
B
A

C
H

E
L

O
R

 T
H
ESIS

Bachelor's Programme, 60 credits

Portrayals of men in advertising

Chloé Hazotte, Manon Roy

Strategic Marketing with Independent Project, 15 credits

Halmstad, sping 2016



	
	
	

Portrayals	of	men	in	advertising	
	

	 1	

ACKNOLEDGMENTS 

 

  

 This Thesis is the final assignment of our Bachelor’s validation from Halmstad 

University, Sweden. 

 We would like to thank Venilton Reinert, our supervisor at Halmstad University in 

Sweden, who has supported us with appreciated feedback throughout the process of writing 

this thesis. This paper would not have been possible without his commitment and valuable 

advice.  

 Moreover, we would like to thank Mélanie Andral and Axelle Larroque for their 

valuable contribution as opponents during the entire research process. The completion of this 

thesis would not have been possible without their kind support. 
 

 

 

 
 
Chloé Hazotte and Manon Roy 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



	
	
	

Portrayals	of	men	in	advertising	
	

	 2	

ABSTRACT 
 

  
Title: Portrayals of men in advertising 
 

Research Question: How are men portrayed in advertising? 

 

Supervisor: Venilton Reinert 
 

Course: Strategic Marketing with Independent Project 
 

Keywords: Portrayals – advertisements – stereotype – TV advertising 

 

Purpose: The purpose of this study is to analyse the portrayal of men in television 

advertising. 

 

Research Method: Firstly, an exploratory research has been conducted to understand the 

subject studied followed by a content analysis to collect and analyse the data. The result 

shows that the image of men has changed since the beginning of TV advertising, passing from 

strong and dominant to “man-object” representation based on stereotypes. 
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The first chapter introduces the research topic and provides a first insight into the 

theoretical background of men in advertising. 

1 INTRODUCTION 

According to Pope (2016) advertising is a form of communication to encourage or to 

persuade an audience to take some action. Indeed, the desired result is to drive consumer 

behavior to a commercial offering. As Newman & al. (1973) explains, advertisements can 

develop and increase consumers' objective and subjective knowledge and stimulate 

information in new categories.  

Kacen & al. (2002) mention that advertising began in 1704 with the first American 

newspaper advertisement, but on television, it only started in 1941 and still continues to 

improve different aspects. According to Kleppner (1998), before the industrial revolution, 

advertising was not useful; selling was a direct experience between customers and craftsmen, 

which means, there was no need to convince the customer to buy your product through 

indirect communication. Collard (2007) explains that, nowadays, this type of communication 

is essential and necessary. Bolton (2014) adds that, with the technological evolution, 

advertising is ubiquitous, that is, any tangible (material) or intangible object and support, like 

social networks, mobile games or music videos, can be used as a promotional tool. By this 

way, according to Kacen & al. (2002) in order to attract potential customers, it is sometimes 

necessary to push greater arguments forward, and even use indirect authority techniques. 

Since the advertising has been used to inform and persuade people to buy a 

product/service, people have been used as part of the copy strategy to convey the planned 

message. It can be implied that images of people play an important role in the message 

processing process. Hofstede (1984) mentions gender role portrayals can be realized by visual 

imagery related to cultures via heroes and symbols or national cultural dimension of 

masculinity. That is the degree that differs from “feminine” values, which include sympathy, 

service, and interdependence, to “masculine” values, such as performance, achievement and 

male dominance. Hofstede (1984) also mentions that low masculinity index scores indicate 

that sex roles in society should be fluid as compared to clearly differentiated sex roles in high 

masculinity index scores. 

Early researchers determined that sexualized advertisements, which transform models in 

object: “appeal to both men and women desirous of being attractive to the opposite sex and 

recognized for their own sexual attractiveness to members of the same sex” (Kerin & al., 
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1979, p.40). As Taflinger (1996) stresses about sexual desire, in humans as well as in any 

other animal, it means instinctive reaction, as we search for the perfect mate. This result was 

highlight by Dens & al. (2009), when they presented advertisements to men featuring an 

attractive female model who was fully clothed versus an attractive female model who was 

dressed revealingly. Dens & al., (2009) explained as well, that men can just see a “potential 

partner” through a female model with a low body esteem. “Men who viewed the revealingly 

dressed female model had lower body esteem than men who viewed the alternate model, to 

which a “‘potential partner’” explanation” (Dens & al., 2009, p. 375). 

According to Lippmann (1965), stereotypes are images in our head. Shields (1994) 

mentions that advertisements are actually ritual-like bits of behavior that represent an ideal 

conception of both sexes and their structural relationships to each other. Cathelat & al. (1976) 

explain that females tend to promote personal care products or house furnishings, both being 

traditionally associated with the female market, while males promoted cars, machinery, etc. 

Cathelat & al., (1976) declare that the stereotypes are present in a lot of advertising; the 

woman is presented as a mother and the men as a businessman. “It’s easy to find a 

commercial with a lot of stereotypes about women and men; the woman takes care of their 

children and the home while her husband comes back from work with his briefcase as a 

businessman” (Cathelat & al., 1976, p199). 

Amossy & al. (2011) said that during the fifties and the sixties men were the absolute 

leaders. They controlled everything around them, from politics and society to family life. In 

the seventies, their role was much the same if not more sexist and chauvinist, with for 

example, advertisements for after-shave with an overload of testosterone. The first crack in 

this masculine image occurred during the eighties. Men were still represented, flexing their 

muscles, but they posed, in advertisements, with babies or puppies for the purpose of showing 

that men could be friendly and human after all. However, the real evolution appeared in the 

nineties with the development of the domination of women (Gilbert, 2005; Hatty, 2000; 

McDermott, & al. 2013; Miedzian, 1991; Wilson, 1955). It is also what Katz (2003) explains, 

masculinity (in advertising) is often defined by physical toughness, control, and aggressive 

force, generating a rather violent role, glamorized by representations like athletes, 

superheroes, action stars and champion of war. Several advertisers have realized that men are 

unique and desire a change, a change perhaps leading to a more equal role with women as 

consumers and targets drawing advertisers’ attention. This aspect is developed by “the 

intensity of attempts to the young […] man throughout commercial culture generated a range 

of identities for men that both recognized and promoted the increasing integration of modern 
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masculinity and consumer culture. The new man was the most notable amongst these 

offering”(Crewe, 2002, p43). Throughout recent years, according to Bassett (2009), 

sexualized images of men in advertising, or the erotic male, have multiplied in men’s 

magazines. Furthermore, according to Kervin (1990), men are increasingly being portrayed 

using beauty products, and focusing on body image, as well as fashion and sexuality. She 

claims a new male image within the print advertisements is emerging — a male focused on 

his sexuality as his most important characteristic. But advertising has also come to evolve 

with a range of powerful communication tools that have slightly turned the representation of 

men into a sexual object.  

Kolbe & al. (1996) present six categories of representation and objectification of men: 

clothing; body positioning; composition of image; physical build, professional representation; 

and accompanying text and product display. When clothing and body positioning come to 

account, they are considered as the most obvious indicators of sexual objectification of a 

model. Body positioning, the way a model is posing, was analyzed, either standing or seating 

can be used to demonstrate sexuality and submissiveness. The composition of image indicates 

the main aspect of an advertisement which is designed to sell the product. The physical build, 

according to Harrison (2008), makes reference to the model’s body type, ranging from thin to 

overweight. The models’ profession may introduce the high-powered executives. Product 

display and accompanying can be used as further evidence of sexual objectification of male 

models. 

According to Veerkumar & al. (2015) every piece of advertising draws the attention of 

the readers, listeners, viewers or the onlookers towards a product, service or an idea. 

