ackwell,
porrraval
e

eusweek,
SaLu' av Qévres,

wome-rx

likewis s} T womern have , however, four

a_ commexcials and magazine were exasined. Those

e at presentat uary 1%, April Jul

& fal 16742 tigements con model were

i Vernen ciuded in the

Focle Categori on

It is rd used by
Belka any pregress in Following Belkaoui ancé Bel
the on the roles of el's role was ciassified a
male isements of working roles were further
195§ ewatlf iyvsl gories: Thigh level tusine
cf t ine directers, and top level m
ment int docters, iawyers, CFa's),
male beer professional athletes, musi
:onsumer be?avx the conce ievel business, public serv
womer:‘s ri iowev i men), and blue collar (e.g
are to be judged ay womeu, and truckers). Nonwerking
aisoc be iudged P men. Mcre impor- familv, recreational, and &
tantly, if the eva ; H progress' in the por-
travael of women's r . to ased on the rele por—
trayva m 1¢ seem to be in the interest Kesults

of accuracy tc use comparison data that is net Z0¢ yvears

old. Tabie I exhibits the data from the present study for the
vears 196& and 1%78 along with the 1958 data reported by

The purpose of the present study is not to turn + RBelkaoui and Belkacui {197€). Cni Sqguare analyses were

attention away from the study of female role-ty performed cr the date.

to fill am embarrassiwg veid in the study cf m

typing by a2nalyzing male rcle pertravals in ma It was found that the portraval ¢f men ir nonwerking

vertisemente for the vears 1958, 196§, and 1678 ) roles increased significantly since 1958 {42.38% in 1858,

results of such arn analysis should readily lend them- S7.29% in 1968, and 54.07% in 1978; ¥I (2} = 13.14, I <

selves to a more credible comparative examination of .35}, while the percentage of male models portray ved in

male v. female roles in advertisements as weil as an in- working rcles has decressed from ez high of $7.66% in

vestigation of male role changes over time. 1858 to 45,83% din 1978,

Many critical events have cccurred since 1%58, and thei

predicted effects on male rcle portrayals seem somewhat

obvicus. For instance, due to such events as Vietnam, .

Watergate, race riots, consumerism, women's movements, ok were nct examined in 1978, The Life and

and the oil crisis, it was predicted that the subsequent g 1968 were not deleted because the ex "sior

,ﬁbreaced negativisnm toward the miiita big business, £t ificantlv change the results of

and the "Archie Bunker” type male would be reflected by




TABLE 1
ROLES PORTRAYED BY MALES IN MAGAZINE ADS
1958 1968 1978
Working Roles 57.66 42.71 45,93
High Level Business 17.9C 18.24 7.85
Prefessional 3.0C 14.86 7.27
Entertainment/Sports 7.2G 24,96 27.33
Military 14,80 2.7¢ .88
Middle Level Business 28.2C 25.69 24,13
Public Service 3.1C 0.68 Z.62
Blue Collar 25.8C 15.88 20.¢3
Total 10G.00 100.00 10G.00
Base n 128.00 296.00 344,00
Nenworking Roles 452,34 57.2% 54.G7
Family 24,47 18,39 20.25
kecrestional 48.94 31.23 25.93
Decorative 26.690 5G.38 52.83
Total 10¢.00 100.0C 10C.0¢
Base 94.00 387.00 405,00
Note:

The 1358 4
Eelkaoui {
column per

ta were extracted from Belkaoui and
976). The entries in this table are
entages

iocrking Fole Portravals

The working roles portrayed by men from 1958 tec 1978
have changed significantly, X4 (12Z) = 78.35, p < .05.
For exzample, portrayals in high level business roles
have generally decreased, portrayvals in professional
roles increased from 1958 tc 1968 but dropped to 7.2% in
1978, sports and entertainment roles have been climbing
to siightly less than 30% ir 1978, militarv roles
dropped to less than 3% in 1968 but have since risen to
almost 107 im 1978, public service roles have remzined
below 5%, and blue collar worker roles have hovered
arcund 15 to 25%.

The nonworking roles portrayved by men have aisc shifted
significantly over the past 20 years, X¢ {4} 26.27,

P < .05 Men have been increasingly depicted in decore-
tive roles primarily at the expense of recreational rcle
portravals. Portravals in family reles, however, have
not changed significantly over the 20-yvesr span.

Discussion

The data indicate that the pcrtraval of men in magazine
advertisements has changed since the standard data
points provided by Belkaoui and Belkacui {i876). The
changes that have occurred seem refiective cf the
changing times. For instance, the traditicnal emphasis
on the working male shows signs of weazkening. Over
half of the roles sampled in 1978 magazine advertise-
ments portrayed men in nonworking roles. Conversely,
Belkaoui and Belkaoui {1376} repcrted that women have
been increasingly portraved in working roles from 1958

to 1272, though the percentage fcr 1972 was still less
than 257.

The pertrayal of persecns in decorative fe.g., ""sex—cb-
ject™} roles is no longer restricted to female models.
As cf 1978, over half of the nonworking rcles pertrayed
by men were in the decorative areaz, z percentage com—
parable to that reported for female models by Relkaoui
and Belkaoui (1676).

Portrayals of mer ir high level business roles have de-

inment/sports
itary rolee have shown recent increases tec zbout

to azbout 8% in 1978, while enterta

g
58 0 @
M

aﬁd 10%, respectively. The shifts in milit
srtrayals seem especizlly reflec-ive cf the t
example, the low of 2.7%Z wh occurred in 196
easily have been due tc the ¢nt1—m;lit Ty at
dominate in the Vietnam yvears. Ten yea ia
military apparentliy regained enough of s 1o
ity that advertisers were somewhat more willing to poxr-—
tray men ip military reles. Likewise the blue ccllar
role portravals follew a pattern similar to that of the
military role portrayals. This correspondence might
have been expected from the "love it cor leave it" pro-
military attitudes typically attributed to blue collars.

'lJ N

Q

rs
it

No significant changes appeared in the middle level
business role portravals, perhaps because this rcle is
relatively noncontroversial and less gusceptible to so-
cietal changes.

Interestingly, 1little change ir family role portrayals
was observed. With & greater than ever percentage of
wives working outside the home, an increase in the por-
trayal cf men in family roles was expected. It may well
be, however, that mern with werking wives have not in-
creased their family rcle activities. If sc, the re-

s for family role portrayals may simply reflect

- -

Overall, the datz in the present study fi
gap in the analysis of sex-role portrayal

updated standards on which to examine the roles of men
and women in advertisements. The data generally indi-
cate that the male role portrayals in magazine adver-
tisements have changed with the times, perhaps nct &s
fast as other so‘“eta] changes, but certainly in pace
with twe femzle role portrayal shifts reported by
Belkacui and Belkacui (1976j.

1% an important
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