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ABSTRACT  
 
Advertising is of great importance since it is the part of marketing that people are exposed to 
the most.  Since men and women act differently as consumers it is further important to 
consider gender when designing advertisements. The purpose of this thesis is therefore to 
provide a better understanding of gender based print advertising.  In order to reach this 
purose, research questions focus on the elements and colours used in print advertisements. 
Based on the research questions, a literature review was conducted that resulted in a 
conceptual framework presenting a foundation for the data to be collected for this study. A 
qualitative, case study methodology was used, using observation and qualitative content 
analysis of advertisements in two major lifestyles magazines within Sweden, each of the 
magazines representing males and females. The general result of the study is that 
advertisements are designed differently depending on the gender of the target audience. 
Advertisements targeting women are commonly designed in a picture window layout, using a 
personalized format with foremost female models. In contrast, advertisements aimed for men 
are constructed in an all art layout, using a lifestyle or product-centred format, with primary 
male models. Furthermore, colours are important when designing an advertisement. Different 
colours create diverse colour associations and men and women prefer different colours over 
others. Colours are therefore used in order to create a certain association with the brand or the 
product. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

SAMMANFATTNING  
 
Reklam är av stor betydelse eftersom det är den del av marknadsföring som människor är 
mest exponerade för. Vidare agerar män och kvinnor olika som konsumenter, vilket gör det 
följaktligen viktigt att väga in kön vid utformning av annonser. Detta har lett till syftet med 
denna uppsats vilket var att uppnå en djupare förståelse för könsbaserad tryckreklam. För att 
uppnå detta syfte undersöktes beståndsdelar och färger använda i tryckannonsering vilket 
vidare resulterade i en teoretisk sammanfattning och ett begreppsmässigt system som grund 
för insamlingen av data för studien. Metoden som tillämpades för studien var en kvalitativ 
fallstudie som genomfördes genom observation och kvalitativ innehållsanalys av två stora 
livsstilsmagasin i Sverige, där varje magasin representerade män och kvinnor. Det generella 
resultatet av studien är att annonser är utformade olika beroende på målgruppens kön. 
Annonser riktade till kvinnor är vanligen utformade i en picture window layout i ett 
personformat med mestadels kvinnliga modeller. Annonser avsedda för män är i motsats 
konstruerade i en all art layout i ett livsstils- eller produktcentrerat format med övervägande 
män som modeller. Förutom detta är även färger viktigt i skapandet av annonser. Olika färger 
skapar skiftande färgassociationer och män och kvinnor föredrar olika färger över andra. 
Färger är därmed använda i syfte att skapa speciella associationer till ett varumärke eller en 
produkt.  
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INTRODUCTION 

1 INTRODUCTION 
 
This chapter will provide an introduction of the chosen topic. The background is first 
presented, continuing with the problem discussion where the research area is discussed. After 
the problem discussion the research purpose and the research questions will be presented. 
Finally, an outline of the thesis are described.    
 

1.1 BACKGROUND 
 
Within marketing it has been assumed for a long time that men and women act differently as 
consumers, they buy different products, watch different TV programs, and react to advertising 
in different ways. Therefore, it is common that marketers consider gender when segmenting. 
This means that a product can be promoted differently depending on gender which can be 
done by giving it an either feminine or masculine image. (Johansson & Lundgren, 2005)   
 
Marketing is usually defined as the task of creating, promoting, and delivering goods and 
services to consumers and businesses (Kotler, 2003). In order to reach and control the target 
audience there are four tools to use; product, price, place, and promotion. These tools are 
known as the elements of the marketing mix. (Isaksson & Nilsson, 2004) Promotion, also 
referred to as marketing communication is the method used by companies to inform, 
influence, induce, and remind consumers about the brands they sell (Keller, 2001). Czinkota 
and Ronkainen (2004) further define marketing communication as a process of establishing 
commonness between a sender and a receiver. This process continues further the conveying of 
ideas to embrace persuasion and therefore make the marketing process more effective and 
efficient. The perfect marketing communication is a dialogue where organizations and 
consumers acquire mutually satisfying exchange agreements, this definition underline the 
two-way nature of the process.  

 
 
As shown in the communications model presented in figure 1.1, three elements are required in 
order to create effective communications. These elements are the sender, the message, and the 
receiver, connected by a message channel. This process may start with an unsolicited inquiry 
from a potential customer or as a prepared activity by the marketer. Irrespective of the aim 
with the communication process, it is essential that the sender studies the receiver 
characteristics before encoding the message to be able to achieve maximum impact. (Czinkota 

Sender 
 

Encoded 
message 

Transmission 
 

Decoded 
message 

Receiver
 

Feedback

N  O  I  S  E

N  O  I  S  E

Figure 1.1 
The marketing communication process 
Source: Adapted from Jobber (2001, p. 357) 
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& Ronkainen, 2004) Furthermore, marketers have to choose an efficient media through which 
to communicate the message in order to reach the target market. By using the chosen media, 
marketers should design suitable feedback channels to monitor response to the message. 
Communication can take place through traditional media such as newspapers, magazines, 
radio, television, and billboards as well as through new media such as computers, fax 
machines, cellular phones, pagers, and wireless appliances. (Isaksson & Nilsson, 2004)   
 
In order to reach target markets, marketing communication as advertising, personal selling, 
sales promotion, public relations and direct marketing in addition to point-of-sale and 
packaging are frequently used. These methods intended to send marketing related messages to 
a target audience in the fourth element in the marketing mix, differ in objective, customer 
contact and time of response. By the elements of marketing communication mentioned, 
advertising is thought to be the most visible technique and are in general the most frequently 
used. (Wells, Burnett & Moriarty, 2003)  
 
According to Wells et al. (2003) advertising is defined as “the paid form of nonpersonal 
communication from an identified sponsor using mass media to persuade or influence an 
audience” (p.10). The authors further state that advertising has the ability to reach a large 
number of people simultaneously, and conveys different types of market information to 
facilitate the customers and suppliers in the marketplace, as well as carry persuasive messages 
to actual and prospective customers. Supplementary this is explained as formally creating an 
image that provides product and brand information, present incentives to take action and 
facility as reminders and reinforcement (Ibid.). Czinkota and Ronkainen (2004) additionally 
describe advertising as any form of non-personal arrangement of ideas, goods or services by 
the use of mass communication through advertising media. Advertising as a term is simplified 
by Percy, Rossiter and Elliott (2001) stating that advertising is an indirect way of turning a 
potential customer toward an advertised product or service by providing information that is 
designed to affect a favourable brand attitude. Advertising can in the same way be described 
as a social phenomenon focused on stimulating consumption, economic activity as well as 
influencing the lifestyle and value orientation of the audience (Meijer & Styvén, 2001).  
 
Print media is the largest area of advertising spending in most countries as print ads nearly 
allows unlimited message length and processing time. Print media deliver messages one topic 
at a time and one thought at a time, whereas TV- commercials deliver sound-, motion-, and 
text messages simultaneously. Because of its structured nature, people seem to trust print 
media more than broadcast and absorb it more carefully. (Isaksson & Nilsson, 2004) Within 
print media magazines are a valuable medium for reaching a specific target group, as 
magazines by their nature have to fill a niche with unique editorial content to satisfy specific 
groups of readers (Wells et al., 2003). Benefits of magazines as a media channel are the 
ability to easily reach the target group as well as make them interested in the promoted 
product or service as magazines tend to have a high level of audience receptivity. People also 
tend to read magazines at a slow rate, which offers opportunities to use detailed copy and 
varieties through several pages, inserts and other features. Additionally magazines have a long 
life span due to the quite long circulation of the editions (Ibid.). This is further confirmed by 
Moriarty (1991), claiming that magazine advertising is the glitter and gloss of print 
advertising. Originally, magazine advertising is national and brand-oriented, but regional buys 
are possible. Many advertisers are willing to spend whatever it takes on print ads to produce 
the best image they can for their product. Magazines are usually highly segmented; they are 
developed in order to appeal to groups of people who share the same interest such as an area 
of jogging, business, hair styling etc. Considering the special interest of most magazines, the 
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first thing to remember is that magazine ads should be oriented toward the interests of that 
segment of the market. Generally, a print ad appears to be simply words and pictures at first 
glance. Actually, an ad is a lot more complex than that, by means of a number of elements 
carefully arranged in a layout. (Moriarty, 1991) Behind all successful advertisements is a big 
idea, a creative concept that implements the advertising strategy to make the message 
unforgettable and worth attention. (Wells et al., 2003)  
 

1.2 PROBLEM DISCUSSION 
 
As mentioned in the background above processing a message is critical to successful 
advertising communication, which is moreover confirmed by Percy et al. (2001). The authors 
further suggest that advertising should trigger certain emotional responses in the heart of the 
audience, in order to maintain trustworthy. In addition to communicate a message, effective 
advertising also need to be visual in order to present a creative concept that creates attention 
(Wells et al., 2003).  
  