Advertising is an impersonal form of communication used by the seller in order to promote a 

physical product or service. Television is one of the most effective forms of advertising, 

which is generally considered the most effective mass-market advertising media. Particularly, 

as discussed previously stereotypes of men are changing and that is why we have developed 

all these aspects. 

   

1.1 Problem discussion	
 Nowadays, the debate in relation to the equality of men and women has taken place in 

our society. The role of men has changed, mainly as a consequence of the progress of 

technology, media and Internet for instance. The portrayal of men was such as a dominant 

person, as a businessman or as a phallocrate. Now this image tends to be softer, even 

submissive.  The preliminary search in the literature, brought to light how men were portrayed 
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initially. However, the initial idea of men’s stereotype has changed. As a consequence, 

advertising professionals need to adapt their copy strategy to be able to attract their spectators. 

It is important for companies to know and to understand how men are now represented in the 

ads so that they can adjust their communication strategy by using the new perception of the 

male image. 

This study is also important for the academy, because there is a real evolution of men in the 

advertisement. By this way, future students or teachers could use this study to prove about the 

evolution of the representation of men in advertisement. 

 

1.2 Research purpose 
The purpose of the study was to understand how men are represented in the present day 

in advertising. So, the research question for this study is: How are men portrayed in 

advertising? 
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The research question of this study requires relevant theories about men in advertising. 

These theories examine gender portrayals especially that of men. Further influential factors 

such as medias and stereotypes are highlighted. 

2   LITERATURE REVIEW 

2.1 Gender Portrayal 
	 Stewart (1986) explains that advertising is made to persuade, it is therefore necessary 

to shift the focus on the persuasion factor in order to have effective advertising campaigns. 

This purpose to convince can be seen in the rise of shopping channels. According to Evans 

(1994), Larry Grossman, former president of NBC News, says that television is moving away 

from the decade of entertainment to the age of information. Computer technology and 

interactive television will revolutionize our entire retail shopping system. There are three 

different types of advertisements selected: promotion, corporate branding and sales 

promotion. According to Kotler (2003) a promotion encompasses all the tools in the 

marketing mix whose major role is persuasive communication. Promotions include 

advertising, personal selling, sales promotions and other selling tools. Belch (2009) adds that 

promotion has been defined as the coordination of all seller initiated efforts to set up channels 

of information and persuasion in order to sell goods and services or promote an idea. Balmer 

(1967) explains that corporate branding is the name of the company used and promoted as a 

brand. Sales promotion is described by Waterschoot & al. (1992) as the result of a good 

promotion by selling the product. The cultivation theory was originally generated by Gerbner 

(1958) and then fire-tuned and expanded during the 1960s to examine the effects of television 

on audiences’ beliefs and attitudes.  

 The cultivation theory examines the long-term effects of television including 

advertisements and the portrayal of men. The cultivation theory suggests that exposure to 

television, commercials, over time, subtly “cultivates viewers” and changes their perception 

of reality. Cultivation matches the aim of the advertising industry, which is not only to 

promote products but also to develop customer loyalty. 

 Enculturation and cultivation are two different theories. Enculturation is the process by 

which consumers learn about their surrounding and acquire values and behavior appropriate 

to their environment. Enculturation was developed by Margaret Meade (1901- 1978) initially 

to explain the transfer of culture to children by the group. This theory can be extended to 

television, not only children but adults and TV advertisements. The portrayals of men in TV 

advertisements “enculture” the male audience.  
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 According to Morgan & al. (2010), these types of analysis examined the independent 

contribution of television to viewers’ perceptions of society/societal aspects on a large scale. 

There were television-educated viewers and non-influenced individual perceptions at the 

societal level about what the rest of the world was like. “Television is a medium of the 

socialization of most people into standardized roles and behavior. Its function is, in a word, 

enculturation” (Gerbner & al., 1976, p.175). According to Davies & al. (2005) television is a 

source of information about culture and society through which “appropriate” roles in society 

are provided. 

 Indeed, Lippmann (1965) explains that stereotypes come from our mindset/way of 

thinking/perception. Boyer (2008) says that it depends on traditions, environment and beliefs. 

Amossy & al. (2011) add that the stereotype is a process of generalization and categorization. 

For example, according to Rutherford (1994), the stereotype of men concerns every man. 

Generally, men are associated with cars, sports, business, driving or entertaining at home. 

Desarzens (2013) gives a broad analysis about men fragrance advertisement and she explains 

that men control everything about their environment; on advertisement, those stereotypes are 

translated in order to represent men as powerful. Kervin (1990) explains that this is changing 

with more focus on his sexuality. According to Morgan & al. (2010) television has been 

shown to consistently affect some viewers’ future behaviors and beliefs.  

 

2.1.1        Stereotypical images of relationships between men and women 

        Recently, according to Gulas & al. (2000) scholars have begun to highlight narrow 

portrayals such as limited depictions of fatherhood. While gender stereotypes have changed 

over the years, there is a code that identifies feminine and masculine characteristics as shown 

in current television advertising. Rutherford (1994) provides the following cases : 
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FEMININE MASCULINE 

PHYSIQUE Weak Strong 

TRAITS Emotional 

Delicate 

Warm 

Sociable 

Narcissistic 

Rational 

Rugged 

Cool 

Competitive 

Masterful 

DISPLAY Body Authority 

DOMAINS Home 

Private 

Workplace 

Public 

Table 1: Comparaison by Rutherford (1994) of gender in advertising p196 

								 Other scholars detail the problematic nature of images. Kacen & al. (2002) mention 

that men are often represented as sexist in advertising campaigns today. For instance, Zayer & 

al. (2012) find that while some men report feeling that images of masculinity are inspirational 

others experience anxiety about living up to societal standards. The portrayals of men in 

advertisements shrink to create images becoming more and more narrow with time, more and 

more typed, ending to stereotypes. In parallel appeared a code which characterize men and 

women 

        Reichert & al. (2001) identify another factor: sex appeal. Sex appeal as an advertising 

strategy is well adopted in Western and European countries. Sex appeal has become one of 

the most popular and effective tactics in mainstream consumer advertising. Hoyer & al. 

(2001) mention that sex appeal is used to attract attention, increase recognition, bolster brand 

image, increase receivers in processing advertising, enhance persuasion, and evoke emotional 
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responses. Till & al. (2006) explain their theory named the « match-up » hypothesis, “which 

suggests that attractive people are highly effective endorsers for products that are used to 

enhance the customer’s own attractiveness” (Bartel, 2013, p103). “In modern advertising, 

gender is probably the social resource that is used most by advertisers. Thousands of images 

surround us every day of our lives that address us along gender lines. Advertising seems to be 

obsessed with gender and sexuality” (Jhally, 1987, p.135). 

        Goffman (1979) is attracted by the differences between men and women and about the 

gender as a social object. At birth, the difference starts, and during all their life there will be 

differences, and stereotypes will stem from that. That is why stereotypes are influenced 

directly by social life. Amossy (1991) completes, that if we follow stereotypes, women are 

more submissive, passive, weak and so on. It is in contrast with men who are more dominant, 

ambitious and self-confident.  Paff & al. (1997) complete that when they explain women are 

highly feminine, they are more attractive in advertising for customers. Savan (1994) mentions 

that women’s voices are preferred to sell products. 

        “You can see that in advertisements for perfume; the man has the role of power, he has 

the masculinity power and he controls everything around him” (Desarzens, 2013, p9). 

