J i l l  

because h e  b roke h is  pr ize possess ion--Crown Roya l ) .  
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Relatio nsh ips by Sample Year 

For al l  sample years , a lcohol  ads in Ms. dep icted i mages of re lat ionsh ips 

proport ionately more often than Sports I l l ustrated (see Ta b le  1 1 ) . Th is d ispar ity 

may reflect d i fferences i n  a lcohol  beverages advert ised i n  the magazines or may 

reflect gender  specific marketin g  (e . g . ,  st imulat ion of mode l i ng  via re lat ionsh ip  

images) . 

I n  brand image a lcohol  ads ,  associat ions of d r ink ing  with socia l  

relat ions h i ps were gender s pecif ic (see Ta ble 1 2 ) .  I mages of camarader ie ra rely 

appeared in the Ms. sample but were customary in the Sports I l l ustrated 

sample .  S im i lar ly,  for all sample years,  rep resentat ions of friendsh ip  comprised 

a h igher  percentage of re lat ionsh ip  images in Sports I l l ustrated . I n  M s .  sample 

ads ,  images of sexual  and love affi l iat ions were cons istently the most 

freq uently occurr ing relationsh ips  and as a percentage of relat ions h i p  images 

i nc reased over t ime ( i . e . ,  combi ned rep resented about 38% in  1 973 ,  about 

63% in 1 982 ,  and 75% in  1 988 ) . In contrast, percentages of sexual  and love 

aff i l i at ions d ramatica l ly decreased in Sports I l l ustrated ( i . e . ,  comb ined 

represented about 66% i n  1 973 ,  30% i n  1 982,  and 1 3 % i n  1 988) . Percentage 

of p resentat ions of impress ing  others via a lcohol b rand cho ice rema i ned 

relatively constant in Ms. but i ncreased in Sports I l l ustrated . The relative 

freq uency with which i mages ap peared in the mixed category ( e . g . ,  sexual  and 

impress ing  others ) para l le led the relat ive frequency with which those 

relationsh i p  images appeared overa l l  (see notes in  Tab le  1 2 ) .  



Table  1 1 .  

Year 

1 973 

1 982 

1 988 

9 5  

Percentage o f  M s .  a n d  Spo rts I l l ustrated samples portray ing 
relat ionships by year 

% 

61 . 5  

39 .0  

38 . 1 

Percentage Portraying  Relationsh ips 

Ms .  

( n )  

( 8 )  

( 60)  

( 8 )  

% 

36 . 5 

2 5 . 8  

2 9 . 8  

Sports 
I l l ustrated 

( n )  

(42) 

( 3 3 )  

(23 )  

D i fferences i n  the associat ion of k inds  of relationsh ips  i n  Ms .  and  Sports 

I l lustrated co incide with trad it iona l  gender  ideology.  For females,  d r ink ing  was 

pr imar i ly  l i n ked with sexua l  or love encou nters and secur ing  social a pprova l 

(e . g . ,  i m p ress i n g  others ) .  Alcohol  was often portrayed as a prop to be used i n  

the p resentat ion o f  self and the p leasure she derived from alcohol  was 

dependent on others' eva luat ions ( e . g . ,  p leas ing  others by supp ly ing  the 

appropriate beverage and brand ) .  For males,  d r ink ing  was associated with a 

greater var iety of socia l  relationsh ips  and a lcohol  was often portrayed as  a 

soc ia l  l u b ricant (e . g . ,  d r ink ing  as part of male bond ing  activities ) .  The increase 

in the percentage of Sports I l l ustrated ads that featu red impress ing  others 

apparent ly reflects the mass med ia  c reated neo-ma le (see Chapter 3 ) .  



Ta b le  1 2 . Frequency of mutua l ly exc l us ive re lat ionsh i p  image categor ies i n  M s .  and Spo rts I l l u strated 
samples by year 

Frequency by Magaz ine and Year 

M s .  Sports I l l ustrated 

1 973 1 98 2  1 988 1 9 738 1 982 1 98 8  

Relat ionsh ip 
I mage ( n  = 8 ) ( n = 60)  ( n = 8 ) ( n = 42 )  ( n = 33)  ( n = 23 )  

% % % % % % 

Fr iendsh ip  - 1 5 . 0  1 2 . 5  2 . 4  2 1 . 2  2 6 . 1 

Ca marader ie  - 3 . 3  - 1 4 . 3  30 . 3  1 7 . 4  

Sexual  1 2 . 5  2 5 . 0  3 7 . 5  3 5 . 7  6 . 1  1 3 . 0  

Love 2 5 . 0  3 8 . 3  3 7 . 5  3 1 . 0  24. 2 

I m p ress ing others 1 2 . 5  1 8 . 3  1 2 . 5  7 . 1 9 . 1 39 . 1  

M ixed 50 .08 - - 9 . 5b 9 . 1 c 4 . 3d 

8Three ads featu red sexua l  and impress ing  others;  one ad portrayed love and i mpress ing  others . A l l  mixed 
ads  were for Ga l l iano . 

bTh ree ads  featured sexua l  and impress ing othe rs;  one  ad portrayed camarader ie ,  sexua l ,  and impress i n g  
othe rs . 

cone  ad portrayed camaraderie and sexua l ;  one featured fr iendsh ip ,  camarader ie ,  and  sexual . One ad 
p resented i m p ress ing others and sexua l .  

dOne  a d  featu red friendsh ip  and love . 
(.0 
(j) 
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Types of Appeals and Emotion- Inducing Images 

Reported i n  Tab le  1 3  a re frequencies of types of a p peals (cogn itive on ly ,  

cogn itive-emotiona l ,  emot iona l  on ly)  i n  M s .  and Sports I l l ustrated sample ads .  

For a l l  sample years ,  in  both magazines,  the overwhe lming  majority of a lcohol 

ads i nvolved emotion- inc lud ing  (cogn itive-emot iona l  o r  emotiona l  on ly appea ls ) . 

Emotiona l  on ly a p pea ls  cons istently were somewhat more frequent in  M s .  

Cogn itive on ly a lcohol  a d s  a p peared i n  M s .  d ur ing o n l y  one  ( i . e . ,  1 982)  o f  the 

sample years ; the same year they peaked at about 1 6 % in  Sports I l l ustrated . 

Percentages of cogn itive-emotiona l  appeals i n  Sports I l l ustrated and M s .  

samples were s imi la r  i n  1 973 a nd 1 98 8 .  

Shown i n  Ta b le  1 4  a re frequencies o f  non-mutua l ly excl us ive emotion­

inc lud ing  images in sample M s .  a nd Sports I l l ustrated a d s .  Although personal 

satisfaction  a p pea ls  were predominant in both magaz ines ,  emotion- i nduc ing 

images tended to be gender  specif ic i n  1 973 and 1 98 8 .  

