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Introduction

The changing role of women in society has been created
a challenging task for advertisers-how to portray women
in advertisements. Based on content analysis, advertisers
have been criticized for overly stereotyping women role
portrayals. The purpose of this study was to investigate
women's role change in car advertisements from 1930
through 1989.

Traditionally, in American society, women’s roles have
emphasized homemaker, nurturing, beauty, and depende-
nce to men. Advertising stereotypes of women include
the happy and diligent housewife who strives for white
wash and shining floors ; the beautiful but- dependent
social companion ; and the girl who whishes to be blond,

thin, or have a physical characteristic she does not natura-
lly possess”. A sexy female model or housewife has been
used for decorative function rather than in participating
in the product’s use in car advertisements.

Now that it is acceptable for women to pursue careers,
they face the strain of performing multiple-roles in a type
of role-set previously dominated by men. Car manufactu-
rers and advertisers now perceive that women are signifi-
cant in the car market.

Some research has reported the portrayal of women’s
roles in advertisements from 1950’s through 1970’s. Limi-
ted research has been done about women's role change
concerning sex-specified clothing in advertisements from
1930's through 1989. Social values or norms within a so-
ciety specify what clothing iterns are appropriate and inap-



propriate for males and females to wear. Therefore, socially
appropriate clothing for males and females can change
over time, often reflecting a change in the relative role
of each of the sexes within that society?.

Literature Review

Women’s roles widely changed to include career orien-
tation, sexual equality, and independence. In 1963 the
Equal Pay Act was passed, outlawing discrepancies in Pay
on the basis of sex, and the passage of the Civil Rights
Act (Title VI) in 1964 emphasized the placing of more
women in governmental positions. Between 1969 and 1971,
the Women’s Liberation Movement made a noticeable im-
pact on the role of women in our society, and in has
been largely responsible for a number of social changes.
Because advertising both reflects and communicates cultu-
ral values, women as communicator has appeared differen-
tly through time.

Courtney and Lockertz(1971) conducted a study in or-
der to analyze the roles portrayed by women in magazine
advertising”. Seven general audience magazines were se-
lected, and the results indicated underlying themes in the
advertisements - (1) a women's place is in the home : (2)
women do not make important decisions or do important
things : (3) women are dependent and need men's prote-
ction : and (4) men regard women primarily as sexual
objects, not as people. Sexton and Haberman (1974) anal-
yzed five magazines to investigated the change of women'’s
role from 1959 through 1971". They found that women
have generally been shown in situations where interperso-
nal relations were paramount such as housewives, mothers,
and social companions. However, they indicated that the
way in which women were portrayed would over time
become more diverse and less traditional in terms of so-
ciety’s expectations. For example, women would be less
frequently shown as decorative or as obviously alluring
and would more frequently be shown in work situations.
Venkatesan and Losco(1975) found that the portrayal of
women as sex objects had decreased considerably since

1961¢. However, the women as dependent upon man
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theme appeared stable during 1959—~1971.

‘The change of women’s roles has resulted in greater
flexibility of clothing for males and females. Both males
and females are now allowed to wear certain clothing items
once though inappropriate for their sex. Davis(1984~
1985) mentioned that females have actually gained more
freedom than males®. While it is socially appropriate for
females to wear more masculine clothing, it is less appropriate
for males to wear feminine clothing Horn and Gurel
(1981) reported that despite the increased flexibility in
the wearing of sex-related clothing by males and females
in Western society, sex differences in clothing are still
apparent®. Lennon (1990) found that the clothing and
appearance of working men and working women became
less differentiated as sex roles became less differentiated”.

In summary, the purpose of this study was to identify
women’s role change concerning sex-specific clothing in
car ads from 1930 through 1989. The following hypotheses
are made about women and men in car ads from 1930~
1989 :

Hypothesis 1. The frequency of female models in car

ads increased during succeeding decades since the 1930’

s(when mass production of cars was initiated by Ford

in the US).

