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ABSTRACT

Combining two issues significant in contemporary
broadcasting--the influence cf television on children and the role of
women as portrayed by the media, this study analyzed the image of
female children in 294 television commercials shown from eight in the
morning until roon every Saturday from November 10, 1973, until
December 8, 1973. Although the child was used as the primary unit,
appearing on screen for at least 3 seconds or having at least one
line of dialogue, other items also qualified for coding, for example,
number of males and females, the product advertised, voice-over,
setting, and the primary role of the female. Using Holsti's formula
for multiple coders, dual coder reliability was established at .99.
Results showed television as trying to orient the female child to
traditional feminine roles in society as the typical wife and mother
concerned about her appearance and accepting the role of a sex
object. The concept of women as being independent and successtul in
the business world is not shown. (JN)
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The average child spends more time each
year yatching TV, than he spénds in the ciass-
room and often more time with the TV than he
spends with working parents. And during that
fime he sees from 22,000 to 25,000 commercials,
in fact a child who .is onl& a moderate TV

viewer spends almost four hours each week

watching commercials alone..

The Christian Science Monitoxr
. Novenber ‘5, 1973




THE IMAGE OF TZE FIMALE CHILD

ON SATURDAY MORNING TV CONMERCIALS

Two issues which have been of significant concern in conten-

been the influence of TV on

1

porary broadcasting circies have
?

children and the role of women sortrayed by the media.

The purpose of this study is to combine these two areas oz

concern in an analysis of the image of female children on Satur-

day morning TV commexcials.

MET?IOD

[4

pata analyzed in this study included Saturday morning TV

commercials f£rom November 10th to December 8th, 1973. The hours

of analysis were 8:00 A.M. until noon on a local CBS affiliate.2

The entire morning time period consisted of cartoons: "The

Flintstones," "Bailey's Comets," "Scooby D00 Movies," "My

Favorite Martian,® "Jeannie," nSpeed Buggy," and nJosie and the

1 4

vpussycats." A total of 344 commercials were witnessed. In-

cluded in =his total are 52 animated commercials which could rot

be classified because they did not show people, just creatures

(martians, etc ) Thus, 29 commercials were analyzed. Also, 20 of

the 344 showed adulis with children.’ Although these commercials

it

were coded, it was the child wiich was used as the primary un

-
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£i11 either of the following criteria--appeared on the screen for

cast one line of dialogue. Al=

'-!

at least three scconds, or have at
so no-ed were the following variables Zor cach commercial: number
of males and femalesg, the procduct advertised, voice-over, setting,
gnd the primary role of the female. The "primary role" aspect
was based oﬂ portrayed role oi +he character. For example, @
1ittle girl shown hoid ng and pampering a baby doll or cooking
with her toy applisnces in the kitchen would be conéidered por—~
traying the role of é mother and housewife. Another example .

would be the "model” image which was rocorded according to those

children advertising products which empaasiz ed one's appeerance
and concern for being beautiful.
Using Holsti's Zformula £or multiple coders, dual coder re-

liability was established at .99.

RESULTS

The froducts sgvertised in the commercials can be placed
into six éategoriés: "female cosmetics," “"car-related products,"
nfemale dolls," "games," "food," and "other." We‘found the £food
and male-related products to be most prevalent.

cut of the 2% commcrcials coded, “the major category for

those witch Zeomale children woz Zood (26%4) Zoiiowed by games (27%)
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and dolls (26%). As seen in Table 1, femzles were also less
1ikely to be in commercials for cars, trucks, planes, and related
products,‘supporting the stereotype that a female has no interest
or ability in so mesculine an area as mechanics or machines.

In classifying the commercials according to the "people in-
volved" our analysis showed that only 57 out of the 284 commer=
cials showed just girls, compared to 102 commercials which in-
cludgd only'boys. when in a group of both male and female chil-
dren, the female was almost always outnumbered by the male, two
to one. | :

The single largest portrayed occunstion for the female
child was that ol the mother and housewife (53%). As indicated
in Teble III, the second most frequently portrayed occupation
was thae hodel (29%) . Evaluating the category of portrayed visi=-
ble male occupations, we found that only 2% were shown in the
comparable role of the husbané and father. The largest classi=-

fication was that of race car drivers with 25%.. Similar per-

centages were also shovm in the classifications of military per-

.

sonnel and pilots. Concurrent wita previous research these com=

mercials also mirror the restricted range of jobs copen to females
,

in real life. Noticeable was the absence of any coéings for fe=-

male athletes, businesswomen, scientists, or professors.

still almost entirely domi=

| add
53]

One job in TV commercizls that

natcé by males is the off-cemera nyoice=over" announcaer. In this
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* study only 1l.4% used a female voice, compeared to 79% using a
male voice-ovezr. Wwhen 2 female voice wes used, the‘commercials
dezlt only with female-relzted products. ‘advertisers still ap-
parently consider the mele voice more authoritative, which may
be one reason Sor this contrest.