I mages of e lega nce were proport ionately much more freq uent in  M s .  than 

in  Sports I l l ustrated i n  1 973 (see Tab le  1 4) .  A lso,  appeals  to i n d iv idua l ity were 

common in M s .  but rare in Sports I l l ustrated . Except for portraya ls  of 

conformity, no emotion- i n d uc ing  image was more frequent i n  Sports I l l ustrated 

1 973 .  Different ia l  p resentations of  trad it ion were the  most v is ib le  example of 

gender specif ic emotion- induc ing  appea ls .  Sample ads from Sports I l l ustrated 

1 973 l i n ked a lcohol  with tradit ion a nd conformity to mascu l ine  d rink ing norms 

(e . g . ,  whiskey consumpt ion ) .  In contrast, images of trad it ion in Ms .  1 973 were 



Ta ble  1 3 . Freq uency of type of a p peals i n  M s .  and  Sports I l l ustrated samples by year 

Frequency by Magazine and Year 

M s .  Soorts I l l ustrated 

1 973 1 98 2  1 988 1 973 1 982 1 988 

Type of  
A p peal  (n = 1 3 ) ( n  = 1 54) ( n  = 2 1 )  ( n = 1 1 5 ) ( n  = 1 28 )  ( n  = 77)  

% % % % % % 

Cogn it ive on ly - 7 . 8  - 4 . 3  1 6 . 4  5 . 2  

Cogn itive-emotiona l  46. 2 3 8 . 3  42 . 9  42 . 6  5 0 . 0  42 . 9  

Emotiona l  on ly 5 3 . 8  5 3 . 9  5 7 . 9  46. 1 33 . 6  5 1 . 9  

(!) 
co 



Tab le  1 4 . Types of emotion- i nduc ing i mages as a percentage of cogn itive-emot iona l  and emotiona l  on ly  
appeals in  Ms .  and Sports I l l ustrated samples by year 

Type of 
I mage 

Tra d it ion 

Conformity 

I n d iv id ua l ity 

E legance 

Pe rsona l  Sat isfaction 

1 9 73 

(n = 1 3 ) 

% 

46 . 2  

7 . 7  

38 . 5  

6 1 . 5  

5 3 . 8  

Percentage b y  Magaz ine a nd Year 

Ms .  

1 98 2  1 988 

(n = 1 42)  ( n  = 2 1 ) 

% % 

3 1 . 0  1 9 . 0  

1 2 . 7  1 4. 3  

1 9 . 7  1 9 . 0  

2 3 . 9  23 . 8  

67 . 6  90 . 5  

Soorts I l l ustrated 

1 973 1 982 

( n = 1 02 )  ( n  = 1 07 )  

% % 

3 5 . 3  3 7 . 4  

1 6 . 7  1 7 . 8  

1 . 9 20 . 6  

1 6 . 7  1 5 . 9  

5 1 . 0 7 1 . 0  

1 988 

( n = 73 )  

% 

47 . 9  

9 . 6  

8 . 2  

1 3 . 7  

47 . 9  

c.D 
c.D 
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combined with a p peals to i nd ivid ua l ity a nd e legance (e . g . ,  Dewar's ads 

presented a n  e legant lady demonstrat ing  i nd iv id ua l ity/femin ism by break ing 

trad it ion v ia  wh iskey consumptio n ) .  

Ana lys is  o f  1 98 2  sample ads revea ls that emotion- induc ing  images were 

s imi lar ly represented . This s imi lar ity may be a conseq uence of par ity i n  

percentages of c lear  s pi rits advert isements . 

I n  1 98 8 ,  with the exception  of appeals to trad it ion,  the relat ive 

percentages of  emotion- induc ing  images were h igher  in Ms. Also,  a lmost al l  of 

the emotion - i nduc ing  Ms . ads associated a lcohol  with persona l  satisfact ion 

compared to less than half of Sports I l l ustrated ads .  Cumu latively,  a lcohol  

advertis i ng  in M s .  1 98 8  p resented d ri n king  as a means to g ratif ication and used 

a var iety of  other emotion- induc ing  appeals to l i n k  d ri nk ing  with personal  

fulfi l lment . In contrast, a lcohol  advert is ing in  Sports I l l u strated 1 988 tended 

to portray d r i n ki n g  as a trad it iona l ,  mascu l i ne mea ns to persona l  satisfactio n .  

Ana lys is  of emotion- induc ing images over t ime shows both stab i l ity and 

change . For a l l  three years , both M s .  and Sports I l l ustrated sample ads  

presented a h igh  p roportion  of persona l  satisfaction i mages,  thus  suggesting  

consistent imagery of d r ink ing  as  t ime-out behavior .  Also,  e legant images 

cons istently comprised a h igher  percentage of M s .  ads, thus reflecting  

expectat ions a bout readers ( e . g . ,  career-oriented women versus male sports 

afic ionados ) .  
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Normative Messages 

Reported in Tab le  1 5  are frequencies of normative messages i n  sample 

Ms. and Sports I l l ustrated ads .  Ms .  readers were p ro port ionately more often 

presented with a lcohol  beverage reci pes thus mi rrori n g  trad itiona l  norms (e . g . ,  

women a s  consumers o f  mixed dr inks ) .  Appeals to youth were featured i n  

Sports I l l ustrated each sample year but appeared in M s .  only in 1 98 2 .  

Diffe rences i n  frequency of youth appea l  may be a consequence o f  perce ived 

reader age d ifferences . 

Gift-Givin g  

Except for 1 988,  the frequency a n d  type o f  messages p resented i n  M s .  

and Sports I l l ustrated g i ft-g iv ing ads were s imi lar .  The most p revalent images 

in  1 973 and 1 98 2  port rayed a lcohol as a Christmas present (a l l  a nd about 62% 

respectively of M s . ,  and about 77% a nd 8 3 %  respectively of Sports I l l ustrated 

g ift-g iv ing s u ggestions) . 

About 20 % of Ms .  1 982 g ift-g iv ing advert isements were non-specif ic,  

about 1 0 % featu red a lcohol  as a Father's Day g ift , and a bo ut 1 0 % associated 

a lcohol  with s u perord inate/s ubord inate g i ft exchange .  I mages of a lcohol  as a 

Father's Day g i ft appeared i n  Sports I l l ustrated in 1 973 and  1 988 ( 1 5 %  and 

8 %  of g ift-g iv ing ads respective ly ) .  Also,  about 8% of Sports I l l ustrated 1 982 

g ift suggestions portrayed a lcohol as a b i rthday present.  

Analysis of sample 1 988 ads shows that a l l  the M s .  g i ft-g iv ing images 

presented a lcohol  as a g i ft to be g iven to oneself ( i . e . ,  1 -800-BE-TH ERE or  1 -



Ta ble  1 5 . Normative messages as  a percentage of M s .  and Sports I l l ustrated samp les by yea r 

Percentage  by Magazine and  Year 

Ms . Soorts I l l ustrated 

Normative 
Message 1 973 1 982 1 988 1 97 3  1 982 1 988 

% % % % % % 

Rec i pe 5 3 . 8  24.0 28 . 6  1 3 . 9  1 4 . 1  7 . 8  

Youth appea l  - 1 4. 9  - 2 . 6  6 . 3  9 . 1 

G i ft-g iv ing  7 . 7  1 3 . 6  42 . 9  1 1 . 3  9 . 4  1 3 . 0  

Time-to-dr ink  2 3 . 1 1 8 . 8  1 9 . 0  20 . 0  2 3 . 4  1 1 . 7 

Moderat ion message - 8 . 4  - - 1 4 . 1  2 . 6  

" Neutra l izat ion of 2 3 . 1 3 2 . 5  28 . 6  23 . 5  2 9 . 7  35 . 1  
a b use"  

� 
0 
N 
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800-CHEER-UP)  versus on ly 20% of Sports I l l ustrated g i ft suggest ions .  Ha lf  

the g ift-g iv ing  messages in  Sports I l l ustrated 1 988 were non-spec ific and 30 % 

portrayed a lcohol  as a Christmas g ift . D ifferences i n  1 988 g ift-g iv ing messages 

suggest that Ms. readers were encouraged to view d rink ing  as a means to 

emotion management via a lcohol  as a p resent to oneself (e . g . , " ABSOLUT J O Y "  

i n  a n  ad f o r  Abso lut vod ka ) .  

Time-to-Dri n k  

Proport iona l  frequency of t ime-to-d rin k  messages revea ls overa l l  s im i la rity 

(see Tab le  1 5 ) .  Examination of specif ic t ime-to-d r ink  messages,  shows that 

ads in both magazines portrayed d r i nki n g  as  le isure activ ity ( i . e . ,  few ads 

p resented a lcohol  as a meal-t i me beverage ) .  

