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Gender and Working Roles in Television
Commercials: A Comparison between
Japanese and Thai Television Commercials

Abstract

The research objective of this study is to examine
the similarities and differences in the gender and working
roles in Japanese and Thai television commercials. The
research methodology focuses on content analysis. Eight
hundred and thirty-four advertisements within the 2015
time period in Japan and Thailand were collected, coded,
and analyzed using the SPSS program, a program used for
statistical analysis. As a result, this comparative content
analysis suggests a possible reversal from traditional
patterns in the literature. Though the proportions of working
women in both countries differ, the proportions of working
women in Japanese and Thai television commercials are
insignificantly different. Moreover, the research results
reveal the new appearance of a non-stereotypical gender
image in terms of the types of working roles in the

commercials in these two countries.

jsn Journal Special Edition 2017

words
Television commerdal,
Advertising, Gender

roles, Japan, Thailand



iwAaMmuiaunuINMsrimuiusnmuinsind:: msiusauinaus:no

1. Introduction

1.1 Research Background

Television advertisements are a
rich source of data for social scientists
to investigate as they can be seen as a
reflection of prevailing cultural values.
Gender value is also one of the critical
factors in developing marketing strategies
via advertising messages.

Gender-role stereotyping in
advertising has been a prominent topic
in the literature since the 1970s (Arima,
2003). Over the past decade, gender
stereotyping in television commercials
has received particular attention (Wolin,
2003). Most studies reveal that men and
women are depicted differently in TV ads,
and the differences are in accordance
with traditional gender roles and reflect
the construction of gender roles in society
(Milner & Collins, 2000; Sengupta, 1995; Sui &
Au, 1997; Tan & Theng, 2002), and although
research of gender roles in advertisements
is plentiful in the United States, our
understanding of sex-role portrayal in an
international context is limited because
there are so few studies. Since it would
seem that the trend of gender roles in Asia
would also change into non-stereotypical

gender roles, it has been difficult to confirm
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the use of advertising stereotypes in Asia.
In addition, there has never been any
comparative research concerning gender
roles in current television commercials
between Japan and Thailand. Therefore,
this paper compares gender roles in current
television commercials between both of

these countries.

1.2 Research Objective

The proportion of working women
in Thailand (60.8%) is comparatively
higher than that of Japan (49.6%) in 2015.
Additionally, fisure 1 shows the proportion
of working women by age in Japan and
Thailand in 2014 (International Labor
Organization, 2017). It is clear that the
shape of proportion of working women by
age is also different. In Japan, its shape is
called M-shaped curve, while, in Thailand,
its shape is called reverse U-shaped curve
as in western society. This paper will pursue
whether television commercials accurately
reflect the realities of gender roles in
these countries. Therefore, the research
objective is to examine the similarities and
differences of gender and working roles in

Japanese and Thai television commercials.
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Figure 1: Proportion of working women in Japan and Thailand by age

Source: International Labor Organization (2017)

2. Methodology

The research methodology focuses
on content analysis. 834 advertisements
within the 2015 time-period in Japan
(465 advertisements) and Thailand (369
advertisements) were collected, coded, and
analyzed by an SPSS program, a computer
program used for statistical analysis, to
discover the relationships between their
analyzed variables, for example, gender
of main character and age/ role/ type of
working role/ type of non-working role.

To examine the similarities and
differences between Japanese and Thai
advertising, ad samples were collected
randomly during May to June in 2015

(Table 1). Samples were collected from the
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three highest-rated commercial channels
in Nagasaki (channels 4, 5, and 8) and in
Bangkok (channels 3, 7, and 9). For each
day, one channel was picked randomly for
each country. The dates included Fridays,
Saturdays, and Sundays to avoid the biases
of television programs that were sponsored
by a single company, since the competition
for ratings during the weekend is quite high.
The same sampling dates were used for
both countries, and samples were record-
ed from programs aired during prime-time
(7:00 - 9:00 p.m.) in Japan and Thailand. All
commercials were coded and analyzed by

an SPSS program.
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Table 1 : Record schedule in Japan and Thailand in 2015 (*ch = channel)