Pictures, colours and written words are simply the visual elements aimed for print media 
(Percy et al., 2001). According to Wells et al. (2003) the word “art” commonly mean 
photographs and illustrations, which can serve with different purposes in ads. Usually 
photographs generate more attention than illustration in the same way as ads in colour attracts 
more attention than those in black-and-white. This can be explained as a photograph appears 
more realistic and powerful, as people experience that pictures are true and close to their level 
of apprehension. An illustration might in contrast be seen as rather fanciful, but is in general 
easier to understand as it often eliminates many of the details available in a photograph. This 
makes it further more possible to simply highlight the key details of value for the intention of 
the ad. (Ibid.)  
 
Colour is another important element used to attract attention of the target audience, as colours 
provide realism, institute moods and build brand identities in the same way as images 
(Moriarty, 1991). Wells et al. (2003) additionally claims that the written words of an ad have 
the function to convey the words of the marketing message as well as contribute to the impact 
and mood of the information. The authors also explains that images, colours and typographic 
contributes jointly to the overall layout of the ad. Elements as headline, other display copy, 
pieces of art, captions, body copy, subheads, brand mark/trade mark, slogan or taglines are 
often included in the layout, which is the plan imposing order and creating arrangements 
graphically pleasurable. (Ibid.) 
 
An additional factor to be taken under consideration when developing print advertising is the 
basis of demographics of the target audience likely to view the advertisements. Gender, or the 
social and cultural meanings related with the maleness and femaleness imposed and expected 
by the general public, is a significant factor when developing advertising messages 
highlighting information thought to influence the male or female target. Gender differences 
are divided into primary and secondary differences. Primary gender differences are physical 
traits that are natural in males or females, for example a woman’s ability to bear children. 
Secondary gender attributes tend to be related with one sex more than the other. For example, 
wearing perfume and shaving legs are secondary traits connected with women. The primary 
gender traits of males and females create demands for products and services directly related 
with a person’s gender. (Wells, et al., 2003) Since gender segments are easily identifiable, 
accessible, measurable, and responsive to marketing mix elements as well as large and 
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profitable, it is frequently used as a segmentation strategy (Wolin, 2003). This is further 
confirmed by Prakash (1992), stating that gender differences influence the attitude towards 
the advertisement, in addition to the attitude toward the brand as well as the intention to 
purchase the product.   
 
Findings of a gender role research in advertising indicates that advertisers frequently  use 
colour, shape, texture, packaging, logos, verbiage, graphics, sound, and names to classify the 
gender of the brand. Furthermore, researchers have the opinion of that the way in which men 
and women process information differs. Likely, females’ process advertisements more highly 
and subjectively than males. Additionally, it seems as if females are more tolerant of 
advertisements directed at the male population than males are tolerant of advertisements 
directed at the female population. (Wolin, 2003) Prakash (1992) explains that similar 
researches made in the area of advertising indicates that if the target market for a product 
normally is men it would be preferable to show men socializing in large groups, taking part in 
competitive activities such as sport activities, in addition to traditional sex-roles of male-
female interaction. Furthermore, as males seem to process information selectively the number 
of pieces of information should be restricted. In the same way as men, women are appealed by 
advertisements where they are portrayed socializing in competitive environments, however 
preferably in non-sports activities. Usually, women prefer more liberate male-female sex role 
interaction than men. Since women tend to process information widely, more detailed and 
complete information should be provided by advertisers. (Ibid.) 
 

1.3 RESEARCH PURPOSE AND RESEARCH QUESTIONS 
 
Considering the problem discussion above, the purpose of this study is to provide a better 
understanding of gender based print advertising.  
 
To be able to fulfil this purpose, the following research questions are stated:  
 
RQ 1: How can the elements used in print advertising be described? 
 
RQ 2: How can the colours used in print advertising be described? 
 

1.4 THESIS OUTLINE 
 
This bachelor’s thesis is divided into six interrelated chapters. Chapter one provides a 
background of the area of marketing communication, specifically focused on advertising, and 
gender segmentation in print advertising. Following the background is a problem discussion, 
narrowing down to the purpose and research questions. Chapter two continues with 
presenting previous literature concerning the research area in addition to a conceptual 
framework. In chapter three the methodology of this research is presented, with its 
descriptions and justifications. The fourth chapter includes all the collected empirical data 
gathered, and this data is analyzed in chapter five. In chapter six, the conclusions are drawn 
and the implications are stated and by that the research questions are answered and the 
research purpose is fulfilled.   
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2 LITERATURE REVIEW 
 
In this chapter we present an overview of previous studies related to the research area. The 
theoretical overview will start by presenting theories on gender based advertising and the use 
of elements within the advertisements as well as the use of colours. Finally, a conceptual 
framework based in theory is displayed.  
 
Within the trends of advertising, the target group in combination with the product type has a 
main impact on the primary framework of the creative execution of print advertising 
(Dallman, 2001). According to Kacen (2000), magazine advertisements apply a form of 
“cultural leadership” in defining masculinity and femininity because of their capability to 
shape and communicate consensual images. In order to better understand the relationship 
between gender and advertising, gender positioning research has used several approaches 
(Wolin, 2003). 
 

2.1 THE USE OF ELEMENTS IN PRINT ADVERTISING 
 
Layout is defined as the plan for the arrangement and relationship of all the elements in a 
print advertisement (Moriarty, 1991). Wells et al. (2003) also states that a layout begins with 
a collection of various elements such as a headline and other display copy, one or more pieces 
of art, captions, body copy complete with subheads, a brand or store signature, and perhaps a 
trademark, slogan, or tagline. Design is on the other hand defined as the process of arranging 
these elements so that they make sense and creates a centre of attention. (Ibid.)  
 

2.1.1 The use of Layouts 
 
Layout can be used in a variable ways and gives a deeper understanding of the decisions that 
lies behind different arrangements. There are two major visual ways used to construct a 
layout, where the most commonly used is the functional layout with the idea to create a 
perceptual process, in addition to the aesthetic layout which is used in order to create 
arrangements that are pleasing or interesting for the eye. (Moriarty, 1991). According to 
Wells et al. (2003) formats for arranging the layout frequently used are picture window, all 
art, panel or grid, dominate type or all copy, nonlinear and grunge (ordered after the most 
common used). These layouts are further described in table 2.1 below:  
 
Picture window a single dominant visual occupying 60-70 percent of the ad’s total space, in addition 

to a headline and copy block as well as a logotype at the bottom. 
All art  art fills the total frame of the ad and the copy is implanted in the picture. 
Panel or grid a number of visuals of matched or proportional sizes. Multiple panels all of the same 

size is often used. 
Dominant or emphasize the type rather than the art, or even an all-copy in which 
all copy the headline is treated as type is. Might include art that is either embedded in the 

copy or placed in a subordinate position.  
Nonlinear  a contemporary style of layout where the direction of viewing is not ordered. 
Grunge a style of layout that lack concern for the formalities of art, design, type styles and 

legibility. 
 
Table 2.1 Generally used layouts 
Source: Adapted from Wells et al. (2003, p. 372) 
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2.1.2 Advertising Contents 
 
A study on Canadian magazines show that products gearing at women, for example personal-
care products, were mostly designed in a personalized format. In other words, the direct 
relationship between the product and the human personality defines the primary framework of 
the creative execution. It has been argued that such personalized formats encourage the 
consumer to think about what the product could do for them, personally and selfishly. In 
comparison, products that are advertised towards men (e.g. automobiles or alcoholic 
beverages) are mostly relied either on product-centred advertising formats, such as product-
information and product-image formats, or on lifestyle formats featuring the variety of 
activities attributed to men in society. (Dallman, 2001) 
 
According to Dallman (2001), advertisers usually use female models when targeting 
advertising at women. Therefore, advertisements in women’s magazines have a tendency to 
show a high rate of female models and a low rate of male models. Vigorito and Curry (1998) 
discuss this further by saying that portrayals of males are most likely to appear in men’s 
magazines. This strategy is embedded in congruency theory, supposing that some kind of 
match up in characteristics between the advertisement message and the viewer should be 
present (Dallman, 2001). Women, as compared to men are more accepting to male nudity in 
advertisements even if men seem to be energized by female nudity in advertisements while 
women are tenser by it (Wolin, 2003). When targeting women, advertising execution greatly 
depends on the nature of the gender role ascribed to women by culture and society, since 
these norms distinguish the characteristics of female consumers as a separate market segment 
within the larger marketplace.  This is supported by research since gender role portrayal was 
found to directly influence the effectiveness of advertising campaigns, especially advertising 
aimed for women. (Dallman, 2001) 
 

2.1.3 Information Processing 
 
Researches concerning information processing, states that women are thought to be 
comprehensive information processors who assimilate every available cue, whereas men are 
thought to be selective information processors who assimilate only prominent cues (Wolin, 
2003). This is claimed by Prakash (1992) as well, saying that when advertising to men the 
number of pieces of information presented should be restricted to a few salient attributes of 
the product since men tend to be selective information processors. Prakash (1992) 
additionally states that since women tend to process information comprehensively, advertising 
targeting women should include more detailed and complete information.  
 