Hypothesis II. The dress of female models in car ads

showed fewer traditional gender appropriate styles du-

ring succeeding decades since the 1930s

Hypothesis III. Female models in car ads participate

more in the product’s operation during succeeding deca-

des since the 1930’s

Method

The study involved the content analysis of magazine
advertising appearing in one publication(Time) over time.
Time is a general news magazine that issued weekly from
1923 and included documentation of social and marketing
trends.

Systematic sampling was used for selecting issues. Ten
issues for each decade (1930~ 1939, 19401949, 1950~
1959, 1960~1969, 1970~1979, 1980~1989) were syste-
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matically chosen for each of the ten years representing
that decade. Every first full size car advertisement in each
issue was selected from each of these issues. In total,
60 ads were used for analysis. This sample size for the
study limited for generalization.

The coding was conducted by the author. In addition,
an independent person judged the coding whether the
coding was objective or not. Hypothesis I was tested by
counting female and male models in car advertisements
and by computing the ratic of female to rnale models.
If more than 10 men and women appeared in an advertise-
ment, it was considered as one for each sex. Hypothesis
IT was tested by recording the following categories - mas-
culine clothing(garments stereotypically associated with
males such as ties and tailored blazers), feminine clothing
(items stereotypically associated with females such as dre-
sses with laces, blouses, skirts and high heel shoes), neut-
ralcasual clothing(items not associated with sex such as
sweatshirts, wool sweater, jeans and jogging shoes), and
sexy clothing(items such as a deep cut neckline dress
and jaguar leather dress). Hypothesis Il was analyzed
by recording women'’s position in car advertisements(dri-
ver seat, passenger seat, or leaning on car).

Results
Table 1 shows the numbers of male and female models

and the ratio of male to female models appearing in car
advertisements for each decade.

Table 1. The frequency of male and female in car ads.

Years No. of male |No. of female| Ratio male
to female
1930~1939 25 18 14:1
1940~ 1M9 19 12 16:1
1950~ 1959 12 10 121
1960~ 1969 7 7 111
1970~1979 7 8 1211
1980~1989 1 1 1.1

65

Male models in car advertisements have outnumbered
female models over the first three decades, 1930~1959.
In the 1970~1979 period female models outnumbered
male models. Since 1980 car advertisements tend to not
use human models. Most car advertisements(9 out of 10)
though hypothesis I, that the frequency of female models
in car ads increased during succeeding decades since 1930’
s, was ot fully accepted, car ads recently tend to become
neutral, not sex-related items and more female focused
in car ads through the 1970’s.

Table 2—1 and Table 2—2 indicate represented roles

of male and female models in ‘car ads.

Table 2~—1. Represented roles of males in car ads.

Years ‘ Husband Worker Role not| Total for -

& father specified | each decade
1930~ 1939 10 12 3 25
1940~1949 9 3 7 19
1950~1959 10 - 2 12
1960~ 1969 1 - 6 7
1970~1979 4 - 3 7
1980~ 1989 1 J - - 1

Table 2~2. Represented roles of females in car ads.

Housewife! Role not| Total for
Years Worker

& mother specified | each decade
1930~1939 17 1 - 18
1940~1949 10 - 2 12
1950~1959 9 - 1 10
1960~ 1969 1 -~ 6
1970~1979 4 - 4
1980~1989 1 - -~ 1

Male models were predominantly depicted as workers
such as soldiers, police, and postmen in the 1930~1939
period, while female models were predominantly depicted
as housewives and mother in the 1939~ 1959 period. Only
one woman was depicted as a bakery seller in a grocery

store. In the 1960~ 1969 period , women were represented
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most often as general “female” than the role of housewife
or mother.