May June
2 8 17 29 7 13 19 28
(Sat) | (Fri) | (Sun) | (Sat) | (Fri) | (Sun) | (Sat) | (Fri) | (Sun)
Japan 4ch | 5ch | 8ch | 5ch | 8ch | 4dch | 8ch | 4ch | 5ch
Thailand 9ch | 3ch | 7ch | 3ch | 7ch | 9ch | 7ch | 9ch | 3ch

Each sampling was coded into 7
categories: narration, gender, role, type of
working role, type of non-working role, age
of main character, and product type. In
each commercial, only the main character
that appeared the most often was selected
and coded.

First, the narration of all television
commercials was coded as male, female or
both/none narration (Figure 2).

Second, the main character of
the commercial was classified as male or
fermale main character (Figure 3).

Third, the role of the main character
appearing in each sample was coded as
working, or non-working role.

Fourth, if the main character was

working, the type of working role was

categorized as high-level, middle-level
and other kinds of work. High-level work
is business owner, executive, director,
manager, doctor, professor, lawyer,
engineer, and other professional works.
Middle-level work is officer, general affairs,
accounting, planning, sales administration,
clerk, staff, shopkeeper, etc. In addition,
other kinds of work are entertainment,
labor, stall, etc.

Fifth, if the main character was
not working outside, the type of non-
working role was categorized as household,
recreation, or product introduction role.

Sixth, the age of the main character
was coded as 0-18, 19-35, 36-50, or over
than 50 year old.

Narration

Male

Female

Both or None

Figure 2: Categorization of gender of narration
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Figure 3: Categorization of role, type of working role, type of non-working role,

and age of main character
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Seventh, to standardize the
characteristics of advertised products, as
a concept of product types in marketing
theory, all samplings were separated
into 2 groups (Figure 4): tangible and
intangible products. Tangible products
were categorized by product involvement
theory as the following; high involvement:
auto/parts, appliances/furniture; medium
involvement: entertainment/toys,
cosmetics/fashion apparel, and alcohol/
cigarettes; low involvement: household
supplies, food/ beverage.

On the other hand, intangible
products (services) samplings were grouped
for analysis. They were composed of:
services, image improvement, retail, and
other categories (such as television program
promotion, which could not be compared
between the two countries).

Moreover, to determine the
reliability of the coding scheme of television
commercial samples, 10% of the data were
collected in Japan and Thailand through

twenty in-depth interviews with Japanese
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audiences and twenty in-depth interviews
with Thai audiences. The result shows that
the percentage of reliability is more than
85%. Thus, it can be proved that this data is

reliable for analysis.

3. Research Findings

In both countries’ commercials,
the proportions of male and female
main characters significantly differ. Male
main character (53%) appears in Thai
commercial more frequently than in
Japanese commercial (44.1%). Moreover,
young women (18-35 years old) in both
countries appear more frequently than
young men. However, young people
appear in Thai commercial more frequently
than in Japanese commercial, while
middle age and older people appear in
Japanese commercial more than in Thai
commercial. For example, the proportion
of young women in Thailand is 90.4%,
whereas it is 72.5% in Japan. Additionally,
the proportions of male voice-over in

Japanese and Thai television commercials

Product

High Middle

Involvement Involvement

Low Intangible

Involvement product

Figure 4: Categorization of Product
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are higher than those of female voice-
over. The proportion of male voice-over in
Thai commercial (72.1%) is higher than in
Japanese commercial (54.6%).

Moreover, the proportion of
working men in the advertisements of
both countries accurately reflects the
construction of gender roles in reality. The
proportion of Thai working men (77.6%) is
comparatively higher than that of Japan
(70.3%) in 2015. Table 2 depicts that
the proportion of working men in Thai
commercials (24.7%) is higher than that of
Japan’s (9.3).