Considering the effects of gender on processing messages that is mentioned above, the 
implications for marketing and advertising would be that women are able to process and 
reconsider more information from advertising messages when storing the information in 
subcategories in their memory, which makes information from the advertisements easier to 
retrieve. When targeting men, the implication would be to concentrate on more focal 
information in advertising. This would maximize the usage of the characteristics of men’s 
information processing and would make sure that they were not overwhelmed by the wealth 
of information in message appeals. (Hogg & Garrow, 2003) 
 
Yet, men are more possible than women to welcome ads that are technically complex when 
dealing with technical products like cars. This is because of higher level of interest, self-
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confidence surrounding, and knowledge of such products that are attained by males through 
gender based differences in socialization and education. However, messages with lexical 
complexity are likely to appeal more to women since they are more likely to read the message 
arguments carefully. (Putrevu, Tan & Lord, 2004) Moreover, it has been stated that since 
women are more comprehensive processors, they produce differentiated, narrow category 
structures, which may have a direct influence on memory and information retrieval (Hogg & 
Garrow, 2003). The authors discuss this further by saying, that the way females process 
information often is characterised by a complicated and imaginative processing that goes far 
beyond the focus on singular concepts that characterises male thought (Ibid.). 
 

2.1.4 Layout According to Gender 
 
Colour, shape, texture, packaging, logos, verbiage, graphics, sound, and names are often used 
by advertisers in order to define the gender of a brand. Thereby, brand gender is 
communicated through advertising. Males and females seem to accept feminine and 
masculine products and brand differently. Especially women seem to have a preference for 
feminine brands, however they are accepting of masculine brands. In contrast, men highlight 
the difference in gender symbols and therefore prefer masculine brands, and do not readily 
accept feminine brands. (Wolin, 2003)     
 
The importance of considering the effect of gender on processing message appeals has been 
demonstrated. Message appeals consistent with gender may be essential for differences in 
processing messages. Experiments show that males are more convinced by appeals to their 
need for self-assertion or mastery, also known as the agentic goals. Females are convinced by 
agentic appeals as well as by female appeals, such as the need for interpersonal affiliation and 
communal concerns. (Dallman, 2001) According to Prakash (1992), who tested the 
experimental research on the influence of the agentic/communal appeals on advertising 
effectiveness, the results confirmed that US males were more likely to respond to advertising 
agentic appeals, whereas US females were more likely to respond to group appeals.  
 
When targeting men it would be best to show males that are socializing in large groups, 
taking part in competitive activities that are sports-related, and in circumstances with 
traditional sex-roles of male-female interaction. Examples of such are advertisements of 
Busch, Miller and Miller Lite, Budweiser and Bud Light Beers. These types of advertisements 
tend to show a sense of mastery, self-assertion, confidence, and comradery, thereby appealing 
to the achievement-oriented roles of the man. (Prakash, 1992)  
 
Prakash (1992) continue by stating that when targeting women, the advertisements should 
show women socializing in competitive situations, but rather in non-sports activities like 
scientific research, journalism, space exploration, or business management. Moreover, women 
could also be portrayed in non-competitive circumstances where they are working by 
themselves or in some intimate setting with other females or males. Women could be shown 
socializing in large groups as well as in small groups. Women also prefer more liberated 
male-female sex role interaction, which is particularly important considering the growing 
market of career-oriented women who may like to be seen in leadership roles. The findings 
from this study have essential implications for designing advertisements for males and 
females. (Ibid.)  
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2.2 THE USE OF COLOURS IN PRINT ADVERTISING 
 
Colour is defined as the aspect of things that is caused by differing qualities of the light 
reflected or released by them, in terms of the observer or of the light. Colour is further 
described as the appearance of objects or light sources described in terms of the individual's 
perception of them, involving hue, lightness, and saturation for objects and hue, brightness, 
and saturation for light sources. Colour may also be explained in terms of the characteristics 
of light by which the individual is made aware of objects or light sources through the 
receptors of the eye, described in terms of dominant wavelength, luminance, and purity. 
(http://www.bartleby.com/61/).      
 

2.2.1 The use of colour 
 
The former definition of colour is further described by Gorn, Chattopadhyay, Yi and Dahl 
(1997) explaining the three independent properties of colour; hue, chroma and value. Hue 
refers to the pigment of the colour, which is created from a spectrum of light, which can be 
seen by splitting a beam of light through a prism. About 150 shades are distinguishable by eye 
where the position of each colour in the spectrum is determined by calculating the reflective 
properties of its light. In the same way chroma refers to saturation, which is the relative purity 
or strength of the colour. The saturation of colour might be altered if changing the shade 
(darkening the saturation) or the tint (lightening the saturation) as the saturation of colour is 
not total. Colours can also be varied by changing the value, which is the degree of the 
darkness and lightness of the colour relative to natural scale that extends from black to white. 
(Gorn et al., 1997 & Moriarty, 1991). These elements are essentially used in when developing 
print advertising in order to affect the consumer’s feelings and attitudes (Gorn et al., 1997). 
 
As stated by Moriarty (1991) the colour wheel (shown in figure 2.1) is commonly used to 
locate the relative position of colours. Red, blue and yellow are the primary colours in 
addition orange, green and violet contribute as secondary colours of the wheel, lying directly 
across the wheel from the primaries. Complementary colours are natural pairs that bring out 
the better of two opposite colours, lying across from each other on the colour wheel. When 
used together the complementariness is bright and attention-getting as neither of the two 
colours is dominant and therefore making the strongest contrast of all colours. Additionally 
neighbouring colours on each side of any given colour gives a harmonious combination as 
they share some hue in common. Clashing and garish colours can in the same way be created 
by using two colours that are neither complementary nor secondary. (Ibid) 
 

 
 
The use of hues used in print advertising can also be discussed in terms of its light 
composition, where the primary colours of transparent inks/process colours are yellow, 

Figure 2.1 Colour wheel indicating primaries and secondaries 
Source: Adapted from Moriarty (1991, p. 147) 

red green 

orange yellow 

violet blue 
Primary colours 
- red 
- blue 
- yellow 

Secondary colours 
- violet 
- green 
- orange 
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magenta (shade of red) and cyan (shade of blue) (Wells et al., 2003). Moriarty (1991) also 
states that bright colours in general are the most attention-getting, likely used simultaneously 
with spot-colours which make the bright colours outstanding. In order to make something 
stand out, contrast/emphasis are commonly used, meaning that other elements than the one 
aimed to attract attention are printed in neutral tones to assist the viewer in the process of 
visually organising the message. In these terms another important aspect is colour coding as it 
is aimed to create an indelible association between a colour and a product, by supporting a 
person’s retention process by establishing visual cues. Colours can also be used in order to 
establish a relationship between the foreground and the background by signifying the 
dominant factor. Neutral colours are often used as a background with brighter, stronger 
colours in the foreground elements. (Ibid.) 
 
According to Kaufman-Scarborough (2001) colour is a principal cue used in numerous 
applications in communications. Sensou, Barnes and James (1990) additionally states that 
colour shapes the human impression as well as it provides different impressions of objects, 
and may therefore serve ads with the function of attracting attention, assisting the 
interpretation of product attributes as well as emphasizing or highlighting a symbol or 
trademark. Moriarty (1991), further states that the primary function of colour in advertising is 
although to create mood and emotional responses, as colour tints language with emotional 
undertones. In the same order colour can be applied sequentially to create a cue to symbolize 
something else or simply be associated with (Ibid.). Colours can furthermore be used as a 
marketing weapon if used strategically, as colour deals with planned, consistent exploitation 
as a vital component of the marketing levers and are adding measurable value in terms of 
awareness, differentiation, satisfaction, brand recognition and loyalty (Funk & Ndubisi, 
2006). Grossman and Wisenblit (1999) also express the importance of taking consumers 
colour preferences under consideration when determinate colour/colours for a print ad. In 
order to examine general colour preferences among consumers it is also consequently 
important to understand the consumers’ colour associations as a basis for appreciative the 
emotional aspects of colour. (Ibid.) 
 