The frequency of dress types for male and female in
car ads is shown in Table 3—1 and Table 3—2. In the
1930~1949 period all male models were wearing mascu-
line type clothing such as uniforms for soldier, policeman,
and postman roles or formal suits and jackets with neck-
ties. At this time period all female models were also wea-
ring feminine sex-specific dress including blouses with
lace of bows, long skirts, and shoes with high heels. In
the 1950~1979 period sexy dress for women(very short
pants, sleeveless tops, deep cut neckline cocktail dresses,
and jaguar leather dress) showed in car ads. In addition,
since 1950 women in neutral type clothing such as wool
sweaters, shirts and pants have appeared more often in
car ads.

Hypothesis II, that the dress of woman models in car
ads showed less sex specific styles during succeeding de-
cades since the 1930’s, are partially supported because
woman’s dress became diverse and included feminin style,
sexy styles, and neutral, casual styles since 1950, compared
with wearing all feminine styles before 1950. From
a sociological viewpoint, the wearing of socially defined
sex appropriate clothing is an overt expression of approp-
riate sex-role behavior, Davis(1984~1985) mentioned that
one means of showing that one is male is by wearing
masculine attire and one means of showing that one is
female is by wearing feminine attire®.

BRKERPEE

Table 3—2. The frequency of dress type of femal

Years Ferminine Neutral- Sexy Total for
casual each decade

1930~1939 18 - - 18
1940~1949 12 - - 12
1950~ 1959 5 3 2 10
1960~ 1969 3 3 1

1970~1979 5 1 2 8
1980~ 1989 - 1 - 1

Therefore, the diversity of female dress implies that
women’s roles and definitions of what is female also be-
came diverse.

Table 4—1 and Table 4—2 show the frequency of model

posttion in car ads.

Table 4—1. The frequency of male position in car ads.

it | | o et |
Years t out decade
vers
1930~1939 2 2 17 | — 25
1940~1949 8 -~ 8| —-13 19
1950~1959 6 - 6| — (— 12
1960~ 1969 3 - 31— (1
1970~1979 - - 71 = |-
1980~ 1989, - - - 1 |- 1

Table 4—2. The frequency of female model position in

Table 3—1. The frequency of dress type of male. car ads.

Years Masculine | Netural-casual Total for Years Dnsggtx’ y Passsgltge Home| l\"céleérlr etc. To::;aﬂchfor

each decade decade

1930~1939 25 - 25 1930~1939 3 4 1 8 2 18
1940~1949 19 - 19 1940~ 1949, - 3 3 3 (3 12
1950~1959 10 2 12 1950~ 1959 1 4 1 4 | — 10
1960~ 1969 7 - 7 1960~1969] 1 3 |- 1!3 |-
1970~1979 7 - 7 1970~ 1979 - 1 - 6 |1
1980~1989 1 - 1 1980~1989  — - il - L— 1
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More male models were in the driver’s seat than were
female models in car ads except for the first decade,
1930~1939. Women were considered participating in ope-
ration if they were inside and using the car. In the 1930~
1939 period women in the driver’'s seat were with their
friends or husband, while in the 1960~1969 period, wo-
men were often in the driver seat alone in car ads. Women
in car ads were more likely to be in the passenger seat
or be at home rather than in the driver's seat during
1930~1969 (see Figure 1, 2, 3 & 4).

Hypothesis Ill, that female models in car ads are more
used to participating in a product’s operation during suc-
ceeding decades since 1930’s, was not supported because
wormen were more in passenger seat than in driver’s seat.
However, it is hard to figure out Hypothesis IlI, because
the car ads tend to not use human models in 1980's ads
(see Figure 5).

Table 5 shows the gesture of women in car ads.

Figure 1. Time, September 12, 1949
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Figure 2. Time, June 7, 1937
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Figure 3. Time, June 3, 1935

— 411 —



B powerhouss
% i drse
ip hills down xs through

i snow -

wheels that you can drive
up hills down )
mud snow wf...*;::.er,}

discover 4-whael DRIVEROWERT
ALL \'l«“\\" JE P WA(-WEER

2T MAImE P CORMORATIAN (e 1. Ohie

Tt GUIATEST SHOW ON EARTH igrts Sapseas: 17 ARC - TY b
S ks g

"numum“

Figure 4. Time, September 6, 1963

Figure 5. Time, June 2, 1987

BN KPR EE

Table 5. The frequency of women's gestures in car ads.