However, s pecif ic le isure activit ies assoc iated with d rink ing  were 

d ifferent in M s .  and Sports I l l ustrated . Sample ads from Sports I l l ustrated 1 973 

a nd 1 988 p resented a greater var iety of t i mes for d r ink ing  than Ms .  1 973 and 

1 98 8  a d s .  Moreover,  a lmost ha lf  (47 % )  of t i me-to-d r ink  images in Sports 

I l l ustrated 1 982 associated consumpt ion of a lcohol  with ho l id ays or 

ce lebration s  of s pecific events compared to about 1 4% of Ms .  1 98 2  t ime-to­

d ri n k  i mages . Of t i me-to-d r ink  presentations in Ms .  1 982 about  2 1 % showed 

dr ink ing  as  part of a romantic even ing  compared to none of Sports I l l ustrated 

1 98 2  t ime-to-d r ink  portraya l s .  Overa l l ,  d ifferences in d ivers ity of t ime-to-dr ink  

messages ind icate that sample a lcohol  advertisement estab l ished more 
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occasions to d r i n k  for males than females (e . g . ,  sports events , after work, or  

any n ight) . 

"Neutra l izat ion of Abuse" and Moderat ion Messages 

Compar ison of "neutra l izat ion of a lcohol  abuse"  i mages (see Chapter 4) 

and moderation  messages shows that ads i n  both magazines portrayed images 

of abuse more often than moderation images (see Tab le  1 5 ) .  " neutra l ization of 

abuse " i mages ( e . g . ,  boat rac ing  and a lcohol  consumpt io n )  were proport ionate ly 

s imi lar ly represented in Ms. and Sports I l l ustrate d ,  whereas the percentages of 

moderat ion messages revea l  d iss imi larity. A h i g her  percentage of a lcohol  

advert is ing  i n  Sports I l lustrated than i n  Ms .  p resented images of moderation 

( 1 4% versus 8 %  in 1 982 and about 3% vers us none in 1 988) . The h igher  

percentage of moderation images i n  1 982 Ms .  and Sports I l l ustrated ads may 

reflect early 1 980s debates on the content of a lcohol  advert is ing (see Chapter 

4) .  

Sports I l l ustrated 1 973 and 1 988 ads  p resented more d iverse 

"neutral ization  of abuse" i mages than Ms .  1 973 and  1 988 ads (see Tab le  1 6 ) .  

Compar ison o f  1 982 sample ads shows that a h ig her  percentage of M s .  ads 

p resented a lcohol  as a means of problem red uction  whereas a h igher  

percentage of Sports I l l ustrated ads assoc iated d r ink ing  with hazard ous 

activit ies . D ifferences i n  percentage of types of " neutra l ization of a buse" 

images i n  1 98 2  may reflect gender specif ic a lcohol  a buse patterns ( i . e . ,  se lf-



Ta b le  1 6 . Frequency of "neutra l izat ion of a lcohol  abuse " images i n  M s .  and Sports I l l ustrated samples 
by year 

Fre q uency by Magaz ine and Year 

Ms .  Soorts I l l ustrated 

1 973 1 982 1 98 8  1 9738 1 982 1 98 8  

Neutra l iz ing 
Messages ( n = 3) ( n = 50) ( n = 6) ( n = 27)  ( n = 38 )  ( n = 27)  

Heavy consumption 

Hazard o us activit ies 

G uard s u pply 

Prob lem red uction 

% 

1 00 . 0  

% 

48 . 0  

1 8 . 0  

8 . 0  

2 6 . 0  

% 

5 0 . 0  

-

5 0 . 0  

-

% % 

48 . 1  42 . 1  

1 4. 8  3 1 . 6  

3 . 7  1 3 . 2  

1 8 . 5  1 3 . 2  

8 1 1 . 1 %  p rese nted d r ink ing as a rite of passage i nto adu lthood and  3 .  7 %  portrayed sol itary a lcohol  
cons u m pt ion 

% 

5 5 . 6  

1 8 . 5  

22 . 2  

3 . 7  

....... 
0 
(.TI 
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med icat ion versus "machismo " ) .  Among women , a lcohol  a buse has been 

corre lated with l i fe cr ises ; amo n g  men, a lcohol abuse has been corre lated with 

male bond ing-dr ink ing  activ it ies ( Royce 1 989) . I n  both magazines,  

representat ions of heavy consumpt ion were the most predominant 

"neutra l i zat ion of a buse" i mages . 

Con clusion 

Producers of a lcohol ic beverages p resented d i fferent brand and p rod uct 

choices to read ers of M s .  a nd Sports I l l ustrated . Ma les ( i . e . , Spo rts I l l ustrated 

readers)  were consistently p resented a g reater var iety of prod uct choices . As 

a new market ( i . e . , femin ist consumers ) ,  Ms .  read ers were targets of 

exper imental marketi ng strateg ies (e . g . ,  i ntrod uction of whiskeys and beers ) .  

By 1 988 ,  however,  a lcohol  p rod uct cho ices i n  M s .  represented conventional  

female taste p references ( i . e . ,  l i queu rs and clear sp i r its ) .  Change in prod uct 

choices in Sports I l l ustrated pr imar i ly  consisted of an i ncrease i n  beer 

advert is ing and a decrease in  whiskey advertis i ng .  

With the  exception of M s .  1 973 association of  a lcohol  p rod ucts with 

gender  presentat ions was stereotyp ica l .  A lcohol consumpt ion by a woman was 

pr imar i ly  l i nked with love or sexual  encounters whereas d r i n k i n g  by a man was 

associated with occu pationa l /f inanc ia l  ach ievement or  male bon d i n g .  A lthough 

a few cha l leng ing  gender portraya ls  a p peared (e . g . ,  Dewar 's  1 973 a d s ) ,  overa l l  

women were rep resented as decorative objects and men as s uccess objects . 
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Analys is  of types of appeals shows that a lcohol  advert is i ng  i n  Sports 

I l l ustrated and Ms .  predominantly cons isted of emotion-i nduc ing  themes . I n  

both magazi nes,  personal  satisfact ion a p pea ls  were the most frequent images . 

Differences i n  emotion- induc ing appeals apparently reflect reader  

character istics . Dr ink ing was l i nked with e legance and i nd iv id ua l ity i n  Ms.  and 

symbol ized femin ism ( e . g . ,  cha l lenges to tra d it iona l  gender  ideo logy) . I n  Sports 

I l l ustrated emotion- induc ing themes tended to associate d rink ing  with 

conformity to trad it ion or  used e legance as a symbol of fi nanc ia l  success . 

Compar ison of normative messages revea ls  that M s .  readers were 

consistently exposed to more rec ipe ads thus ,  reflect ing the assumpt ion that 

women p refer m ixed d ri nks .  Gift-g iv ing  s u ggestions were s im i la r  in Ms .  and 

Sports I l l ustrated except for 1 988;  ads in Ms .  1 988 more frequently portrayed 

alcoho l  as  a g i ft to oneself to be u sed for emotion-management . In both 

magaz ines,  the most p reva lent t ime-to-d r ink  messages associated alcoho l  

consumption with le isure activities . However, more t imes for d rink ing  were 

presented in Sports I l lustrated than in M s .  In both magazi nes, images of 

alcoho l  abuse were more frequent than  moderation messages . 