2.2.2 Colour Associations 
 
According to Grossman and Wisenblit (1999) a framework of associative learning can be 
used to explain the human physiological response to colour. As described in the same study 
colour associations may have been founded in the early human history when dark blue was 
associated with night and passivity and bright yellow with sunlight and arousal. This is 
followed by a discussion of the meaning of the colours of today, when especially cool colours 
as blue and green are considered calming as they are outdoor tones, making them related with 
sporting goods stores for instance. In the same way the warm colours of red and orange are 
considered arousing and are often used in order to stimulate approach behaviour in general. 
(Ibid.) This is further examined by Wells et al. (2003) which states that colours can in 
addition provide an ad with a certain mood or feeling either aimed toward the product or the 
brand image. Colour associations are therefore an important part of the discussion. Warm 
colours (red, yellow, orange) generally conveys happiness, pastels are soft and friendly, earth 
tones are natural and straightforward, cool colours (blue, green) are distant, calm, reflective 
and intellectual. (Ibid.) Moriarty (1991) furthermore clarify the symbolism of colour and 
general Western colour associations as described in table 2.2 below:  
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Black associated with distress, despondency and defiance 
 also used to express power and elegance. 
Blue a cold, distance, peaceful and calm colour. 
 also considered happy, secure, tender and intellectual. 
Green associated with serenity, calmness, hope, meditation and nature. 
 also a quite colour. 
Red an exciting, cheerful, defiant, powerful and stimulating colour.  
 also associated with heat, anger, passion, war and blood.  
Yellow  associated with sunlight, openness, radiance and vividness. 
 also highly attention-getting. 
White a pure, sanitary and clean colour 
 Also conveys emptiness, infinity, silence and inexplicable. 
 
Table 2.2 General colour symbolism 
Source: Adapted from Moriarty (1991, p. 148) 
 
Colours may also hold certain meanings for people of different cultures, as associations are 
learned by people based on connections they make between colours and their meanings. In the 
Western part of the world the colour green is related with expectation, white with purity, 
black with sadness, red with love or revolution and yellow with hate. The colours hold 
different meanings in China where white is associated with honesty and yellow with 
trustworthy. This is the same case with some Indian cultures where black is related to 
dullness/stupidity and red is connected to ambition and desire. The dual character of colour 
responses has led to conclusions among researchers discovering that attitudes formulated via a 
conditioning process may result both from belief formulation, a cognitive process and through 
an emotional process through direct affect transfer. (Grossman &Wisenblit, 1999) 
 

2.2.3 Colour Preferences 
 
As previously mentioned the preferences for a particular colour, object or setting depend upon 
the situation and the consumers underlying associations (Grossman & Wisenblit, 1999). 
According to Funk and Ndubidi (2006) consumers may also prefer certain colours over other 
for different categories of products as their preferences also differ depending on the specific 
product. In this aspect the preferred colours were although independent of these preferences. 
Knowledge of consumers’ colour preferences is therefore essential in order to recognize the 
most attractive colour for a specific supplied item, in the terms of a consumer. This realization 
has also triggered a growing interest among researchers and practitioners to better understand 
colour, its significance and characteristics as well as the effect it has on consumer choices. 
(Ibid) Khouw (2002) further explains different responses in colour preferences as attributed 
from a difference in the socialization of men and women.  
 

2.2.4 Colour Preferences According to Gender 
 
A person’s preferences in colour and the colours in an advertisement may therefore affect 
advertising effectiveness as well as gender differences may interact with colour preferences 
(Sensou et al., 1990). Funk and Ndubisi (2006) also describes a relationship between gender 
identity and consumers’ perceptions of masculinity and femininity in products and states that 
gender identity play a significant role in the individuals’ decision making process. The impact 
of colour significance on choice is significantly higher for female consumers than for male 
consumers, and the impact of colour attractiveness on choice is significantly higher for female 
consumers than for male consumers. By examine these gender differences, they can be used 
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as a main basis of market segmentation and target market selection. In the same approach this 
information can be used in order to exclude the gender not targeted for the specific product. 
(Ibid.) A current research by Khouw (2002) has shown following differences in colour 
preferences among gender: 
  
• Men are more tolerant toward achromatic colours than women. 
• Men prefer in general stronger chromas than women. 
• Women prefer red to blue in the same way as men prefer blue to red. 
• Women are more colour-conscious with a more flexible and diverse colour taste. 
• Women prefer tints more than shades. 
• Yellow have a higher affective value for men than for women. 
• Yellow is often being preferred to orange by women and this is the opposite for men.  
• Blue green are more favours among women than men. 
• 56% men and 76% women prefer cool colours. 
• 51% men and 45% women prefer bright colours. 
 
Table 2.3 Differences in colour preferences among gender: 
Source: Adapted from Kwouh (2002) 
 

2.3 CONCEPTUAL FRAMEWORK 
 
According to Miles and Huberman (1994), a conceptual framework explains, in graphically or 
narrative form, the major things to be studied, such as the key factors, constructs or variables. 
Moreover, a conceptual framework explains the presumed relationship between them.   
Frameworks can be rudimentary or elaborate, theory-driven or commonsensical, as well as 
descriptive or casual. (Ibid) 
 
In order to be able to answer the two research questions stated in chapter one, we have to 
explain what we will collect our data on. Of the theories presented, we will choose the 
concepts that we find to be most relevant for our research.   
 

2.3.1 Conceptualisation of RQ1: How can the elements used in print advertising be 
described? 
 
The reason for applying these pieces of literature to this study is that all of these studies are 
extensive in a way that they cover several aspects of gender based advertising. Moreover, the 
studies made by Wolin (2003), Dallman (2001), Putrevu et al. (2004), Hogg and Garrow 
(2003) are recently made, so the findings from those are relevant in advertising research 
today. The studies made by Prakash (1992) and Vigorito and Curry (1998) are of current 
interest even though they are done several years ago, since similar results have been showed 
in more recent studies. The use of several studies with similar findings will further make this 
research eclectic.  
 
The literature most relevant to answer the first research question how the elements used in 
print advertising can be described will be presented below. In order to answer this question, 
we will focus on how the concepts that follow differ depending on if the ad is directed 
towards women or men: 
 
• Advertising layout – picture window, all art, panel or grid, dominant or all copy, 

nonlinear, grunge. 
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(Wells et al., 2003) 
• Advertising content - format (personalized, product-centred or lifestyle), 

pictures/illustrations (type of sex). 
(Dallman, 2001, Vigorito & Curry, 1998) 

• Information content – pieces of information (no, few or many). 
(Prakash, 1992, Wolin, 2003, Hogg & Garrow, 2003) 

• Advertising appeals - agentic vs. communal/group, socializing circumstances (single 
person, small or large groups, competitive or non-competitive situations). 
(Dallman, 2001, Prakash, 1992) 

2.3.2 Conceptualisation of RQ2: How can the colours used in print advertising be 
described? 
In order to answer the outlined research question, findings of the chosen studies are equally 
relevant and topical which further makes them significant for our aim with the thesis. 
Additionally the literature of Gorn et al. (1997), Khouw (2002) and Moriarty (1991) is 
widespread and prove similar findings though the quite different fields of studies which 
makes this research more eclectic.  
 
The literature most relevant to answer the second research question how the colours used in 
print advertising can be described, will be presented below, in order to utilize the following 
suggested aspects, as we intend to investigate print advertising whether if the ad is aimed to 
men or women. 
 
• Colour contrast – bright and cool colours. 

(Gorn et al., 1997, Moriarty, 1991, Khouw, 2002) 
• Colour associations –black, blue, green, red, yellow, white. 

(Moriarty, 1991, Khouw, 2002) 
• Logotype colour – black, blue, green, red, yellow, white. 

(Moriarty, 1991, Khouw, 2002) 
• Body colour - black, blue, green, red, yellow, white. 

(Moriarty, 1991, Khouw, 2002)   
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3 METHODOLOGY 
 
In this chapter the methodology used in order to gather data for the research questions will 
be presented.  The chapter will include the following discussions: research purpose, research 
approach, research strategy, data collection methods, expected models of analysis, and 
quality standards. Finally, the means of how to increase validity and reliability are discussed.  
 

