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SUTHINEE KITTIWATTHANAKUL: THE PORTRAYAL OF WOMEN ROLES IN MAGAZINE
ADVERTISEMENT, AND CREATIVE PERSONNEL’S ATTITUDE. THESIS ADVISOR :
ASSISTANT PROFESSOR SUWATTANA VONGGAPAN, 110 pp. ISBN 974-53-2215-6.

This research was aimed to study: (1) the portrayal of female roles in advertisements, and (2)
creative personnel’s attitude toward advertisements that portray female roles.

The research methodologies were content analysis and survey research. Content analysis was
used to find out female roles which were portrayed in 345 magazine advertisements. The research
instrument was a coding manual and a coding form in coding the female roles by 3 independent
coders. Coders made decisions on female main role and sub role in each advertisement. Main role was
divided in 2 types: working role and nonworking role. Sub role of working role was divided into 7
types: high-ievel business of executive, professional, entertainer and professional sports, middle-level
business, nonprofessional white collar, blue collar, soldier and policé. Sub role of nonworking role
was divided into 3 types: decorative, recreational and family role. While the survey research was used
to collect data from 180 creative personnel from advertising agencies by using the purposive sampling
procedure with 25 top billing agencies in Thailand. The research instrument was a self-administered
questionnaire containing 4 print advertisements and evaluativé items to assess respondent’s attitudes
toward each advertisement. Results are as follows:

1. Female working role and nonworking role are significantly portrayed in magazine
advertisements.

2. Female sub role are significantly portrayed in magazine advertisements.

3. Creative personnels have attitudes toward advertisements which portray female

nonworking role better than working role ones.