The ratio of abuse images to mod erat ion messages was h igher  i n  M s .  

than i n  Sports I l l ustrated . Comparatively and cumulative ly, M s .  readers more 

so than Sports I l l ustrated readers were exposed to images that leg it im ized 

i rres pons ib le  d ri nking . The most p reva lent abuse images, i n  both magazines,  

featu red heavy d rink ing .  Sample ads  for 1 988 portrayed gender  specific  a buse 
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patte rns ( i . e . ,  p ro b lem reduction in  M s .  and hazardous activit ies i n  Sports 

I l l ustrated ) .  
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CHAPTER 8 

I NTERPRETATI ONS AND CONCLUSIONS 

A l l  advert isements are ideolog ica l  rep resentations that associate 

commod it ies with cu ltura l ly s ign if icant images (Wern ick 1 99 1 ) whose mea n i ngs 

may change over t ime ( e . g . ,  d r ink ing  and boati n g ) ,  may vary across socio­

demograph ic  categories ( e . g . ,  scanti ly c lad wome n ) ,  o r  may be so d eeply 

rooted i n  a cu lture they a re res istant to change (e . g . ,  cute dogs) . Prod ucers of 

commod it ies and  the i r  advertisers are sensit ive to perce ived changes i n  the 

symbol ic  importa nce of images and respond to externa l  forces when it is 

economica l ly  advantageous to do so.  For examp le ,  i n  the 1 970s , Dewar's 

scotch recogn ized the market potent ia l  of fem in ist consumers by creat ing  an  

image for  the b rand that acknowled ged femin ist cr it ic ism of gender  d isp lays in  

advert is i n g .  The Dewar's woma n was not a sex symbo l ;  she appeared to  be 

a successfu l profess iona l .  

A s  p rod ucers o f  low- involvement, emot iona l  commod ities (see Chapter 

1 ) ,  the a lcohol  i nd ustries are cognizant of the gend er-typ ing  (e . g . ,  whiskeys a nd 

beers as men's  d ri n ks ,  l i queurs as lad ies d ri nks ) and  the class-typ ing ( e . g . ,  the 

associat ion of wine with e l ite status) of the i r  p roducts . For the most part ,  i n  

target ing the i r  p rod ucts to  d i fferent ma rkets , advert isers do not  cha l lenge the 

connotative mean in gs assoc iated with a lcohol  beverage types; they supp lement 

them.  Thus, when beer was fi rst advertised in  women 's  magazines,  advertisers 
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presented beer as a meal-t ime beverage .  At the same t ime beer  ads  a imed at 

ma les ,  the heaviest beer consumers (Jobson's  L iquor  Handbook 1 98 8 ) ,  

cont inued t o  p resent b e e r  as a badge-prod uct b y  portray ing b e e r  consu mption 

as an  e lement of machismo.  S im i lar ly ,  wine advert is ing  emphasized wine as 

a status symbol via p romot iona l  offers in  restau rants wh i l e  s imu ltaneously 

target ing  young d ri n ke rs v ia  wine cooler commerc ia ls  (Wine Marketi ng 

Hand book 1 988) . 

I n  the Un ited States , a lcohol  is a pol it ic ized commodity.  I n  the 1 980s , 

organ ized opposit ion to i rrespons ib le  d r i n king  resu lted i n  Cong ress ional  hear ings 

(e . g . ,  debates over mandato ry warn ing labe ls on  a lcohol  products ) .  Meant ime, 

an emphasis on  health and fitness i n  the popular cu lture resu lted in  lower rates 

of a lcohol  consumption and decreased sales of h igh  a lcohol  content beverages 

(Jobson's L iquor Handbook 1 988;  Wine Ma rket ing Handbook 1 988) . One 

consequence of these chang ing  att itudes toward d r i n ki n g  was that c rit ic isms 

of gender d i splays in advert is ing  were ignored as the industr ies dealt with more 

menacing threats ( e . g . ,  the ant i-a lcohol  movement and the popu lar ity of bottled 

water) . 

The fi rst section  of th is  chapter interprets gender-a lcohol  associat ions as 

presented in a lcohol  ads appear ing in gender spec if ic magaz ines ( i . e . ,  Ms .  and 

Sports I l l ustrated ) from 1 973 to 1 988 .  Representations of dr ink ing are 

examined based on (a )  frequency of beverage types a ppear ing in  the sample 

ads and actual cons umpt ion patterns ,  (b )  gender images ,  (c )  types of appeals ,  
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and (d )  normative messages . A lso,  data from this project are compared with 

f ind ings from stud ies of gender in advert is ing and content ana lyses of pr int 

a lcohol  advertisements . The last section reviews the research imp l icat ions of 

this project. 

Representations of Drin king 

Trad it iona l ly ,  a lcohol advert isements have portrayed d ri nk ing  as a 

mascu l i ne pr iv i lege ( Marste l le r  and Karnchanapee 1 980; Jacobson et a l .  1 983 ;  

Strate 1 992 )  and a lcohol p rod ucts were seldom advert ised i n  women 's 

magazi nes . However, i n  the 1 970s and 1 980s, women ' s  magazines 

increas ing ly  sought a lcohol advert is ing  reven ues to f inance the i r  p u b l ications 

(Cavanagh and C la i rmonte 1 98 5 ;  Ste inem 1 990) . Also, some a lcohol  beverage 

prod ucers (e . g . ,  Brown-Forman)  des igned advert is ing campa igns specif ica l ly 

a imed at women after rea l i z ing  that worki ng  women had d isposab le i ncome and 

were choos ing the i r  own a lcohol  prod ucts (Advertis ing Age 1 98 1 ) .  

Freq uenc ies of Beverage Types and Alcohol  Consumption 

The n umber of a lcohol  ads in Ms from 1 973 to 1 98 2  i ncreased g reatly 

but there was no increase in the percentage of women d r i n kers (Jobson's 

L iquor Hand book 1 988) . Also, tota l wine consumption increased from 1 973 

to 1 988 but wine ads  on ly appeared i n  the samples fro m 1 97 3 .  Last ly, d u ri ng  

the  sample years , beer  consumption by women increased ( Beer I nd ustry Upd ate 

1 986)  as d i d  l i queur  consu mption by men (Jobson's L iquor Hand book 1 988)  
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but the extent of cross-over advert i s ing  ( e . g . ,  beer ads a i med at women and 

l i queur  ads  a imed at men )  was m in ima l . 

Economic factors provide one exp la nat ion for the d isparity between 

frequencies of a lcohol beverage types in the sample ads and actual 

consumption rates .  Dur ing its advert i s ing  f ina nced years, Ms. had d ifficu lty 

secur ing  ad revenues because of u ncertai nty concern ing  the consumer 

preferences of a femin ist market (Ste inem 1 990) . As a consequence,  i nc reases 

in the n umber  of alcohol ads in M s .  from 1 973 to 1 982 may be because the 

magaz ine could not get commitments from other advert isers ( e . g . ,  food 

producers ) .  Moreover, i ncreases in the percentages of whiskey ads and brands 

in  Ms.  f rom 1 973 to 1 982 suggests that the whiskey industry was respond ing  

to dec l i n i n g  whiskey sales (Jobson 's  L iquor Hand book 1 988 )  by promot ing  the 

prod uct to a new consumer category ( e . g . ,  femin ists ) .  In contrast, there was 

no economic need that stimu lated exper imentation with the marketing  

strateg ies of  l i queurs and  beers . 

The existence of add it ional  advert is i n g  venues is another reason for 

incongru ity between actual consu mption and frequenc ies of a lcohol beverage 

types in M s .  and Sports I l l ustrated . From 1 982 to 1 988,  the nu mber of a lcohol  

ads i n  both magazi nes decreased cons iderably,  whereas the percentage of 

female d r i n kers decreased only s l i ght ly and the percentage of ma le d r i n kers 

increased s l i ght ly .  A lthough decreased advert is ing expend itu res among a l l  

d isti l led sp i r its categories (Jobson's L iquor Hand book 1 988)  part ia l ly  accou nts 
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for the red u ct ion i n  the number of ads ,  de-regu lat ion of the broadcast med ia  i n  

1 982 (Cavanagh and Cla i rmonte 1 98 5 )  enabled a lcohol  advertisers to  more 

creatively ma rket the i r  products (e . g . ,  sponsors h i p  of  major  broadcast sports 

events ) .  I ncreas i n g ly the wine and beer industr ies re l ied on the broadcast 

med ia (Wine Market ing Hand book 1 988 ;  Johnson 1 988) . I n  the case of beer 

advert is ing ,  i nc reased su bscr ipt ions to ESPN and other sports channels were 

an a lternative to Spo rts I l l ustrated . 