3.1 RESEARCH PURPOSE 
 
According to Saunders, Lewis and Thornhill, (2000), in addition to Eriksson and 
Wiedersheim-Paul (1997), there are three purposes available when carrying out scholarly 
research; exploratory, descriptive and explanatory.  
 
Exploratory studies are discovering investigations that are appropriate when researchers are 
searching for new insights to problems and want to measure phenomena in a new light 
(Eriksson & Wiedersheim-Paul, 1997). This type of research is flexible and adjustable, 
meaning that researchers that are using exploratory studies have to be prepared to modify 
their research directions if new data or insights arise. Moreover, exploratory studies have a 
tendency to start with an extensive research area and narrow down as the research develops. 
(Saunders et al., 2000) 
 
Descriptive research becomes appropriate when the purpose is not to find causes to the 
research problem, but rather to describe the situation (Saunders et al., 2000). This purpose can 
be used when a structured research problem has been stated (Eriksson & Wiedersheim-Paul, 
1997). Bernard in Miles and Huberman (1994) defines description as “making complicated 
things understandable by reducing them to their component parts” (p.90). Furthermore, 
descriptive and exploratory researches could be in direct connection with each other, as 
researchers might have begun with wanting to gain insights to a problem, and after having 
stated it their research becomes descriptive (Saunders et al., 2000).  
 
Explanatory research is trying to find cause/effect relationships between given variables. In 
addition to having to come up with a well-defined research problem, hypotheses need to be 
stated to be able to accomplish that. (Eriksson & Wiedersheim-Paul, 1997) Bernard in Miles 
and Huberman (1994) defines explanation as “making complicated things understandable by 
showing how their component parts fit together according to some rules” (p.90), namely 
theory.    
 
All of the purposes mentioned above can be said to be related to this study.  To begin with, 
this study is exploratory as few previous studies have had the same method of using content 
analysis when looking at the same aspects of print advertisements as this study. Considering 
that, it can be said that this study is searching for new insights that will help to provide a 
better understanding of gender based print advertising. Secondly, the study is mainly 
descriptive since it strives to describe the differences between elements and colours in gender 
based print advertisement discovered in the first stage. Finally, the study begins to be 
explanatory as well, by drawing conclusions and by that answering the stated research 
questions.  
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3.2 RESEARCH APPROACH 
 
Since the purpose of this study is to provide a better understanding of gender based print 
advertising, and as the researches questions are stated in a way where the answers would 
rather contribute to an understanding of social phenomena, this study is to be regarded as a 
qualitative research.  Furthermore, this research can be considered to use a qualitative content 
analysis approach, as it attempts to study, describe and provide an understanding about the 
differences in the use of elements and colours in gender based print advertising. According to 
Silverman (1993) a qualitative content analysis can be described as means for understanding 
categories, by analysing small numbers of texts and documents, rather than counting within 
them (Ibid.). With the focus on a qualitative research, the following step in the methodology 
is to find a suitable research strategy. 
 
Qualitative research is based on transforming what have been observed, reported or 
registered into written words (Denscombe, 1998). The words can be assembled, sub clustered, 
and broken into semiotic segments (Miles & Huberman, 1994). The authors continue by 
saying that the words can be organized to allow the researcher to contrast, compare, analyze, 
and bestow patterns upon them (Ibid.). The researcher is present in the social reality that is 
being analyzed, and the collection of data and analyzes occur at the same time (www.ne.se).  
Moreover, qualitative research has a tendency to be associated with description, since it is 
based on detailed and thorough descriptions of occurrences or people (Denscombe, 1998). 
Through this qualitative method, researchers strive to accomplish a comprehensive view of 
the whole research area (www.ne.se).  
 

3.3 RESEARCH STRATEGY 
 
The purpose with this study is to provide a better understanding of gender based advertising. 
According to Yin (1994) a case study provides the researcher with the possibility to conduct 
direct observations and systematic interviewing. Case study can further be defined as “the 
essence of a case study, the central tendency among all types of case study, is that it tries to 
illuminate a decision or set of decisions: why they were taken, how they were implemented, 
and with what result.” (p.12). The author also explains that case studies are most useful when 
“a ‘how’ or ‘why’ question is being asked about a contemporary set of events over which the 
investigator has little or no control.” (p.9). The reasons that are mentioned above make case 
study most appropriate to use in order to answer the research questions, and by that reach the 
purpose of this study. Additionally, case studies mostly include qualitative research and 
provide the possibility to use several sources of evidence, which is called triangulation. (Ibid.) 
 

3.4 DATA COLLECTION METHOD 
 
Yin (1994) states that after having determined the most appropriate research strategy it is 
necessary to decide on how to collect the empirical data. Eriksson and Wiedersheim-Paul 
(1997) explains that there are two kinds of data, secondary and primary data. Secondary data 
is data that already has been gathered by other researchers with different purposes in mind, 
whereas primary data is data gathered by a person on his/her own with a specific purpose in 
mind (Ibid.). According to Yin (1994) there are six important sources of evidence for case 
studies, these are documentation, archival records, interviews, direct observations, participant-
observations, and physical artefacts. The author continues by saying that none of these six 
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sources has a complete advantage over all the others. Since the various sources are highly 
complementary, a good case study will want to use as many sources as possible. (Ibid.) 
 
The data gathered in order to answer the research questions of this study, and by that reach the 
research purpose is collected from both primary and secondary sources. The sources of 
evidence used are foremost direct-observations, but also documentation. These two sources 
are outlined and explained, including each one’s strengths and weaknesses, in table 3.2 below.  
 
Source of evidence Strengths  Weaknesses 
Documentation; for example, 
letters, agendas, administrative 
documents, formal studies or 
evaluations, and newspaper 
clippings. 

• Stable: can be reviewed 
repeatedly 

• Unobtrusive: not created as a 
result of the case study 

• Exact: contains exact names, 
references, and details of an 
event 

• Broad coverage: long span of 
time, many events, and many 
settings 

• Retrievability: can be low 
biased selectivity, if collection 
is incomplete 

• Reporting bias: reflects 
(unknown) bias of author 

• Access: may be deliberately 
blocked 

 
 
 
 

Direct observations; observations 
can range from formal to casual 
data collection activities, with the 
most formally, observation 
protocols concerning for example 
sidewalk activities, and less formal 
observations like for example if 
buildings’ conditions indicate 
anything about the climate 

• Reality: covers events in real 
time 

• Contextual: covers context of 
event 

• Time-consuming 
• Selectivity: unless broad 

coverage 
• Reflexivity: event may be 

proceed differently because it 
is being observed 

• Cost: hours needed by human 
observers 

Table 3.2 Sources of evidence: Examples, Strengths and Weaknesses 
Source: Adapted from Yin (1994, p.80) 
 
Yin (1994) states that documentary information is the most common used source in every 
case study topic, and is foremost used in order to corroborate and augment evidence from 
other sources. Documents are important when verifying the correct spelling and titles or 
names of organizations that possibly could have been mentioned in an interview. Moreover, 
documents can provide additional specific details to corroborate information from other 
sources. In this research, documentation was mainly used to achieve background information 
about print advertising. Documentation is to be considered as secondary data, as it first was 
gathered to serve a different purpose. The reason for choosing direct observations for this 
research is that, as Yin (1994) explains, that direct observations enables the researcher to visit 
the site of the case study. Furthermore, observational evidence is usually functional in 
providing additional information about the topic being studied. (Ibid.)  
 

3.5 SAMPLE SELECTION 
 
Once suitable sources of evidence have been determined it is further crucial to find relevant 
and manageable samples to collect the empirical data from. The sample selection for this 
study is based upon observations in local stores of available magazines targeting men or 
women separately. These observations resulted in the choice of two major lifestyles 
magazines in Sweden; the Swedish version of Cosmopolitan, simply targeting women and in 
the opposite the King magazine solitary targeting men. This choice is also based on the 
researchers’ familiarity and access to these magazines. Moreover, the chosen magazines are 

15 



 
METHODOLOGY 

distributed by the Swedish publishing company Tidsam, which only distributes the strongest 
magazine brands in Sweden. The sample selection is furthermore based on the researchers’ 
ability of interpreting the advertisements.  
 
Due to the limited frame of time, this study is narrowed into a single case study; print 
advertising in Sweden. As stated by Yin (1994) a single case study is appropriate as it is 
corresponding to a single experiment where the same conditions that validate a single 
experiment also justify a single case study. A single case study further represents the critical 
case by testing an existing theory as well as it might confirm, challenge and extend the theory. 
 