McArthur & al. (1975) explain that male product users in television commercials were more 

likely than females to be rewarded with social and career advancement. Female product users, 

on the other hand, were more likely than males to be rewarded with the approval of family 

and husband or boyfriend. They were more likely than males to achieve success via 

relationships. According to Popcorn & al. (2000) women and men respond to entirely 

different stimuli when viewing and evaluating advertising messages. Petroshius & al. (1989) 

mention that this affect transfer also relates to sales: Consumer reports increased purchase 

intentions for the advertised product after seeing ads for the product that feature attractive 

people. 

 

2.2 Portraits of men 

There are stereotypes in portrayals of men in advertisements. These stereotypes can be 

easily identified and are described in the relevant literature. Advertisers used these 

stereotypes frequently. The following paragraphs describe these stereotypical portrayals of 

men in advertisements.  
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2.2.1 The Sophisticated man (the Urban man) 

According to Rohlinger’s (2002) a sophisticated man is an urban man but also a 

metropolitan figure trendy. He is shown alone, doing activities of a sophisticated lifestyle. 

However, he is pictured with a few other men or women of the same social status 

demonstrating similar interest. Indeed, Bassett (2009) also adds that an urban man can be a 

metropolitan figure that indulges in the luxuries of big-city living such as fashion, social 

venues, and outings with others… Harper (2013) explains in the same way as Rohlinger’s, the 

sophisticated man is well dressed and shows his interest in fashion. He looks professional and 

groomed. To show it, she uses an advertisement from DKNY, where a man is walking with a 

suit and show the characteristics just mentioned. His hair is short and he looks clean. Instead 

only involved product shots framed to fit the sophisticated man’s taste for finer living. Several 

products such as wristwatches, luxury vehicles are advertised to show the sophisticated 

lifestyle. They want to picture and send a message on the product’s attractive aspects rather 

than its functionality, practicality, or affordability. (Annex 1). Moreover, Illergård (2004) 

mentions that people are displaying their power and social status by the clothes they wear. 

“The doctor’s white jacket is a well-known symbol that signals a dentist’s traditional 

profession of high status” (Illergård, 2004, p20). 

 

2.2.2 The Athlete (the Hero) 

 “The Athlete is usually shown in the midst of physical activity. He is also more fully 

clothed in workout gear, and focus is not placed on physical results quite nearly as much as it 

is on performance results. This is also demonstrated in the fact that the model’s body is rarely 

put on display, but rather it is the quality of his activity that is highlighted in the advertising 

image” (Harper, 2013, p34). Bassett (2009) explains the Hero is one whose celebrity status is 

a result of professional athleticism, business success, political power, or military service. 

Harper (2013) mentions that an athlete displays a higher concern for physical 

accomplishments through health and fitness, which define his masculinity. To put forward 

this answer, an advertisement from Men Health was chosen, where the male character is 

practicing an activity; the athlete is usually shown running, biking, swimming, etc. He is 

generally pictured working at the gym or outside, as on the picture. His body is the main 

feature, while the advertised products are shoes or sports drinks. He often exalts in this victory 

such as in this picture, where the man is raising his hands. (Annex 2). Illergård (2004) also 
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indicates that men are seen in executive roles, giving instructions. This concept can also be 

applied to the dentist as above has the highest status. The dentist does what is expected of 

him; he “rescues” the patient. According to Sfeir (2014) the advertisement for John West 

(Australia – 2010) shows us this aspect. Indeed the man is presented with a muscular body. 

He holds a lot of foods in his arms. (Annex 3) 

 

2.2.3 The Erotic Male 

 Rohlinger’s (2002) says the Erotic male is either nude, shirtless, or with a dramatically 

unbuttoned shirt and placed in a sexually suggestive position, often with emphasis on the 

crotch. “The Erotic male is a sensualized, idealized representation of the male form put on 

display” (Bassett, 2009, p4). Moreover, according to Harper (2013) the erotic male is usually 

shown nude or partially nude, with an open shirt or no shirt at all. On the picture, he is placed 

in suggestive positions, like lying down with his knees apart to expose and draw attention to 

his crotch, touching himself, or in the process of removing his clothing. On the figure of the 

Gucci Guilty advertisement, the erotic male wants to sell fragrance; the model male is 

marketed as desirable and sexually irresistible. Sometimes we can perceive sexual appeal in 

an aspirational sense while homosexual men and heterosexual women could desire their 

bodies. (Annex 4).  Sfeir (2014) also demonstrates this aspect of sexual connotation with the 

Reversa. The man is lying naked on the couch with a perfect body. He is with an “old” 

woman who is wearing clothes, and touching his leg. The man is pictured as an object and 

seen as a domestic animal, beautiful and quiet. (Annex 5) 

 

2.2.4 A positive “Mister everyone” 

 “The consumer is the “average man” who is either in demand of the presented product, 

or seen as a “satisfied customer” of the advertised product”  (Bassett, 2009, p4). Rohlinger’s 

(2002) also explains that the consumer is either a user of the product being advertised or is 

depicted as a “satisfied customer”. He is usually inactive; it means his portrayal does not 

show any strong signs of belonging to any of the other profiles listed above. Harper (2013) 

mentions that the consumer can be any age or race. In fact, a woman could replace many of 

the men in these advertisements, and the meaning would stay, more or less, the same. The 

figure chosen is for Air OPTIX medicine where a man is simply shown using a product for 

basic need and wants. (Annex 6). Sfeir (2014) shows by describing the advertisement 
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AdopteUnMec from France (2007) (Annex 7). The man is perceived as generic, there is no 

particular personality, the perfect Mister everyone. 
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This chapter explains the logical and rational approach that we have adopted to 

develop a specific method to guarantee the quality of our research about men’s 

representation in advertising.  The method employs principles, steps and tools. 

3 METHODOLOGY 

First of all the methodology is a rational means to develop a result. But it could also be a 

set of logical principles, rules, steps that establish a result (Kant, 1797). 

To answer the research question, the right methodology guarantees research efficiency by 

avoiding useless research. Moreover, it also guarantees a research of a good quality by 

imposing a logical and rational approach and using the best tools. 

 This chapter describes the research approach, which were used to develop the specific 

method. Firstly, it was done an exploratory research in order to understand the subject 

researched. It was done on available secondary sources. The purpose was to take advantage of 

data that already exists and to select the principles and tools, which could be useful for our 

specific research. Also, it highlighted the key ideas of the portrayal of men in advertising 

which was needed to develop a method.  

	
3.1  Type of research 

This chapter describes the type of research used to collect and analyze the data. Firstly, 

it was conducted an exploratory type of research to understand the subject and, secondly, to 

collect and analyze the data, it was used the descriptive type. 

 

3.1.1 Exploratory research 

 According to Kowalczyk (2015), exploratory research is based on theoretical and 

hypothetical ideas in order to formulate a problem for more precise investigation or to 

develop the working hypotheses from another point of view. It gives more information, seeks 

to understand more about the study aims and helps to have a better understanding of how men 

are portrayed in advertising. According to Cole & al. (1988), exploratory research is used 

when you need to simplify and get a better insight into a subject. It is flexible and adaptable 

which implies that researchers need to be open to the idea of changing the direction of the 

study.  
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3.1.2 - Descriptive	studies	

 The next option is descriptive analysis used to describe what is happening in more 

detail, filling in the missing gaps and expanding our understanding. As s Robson (2002) 

advises, descriptive research studies aim to describe phenomena and draw an accurate profile 

of certain situations, companies and people. According to Kowalczyk (2015), descriptive 

analysis is a more minute description of a topic. Zikmund (2003) presents descriptive analysis 

as the transformation of raw data into a form that will make it easy to understand and 

interpret; rearranging, ordering and manipulating data to generate descriptive information. So 

this type of research has allowed us to provide some idea of how men are portrayed in TV 

advertising. Indeed, we have analysed several TV advertisements from France (TF1, the first 

national TV channel) to see how men are presented.  