However, this comparative content
analysis suggests a possible reversal from
traditional patterns in the literature. Though
the proportion of working women in
Thailand (60.8%) is quite higher than that of
Japan (49.6%) in 2015, this proportion in Thai
(7.0%) and Japanese (4.6%) commercials

is insignificantly different (Table 2). The

mansimsd ns.Ud: WornwuNnuaum

images of role of female characters in these
two countries’ advertisings are similar.
There is also no significant difference in the
types of working roles between females
and males in both countries (Tables 3 and
4). For example, the proportions of middle-
level work of females in Japan and Thailand
are 70.0% and 54.5%. In addition, these
proportions of males also are in Japan and
Thailand 37.5% and 22.7%.

The appearances of non - working
roles of male and female main characters
differ significantly between Japan and
Thailand. The proportions of household
role and recreation of Thai males (14.2%
and 58.2%) are higher than Japanese
males (3.8% and 42.3%). Additionally, the
proportion of household role of females
in Thailand (18.5%) is higher than in Japan
(9.6%), while the proportion of recreation
of females in Japan (42.1%) is higher than in
Thailand (35.6%).

Table 2: Gender and Working Roles in Japanese and Thai Television Commercials

Male Female
Japanese CM Thai CM Japanese CM  Thai CM
n (%) n (%) n (%) n (%)
Working roles 16 (9.3) 44 (24.7) 10 (4.6) 11(7.0)
Non-working roles 156 (90.7) 134 (75.3) 209 (95.4) 146 (93.0)
Total 172 (100) 178 (100) 219 (100) 157 (100)

P < .05, (X)) Male= 14.420, df = 1 ; P > .05, (*) Female= 1.497, df = 1
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Table 3. Gender and Type of Work in Japanese and Thai Television Commercials

Male Female
Japanese CM  Thai CM Japanese CM  Thai CM
n (%) n (%) n (%) n (%)
High-level business 4 (25.0) 7(15.9) 2 (20.0) 1(9.1)
Middle-level business 6 (37.5) 10 (22.7) 7 (70.0) 6 (54.5)
Others 6 (37.5) 27 (61.4) 1 (10.0) 4 (36.4)
Total 16 (100) 44 (100) 10 (100) 11 (100)

P > .05, ()(2) Male= 2.704, df =2 ; P > .05, ()(2) Female= 2.168, df = 2

Table 4. Gender and Non-Working roles in Japanese and Thai Television Commercials

Male Female
Japanese CM Thai CM Japanese CM Thai CM
n (%) n (%) n (%) n (%)
Household role 6 (3.8) 19 (14.2) 20 (9.6) 27 (18.5)
Recreation 66 (42.3) 78 (58.2) 88 (42.1) 52 (35.6)
Product Introduction 84 (53.8) 37 (27.6) 101 (48.3) 67 (45.9)
Total 156 (100) 134 (100) 209 (100) 146 (100)

P < .05, (X*) Male= 24.488, df = 2 ; P < .05, (X*) Female=6.195, df = 2

Moreover, a difference between
male and female roles in television
commercials in each country still exists.
The proportions of outside working males
in Japan and Thailand (9.3% and 24.7%)
are higher than those of females (4.6%

and 7.0%). In contrast, the proportions

of household role females in Japan and
Thailand (9.6% and 18.5%) are higher than
those of males (3.8% and 14.2%). These
research results show that the roles of male
characters in both countries’” advertisements
are of outside “working” people, while the

roles of female characters are those of a
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“housewife” (Table 2 and 4). For instance,
male characters appear dressed in suits
and neckties in the work sphere, whereas
female characters appear doing housework
in the household sphere.