According to Yin (1994) it is possible to use more than one unit of analysis within a case 
study. These embedded units of analysis, also called subunits contributes to a more complex 
case design and enables a more extensive analysis with better insight in the case.  In this study 
the single case study consists of two subunits, where each subunit represents the May issues 
from the magazines Cosmopolitan and King. The choice of subunits is based upon the 
intention to investigate presumable differences and similarities between the advertisements in 
the gender based magazines, as both magazines are lifestyle oriented, share the same editorial 
formula and have the same target group only separated in regards of gender. Additionally the 
subunits provide a large number of advertisements, giving the researchers’ a large amount of 
advertising to study in order to investigate patterns in gender based advertising. The study is 
thereby limited to only consider full-page fashion ads (clothes) since such ads contribute the 
majority of the total ads in both magazines1. The division of the subunits used in the case is 
described in figure 3.1 displayed below: 
 

 

3.6 DATA ANALYSIS 
 
After the data have been selected and the empirical data have been gathered the process of 
analyzing the data take place with the purpose to find answers to the earlier stated research 
questions. Yin (1994) explains data analysis as examining, categorizing, tabulating, or in 
other ways recombining the evidence in order to address the initial proposition of a study. To 
analyze evidence from a case study is especially difficult since the strategies and techniques 
have not been well defined in the past. However, all investigations should begin with a 
general analytic strategy that will treat the evidence fairly, produce compelling analytic 
conclusions, and rule out alternative interpretations. Two types of general analytic strategies 
are available that describes in what specific ways case study analysis should be conducted. 
The strategy that is most commonly used is when the theoretical propositions that initially led 
                                                 
1 Cosmopolitan: number of fashion ads 11/47 King: number of fashion ads 11/43 

Subunit 1 
Women magazine 

Cosmopolitan 

Subunit 2 
Men magazine 

King 

Case study 
Lifestyle magazines in Sweden 

 Figure 3.1 Display of case and subunits 
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to the case study should be followed; the other strategy is that a descriptive framework is 
developed to organize the case study. (Ibid.) According to Miles and Huberman (1994) there 
are two forms of analysis to apply on case study data, these are with-in case analysis and 
cross-case analysis. Within-case analysis is explained as comparing the collected data against 
the theory used in the study, whereas cross-case analysis compares data from different cases 
with each other (Ibid.).  
 
Qualitative data analysis is focusing on data in the form of words. These words, which are the 

 Data reduction: the process of selecting, focusing, simplifying, abstracting, and 

• hould be displayed in an organized, compressed 

•  and final stage the researcher decides 

 
his study relies on the theoretical propositions that led to the case study. By conducting a 

3.7 QUALITY STANDARDS 

 order to ensure the quality of the research, and reducing the possibility of getting the wrong 

3.7.1 Validity 

riksson and Wiedersheim-Paul (1997) define validity as the measuring instrument’s ability 

gathered data, need to be processed in form of analysis and is done in three stages. (Miles & 
Huberman, 1994) The authors define analysis as consistent of “three concurrent flows of 
activities” (p.10). These stages are presented and explained below (Ibid.): 
 
•

transforming the gathered data. The aim in this stage is to organize the data to be able to 
draw and verify final conclusions. (Ibid.) 
Data display: after the data is reduced, it s
way simplifying easy conclusion drawing (Ibid.). 
Conclusion drawing and verification: in this third
the meaning of occurrences, noting regularities, patterns, explanations, possible 
configurations, casual flows, and propositions (Ibid.). 

T
with-in case analysis the data will be compared to existing theory. The three stages presented 
by Miles and Huberman (1994), which are mentioned above, are followed when the empirical 
data of this study is analysed. First, the data concerning each research question was reduced 
by choosing and simplifying the essential parts needed in order to answer the stated research 
questions. After that, the empirical findings within the case will be evaluated to existing 
theory in a with-in case analysis. The reduced data will be displayed in tables, thereby 
showing the empirical findings of this study. By doing so, it will be easier to draw 
conclusions on where theory fits. In this study the conclusions will be made by noting 
regularities, irregularities, and how the empirical data fitted with existing theory.  
 

 
In
answers, attention must be paid to two particular emphases on research design, namely 
reliability and validity (Saunders et al., 2000). 
 

 
E
to measure exactly what is supposed to be measured. Gummesson (2000) explains this further 
by saying that validity is the researcher’s capability to use his/hers method to study what was 
intended to study, rather than studying something else. According to Yin (1994) there are 
three different types of validity for case studies, construct validity, internal validity, and 
external validity, where construct validity means establishing correct operational measures for 
the concepts that are studied. In order to increase construct validity of a research, three 
different tactics can be used. The first one is to use multiple sources of evidence, the second 
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one is to establish a chain of evidence, and the third one is to have key informants review 
draft case study reports. Internal validity means establishing a casual relationship where 
certain conditions are shown to lead to other conditions. It is not suitable in descriptive or 
exploratory studies, only in studies with explanatory research approaches. External validity 
means establishing the area to which a study’s findings can be generalized. Yin (1994) states 
that it is possible to attain high external validity when using case study, as case studies is 
based on analytical generalizations that try to generalize findings in theory. In order to 
increase construct validity of this research, a triangulation of observations and documentation 
will be used. The conclusions will be limited to the generalization of the case and the two 
subunits within this. Moreover, the conclusions will be drawn in the same order as stated in 
the conceptual framework. Finally, implications for further research will be provided, thereby 
increasing the external validity.  

3.7.2 Reliability  

liability is to be certain that later investigators would arrive at the same The objective with re
findings and conclusions, if following the exactly same procedures described by an earlier 
investigator, and conducting the same case study all over again.  The aim with reliability is to 
reduce the errors and biases in a study. (Yin, 1994) Examples of ways to control reliability 
applied to this study are keeping objectivity when making observations, and keeping 
measurement bias constant in term of collecting the data and the procedures used to collect it 
(Saunders et al., 2000). In order to make this research as reliable as possible much emphasis 
will be put on making the observations as objective as possible. All observations will be 
conducted in the same, by the researchers’ agreed upon, objective manner, following the order 
of the checklist. The researchers will observe the same ads in both Cosmopolitan and King 
and afterwards discuss the findings. The observations will be done separately in order to 
avoid affecting each other. However, reliability of the research can be affected during 
observation because of the researchers’ attitudes and beliefs, in other words the cultural 
background of the researchers.   
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4 EMPIRICAL DATA 
 
This chapter will present the data collected from the observations. The data concerning 
research question one will be presented first, followed by the data from research question 
two.  
 
In this case study two subunits will serve as the foundation of observation, the Swedish 
version of Cosmopolitan and the Swedish magazine King. Cosmopolitan is the world’s 
leading magazine for young women in the age of 20-30 years with approximately 240 000 
readers’ of the Swedish version (www.cosmopolitan.se). The target group for the King 
magazine is in the opposite men between the ages of 20-35. No numbers statistics of the 
numbers of readers are available since the magazine is quite new (www.kingmagazine.se). 
These magazines provide advertisements relevant for the study, as the aim is to observe 
fashion advertisements. The observers consist of the two researchers of this thesis. 
 

4.1 THE USE OF ELEMENTS IN PRINT ADVERTISING 

4.1.1 Subunit 1 Cosmopolitan 
 
Concerning different types of advertising layouts, the advertisements that have a picture 
window layout are the majority of advertisements in Cosmopolitan. These advertisements are 
designed with a dominant visual that occupies most of the advertisement’s total space, with a 
frame around the picture. The layout also includes a logotype, and in some ads also a copy 
block as well as a headline. The next common layouts are all art and panel or grid. The 
advertisements with an all art layout are totally filled with art, and any copy or logotypes are 
implanted in the picture. The advertisements with a panel or grid layout are divided into 
different visuals or panels that are placed next to each other. Copy, logotype and headline are 
implanted in the visuals or panels. The dominant or all copy layout is not, on contrary, used in 
any of the magazine’s advertisements. Moreover, the advertisement with a nonlinear layout is 
designed in a contemporary style where the direction of viewing is not well-organized. The 
last advertising layout, grunge, is not found in any of the magazine’s advertisements.  
 