  

3.2 Method 

3.2.1 Qualitative and quantitative research 

 The qualitative research approach is suitable in respect to examining these in the best 

possible way. Qualitative analysis concentrates mainly on theoretical aspect, real facts as a 

management expertise, deep investigation and on development rather than on numbers. It is 

also based on the theatrical aspect, building on statistical methods. This type of analysis 

supports this thesis. As Wyse (2011) explains, qualitative analysis is used to gain a better 

understanding of underlying reasons, opinions, and motivations. It provides insights into the 

problem or helps to develop ideas or hypotheses for potential quantitative research. 

Qualitative Research is also used to uncover trends in thought and opinions and dive deeper 

into the issue. Qualitative data collection methods vary using unstructured or semi-structured 

techniques. Some common methods include focus groups (group discussions), individual 

interview, and participation/observations. The size of samples is typically small and 

respondents are selected to fulfil a given quota. Neuman (2006) advises that a qualitative 

analysis allows us to collect specific information offering a real and deep explanation. 

However, the most significant weakness of qualitative analysis is “the skill of interviewers to 

do not interpret, as unknown way, the reply of the interview” (ACAPS, 2012, p10). 

 Quantitative research is used to evaluate the problem by generating numerical data or 

data that can be transformed into useable statistics. Babbie (2010) says that a quantitative 

method emphasizes objective measurements and the statistical, mathematical or numerical 

analysis of data collected through polls, questionnaires, and surveys or by manipulating pre-
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existing statistical data using computational techniques. Quantitative research focuses on 

gathering numerical data and generalizing it across groups of people or to explain a particular 

phenomenon. Amaratunga & al. (2002) argue that the quantitative approach is a result of 

academic tradition that places considerable trust in numbers that represent opinions or 

concepts. According to Looi (2014), the quantitative analysis facilitates the creation of groups 

from numerical data with a large number of answers to the questions in a short time. 

Nevertheless Looi (2014) also claims that quantitative analysis is neither a human perception 

nor a belief with a description of feeling or of experience; it’s only a lack of resources for 

large-scale research. 

 For this study, both analysis approaches were used with a description of the portrait of 

men in advertising. We tried to demonstrate how portrayals have changed. The image of men 

for women; portrayed as powerful. Thanks to quantitative data, we have used a number of 

advertisements in order to have a strong sample of how men are portrayed in TV 

commercials. In another way, qualitative analysis in this study aims to show the focus on 

aesthetics body. The quantitative analysis has offered a diversity of information from TV to 

realise how men are shown in different TV spots for different products at different times. We 

had to do research via video platforms and it was not an easy task to find them.  

For now we can see that, for our research, an in-depth documentary study, very 

centred on the subject, is necessary but not sufficient. This search will bring a lot of 

qualitative information but little recent quantitative information. Accordingly, it is important 

to add a survey on current advertising on television, which will provide us quantitative 

information on the representation of men at today. 

 

3.3 Primary and secondary data – the data collection 
 When it comes to the collection of data, there are two different kinds of data to collect, 

primary and secondary data. Per Saunders & al. (2012), primary data is data from unknown 

information, information that will be gathered specifically for one purpose. Warren (2001) 

also adds that primary data will be collected through personal research and information 

collected for a specific question. Joop & al. (2004) explain that primary data is data collected 

for a specific research problem at hand, using procedures that best fit the research problem. 

 Secondary data, on the contrary, means data, which is readily available, data that has 

already been collected and analyzed by someone else. When a researcher wants to use 

secondary data, he or she must look into various sources from where to obtain it. In this case, 
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you are certainly not confronted with problems usually associated with the collection of 

original data. Secondary data may be published or unpublished data. Sources of published 

data might be: books, reports prepared by research scholars, universities… Secondary data 

were collected through sources such as Internet and TV. According to Kothari (2009) the 

sources of unpublished data are many; they may be found in diaries, letters, unpublished 

biographies and autobiographies. 

 

3.3.1. Instrument to collect the data 

To collect the data, a content analysis was conducted. Cole (1988) defined it as a way 

to analyse written, visual or verbal communication messages. According to Krippendorff 

(1980), it is a method to describe and to quantify a phenomenon objectively. The latter added 

that content analysis allows researchers to make valid inferences from data to their context. 

 
Within this research, a guideline has been chosen as the most appropriate. According to 

Bahadur (2014), a guideline is a piece of advice on how to act in a given situation, 

recommended but also a non-mandatory control. In the Cambridge dictionary it is also added 

that a guideline is needed to explain and to advise people on how something should be done.  

 The content analysis was concentrated on TV advertisements, in the number 1 French 

TV channel. Regarding the selected time, it was decided to focus on the slot between 7:50 PM 

and 8PM, between a TV show and the evening news. This slot was selected because it is 

generally the time when people are at home, relaxing in front of the TV before the news. In 

this way, there is a variety of different advertisements.  The commercials were listed viewed 

and selected those where the central character is a man. Then, it was analysed and explained 

each advertisement selected to find out men’s role and his appeal. 

 This content of the guideline is as follow:  
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Information Type of information 

Type of 

advertisement 

It establishes which different types of advertisements there are during 

these time slots, highlight the aim of the advertisement 

Brand institution: promotion directly about the brand, not about a 

particular product 

Sales promotion: focus on the price 

Promotion: sell the product 

Role How men are characterized, sportsman, professional (worker, 

engineer, sales person), sex symbol, dancer… 

Appeal Humour, scary, serious, sexy, emotional, sad… 

Setting Outside, work place, TV set, home… 

Type of product or 

service  

how men are represented, for which type of products 
Water, glasses, cleaning product, coffee, perfume…  

 

3.4 – Population and sample 

 As reported by Creswell, (2012) a sample is a smaller (but hopefully representative) 

collection of units from a population used to determine truths about that population. Per 

Patton (2002), there are two types of sampling; the first is random sampling. It allows a 

procedure governed by chance to select the sample and controls for sampling. The second is 

non-random sampling, composed of convenience sampling: the process of including 

whomever happens to be available at the time, called “accidental” or “haphazard” 

sampling.  Its disadvantages are the difficulties to determine the results from the problem. 

Purposive sampling is the process whereby the researcher selects a sample based on 

experience or knowledge of the group to be sampled. Its disadvantages are a potential for 

inaccuracy in the researcher’s criteria and resulting sample selections. Finally, quota sampling 

is the process whereby a researcher gathers data from individuals possessing identified 

characteristics and quotas. Its disadvantages are that people under this method are less 

accessible generally (more difficult to contact, more reluctant to participate) and under-

represented. 

 The sample elements come from TV commercials. According to Thyer (2010), the 

sampling process divides the population into different segments. Or, in other words, as 
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advised by Kothari (2009), it is the process of obtaining information about an entire 

population by examining only a part of it. In most of the research work and surveys, the usual 

approach happens to be to make generalizations or to make assumptions based on samples 

about the parameters of population from which the samples are taken. Polit & al. (1999) refer 

to the population as an aggregate or totality of all the objects, subjects or members that 

conform to a set of specifications. 

 In this study, the population targeted is TV advertisements on the first French TV 

channel. In this way, we needed to have real option about the image of men in advertising 

especially on television. That is why we did a non-random method based on convenience 

sampling. We selected 3 days from the 12th of May to the 14th of May 2016. The chosen 

sample was during the TV program at 8p.m for the first and second days then between 10:30 

to 10:50p.m for the last day. The advantages were to see the evolution in these advertisements 

based on different times. The disadvantages were that not every advertisement was available 

on YouTube (used to analyse sometimes later). We aimed only at advertisements around two 

TV programs. The first one was at 8p.m between “Money Drop” and the news broadcast on 

TF1 over 2 days. The second one was around the first nigh-time movie at 10:30p.m and 

10:50p.m. At the end, nineteen advertising was analysed. 