However, there is no significant
difference of type of working role between
males and females in both countries
and type of non-working role in Japan
(Table 3). For example, the proportions of
high-level work of males and females in
Japanese commercial are 25.0% and 20.0%.
Additionally, the proportion of recreation
role of males and females are similarly
42.3% and 42.1%. These results show the
appearance of non-stereotyping image in
term of type of working role in these two
Asia commercials and type of non-working

role in Japanese commercial.

mansimsd ns.Ud: WornwuNnuaum

In addition, the advertised product
is significantly different between these
two countries (Table 5). The proportions
of middle and low involvement product
in Thailand (34.4% and 36.0%) are higher
than those in Japan (13.1% and 27.7%),
while the proportions of high involvement
product and service in Japan (30.8% and
28.4%) are higher than those in Thailand
(16.3% and 13.3%). However, though the
product type differs between these two
countries, in each product type, there is no
difference of the role of female character
between Japan and Thailand and there is
difference of the role of male character
only in the middle involvement product.
Therefore, the advertised product hardly
affects to the difference of the role of main
character in these two countries’ television

commercials.

Table 5 : Type of advertised product in Japanese and Thai Television Commercials

High Middle Low Service Total
involvement involvement involvement
product product product
n (%) n (%) n (%) n (%) n (%)
Japan 143 (30.8) 61 (13.1) 129 (27.7) 132 (28.4) 465 (100.0)
Thailand 60 (16.3) 127 (34.4) 133 (36.0) 49 (13.3) 369 (100.0)
Total 203 (24.3) 188 (22.5) 262 (31.4) 181 (21.7) 834 (100.0)

P < .05, (X°) = 85.308, df = 3
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4. Discussion

Most of the findings of this research
are similar to previous results in the
literature (Arima, 2003; Duff, 2003; Milner
& Collins, 2000; Pongsapitaksanti, 2008;
Sengupta, 1995; Sui & Au, 1997; Tan &
Theng, 2002; Wolin, 2003) in terms of the
gender of voice-over, gender and age of
main character, and the roles of male and
female characters. However, the results
recarding gender with regard to working
roles in both countries are different.

Though the proportions of working
woman in Japanese and Thai societies
differ, the proportions of working woman in
television commercials in both countries do
not differ (Figure 5). Television commercials
in both countries utilize the image of a
working male and housewife. Japanese
advertisements portray an image of the
Japanese woman with her family. On the
other hand, though the proportion of
working women in Thailand is very high,
Thai advertisements reflect a trend of

gender roles by constructing an ideal image

of the non-working woman and housewife
in an urban area. Thus, this advertising and
marketing process would marginalize the
nearly 60% of Thai women who work in the
agricultural sector.

Moreover, type of working role
between males and females in both
countries and type of non-working role
in Japan do not differ. These research
results suggest the new appearance of
non-stereotyping gender image in term of
type of working role in these two Asian
commercials. In Japanese society, though
the proportion of high-level working
women is relatively low and the proportion
in full-time housewife is relatively high in
reality, the image of gender equality of
type of working role in Japanese television
commercial reflects the current policy
of Japanese government to encourage
and support Japanese women to work
outside according to low proportion of
labor population, influenced from the
low birthrate and high proportion of aging

population in super aging society in Japan.

Japan

[mpat]
W Reality

Thailand

Figure 5: Proportion of working woman in television commercial and in reality
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5. Conclusion

In summary, though the proportion
of working women in Thailand is relatively
higher than that of Japan, these proportions
in Thai and Japanese commercials are
insignificantly different. Therefore, this
analysis refutes the conclusion that the
roles of males and females in advertising
correspond accurately to the construction
of gender roles in reality. In contrast,
advertisements reflect an ideal image of
gender roles in society. Additionally, this
research result reveals that the similarity of
working roles between males and females
in these both countries, showing the non-
stereotyping gender image in Japan and
Thailand.

jsn Journal Special Edition 2017
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Moreover, according to the trend
of “being housewife” in Asian society,
this research suggests further study to
pursue the appearance of the housewife
in television commercials in other Asian
countries as well. This analysis also suggests
that an understanding of the background
and situation of gender roles in each society
is crucial in interpreting and analyzing

statistical results in this field.
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