When considering the aspects of advertising content, most of the advertisements are designed 
in a personalized format. The advertisements that apply a personalized format are the ones 
where it is unclear what type of product that is being advertised, and the advertisement 
contain no price information, instead the advertisement try to show what the product could do 
for the consumer. However, it is not explained how the product will do that. One example of 
such an advertisement is the one for Chanel (Appendix B), where the meaning of the 
advertisement is found to be: if you wear products from Chanel you will look secretive and 
cool. Further, the advertisements in the magazine that apply a product-centred format is 
clearly showing what kind of product that is being advertised by providing information about 
the product which, in the case of fashion advertisements, means price information. The third 
and last advertising format found in the advertisements in Cosmopolitan, is the lifestyle 
format. The advertisements designed in this format feature the variety of activities in society, 
like for example the advertisement for Puma (Appendix B), where the woman and man are 
playing golf. Concerning the type of sex of the models in the advertisements, it is found that 
the majority is female models, except from in some few advertisements where a male model is 
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included together with the female model/models. However, it is found that where a male 
model is included he is shown in a minority or less visible position.  
 
The information content in the advertisements is most often limited. In this case every copy 
apart from the logotype is considered to be a piece of information, as all of the advertisements 
in the magazine contain a logotype. Only one advertisement in the magazine is found to 
contain no piece of information at all, which means that nothing apart from the logotype is 
implemented in the picture. Most of the advertisements contain few pieces of information, 
usually the company’s web site is implemented horizontal at the bottom or vertically placed at 
one side of the advertisements. The Internet address is often typed in a very small size, in 
some advertisements it is hard to find. Other types of information included are found to be 
price information, however that is uncommon.  Few advertisements in the magazine contain 
many pieces of information. In such advertisements, additional information apart from the 
logotype, web site and price information is implemented, such as information about the 
product that is being advertised, a headline, or information on where the consumer can buy 
the product.  
 
When investigating advertising appeals, it is evident that the majority of the advertisements in 
Cosmopolitan are designed with agentic appeals, in such advertisements the model is alone in 
the picture and is found to show a sense of mastery, self-assertion, confidence, and 
comradery. The advertisements with communal/group appeals are found to show two or more 
people socializing in different circumstances, like in the advertisement for Puma. When 
considering the socializing circumstances in the advertisements, it is clear that most of the 
advertisements include a single person advertising the product. People that are socializing in 
small groups, which in this case are considered to be a group with less than four people, are 
the next common in the magazine. There is only one advertisement that includes a large 
group of people. People socializing in non competitive situations are found in most of the 
advertisements. In the few advertisements that show people socializing in competitive 
situations, the models are practicing some kind of leisure pursuit, for example in the 
advertisement for Sloggi (Appendix B) where the models are playing around on the beach and 
seem to compete for the only man included in the picture.  
 

4.1.2 Subunit 2 King 
 
Considering the advertisements in King magazine, all of the advertisements are designed 
either with a picture window layout or with an all art layout. The advertisements designed 
with a picture window layout are the ones designed with a dominant visual that occupies most 
of the advertisement’s total space, with a frame around the picture. Moreover, the layout 
includes a logotype, and in some ads also a copy block as well as a headline. The 
advertisements designed with an all art layout, which is the most common type in the 
magazine, are totally filled with art, and any copy or logotypes are implanted in the picture. 
The advertising layouts panel or grid, dominant or all copy, nonlinear, and grunge are not to 
be found anywhere in the magazine.  
 
When concerning the advertising content in the advertisements, advertisements designed in 
each of the three mentioned formats are found. The personalized format is less commonly 
used in the magazine; such advertisements have a tendency to make the consumer think what 
the product can to for him/her, but it is not explained how the product will do that. No price 
information is found in these advertisements. One example is the advertisement for Tiger of 
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Sweden (Appendix C) where the male models look very cool and self-confidence when 
wearing clothes with this brand. Product-centred formats are used in the advertisements 
where the main focus tends to be on the product that is being advertised. Advertisements 
designed in this format usually contain information about the product, such as price 
information. The mostly found advertising format in the magazine is the lifestyle format, 
where the advertisements feature the variety of activities in society, for example the 
advertisement for Morris Stockholm (Appendix C) where a group of people seem to have a 
party. When observing the type of sex of the models included in the advertisements, it is found 
that the majority are male models. Female models are included together with the male 
model/models in a few advertisements; however they are usually in a minority position or 
found to be less visible. In the advertisement for Pour (Appendix C), neither a male nor a 
female model is implemented in the picture; instead a skull is representing the brand.  
 
When concerning the information content it is, as mentioned earlier, everything apart from the 
logotype that is considered to be a piece of information in this case. Only one advertisement 
has no piece of information included, which is the advertisement for Pour. The majority of the 
advertisements in King contain few pieces of information as the company’s website, which is 
usually implemented horizontal at the bottom or vertically placed at one side of the 
advertisements and is often hard to find. Other types of information included are found to be 
price information, even though that is uncommon. Very few of the advertisements in the 
magazine contains many pieces of information, in such advertisements information on where 
the consumer can buy the product, or/and a headline is added.  
 
When observing the advertising appeals in King, it is clear that most of the advertisements 
are designed with agentic appeals. Even if an advertisement is found to be designed with such 
appeal, it does not mean that there is only one model present in the advertisement. In some of 
the advertisements found to be agentic there are more than one model included, however these 
models tend to show a sense of mastery, self-assertion, confidence, and comradery. The 
advertisements with communal/group appeals include two or more people that seem to be 
socializing with each other, like in the advertisement for Dressman (Appendix C) where a 
group of people are found to socialize on a summer party. Considering the socializing 
circumstances observed in the advertisements, it is found that the majority is a small group of 
people socializing, which in this case means a group with less than four people. The amount 
of advertisements that contains a large group of people and the advertisements that has a 
single person advertising the product is equal. The majority of the advertisements show 
people that are socializing in non competitive situations, only one advertisement show people 
that are socializing in a competitive situation.  
 

4.2 THE USE OF COLOURS IN PRINT ADVERTISING 

4.2.1 Subunit 1 Cosmopolitan 
 
Generally the colours used in the observed advertisements contributes to create a colour 
contrast, since the ads either contain a dark or light background, combined with darker or 
lighter coloured elements. Most of the advertisements are although constructed in cool 
colours in addition to supplementary darker or brighter elements. Further the main colours 
used in the magazines in order to create contrast are black and white. However there are a few 
examples where colour contrast are not emphasised or used in a very low degree so they 
contributes as rather matched than contrasted.  
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Concerning colour association the colours most commonly used in the advertisements are 
white, black red and blue (in this order). These colours are often used as the colour of the 
product, the body copy or the headline/copy block. White and black are as previously 
mentioned, often used in order to create contrast or to make the advertisement neutral or less 
cluttered. Black is also applied to enlighten elegance or power of the product. When the 
background is white, black is moreover the most dominant colour of the text in order to make 
the text easy to read. This is the opposite when the background colour is dark. The colour blue 
is used in the advertisements in the magazine in a diverse way of shades. The majority of the 
advertisements with this colour contribute with a shade of ocean blue, since the products 
offered in these cases often are swimming wear. Blue is therefore used to symbolize freshness 
and calmness. Additionally green is a sparsely used colour in the advertisements but when it 
appear it is used in an either very dark or a light shade to symbolise nature, freshness and 
purity. These advertisements are often constructed to symbolize a lifestyle. Furthermore red, 
is often used as the colour of the logotype, the headline/copy or of the product. Red is in the 
most cases added to symbolize passion, status, and power, since a lot of the advertisement in 
the magazine cover clothes of status. There are although a few advertisements that use the 
colour red which has no connection with either the brand or the product. Yellow is on the 
other hand a quite uncommon colour in the magazine, used as the colour of the product it self, 
a fashion accessory or the colour of the sun, in order to symbolise warmth. White is 
nonetheless the most usual colour that appears in the advertisements, frequently used as 
background colour as well as the colour of text or as a thin frame around a picture. 
Supplementary colours to the basic colours discussed above, that occur in more than one 
advertisement are brown, beige, grey, pink and violet. Nevertheless most of the 
advertisements consist of a low range of colours, simply using basic colours with some few 
nuances. 
 
Regarding the colour of the logotypes the most repeatedly used colours are white, red and a 
combination of these colours (red/white). The majority of the logotypes consist of two 
colours; one dominant and one complementary. The colours of the logotypes are often bright 
in order to draw attention to the brand. Only one logotype is designed in the colour black, and 
none of the logotypes are in the colours of blue and green. Red is in the opposite a commonly 
used as the text of the logotype (the brand name) or as a frame around the text in a neutral 
colour. As with the colours blue and green, no logotype has the colour yellow. White is on the 
other hand, either used as the colour of the text or as a shade or frame around the brand name. 
A combination of these colours are although the most common way of viewing logotypes in 
the advertisements. In a few cases there are no logotype displayed at all. 
 