The social network, magazines, websites or other media were not used. TV advertisements 

were used because it is the more representative mass media corresponding to the aim of this 

study. Women are not really present; they are only used in this study as a contrast to men.  
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The fourth chapter presents the empirical data that has been collected to support this study. 

The aim of this work was to analyze advertisements in depth for 3 days and to focus on one 

main TV channel at two different time periods. Thus we can have a real approach to what we 

see on the TV. For this study, we decided to analyze all advertisements between the TV game 

show “Money Drop” and the News at 8PM on TF1. We chose 3 days from the 12th of May 

2016 and the 14th of May 2016. Moreover, we decided to include the YouTube links because 

it is useful for us so that the reader can visualize the advertisements, which could either not 

exist in their own country or have become obsolete. 

4 EMPIRICAL DATA 

4.1 Thursday 12th of May (First day) 
	
 Attached is the list of brands that diffused their advertisements during this time: Evian, 

Roventa, Afflelou, Cilit bang, Dominos, Jeep, Riz, Mon savon, Creme solaire, Leroy Merlin, 

Ultima, Lindt, Bosch, Moulinex, Scholl, Tryba, Lustucru, Betclic. 

We analyzed 18 advertisements in depth.  

Men played the central role in 8 of these 18 advertisements = 44%. 

  

Adverstising 01: Evian 

The first advertisement features the spring water brand Evian. A woman trains her 

husband in different sports, running, swimming, biking and in other workouts.  

Here, the man’s role is one of the sportsman, the tone is both comical and scary. He is 

exhausted by all these sports.  

 

Information Type of information 

Type of advertisement Brand institutional 

Role Sportsman 

Appeal Humour, scary 

Setting Outside 

Type of product or service  Spring water  
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Adverstising 02: Afflelou 

(There is no link because it is a new advertisement) 

 Afflelou is a brand selling glasses. In the first image, there is a man in a suit who talks 

about his job: he is an optician. Then, he explains why the company has made this 

commercial to promote glasses. There are lots of happy people dancing, planning and so on, 

like they get pleasure this promotion out of. The man as role is the optician, the professional 

and the feeling is more serious. The protagonist explains the promotion in order to increase 

sales that are why the man is serious.  

 

Information Type of information 

Type of advertisement Sales promotion 

Role Professional, Sales man 

Appeal Serious 

Setting Outside 

Type of product or service  Glasses 

 

Advertising 03: Cillit Bang 

 Cillit Bang is specialized in cleaning products. We see a mechanic who wants to go 

home but first he has to clean the garage where he works. He looks desperate to clean all this 

dirtiness. He takes the cleaning product, turns on his music and starts to clean while dancing. 

At the beginning the man is a mechanic, but evolves into a dancer. We can see the sex appeal 

of the man, and the comical aspect of the situation.  

 

Information Type of information 

Type of advertisement Promotion 

Role Professional (worker), dancer  

Appeal Sex, humour 

Setting Work place 

Type of product or service  Cleaning product 
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Advertising 04 - Lindt 

 Lindt is a famous deluxe Chocolate brand. Here, men are rather absent yet, there is, a 

strong image of a chocolate maker, in a professional roles using a serious working hard to 

make chocolate of very good quality. 

 

Information Type of information 

Type of advertisement Brand institutional 

Role Professional (engineers) 

Appeal Serious 

Setting Work place 

Type of product or service  Chocolate 

 

Advertising 05 - Bosch 

 The brand Bosch sells cleaning material. In this advertisement there is a man trying to 

use a vacuum cleaner in a room with a tiger inside. The aim is to efficiently clean this room 

without disturbing the tiger. The man is depicted as an expert, the professional with the 

humour appeal as he cleans the room despite the tiger’s presence. 

 

Information Type of information 

Type of advertisement Promotion 

Role Professional (engineers) 

Appeal Humour 

Setting Work place 

Type of product or service  Vacuum  
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Advertising 06 - Scholl shoes 

(There is no link because it is a new advertisement) 

 Scholl is specialized in product in foot care products: shoes, medicine or others 

products. There is a painter here, who is painting a wall, and he explains the use of the 

product. Once again, the man is a professional and the tone is serious.  

 

Information Type of information 

Type of advertisement Promotion 

Role Professional (worker) 

Appeal Serious 

Setting Work place 

Type of product or service  Sole for shoes 

 

 

Advertising 07 - Tryba 

 This brand sells and fixes windows in houses. There are three different men: a sumo 

wrestler, a sales assistant and an executive. The salesman and the manager explain their 

product and the comparative advantages. Both play a professional role using a serious tone. 

The Asian, however, is there to prove the solidity of these windows, there is a humorous feel 

too. 

 

Information Type of information 

Type of advertisement Brand institutional 

Role Professional (salesman, worker) 

Appeal Serious, humorous 

Setting TV set 

Type of product or service  Windows 
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Advertising 08 - Betclic 

 Betclic is specialized gambling on Internet. Here, there is a “battle” between two men 

gambles and the winner is kidding with the other one. The two protagonists are portrayed as 

young guys with a real humorous appeal.  

 

Information Type of information 

Type of advertisement Brand institutional 

Role Young customer 

Appeal Humour 

Setting Outside 

Type of product or service  Gambling 

 

4.2 Friday 13th of May (second day) 
 Attached the list of brands that diffused their advertisements during this period: SFR 

Family, Rozana, Tourtel twist, Soignon, Credit Mutuel, Somatoline cosmetics, Medi’rappe. 

Men were portrayed in 5 out of 7 advertisements = 71%. 

 

Advertising 09 - SFR 

 SFR is a mobile operator. In this advertisement there are two men with different roles.  

The first one is a young man in his room, who replaces the face of a football player on poster 

on his bedroom wall with the face of his father. Each male figure plays an emotional role. He 

walks closer to his son’s room and stops because he sees something. All football player 

posters in the room show his face. There is also a post-it, with the writing “I love Dad”. The 

father has the role of hero with emotional appeal.  

 

Information Type of information 

Type of advertisement Sale promotion 

Role Son & Father (hero)  

Appeal Emotional 

Setting Home 

Type of product or service  Mobile operator 
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Advertising 10 -  Rozana 

 Rozana is a brand of sparkling water. In this ad there is a factual discussion between 

two men like an interview. They are educating us about various advantages of this water. 

Their role is quite scientific with a rational appeal. It is a conventional advertisement without 

a story, just a very simple dialog. 

 

Information Type of information 

Type of advertisement Brand institutional 

Role Professional (engineer and journalist) 

Appeal Informative 

Setting TV set 

Type of product or service  Water 

 

Advertising 11 - Tourtel Twist 

 Tourtel Twist is a special soda. Here, the barman, the customers around the bar, 

principally represents men but they are not the most important. It’s pushing an image of 

dynamic, fun young people drinking this soda and having fun. The young people represent a 

humorous atmosphere.  

 

Information Type of information 

Type of advertisement Brand institutional 

Role Young consumers 

Appeal Humorous, fun 

Setting Outside 

Type of product or service  Soda 
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Advertising 12- Credit Mutuel 

 Credit Mutuel is a banking and insurance service group. In this announcement, there 

are two men, a son and his father; the son is talking about the father’s new car, smashed by a 

machine. The first man’s role is the father with pessimistic tone. The second one is the son 

with optimistic appeal. The son reassures to his father that he will receive assistance from his 

assurance.	
	

