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This research was aimed (1) to investigate the- male role portrayals in television commercials
2)to examine consumer’s attitude towards male role and male role portréyals in television
commercials. Two methodologies were utilized: (1) content analysis was conducted to investigate the
different types of male role portrayals in 388 television commercials, broadcasted between December
2002 and November 2003; (2) survey method was conducted with 400 males and females, 22-45 years
old, living in Bangkok, to investigate their attitude towards male role and male role portrayals in

television commercials.

The content analysis found that television commercials portrayed men in traditional roles
(working roles and recreational roles) two times greater than non-traditional roles (family roles and sex
object roles). The factors that played important parts in such different male role portrayals in each

television commercial were product type, product class, and target group of advertised products.

The survey research found no difference between males’ and females’ attitude towards male
role. Consumers with traditional attitudes had more favorable attitudes towards traditional male role
portrayals than consumers with egalitarian attitudes. Whereas consumers with egalitarian attitudes had
no different attitude towards each role portrayal. Besides, The sex object role portrayals created

negative attitudes among the consumers with egalitarian attitudes.
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