Last ly ,  d ifferences i n  the extent of cross-over advertis ing  and actua l  

consumpt io n of " lad ies'  d r inks"  by men may reflect the status of women and 

men in  Amer ican soc iety ( i . e . ,  im itation  of the mascu l ine  by women is more 

accepta b le  than is  i mitat ion of the femin ine  by men ) .  For example ,  Steel l i queur  

was advert ised i n  Sports I l lustrated us ing  a " M E N  WO RKI N G "  construct ion 

s ign;  th is  s uggests that target ing men for consu m pt ion of femin ine beverages 

requ i red the ut i l izat ion of more mascu l ine  images . As part of a sports cu lture 

that perpetuates hegemonic mascu l i n ity, a rt ic les i n  Sports I l l ustrated exclude ,  

tr iv ia l ize,  and  sexua l ize female ath letes (Saba and  Jansen 1 992 ) ,  thus i t  is l i ke ly 

that prod ucts advert ised in  the magazine wou ld  be stereotypica l  mascu l i ne 

commodit ies (e . g . ,  wh iskeys , beers , l i fe ins urance,  trucks ) .  

Gender I mages 

As v isua l  representations of femin in ity and mascu l in ity , the gender 

specific ta rget i n g  of a lcohol beverages reflected and rei nforced " gender myths " 

(Tuchman 1 979 ) . Consistent with other stud ies on  gender in  advertis i ng  
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(Berger 1 972 ;  Goffman 1 979;  Courtney and Wh ipp le 1 983 ;  K i l bourne 1 987,  

1 989;  Barthe l  1 988;  Vestergaard and Schroder 1 988 ;  Good rum and Dal rymple 

1 990; Moog 1 990) , sample ads from Ms.  and Sports I l l ustrated typica l ly  

portrayed women as "sex symbo ls or  women act ing l i ke men " (Marste l ler  and 

Karnchanapee 1 980, p .  1 1 ) and men were presented as  "success objects " 

(Farre l l  1 974) . Cha l leng ing gender portraya ls were rare ( 2 2  of 250 gender 

images)  and those that d id  appear often featured s imp l ic ist ic ro le  reversals . 

I mages of femin in ity i n  Ms .  were s imi lar  to those i n  Sports I l l ustrated ,  a 

stereotyp ica l  men's  magaz ine .  For example,  i n  both  magazines,  a lcohol 

consumption by women was typ ica l ly p resented with in  the context of a love 

or sexua l  re lat ionsh i p .  Consistent with the decod i n g  of gender  d isp lays by 

Gottman ( 1 979 )  and K i l bourne ( 1 987,  1 989) ,  women were mostly shown as 

subord inate to men and/or  as sexua l ly ava i lable . Overa l l ,  women were defined 

by their  t ies to men .  

The d iscrepancy between Ms . 's presumed fe m i n ist ideology and its 

alcohol advert is ing  d id not go unnoticed by readers of the magaz ine .  In 1 980, 

readers p rotested when M s .  ran an a lcohol  advert isement featur ing an abused 

woman and the s logan " H it me with a C lub ; " subseq uent ly The C lub  advert is ing 

campa ign  was ha lted nationa l ly (Ms .  1 992) . Neverthe less  sample ads ,  from 

1 982 and 1 98 8 ,  ind icate that M s .  continued to f inance the magazine via 

alcohol advert is ing  that p resented trad it ional images of women .  
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Symbol iz ing  a symbiot ic exchange between females and ma les ,  images 

of mascu l i n ity in  Ms . and Sports I l l ustrated typica l ly  def ined men with in  the 

context of the i r  ach ievements and emphasized domi na nce either over others or 

the forces of nature . Occupat ional  success was the most p reva lent 

representat ion .  A lso,  sexual  conquest and overcoming a d ifficu lt cha l lenge 

were frequent portraya ls .  Un l i ke d i sp lays of femin i n ity, which usua l ly  i nc luded 

ma le images,  masc u l i ne d isp lays featu red a man alone as we l l  as male-bond ing  

activit ies . D isp lays of a man a lone  were stereotypes of i nd iv idua l  self­

accompl ishment ( e . g . ,  the lone cowboy) and images of male-bond ing  activit ies 

featured r itual istic d rink ing  behavior (e . g . ,  ce lebration of a sports v ictory) . 

Cr it ic isms of gender d isp lays i n  advert is ing o n ly resu lted i n  su perfic ia l  

changes . Over four-fifths of the cha l leng ing gender  portraya ls were stereotypes 

of women in male domi nated occu pations . Moreover ,  a lmost three-fourths of 

the women shown in work roles were celeb rit ies or  pseudo-celebr it ies which 

covert ly suggests that wo men i n  male domi nated occu pations were exceptiona l  

and/or  that on ly except iona l  women work.  These images of except iona l  

working women contrast with the a nonymous males featu red in  i mages of 

work ing men .  

O f  the images of work ing women i n  Sports I l l ustrated ,  on ly  one ad 

showed a career woman ( i . e . ,  Bette Davis was shown with Robert Wagoner) . 

The pub l ic  personae of Davis and Wagoner reverse the usua l  pattern ; he is the 

sex object ( i . e . ,  s uave ladies'  man )  and she is independent .  The ad l i nks h is  
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status  as  a sex symbol with h is  profess ion ( i . e . ,  a characte r he p lays ) .  The 

Davis-Wagoner  ad i s  s im i la r  to the on ly ad that presented a male ( i . e . ,  C lark  

Gab le )  as a decorative object . Both ads  imply that  be ing a sex object i s  a 

performance for males . I n  contrast, of total femin ine  d isp lays about one-fou rth 

p resented u n known women as decorative objects cumulatively s uggestin g  that 

being a sex o bject i s  the essence of " a ny fema le . "  

I n  s u m mary ,  the portraya ls  of gender  i n  the sample a lcohol  ads  d i d  not 

present fewer " gender  myths" or stereotypes over t ime.  Contrary to gender  

relevant changes i n  American society ( e . g . ,  the institutiona l izat ion of the 

rhetor ic of gender  equa l ity ) ,  from 1 973 to 1 988,  a lcoho l  advert isements 

increas i n g ly p resented a h igher  p ro port ion of gender  stereotypes (e . g . ,  a lmost 

half the cha l l eng ing  gender images a p peared in 1 973 and none appea red i n  

1 988) . Absence of fund amenta l  changes is evident by a cons iderat ion of 

miss ing  rep resentat ions (e . g . ,  men in predomina ntly female occ u pat ions ,  

r itua l ist ic fema le d r i nk ing a nd camarader ie ,  females i n  su perord i nate ro les ,  or  

g ive  Mom l i q uor for  Mother's Day ) .  

A s  a n  i n herently conservative enterpr ise (Ewen 1 976 ) ,  Madison Avenue 

compro mised gender  equa l ity by uti l iz i ng  " pseudo-femin ist images" (Wern ick  

1 99 1 ) when it was presumed profita b le  and/or  novel to  do s o .  One 

consequence of the appropr iat ion of femin ist images and s logans i nto 

advert is i n g  was that fem in ist p rotest was defused (Good rum and Da l rymple  

1 990) . In  the 1 980s, a femin ist backlash (e . g . ,  Men's  R ights , I nc . )  resu lted in  
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the d isap pearance of femin ist images and an increase in  " home and hearth " 

themes i n  advert is i n g  (Fa lud i  1 99 1  ) .  