Information Type of information 

Type of advertisement Promotion 

Role Son & Father 

Appeal Pessimistic vs optimistic 

Setting Outside 

Type of product or service  Insurance 

 

 

Advertising 13 - Medi’rappel 

 Medi’rappel is a mobile application created by Biogaran. The scene takes place in a 

football stadium; the public roll out a banner to remind a man elderly to take his medicine. 

The depiction is an old man; the appeal is informative and plays on potential insecurity of the 

older. 

 

Information Type of information 

Type of advertisement Brand institutional 

Role Old man 

Appeal Old age, insecurity 

Setting Stadium 

Type of product or service  Mobile application 
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4.3 Saturday 14th of May (last day) 
	 During the first two days, it was not exactly what we would expect because we did not 

perceive men as a hero or object and so on. Subsequently, we decided to change the time to 

pick up the advertisement between the first movie and the second between approximately 

10:30PM and 10:50 PM. We decided to change the schedule because the first schedule was 

during dinnertime in France and so people look after their kids and not are not in front of the 

TV. For the second schedule, it is different because it is generally “the couple slot”. 

But we can already draw two conclusions: 

1 – During identical time slots, the portrayals of men are more or less the same probably 

because the group of TV spectators are socially identical.  

 2 - The men are portrayed differently according to the time slot in order to match the group of 

TV spectators. 

Attached the list of brand that diffused their advertisements during this time: Euro 2016, 

L’Oreal, Oasis, Cote d’Or, Signal white now, Paco rabanne, Nespresso, Carrefour, Megane 

Renault, Adopteunmec, But, Blablablacar. 

Men were portrayed in 6 of these 12 advertisements = 50%. 

 

Advertising 14 - L’Oreal  

 L’Oreal is the leader of beauty product, and the advertisement is about men as 

deodorant. In this advertising, there is a man who confronts a sport challenge, stress or an 

extreme situation. You can see his different emotions: anxiety, fear and stress. His role is to 

illustrate men and how he controls each different step of his life. 

 

Information Type of information 

Type of advertisement Promotion 

Role Man daily 

Appeal Humourous, sex, erotion 

Setting TV set 

Type of product or service  Deodorant 
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Advertising 15 - Paco Rabanne 

 This brand creates fragrance and this commercial is communicating about “Invictus” 

fragrance. A man, almost naked, poses in front of a photographer, walks into a stadium. The 

spectators are waiting for him and make him feel like a hero, a super star.  There are some 

other characters like gods who cheer this man along. He plays the role of sportsman with a lot 

of sex appeal.  

 

Information Type of information 

Type of advertisement Brand institutional 

Role Sportsman 

Appeal Sex 

Setting Stadium 

Type of product or service  Fragrance 

 

Advertising 16 - Nespresso  

 Nespresso, a coffee brand, famous for its advertising campaign starring George 

Clooney and his “What else"? They carry on the idea with another person. The scene takes 

place in an amazing luxurious house’s garden and George Clooney is making coffee and 

another man steals his coffee and there is flirting with a woman... George fights back for his 

place as dominant and seductive male in the conversation. His role is the sex symbol with a 

humorous approach. 

 

Information Type of information 

Type of advertisement Brand institutional 

Role Sex symbol 

Appeal Humorous, sex 

Setting Outside 

Type of product or service  Coffee 
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Advertising 17 - Renault Mégane 

 Renault is the French automobile manufacturer. In this campaign, there is a man who 

speaks a mixture of French and German who presents the new “Renault”. He makes a 

comparison with their German competitor, with regards to the capacities and advantages of 

this car. His role is educational with a humorous appeal.   

 

Information Type of information 

Type of advertisement Sales promotion 

Role Professional (seller) 

Appeal Humorous, educational 

Setting TV set 

Type of product or service  Car 

 

Advertising 18 - Adopteunmec 

 “Adopte un mec” was created in 2007 with the slogan “men-object to hug”. This 

company is a dating site with more focus on young targets. The aim of this website is to allow 

women to choose any man she desires, and put them in the trolley, as if it was a regular 

shopping spree.  

This company is focus on what consumers want, and nowadays, the fact to mix men and 

animals is very attractive for women. Thus they decide to design advertising with different 

types of men possessing different animals (fox, canary, panther…). The portrayal is the man 

object with a humorous and sexy approach 

 

Information Type of information 

Type of advertisement Brand institutional 

Role Object 

Appeal Humour, sex 

Setting TV set 

Type of product or service  Dating Site 
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Advertising 19 - But 

 “But” is a chain of stores specialized in home decor and equipment. This advertising 

doesn’t focus on only one man but on different typeq of men in a family. You see them at 

different moments of the day with their family, for example, playing with their children, 

cooking… There are roles of father, husband, or househusband, with humorous appeal. 

 

Information Type of information 

Type of advertisement Promotion 

Role Man daily  

Appeal Humour 

Setting Home 

Type of product or service  Kitchen 
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4.4 Statistics 
	 After these observations, the analysis shows that men were portrayed in 19 of these 37 

advertisements. So, men play the key role in 51% of latter. 

 

About role and appeal below are two diagrams which describe every category.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 The portrayals of men in a professional context cover one third of their role in these 

advertisements. The career is highlighted. 

With regard to the appeals, humorous, sex and informative are the key elements used in these 

commercials. A more informative tone was used in the two first days while, in the third day, 

however, sex is a predominant there. Humorous is used every time in advertisement.  
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 We can determine that the main roles are professional and clean “Mister everyone”. 

The reason could be because the first schedule occurs at the end of the working day when the 

family are together and people can more easily identify with these most common depictions 

of men. Arising most frequently, are humorous and informative appeals, for the same reason. 

 

 
 

 If we look at these results, it becomes clear that the roles such as sportsman, a clean 

and correct “Mister everyone”, sex symbol and man-object are more common during the last 

schedule. It is because it is more a time for adult couples and the commercials are aiming to 

target this audience. Again, the ads are humorous and sexy. 

At this stage of the research, we can conclude the following: 
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a - Men are shown in publicity in stereotypical postures: confirmation of what we found 

during the literature search. 

b – Stereotypes are recurring when the TV viewers group is homogenous. 

c – On one hand, we can define a clear relationship between a time slot = a TV audience 

category = compliancy of the projected image concerning men 

Or the other:  TV viewers group = a time slot = men’s depiction is adapted, for sure.	
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In the following chapter we will superimpose the theories identified in our literature 

research and the empirical data collected during the survey of TV advertisements. 

This superimposition will reveal similarities between theories and current practices, 

differences, and synergies when the analysis of empirical data completes the theories. 

These similarities, differences and synergies will be synthesized in order to prepare the next 

step: conclusion.	

5 ANALYSIS 

5.1 Advertisements compared to Gender Portrayal  
	 The cultivation theory was presented by Gerbner (1958) and explains that companies 

create an advertisement to promote their product, service or their brand by showing a clear 

message. The theory means that different viewers might interpret various advertisements in 

different ways. They will see what they want to see and not what it is being shown on the 

advertisement necessarily. Advertising creates a need, plays on the spectator’s desires. They 

will transfer their desires, their expectations onto the image communicated by the 

advertisement. 

The first in our study illustrates this theory. With the brand “EVIAN”: a man is drinking water 

and then, the man is practising a sport. The manufacturer has designed the ad to make viewers 

think that if they drink this they will become better athletes and will improve their 

performances. That is what the company want: a simple image with a forceful response from 

viewers. 