Accompany| Take care
Years ) . Sexy Alone
with man [of children
1930"; 1939 8 4 [ I A
1940~1949 5 1 - -
1950~1959 8 1 - -
1960~1969| 4 - 13
1970~1979 2 - 1 1
1980~1989' 1 - - -

In the 1930~1959 period women usually accompanyed
men or were shown taking care of children in car ads.
In the 1960~1979 period women's gestures were dive-
rse . such as, a sexy pose (see Figure 6) . making indepe-
ndent decision about which car is better (see Figure 7).
Even though women accompanyed men, she was indepen-
dent to men in car ads during 1970~1979 (see Figure
8).

Conclusion

The results suggested that women’s roles have changed
after 1960. The change of women’s roles at this time is
also supported by historical events such as The Equal
Pay Act in 1963, and the women'’s liberation movement
in 1969 and after.

Hypothesis I and Hypothesis I were partially suppor-
ted, while Hypothesis IIl was not supported because wo-
men were more often in passenger seat than in the driver’'s
seat. The trend toward not using human models in car
ads explained that car ads targeted both male and female
consumers in the 1980's

Based on analysis of car ads in Time, the past 60 years
can be divided into three categories to explain the change

of women's roels.

The 1930~1950 period

Women's roles emphasized traditional stereotypes of

housewife, mother, and feminine appearance. Hypothesis
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Figure 6. Time, June 7, 1971

Figure 7. Time, June 2, 1961
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‘Deciding on a’Buick LeSabre is easy.
Whl(‘.h one, however, is another story.

5,

Figure 8. Time, June 4, 1979

I, Il and 1l were rejected in the 1930~1959 period.
Woman models appeared less than male models in car
ads. The woman's position in car ads more frequently
was in the passenger seat rather than the driver's seat.
Women’s dress was feminine and all women accompained

men over the first three decades.

The 1960~1979 period

Even though women’s roles still emphasized housewife
or mother activities, female models appeared mostly in
no-specified roles in car ads during the 1960~ 1979. Hypo-
thesis 1 and II were supported at this period. The fre-
quency of female models outnumbered the frequency of
male models even though the total number of models(male
and female) decreased compared with the number of mo-
dels during 1930~1959.

Women's dress became more diverse and included fe-
minine, neutral-casual, and sexy styles at this period. Wo-

men'’s gestures also became more diverse | models accom-
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panied men, were sexy, and were alone. It could be explai-
ned that as car manufacturers targeted not only men but
also women, the portrayal of woman diversified in car
ads. Sexy female models in car ads could be use as per-
suasive communicators for male, while females also in
car ads could be used as the communicators for female
consumers. Some research supported that the communica-
tors of opposite sex were more effective than same sex
communicators” ¥. There was no sexy gesture male mo-
dels in car ads.

Hypothesis III was rejected because female models
were more often in the passenger seat rather than in
driver’s seat in car ads.

The 1980~1989 period

The recent trend in car ads is to show human models
less often. Nine of 10 ads depicted the car itself in car
ads during the 1980~1989. This may imply that car manu-
facturers targeted both male and female consumers in
the same ads.

Based on findings, future research questions are sugge-
sted © 1) The car ads were related to virility in the past.
Males were mostly depicted as operating the car or sexy
female models were used as persuasive communicators
for males. Since 1980, the car ads are changing to neutral
item(not emphasizing sex of target consumer) by not
using human models in ads. It would be helpful to compare
how male’s and female’s roles are changing in traditionally
female dominant product ads such as for housework and
cosmetics ? 2) Male’s dress is less changed over time

rather than women's dress in car ads. How is male’s dress

HERXRPREE

changed in non-traditional male’s product ads ?

2)

3)

4)

5)

6)

7

8

9)
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