Types of Appea ls  

The overwhe lming majority of sample a lcohol  ads i n  th is  p roject were 

brand- image advertisements involv ing emotion- induc ing  images ( i . e . ,  cogn itive­

emotiona l  or emotional  on ly ) .  This s u pports the f ind ings  of the M ich igan 

Stud ies (Atk ins  and  Block 1 98 1 ; Atk in et a l .  1 98 3 ;  Atk in  and Block 1 984) , as 

we l l  as conc lus ions reached by Breed et a l .  ( 1 984) ; they found that pr int 

a lcohol  advert isements pr imar i ly feature imagery of des i rab le  l i festyles o r  idea l  

outcomes . In  contrast , Strickland et a l .  ( 1 982 )  conc luded that pr int a lcohol  

advertisements a re p redomi nantly informationa l .  D iscrepa ncies in  f ind ings  may 

be d u e  to d ifferences in  cod i n g .  For example ,  the cod i n g  system of Str ickland 

et a l .  ( 1 982)  i nc luded fore ign sett ings (e . g . ,  Canad ian  mountain lakes)  which 

were i nterpreted as promises of escape by this researcher and the M ich igan 

Stud ies .  

The most freq uently appear ing emotion- i n d uc ing  theme, presented to 

both females and ma les,  in  th is  study was personal  satisfact ion ( i . e . ,  

consu mption o f  the advertised brand i s  an  emotional  exper ience per s e  o r  wi l l  

intens ify/d ischarge existi ng emotions ) .  This s u p ports the work of Breed and 

DeFoe ( 1 979 )  which found hedonism to be a frequently occurr ing theme in  

pr int a lcohol  a d s .  
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Frequenc ies of other  emotion- induc ing themes suggest that d i fferent 

images were used to target a female versus a male aud ience . I mages of 

elegance ( i . e . ,  tra nsformation of a commod ity i nto an object of des i re )  

cons istently appeared more freq uently i n  Ms.  thus ,  sug gesti ng  that Ms.  readers 

were perceived to be "emu lator-ach ievers " ( i . e . ,  cons u mpt ion of the advertised 

brand is a means to part ic ipation in an e l ite l i festy le ) . In contrast, Sports 

I l l ustrated readers were exposed to brand- images that e m phas ized trad it ion,  

thus suggesti ng  that the readers of the magaz ine were perce ived to be 

" be longers " ( i . e . ,  consumpt ion of a specif ic brand represents a conventional  

l i festyle) . 

Normative Messages 

S l ightly d ifferent normative messages appeared i n  sample a lcohol  

advert isements a ppear i ng  i n  Ms.  and Sports I l l ustrated . The d i ffe rences in  

normative messages reflect trad it iona l  gender  ideology . For example ,  

advert i sements that p resented rec ipes for mixed d r in ks p r i mar i ly appeared i n  

Ms .  Also,  " neutra l izat ion of abuse"  i mages i n  Ms .  often portrayed a lcohol  as  

a means to emot ion-management whereas "neutra l izat ion of abuse" i mages in  

Sports I l l ustrated more often associated d r ink ing  with hazardous activ it ies . 

Overa l l ,  a lcohol  advertisements typ ica l ly  presented d r ink ing  i n  

conju nctio n  with le isure behaviors and p roportiona l ly suggested heavy 

consumption twice as frequently as moderat ion .  The rat io o f  heavy 

consumpt ion i mages to moderat ion messages in th is  p roject is d iscordant with 
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the f ind ings  of Str ick land et a l .  ( 1 982 )  who found th ree t imes the percentage 

of moderat ion images as heavy cons umption images . D ifferences in sample 

magazines and ti me per iods may accou nt for d ivergent f ind i n g s .  

D ifferences i n  t h e  frequenc ies o f  a lcohol a d s  i n  var ious magazines are 

suggestive of marketers' perceptions of the dr ink ing  hab its of respective 

aud iences (e . g . ,  l i g ht, moderate, or  heavy ) .  Strick land et a l .  ( 1 982 )  d i d  not 

examine a lcoho l  ads appear i ng  in Ms .  but i nstead i nc luded magazi nes with low 

frequenc ies of a lcoho l  advert isements (e .g . ,  Woman ' s  Day and Reader's 

D igest ) .  A lso,  t h e  Str ickland e t  a l .  ( 1 98 2 )  sample was l im ited t o  1 978 ,  a t ime 

when the content of a lcohol  advert is ing was debated . By 1 988,  the anti­

a lcohol  movement had red i rected its energies (e . g . ,  warn i n g  labe ls  and 

prevention programs ) .  Compar ison of f ind ings from th is  study with the work 

of Str ick land et a l .  ( 1 982 )  s u ggests that the a lcohol  i nd u str ies promoted 

mod erate consumpt ion on ly when it was necessary to the creat ion/maintenance 

of favorab le  corporate images . 

Conclusions 

Ana lys is of gender-a lcohol  associat ions d u r ing the 1 9 70s and 1 9 80s,  has 

prov ided i ns ight i nto advert isers'  representat ion of gender  and a lcohol  

consumpt ion d u ri ng  per iods of change .  Although it is erroneous to conc lude 

that  a lcohol  advert is ing has a d i rect effect on d r ink ing  patterns ,  cu ltura l  va lues 

assoc iated with d ri n king  a re endorsed via images in a lcoho l  advert isements . 

Whether or  not the a lcohol  i ndustr ies purposely engage i n  a lcoho l  ed ucation ,  
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gender specific  marketing  creates gender-a lcohol associat ions and prov ides 

d r i nking  instructions (e . g . ,  beverage cho ices, motivat ions,  and occas ions for 

d r inking ) .  

I n  genera l ,  a lcohol advert isements p resented gender stereotypes ( i . e . ,  

gender representations and p rod uct choices)  to s pecific markets . 

Advert isements for mascu l ine beverages were pr imar i ly  d i rected at Sports 

I l l ustrated readers and typica l ly portrayed the " man's  man "  (e . g . ,  hard work ing 

b lue-co l l a r  laborer ,  adventurous r i sk-taker ,  o r  f inanc ia l ly successful  

entrepreneur ) . S im i lar ly,  advert isements for l i queurs were p redominantly 

targeted to women and presented the " dark lady of mystery " in an exotic 

sett i ng .  Advert is ing for c lear sp i r its emphas ized romance and were d i rected at 

both fema les and males . 

One  explanation of the end u ra nce of stereotyp ica l ,  gender segmented 

a lcohol  advert is ing  i s  that connotative mean ings  associated with " d ri nking men " 

and "s ipp ing  women " are i nstitut iona l ized and very resistant to change i n  

American society (F i l lmore 1 984; Fr ieze and  Schafe r  1 984) . Thus,  advert isers 

may have been hes itant to substantia l ly change representat ions of gender  i n  

a lcohol  advert is ing  (e . g . ,  p redominance of  concurrent d isp lays emphas iz ing  sex 

or romance ) .  Moreover, du r ing the samp le  t ime per iod , the a lcohol  ind ustr ies 

were cr it ic ized for target ing their  prod ucts to women (Breed and DeFoe 1 979 ;  

Jacobson et  a l .  1 98 3 ) ,  so  they may have o pted for advert is ing  campa igns  that 

d id  not cha l lenge the status quo .  
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For the average consumer,  the ideolog ies embedded in  contempora ry 

advertis i n g  a re d i ff icu lt to ident ify (Wernick 1 99 1  ) . Typica l ly,  the " gender  

myths"  (Tuchman 1 979;  Strate 1 992 )  that appear in  brand- image 

advert isements a re noticed and reca l led o n ly when  they depart from 

conventiona l  expectations of femi n i n ity and masc u l i n ity . In the case of a lcohol  

advert is i n g ,  often the stimu lat ion of new alcohol  tastes (e . g . ,  l i ght beers , cream 

l iqueurs,  and wine coolers) a re not recogn ized as  market ing  strategies . 