 Moreover, Gerbner & al. (1976) explain that a TV advertisement shows what they 

want because they know viewers will interpret it in this manner. Companies use images that 

will have an instinctive effect on viewers, who will identify with the representation of men, as 

professional elegant workingmen. In this way, every man may identify with the main 

character, and feel more concerned. For example, in l’Oreal’s advertising, we see a regular 

man who confronts lots of different steps during his day and that is why he needs a deodorant. 

We can establish an important place for humorous and sex appeal which will motivate men to 

buy the product. These potential customers will see this commercial and think, if they use this 

product, they will be stronger forced with their daily difficulties and at the same time, stay 

funny and racy. It is by using this method is a perfect reference that companies persuade new 

consumers to buy their product. 

 To illustrate the idea of “viewer perception”, Nespresso’s advertisement is a perfect 
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reference. If you just watch the film, it is a man having a coffee, talking with a woman about 

this coffee. Yet, the perception is different, it is not just any a man, this is George Clooney (a 

famous and charismatic star). It’s not a simple conversation; you can feel this chemistry 

between this leads the viewer to feel that, by drinking this product he can also become a sex 

symbol and have power with woman. 

 Rutherford (1994) comments on stereotypes matching that these concerns every man 

with an association with sport, business and cars matching the portrayals of men as sportsmen 

and professionals. In these advertisements, there is an important place for the idea of control. 

In line with Kervin (1990), who explains the focus on sexuality, the last day of our study TV 

illustrates that clearly, because the sex symbol and the man as an object are omnipresent. 

These days sex appeal is an important tool in advertising as explained by Reichert et al. 

(2001). Actually, it is the reason why the authors decided to change the time slots for 

collecting information on TV. Throughout the two first days of our investigation we collected 

data early in the day when children could be watching the TV. Then, when a sexual tone is 

used, it is aimed at couples and adults. So, the authors decided to compile the information 

later when children are supposed to be sleep. While the sex appeal is not the first strategy in 

these commercials, it is predominant in those observed on the last day, at a later time, in the 

evening. 

 The brand “Adopteunmec” uses two different appeals, sex and comicality. The dating 

site is focused on the objectification of men. For their advertising campaign, they decide to 

use the association of men and animals, with a very important sex appeal, which aims to 

convince women to subscribe to this site. In most of these spots, men are almost naked and 

use a game of seduction with the camera as be more attractive to it. That is exactly the 

illustration of the “match-up” hypothesis that proves that attractive people capture more 

attention from consumers. Here, women are the local point. 

Hoyer & al. (2001) as explains, sex appeal attracts a lot of new customers and boosts brand 

image which is why “Adopteunmec” is becoming the most popular dating site for young 

people. 

 Desarzens (2013) shows men in perfume advertisements, with the power role, an 

image of control. In the study, the authors describe “Paco Rabanne’s” advertisement. As 

advised earlier, the key point is the dominant and confident man alone in front of a full 

stadium. He looks like a super star; viewers can smell the power, the self-possession and the 

control from this sportsman. 

 Resko (1975) distinguishes female products and male products. For instance, a vacuum 
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cleaner is a “female product” because it is generally sold to and used by women. Cars or 

electric tools are “male products”. Resko add another theory: there is a difference between a 

TV commercial for a female –oriented product presented by a woman and a TV advertisement 

where a man is used to promote the same product. 

 The approach to this basic problem is to use a man portrayed as a professional in a 

serious environment, in a laboratory, for instance. It is the technique used by “BOSCH” to sell 

vacuum cleaners. The men seen in the “BOSCH” campaign are professionals in a scientific 

environment. Every one has a white overall, a notebook and so on.  Resko (1975) adds that 

the spectator has to be encouraged to this way imagine better career advancement for a man 

portrayed. 

We can see the opposite with a product geared towards a female audience, such as kitchens: 

“BUT” is a chain of stores selling kitchens.  There are lot of different types of men in “BUT 

advertisements but in all cases, you find the family, man husband or boyfriend.  In the 

“BOSCH” advertisement, the man is a leader. Therefore the “female product” is being 

transformed into a “male product”. In the second case of “BUT”, the man is just an accessory, 

associated to the woman, who has become the leader. Consequently, the product can be 

shown as a “female product”. 

 

5.2 Advertisements compared to Portrait of men 
“An urban man is a metropolitan figure who indulges in the luxuries of big-city living 

(i.e., fashion, social venues, outings with others)" (Bassett, 2009, p4). Harper (2013) adds that 

a sophisticated man is an urban figure who illustrates fashion, luxury and so on. Illergård 

(2004) also reports that people are displaying their power and social status by the clothes they 

wear. We notice that for “Affelou” the man is wearing a suit and everything is joyful around 

him. However, it is more rational than fashion or luxury products. It is the same for “Lindt”. 

We know that “Lindt” chocolates ate of top quality. The advertising wants to demonstrate this 

via the image of a chocolatier. However, it is not always sophisticated, as explained by 

Bassett or Illergård. The two above-mentioned commercials were aimed at approximately 

8p.m, which is why we can notice, it is different the advertisements broadcast at 10:30p.m. 

Concerning the “Nespresso” campaign, we observe an amazing villa, a dominant and sensual 

man, all perfect ingredients to sell a product. 

“The Hero is one whose celebrity status is a result of professional athleticism, business 

success, political power, or military service" (Bassett, 2009, p4). Harper (2013) also mentions 
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that the person defines his masculinity and is usually shown at the gym or outdoors. Illergård 

(2004) indicates that such as person is more often used to rescue someone. We notice it is not 

really the same for Evian where the man is exhausted by doing sports. On the example 

concerning “Bosch” where the man is afraid to vacuum in front of a tiger while for “Betclic” a 

battle is fought between two men who are the total opposite of muscular. 

There is another type of hero. For SFR it is the dad who is his son’s hero. In the “Credit 

Mutuel” ad, roles are reversed and it is the son who is the hero for his father. “SFR” is 

marketing telephones and “Credit Mutuel” is a cooperative bank. These advertisements are 

presented in identical time slots: between the morning to the end of the afternoon i.e. for the 

general public for a heterogeneous TV audience. The advertisers aim to show a dialogue in an 

atmosphere of trust and authority for the leader/hero.  

During the last day of the analysis, we encounter another type of hero; the ideal man with 

sensuality. In the “Paco Rabanne” advertisement the man is walking in the stadium as a hero 

with a perfect and naked body. As depicted by “L’Oreal”, the man copes with extreme 

situations. 

“The Erotic male is a sensualised, idealized representation of the male form put on 

display" (Bassett, 2009, p4). According to Harper (2013) the erotic male is usually shown 

nude and in provocative suggestive positions. In the publicity campaign for “Cillit Bang” the 

technician becomes a dancer by cleaning the basement. The site “AdopteUnMec” emphasizes 

sex appeal always present for different types of men. As we have said, the man is seen in a 

voluptuous role with ‘weird’ positions. 

“The consumer is the « average man » who is a user of the advertised product, needs the 

advertised product, or is presented as a “satisfied customer" of the advertised product" 

(Bassett, 2009, p4). Harper (2013) mentions that the consumer can be of any age or race. We 

noticed, during the third day, for “Scholl” shoes, “Tryba”, “Rozana” and “Tourtel Twist” and 

“Renault Mégane”, the advertisers use this technique; the products to sell are varied but the 

method of promotion is the same. What are the characteristics of this kind of campaign: the 

brands, the products, the images of men are diverse but the situation and the attitude of the 

men is identical: they are satisfied customers and satisfied users (the portrayed men are either 

happy to be together or talking about something to show advantages, or make a comparison). 