This study also noted the setting ol the commercial. Accor-
Qing to the results, a little girl's place is in her bedroon.
88% of the females were seen inside their bedroom comparéd to
6% of the males. Boys were significantly more 1ikely to be seen
outdoors. We found that waen girls‘bere in a setting ather.than
their bedroom they were with boys. {r1s were practically never
found in an outsidé setting except when with boys in the 2dver-
tisement of a product for both males and females.

Beyond the data interpretation £rom the content categories,
the authors did make some observations on the attire of the chil=
dren. In contrast to the casual, disordered clothes of the male,
the feméle child was always seen more formally, usually in a
dress. Her total appearance wes sterecotyped; a hair was never
out of place, never a wrinkie in her dress. 1Ia snort, she was
nsugar and spice énd everything nice."

Boys and their male-related products far outnuroered the

female-rclated products. Even in products ‘that are not related

L 3

specifically to either sex the appedrance of nmales far outnum=-
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oup of childéren were S tting around the breakiast
The Apple Jacks

was three boys to one girl.

mercial a g~
we found this situation to be typicel.

+able ard the ratio
Zemale c.aild does keep pace with the

1 remains thet ol the house-
being in-

commercial is rot unigue.

" phe fashion of the

Eowever, her occupation stil
idea of women

time.
wife and mother. It does not show
e pbusiness worid, dut nerely that

dependant and successful in th
to be" homemaker.

Y e
"
as b

of the all time "thoug
CONCLUSION

g this research that TV is trying

It appears after completin
raditional role she should

to orient the female child to the t
s the mother with her child,

This role sees her a
she is portrayed

play in society.
‘man preoccupied with her appearance.
1 programmed to grow up and .be the

or as a Vv

as the conventional little gir
In commercials analyzed in this

.« =0

typical housewiile and mother.
1e is frecuently shown possessing a family respon-
g the

study the fema
mhe little girl is almost alwafs shown playin
e grown up. The

- sibility.
role of m&ther or trying to act a little mor
Barbie Vanity Case commercial typifies this cbservation when the

1ittle girl closes by saying, "“It's all like being grown up."”

is elso indoctrinatiné the female child iﬂto

In other words, TV
of a sex odject.

um, at least on Satul~

on medi

P

accepting the role
This research showud thv celevis




day morning TV commercials, ¢oes not show the inecreasing impor-

tance that women now have in society. ©he child secs very limited

diversification in the female role beyond the homemaker.

Since TV is a creation and reflection of the modern world,

it seams to have Zailed to keep pace with the changing, growing,

and liberated female. 1IN +his study we attempted to examine the

roles of the female as portrayed through TV commercials. Since

the child spends so much time watching TV, and since TV acts as

an agent of socialization, hopefully i+ will become a reflection

of our society and not merely an illusion.
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TABLE I
PRODUCT CARTEGORIES OF ~DS . '\
WITH 207D WITIOUY FEZALE CAILDREN
, ADS WITHOUT
PRODUCT TLPE . ' ADS WITH FEMALES SMALES
(¥=190) (N=103)
Food : - 37%
Games 27
Female Dolls - | : 26
Female cosmetics ) 5
Cars, planes, and related

products ' 3

Other _ . 1




Bedroom

Kitchen
Living/Fanily room
outdoors
Restaurantc

Limbo (no éefinite

CEILDRIN IN ADS

1 4

ADS INVOLVING JUST
FPZLALZS

(N=57)

location) 0

{
L)

ADS INVOLVING JUST
=S
(N=102)
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TAZLI IIT %‘5\®
PORTRAYEID CCCURPATIONS or
MALE AND FivAL3 CZILDRIN
;
FEMALE (N=68) ' MALE (N=83)
Housewife/iother : 53% Race Driver : 39%
Model | 29 ‘Military 29
Stewzxdess ° Pilot | \:; 22
celebxity/singer/nancer .' 6 professional Athlete 5
Other . | 3 Husband/Father - 2
celebrity 1
Businessman 1

Radio/TV Interviewer 1




NOTES

. Two receant research projects in these areas have included:
F]

Robert X. Baker and Sandra J. Ball, "Mass Media and Violence,"

vol. 9, A Repox:c to Xa' . 'caal Commission on Causes and Preven=

tion of Violence (Washington: Governmer: Printing Office,

1969), p. 242; and
Joseph R. Dominick and Gail E. Rauch, "The Image of Women

in Network TV Commercials," Journal of proadcasting.’ XVI(Summer,
1973), 25965,

cBS was chosen due to clear reception of the local CBS affili-
ate in the Greencastle, Indizna community. The authors realize
that generalizations beyond C2S should be made with at least

some degree of caution.

Although not the purpose of this research,.an interesting
future investigation would be to v;ew the image of adult
females in uhe same time period. A casual observétion of the
at:hors found that in almost all cases the adult female was

playing the role of a mother.