As a q u a l itative content assessment of gender-a lcohol  associat ions ,  th is  

project a na lyzed u nd er lying  gender mean ings  and d rink ing  messages presented 

in  our popu la r  c u lture ,  specif ica l ly in p r i nt a lcohol  advert isements . Extend ing  

the work of Gottman ( 1 979)  and K i l bourne ( 1 982 ,  1 987 ,  1 989 ,  1 99 1  ) , the 

"hyper-r itua l izat ion "  of gender and a lcoho l  consumpt ion were decoded . U n l i ke 

Gottman ' s  study of gender d is p lays ( 1 9 7 9 ) ,  and K i l bourne's  separate ana lyses 

of representat ions  of gender ( 1 987,  1 989 )  and a lcoho l  consu mption ( 1 982 ,  

1 99 1 ) ,  th i s  p roject focused on gender-prod uct associat ions . Also,  th i s  study 

examined advert isements as they were presented to gender  specif ic markets 

over t ime;  ne ither  Gottman nor Ki lbourne d id s o .  Both examination o f  gender­

prod uct associat ions a nd changes over t ime a ided the decod ing  of how 

ind ustr ies may use popular cu lture myths and shou ld  be e lements of future 

stud ies . 

As a n  e le ment of popu lar  cu lture ,  an  advert is i ng  i mage may fu nct ion as 

a reference other (see Chapter 2 ) . The gender-a lcohol  associatio ns in 



1 22 

advert is i ng  a re agents of both gender and dr ink ing  soc ia l i zatio n .  Th us,  the 

ideologies imp l ied in a lcohol advert isements merited exami nat ion . 

A strength of th is  project was that the magaz i n es chosen for ana lys is 

presented the bas is for a c lear  test of whether d ifferent gender-product images 

are offered to female and male aud iences . A lcoho l  ads  in Ms . ,  a magazine 

specif ica l ly  c reated for femin ists, presumably wou ld reflect the perce ived 

gender ideo logy of women who deviate from trad it iona l  gender norms . 

S imi la rly Sports I l l ustrated clear ly perpetuates ,  the fem in ist opposite, 

hegemonic mascu l i n ity (Saba a nd Jansen 1 992) ;  thus ,  a lcohol  advertisements 

in  the magaz ine  may have reflected the ideology of  mach ismo and dr ink ing  

more so than a lcohol  ads i n  gender-neutral magaz ines (e . g . ,  T ime) . I f  d i fferent 

gender-a lcohol  assoc iations  are presented to specif ic advert is i n g  aud iences,  any 

d i fferences should be  most apparent i n  ads targeted to markets cha racterized 

by d ifferent gender  i deo log ies . 

L imitat ions and Future D i rect ions 

One d i lemma i ntr ins ic to any content analys is i s  the balance between 

man ifest content and latent content (Ba l l  and Smith 1 992) . An emphasis on 

man ifest content may resu lt  i n  a fa i l u re to g rasp the gesta lt of the 

communicat ion whereas a focus on latent content may jeopard ize the re l i ab i l ity 

of the resea rc h .  The cod ing  scheme used in th is  p roject resolved the issue of 

man ifest content and latent content by uti l iz ing  retrod uct ion (Schrag 1 967) . 

Analysis of gender  d isp lays a nd representat ions of d r i n k ing  was based on the 



1 23 

i nterp retative categor ies of other researchers (Gottma n 1 97 9 ;  F inn and 

Str ick land 1 982;  Strick land et a l .  1 98 2 ;  K i l bourne 1 987) , as we l l  as 

i nterpretat ions of pr int  a lcohol  advert isements by lay perso ns ,  both female and 

ma le .  Moreover ,  g iven the po l it ica l  and mora l  mea n ings  assoc iated with a lcohol  

consumpt ion i n  the U n ited States , categor ies used to ana lyze d r ink ing  themes 

were broadly i nterpreted ( i . e . ,  p resent or  absent ) .  

O n e  l im itation o f  any content ana lysis o f  advert is i n g  i s  that marketing  

strateg ies cannot be ascerta i ned based on ly  on the  freq uency of themes or  the 

gestalt of  i mages .  A lso ,  the intent  of any advert is i ng  campa i g n  i s  g uarded 

ins ider informat io n .  This is  espec ia l ly  true of advert is i ng  for commod ities 

deemed potentia l ly dangerous (e . g . ,  a lcohol  and c igarettes ) .  Desp ite these 

d ifficu lt ies , in this project, d ata were obta i ned from the advert is ing i ndustry a nd 

a lcohol beverage industr ies to a id  i n  the i nterpretat ions of a lcohol  

advert isement.  

Also,  examination of a lcohol  advertisements over a broader t ime span 

may provide further documentat ion  of how and when advert isers respond to 

c rit ic isms . F ind ings sug gest that advertisers depa rt from conventiona l  

strategies (e . g . ,  men act and women appear) on ly when i t  i s  potentia l ly 

profita b le to do so (e .g . ,  ta rget ing  a new consu mer category ) .  Moreover, 

apparently images of d r ink ing  as p resented in a lcohol  advert isements on ly 

change when there are threats to the self-regu lat ion of alcohol  advertis i n g .  
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As a mod e of secondary soc ia l izat ion ,  some popu lar  cu lture forms (e . g . ,  

nove ls ,  fi lms ,  and advert isements ) may serve socia l  funct ions (e . g . ,  l eg it i mation 

of l i festyles and/or fantas ies)  that are compatib le  with the social  wor lds  i n  

which var ious aud iences l ive ( Fl uck 1 987) . I n  the sample ads from M s .  and 

Sports I l l ustrated d i fferent mean ings  of d r i n king  were p resented suggest ing that 

Ms .  and Sports I l l ustrated readers were perce ived to have d ifferent l ifesty les 

and/or  fantas ies .  For example ,  i n  Ms.  d ri n king  was associated with 

soph ist icat ion a nd emotion-management;  i n  Sports I l l ustrated dr ink ing  was 

assoc iated with sexual conq uest and adventure . Future research shou ld  

examine  i nterpretat ions of  a lcohol  advertis ing  images by var ious markets ( e . g . ,  

females ,  males,  l i ght d ri n kers,  moderate d ri n kers,  a n d  heavy d ri n kers ) a n d  how 

these i nterpretat ions are related to a lcohol  consumption patterns .  
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APPENDIX 

Gender D isp lays 

In M s .  d isp lays of femin ine i ma ges inc reas ing ly were portrayed 

concurrent ly with mascu l ine images (from o ne-ha l f  of femin ine images in  1 973 

to  two-th i rd s  i n  1 988) .  Portraya ls of women a lone decreased ( from 50% in  

1 973 to  2 9 %  and 33% in  1 982 and  1 988,  respectively) . On ly i n  1 982  d id 

a lcohol  ads p resent women d r ink ing together (4% ) ,  feature femin ine hands on ly 

( 8 % ) ,  o r  portray a femin ine image as a prod uct symbol  ( 2 % ) .  

Mascu l i ne  d isp lays i n  M s .  changed from e ither p rod uct symbols ( 5 0 % )  

or  concurrently p resented with a femi n i ne i m a g e  i n  1 973 t o  a var iety of 

presentat ions in 1 982  (40% concurrent d is p lays,  2 3 %  a lone,  1 4% with other 

ma les,  1 2 % p rod uct symbo ls ,  and 1 1 %  hands on ly ) . In 1 988 mascu l i ne 

d isp lays i n  M s .  were l imited to concurrent mascu l ine  and femin ine i mages . 