In the preceding chapter, we noticed a correlation in TV between the time slot, the 

audience i.e. the group of TV viewers, the content of the advertisement and the portrayals of 

men. When the audience is homogeneous, the advertisers select depictions of men 
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corresponding to the desires or the wishes of the audience: men with sex appeal, athletes, 

professionals and this trend encourages to stereotypes. 
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The sixth chapter presents our proposed answer to the research question. After the 

evolution of male representation in TV advertising, the characteristics of the present 

situation are described. The limitations of this study are described and complemented by 

suggestions for future research. Finally, the opportunities created by the present situation 

and its evolution are highlighted. 

6 CONCLUSION 

6.1 Research results 
 Contemporary publicity is a phenomenon, which constantly invades our daily life. Our 

investigation has been based on written press material and television commercials. The 

following conclusions involve both these media. 

 It is true to state that, at today, advertising campaigns for diverse product brands and 

for services like to play on countless stereotypes. We have tried to reveal, via the data 

collected and analyzed, the most frequently used ways used to typecast men. This more male-

orientated approach is rather trendy at the moment and clichés about men being passionate 

about cars or doing a lot of sport remain. Throughout our research, men are often seen as 

powerful, action men (ref.previously mentioned Paco Rabanne perfume ad). By way of a 

choice of images on television and online advertisements, brand manufacturers ensure that 

consumers remember such standardized images.  

 Advertising agencies (and their clients) have now adopted and developed a marketing 

angle whereby they objectify men much more. On one hand, promotions placed in the early 

evening, as observed on the French channel, TF1, strongly convey the good, everyday father 

figure. On the other, later in the evening, it becomes obvious that men are categorized more as 

objects. Thus, this brings us to argue the following: Very homogenous target population = 

standardization of a specific role is conveyed. Population targets more heterogeneous = 

image of men is less type-casted. 

There is no doubt, representation of the male gender is ever evolving.  

 In line with the enculturation theory, the manner in which men are depicted in TV 

commercials has a real influence on viewer’s mind-set in relation to their physique as well as 

their behavior.  

 In relation to enculturation, the print media are very influential but TV promotional 

campaigns are more particularly powerful. 

We have tried to study TV, as a whole, by way of frequent and natural observation as well as 
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in a specific way, via our personalized survey. 

The following conclusions concern more particularly the representation of men in television 

advertising. 

  Our analysis focused more on the time element. Indeed, we could notice that 

advertising professionals have created standard images depending on the ad’s time slot.  

Publicity professionals have simplified the analysis with the following equation:  

Population target = a time slot = male stereotype. For instance: sportsmen = half time of a 

soccer match = a frequent image used is one of a young, attractive soccer-player using a 

deodorant conveying the message that this enhances his power to seduce.  

Sexual characters have a great deal of importance in male representations in advertising. For a 

fact, men are often either without their t-shirt or with showing off a perfect body. The reverse 

is also true: 

A target group of TV viewers (sporty young men) is a specially selected time slot, namely 

before a match, during a match, at half time and after a match = very targeted ads 

communicating a standardized image with which this group wishes to identify: fit young men 

who wish to be attractive and seductive. 

We should define who advertisement professionals target: 

A homogenous target = a population of which a strong percentage presents the same 

sociological characteristics. 

A heterogeneous group = a population including several groups having the same sociological 

characteristics but where no specific group dominates the other.  

As we have progressed in all our observations, the consumers targeted come to light.  

As a matter of fact, the purpose of the study was to collect data from advertisements in order 

to better understand how men are portrayed in advertising. 

 The last section of our result concerns advertising appeal. From a purely French point 

of view, there is an extremely positive perception of humorous depictions as well as of 

situations in a professional atmosphere. Indeed, it is to attract the "spectator" to believe or to 

act according to what he perceives. The cultivation theory supports this aspect. What is 

interesting for advertising companies is to know how consumers see men around them. 

Appeals are an essential marketing tool that can be used to improve the stereotypical image, 

to heighten consumers’ interest and to make people more receptive to the advertised 

messages.  
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6.2 Limitations and suggested complementary research 
	 Comparison of the evolution of men and women portrayals in advertisement could be 

a subject to develop. Today, man-woman equality continues to be a very current subject 

which very strongly motivates discussions in a lot of countries. Even when focusing on men, 

there are, most often than not, women also in the advertisement. That is why this angle on the 

issue would deserve further attention and for research.  

            “Men as an object” could be an interesting thesis subject as we notice that the man 

becomes more and more of an object on TV. However, additional investigation and proof 

would need to be developed.  

 Search on the representation of the national stereotypes of men in advertising. This 

research is obviously to study more television advertisements either in the same country but 

with several programs or on a channel in several countries. As it is not possible to have in 

every country an investigator constantly in front of his television because there are several 

channels, it is necessary to find a method, which makes a representative sampling 

 However our research is limited. We have only analyzed short time slots and in one 

country, France. It could be interesting to extend the present research in space and time. 

• During different times in a day, 

• Over a year - because there may well be a phenomenon of seasonality, 

• In different countries, to highlight cultural variations and see how male representation 

is specifically approached, per country. A country such as India will probably not 

place men in the same contexts as a European country like France, Sweden or Spain. 

Though very interesting, for sure, this worldwide slant on research, with studies per country 

and over longer and different time frames, represents a huge and very costly task (where the 

researchers would require means and time to develop representative sampling which is, from 

our view point, the main difficulty and a key to the study’s success).  

 Homophobia and how men are depicted in advertising could be a research subject of 

interest.  The treatment of racial diversity is also crucial nowadays. The latter topics would 

have to be managed delicately due to its socio-political implications. 

 In the course of our investigation and our reflection, it seemed to us that professionals 

in the advertising world were locked into an initiative approach ensuing from rules which we 

highlighted in the results of our search. 

 Our research highlights changes in television advertising relative to men: 
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From regular man to stereotype - from father figure to sportsman - from sportsman to the 

erotic male - from erotic male to city man – from city man to macho man and from macho 

man to lovely husband. All these standardized images lead the man to be considered as an 

object.  

 Advertisers try to combine male stereotypes in order to tell a story and to widen the 

consumer target. We can see the opportunities for techniques based on stereotypical concepts. 

Companies try to match appeals in order to attract consumers faster and more easily. A 

population target = a time slot = male stereotype. 

If the targeted TV audience is homogenous, male depictions will be very specific 

advertisement leading to stereotypes. The reverse is true: heterogeneous target group; 

stereotypes are less useful or useless. 

 Opportunities exist for products or services whose publicity campaigns will know how 

to resolve these equations, transforming stereotypes into more specific representations of men, 

probably in situations closer to reality. The future belongs probably to the innovative 

advertising professionals who will find ways to exploit these opportunities.  
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8. ANNEX 
 

ANNEX	1	

 
 

DKNY advertisement, the sophisticated man according to Savannah Harper (2013) 
 
 

ANNEX	2	
 
 

 
Men Health advertisement, the Athlete according to Savannah Haper (2013) 
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ANNEX	3	
 

 
 

Advertisement of John West (2010), the hero by Illegard (2004) 
 
 
 
 

ANNEX	4	
 
 
 
 

 
 

Gucci Guilty advertisement, the erotic male according to Savannah Harper (2013) 
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ANNEX	5	
 

 
Reversa advertisement (2007), the erotic male by Jean Marc Sfeir (2014) 

 
 

ANNEX	6	

Air-Optic	medicine	advertisement,	the	consumer	by	Savannah	Harper	(2013)	



	

ANNEX	7	
 

 
AdopteUnMec	advertisement	(2007),	the	consumer	according	to	Jean	Marc	Sfeir	

(2014) 
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