I n  samp le  Sports I l l u strated ads ,  concurrent femin ine  and mascu l i ne 

images as a percentage of femin ine d isp lays grad ua l ly  decreased ( 8 5 %  in  1 973,  

78% in  1 98 2 ,  and 77% in  1 988) . Presentat ions of a femin ine i mage a lone 

increased from about 1 6 % in  1 973 to about 22% in  1 982  then d ropped aga in 

to i ts  p revious leve l  ( 1 5 % in  1 988) . No portraya ls  of femin ine hands on ly or  

a femin ine i mage as  a prod uct symbol  a p peared . I n  1 988 on ly one ad featured 

women d ri n ki n g  together; there were no i mages of women together in 1 973 or 

1 982 . 
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The structure of mascu l i ne d isp lays i n  sample Sports I l l ustrated ads 

changed more than the structu re of femin ine d isp lays . As a percentage of 

mascu l ine d isp lays ,  concurrent male and fema le images d ro p ped from about 

62% in 1 973 to s l ig htly over one-th i rd i n  1 982 and 1 988 ( 3 5 . 3 %  and 35. 7 % ,  

respectively) . T h e  percentage of mascu l i ne d isp lays featur ing  a femin ine image 

dec l ined and the percentage of ads featur ing men together increased . Less 

than 6% of 1 97 3  mascu l i ne p resentations showed men d ri n king together 

whereas over one-fifth  of mascu l ine  portraya ls  in 1 98 2  and 1 988 did so 

( 2 1 . 6 % and 2 1 . 4 % ,  respectively) . The p roport ion of sample  ads dep icting  a 

man a lone remained relatively constant ( 3 2 .  7 %  in  1 97 3 ,  3 3 . 3 %  in 1 982 ,  and 

3 5 . 7 %  in  1 98 8 ) .  Masc u l ine hands on ly and masc u l i ne i mages as prod uct 

symbols d id not appear  in sample 1 973 ads .  Mascu l i ne  hands on ly increased 

from 2% in 1 98 2  to about 4% in 1 988 .  A mascu l i ne  i mage as a p rod uct 

symbol represented about 8% of mascu l i ne i mages in 1 98 2  and about 4% in  

1 988 .  



Table A - 1 . 

Type of 

Beverage 

Whiskeys 

Clear 

Spirits 

Beers 

Liqueurs 

Wines 

Totals 

Frequency of alcohol beverage choices and unique ads in Ms. and Sports I l lustrated 1 97 3  samples 

M s .  

Types o f  Ads 

Sample Brand Unique 

Frequency Choices Ads 

o/o (n) % (n ) o/o ( n )  

3 8 . 5  ( 5 )  25 . 0  ( 1 )  3 0 . 0  ( 3 )  

3 0 . 8  (4) 50 .0 ( 2 )  40 .0  ( 4 )  

- - -

3 0 . 8  (4)  25 .0 ( 1 ) 3 0 . 0  ( 3 )  

-

1 0 0 . 0 ( 1 3 )  1 00 . 0 ( 4 )  1 00. 0 ( 1 0 )  

Sample 

Frequency 

o/o (n )  

7 2 . 2 ( 8 3 )  

1 6 . 5 ( 1 9 ) 

6 . 9  ( 8) 

0 . 9  ( 1 )  

3 . 5  (4)  

1 00. 0 ( 1 1 5 ) 

Sports I l lustrated 

Types of Ads 

Brand Unique 

Choices Ads 

% ( n )  o/o (n )  

6 8 . 9 (3 1 ) 7 2 . 6 ( 6 9 )  

1 7 . 8  ( 8 )  1 7 . 9 ( 1 7 )  

6 . 7  ( 8 )  5 . 3  ( 5 )  

2 . 2  ( 1 ) 1 . 1 ( 1 ) 

4 . 4  (2 )  3 . 2  (3 )  

1 00 . 0 (4 5 )  1 0 0 . 0 ( 9 5 )  

...... 
+:o 
w 



Table A-2 .  

Type of 

Beverage 

Whiskeys 

Clear  

Spirits 

Beers 

Liqueurs 

Wines 

Prep 

Cocktails 

Corp 

I mages 

Totals 

Frequency of alcohol beverage choices and unique ads in Ms. and Sports I l lustrated 1 982 samples 

Sample 

Freq uency 

% (n )  

2 4 . 0  (37)  

2 9 . 9  (46)  

4 . 5  (7)  

3 7 . 0  ( 5 7 )  

3 . 2  (5 )  

1 . 3 ( 2 )  

1 00 . 0 ( 1 54)  

Ms.  

Types of Ads 

Brand 

Choices 

% ( n )  

20 .5  ( 8 )  

30 . 8  ( 1 2 )  

2 . 6  ( 1 ) 

3 8 . 5 ( 1 5 ) 

5 . 1 ( 2 )  

2 . 6  ( 1 ) 

1 00 . 0  ( 3 9 )  

Unique 

Ads 

% (n) 

2 9 . 4  (30) 

2 8 . 4  (29)  

4 .9 (5 )  

3 2 . 4  (33)  

2 . 9  (3 )  

2 . 0  ( 2 )  

1 00 . 0 (  1 02)  

Sample 

Frequency 

% ( n )  

5 3 . 1 (68)  

23 .4  (30)  

1 9 . 5  ( 2 5 )  

2 . 3  ( 3 )  

0 . 8  ( 1 ) 

0 . 8  ( 1 ) 

1 00 . 0 ( 1 2 8 )  

Sports I l lustrated 

Types of Ads 

Brand 

Choices 

% (n )  

42.2 ( 1 9 ) 

2 4 . 4 ( 1 1 )  

2 4 . 4 ( 1 1 )  

4 . 4  ( 2 )  

-

2 . 2  ( 1 ) 

2 . 2  ( 1 ) 

1 00 . 0  (45)  

Unique 

Ads 

% ( n )  

5 1 . 6  ( 4 7 )  

2 2 . 0  (20)  

2 2 . 0  (20)  

2 . 2  (2)  

1 . 1 ( 1 )  

1 . 1 ( 1 ) 

1 00 . 0  ( 9 1 ) 

..... 
� 
� 



Table A-3 . 

Type of 

Beverage 

Whiskeys 

Clear 

Spirits 

Beers 

Liqueurs 

Corp 

I m ages 

Totals 

Frequency of alcohol beverage choices and unique ads in  M s .  and Sports I l lustrated 1 98 8  samples 

Sample 

Frequency 

% ( n )  

6 1 . 9 ( 1 3 ) 

3 8 . 1  (8 )  

1 00 . 0 ( 2 1 ) 

M s .  

Types o f  Ads 

Brand 

Choices 

% ( n )  

57 . 1  ( 4 )  

4 2 . 9  ( 3 )  

1 00 . 0  ( 7 )  

Unique 

Ads 

% ( n )  

6 5 . 0  ( 1 3 ) 

3 5 . 0  ( 7 )  

1 00 . 0  (20) 

Sample 

Frequency 

% ( n )  

5 3 . 2 ( 4 1 ) 

2 8 . 6  ( 2 2 )  

1 5 . 6  ( 1 2 ) 

2 . 6  ( 2 )  

1 00 . 0  ( 7 7 )  

Soorts I l lustrated 

Types of Ads 

Brand 

Choices 

% ( n )  

5 0 . 0  ( 1 8) 

2 7 . 8  ( 1 0) 

1 9 . 4  ( 7 )  

2 . 8  ( 1 ) 

1 00 . 0  (36)  

Unique 

Ads 

% (n )  

53 . 0  ( 3 5 )  

2 5 . 8  ( 1 7 ) 

1 8 . 2  ( 1 2 ) 

3 . 0  ( 2 )  

1 00 . 0  ( 6 6 )  

� 
+:­
CJ1 
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