When considering the body colour, simply one advertisement has the colour black as the 
body. Blue, green, red and yellow are moreover not used as the body colour in any of the 
advertisements. White is nonetheless the most common colour used as the body colour of the 
advertisements in the magazines. White is neutral and used in order to enlighten other objects 
and messages in the advertisements, since it is easy to match with the most of the colours of 
the colour wheel. Some advertisements can furthermore, be considering lacking a body colour 
as they are constructed in the advertising layout all art. 

4.2.2 Subunit 2 King 
 
In the studied advertisements in this magazine colours are used to create colour contrast. This 
is made by combining two colours that are the extremes at a range from black to white. 
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Models in the advertisements are often highlighted while the background is in a cool shade. 
Contrasts are also made by using dark backgrounds in addition to bright shaded elements. The 
colours most frequently used in order to create contrasts in the advertisements are white and 
black. Colour contrasts are used in a high degree in the mainstream of the advertisements.  
   
The colours most commonly used in order to create colour associations in this magazine are 
white, black, blue and green (in this order). The second most recurrently used colour in the 
advertisements is black, often used as the colour of headline, text, panel or grid. Black text is 
moreover the easiest to read on a neutral background. When the colour appears it is often 
aimed to create sophistication and to symbolise power of the product. The colour blue is 
occurring equally as the colour of the product as well as of the colour of nature such as the 
sky or the sea. These advertisements often symbolise a way of life or an outdoor activity, in 
order to be associated with freshness, purity and calmness. Just like blue, green is displaying 
an outdoor lifestyle as well as it is occurring as a complementary colour of the offered 
product. In most advertisements green is shown to resemble nature but also to reflect mystery 
as in the Pour advertisement. Red is on the other hand a sparingly used colour, as it simply 
take place in two of the advertisements, first in the logotype and as accessories in the Tommy 
Hilfiger (Appendix C) advertisement and further at the presented products in the Morris 
Stockholm advertisement. Yellow is further a colour that occurs only in a few cases, merely in 
two of the logotypes and as an additional colour of one offered product. Yellow is not used in 
order to create any visible association in this magazine, apart from the attention getting power 
of the logotypes. Throughout all of the advertisements in the magazine, white is nevertheless 
the most frequently used colour. The colour is used in a multiple way such as the colour of the 
logotype, body colour, and colour of the text or headline or as the colour of the product.  
White is although most used in order to create contrasts between the different elements of the 
picture. Other colours that appear in the advertisements, in addition to the basic colours 
discussed above are grey, brown, orange and beige. As mainly basic colours and few nuances 
are used, most of the advertisements use a relatively narrow range of colours.  
 
When considering the colours of the logotype used, white, yellow and black are the most 
common. Black is recognized as the colour of the logotype in only one advertisement, while 
blue are not used as the colour in any of them. Green as well as red is used one time in two 
separate advertisements. The second most common colour used for the logotype is yellow, as 
it occurs in more than one of the advertisements. White logotypes are although the most 
common colour of all the logotypes in the magazine. In more than two cases the logotype are 
printed in more than one colour, where black and yellow are the most usual combination. In 
some cases the advertisements lack a logotype. 
 
The colour black is the second most common used as the body colour of the advertisements. 
None of the advertisements are designed with a body colour in blue, green, red and yellow. 
Nonetheless, the most common used colour of the body is white. In the majority of the 
advertisements the colour is used as a frame or background in order to make the 
advertisement neutral and less cluttered. Furthermore a few ads have no defined body colour 
as they are designed in the advertising layout all art. 
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5 DATA ANALYSIS 
 
In this chapter the collected data from the two subunits within the case will be compared 
against previous research in a within- case analysis. 
 

5.1 WITHIN-CASE ANALYSIS RQ1 
 
The advertising layout most common in subunit one is the picture window layout, however in 
subunit two the all art layout is the most common. In subunit one the panel or grid layout is 
the next common, however it is not found in any of the advertisements in subunit two. The 
nonlinear layout is found in only one advertisement in subunit one, and is not found in any of 
the advertisements in subunit two. The advertising layouts dominant or all copy, and grunge 
are not found in either of the two subunits. Even though not all types of advertising layouts is 
found in the two subunits the findings in the case still is coherent with the suggestions of 
advertising layouts by Wells et al. (2003), as the author is stating that picture window and all 
art layouts are the ones most frequently used.  
 
Most of the advertisements in Cosmopolitan are found to be designed in a personalized 
format. Dallman’s (2001) theory about the connection between advertising format and gender 
is stating that products gearing at women are mostly designed in a personalized format, 
therefore implying coherence between the case findings and the theory. Furthermore, the 
advertisements in King are found to be mostly designed in a lifestyle format or product-
centred format, which further strengthens the consistency between Dallman’s (2001) theory 
and the case findings, as the author is stating that products that are advertised towards men are 
mostly relied either on lifestyle formats or product-centred formats. Vigorito and Curry 
(1998), states that portrayals of males are most likely to appear in men’s magazines. 
Moreover, Dallman (2001) states that advertisers usually use female models when targeting 
women. The findings in the case are coherent with the theories by Vigorito and Curry (1998) 
and Dallman (2001) since it is found that the advertisements in subunit one mostly includes 
only female models and the advertisements in subunit two mostly includes only male models. 
In addition to the findings of the theories, the findings of this research suggest that in the 
advertisements where a male model is included together with the female model/models he is 
placed in a minority or less visible position. This can also be found in the advertisements in 
subunit two when female model/models are included together with the male model/models.  
 
The theories concerning the effect of gender on information processing by Prakash (1992), 
Wolin (2003), and Hogg and Garrow (2003), states that when advertising to men the number 
of pieces of information should be restricted in order to avoid them from being overwhelmed 
by the wealth of information. The authors further states that when advertising to women the 
advertisements should include more detailed information. The case findings indicate that the 
majority of the advertisements in both subunits contain few pieces of information and only a 
few advertisements contain many pieces of information. Although the female magazine 
contains more advertisements with many pieces of information, the findings of this case are 
not in coherence with the previous theories concerning the effect of gender on information 
processing. However, the aspect of the theories regarding information content when 
advertising to men can be said to be consistent with the case findings.  
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The findings of this case indicate that the majority of the advertisements in both subunits are 
designed with agentic appeals. Still, advertisements designed with communal/group appeals 
are found as well in both subunits, although less commonly used in the King magazine than in 
Cosmopolitan. Therefore, the case findings are coherent with Dallman’s (2001) and Prakash’s 
(1992) theories about message appeals and gender as the authors states that males are more 
convinced by agentic appeals and that females are convinced by agentic appeals as well as by 
communal/group appeals, even though Prakash’s (1992) research confirms that females are 
more likely to respond to communal/group appeals.  
 
Prakash’s (1992) theory concerning socializing circumstances states that when targeting men 
it would be best to show males that are socializing in large groups and that advertisements 
aimed for women could show women socializing in large groups as well as in small groups. 
The majority of the advertisements in King show people socializing in small groups. In 
Cosmopolitan most of the advertisements include a single person advertising the product, this 
finding can be considered as a contribution to Prakash’s (1992) theory. Hence, the case 
findings and Prakash’s (1992) theory are not consistent.  
 
The majority of the advertisements in both subunits show people that are socializing in non 
competitive situations. Merely a few advertisements show people that are socializing in 
competitive situations. Considering these findings it can be said that the case findings are 
inconsistent with Prakash’s (1992) theory, since the author states that when targeting men it 
would be best to show males that are taking part in competitive activities and the same when 
targeting women. However, the author states that women could be portrayed in non 
competitive situations as well.   
 
In order to simplify and reduce the data discussed, a matrix will be displayed in table 5.1. 
 
Theory Subunit 1 Cosmopolitan Subunit 2 King 
   
Advertising layout 
(Wells et al. 2003) 

  

Picture window + + 
All art + + 
Panel or grid + + 
Dominant or all copy + + 
Nonlinear + + 
Grunge + + 
Advertising content 
(Dallman 2001, Vigorito & Curry 1998) 

  

Format + + 
Pictures/illustrations + ? + ? 
Information content 
(Prakash 1992, Wolin 2003, Hogg & 
Garrow 2003) 

  

Pieces of information - + 
Advertising appeals 
(Dallman 2001, Prakash 1992) 

  

Agentic vs.communal + + 
Socializing circumstances +/- - 
+ Data fits the theory -  Data does not fit the theory +/- Data fit somewhat the theory ? New data 
Table 5.1 Summarizing matrix of the analysis of RQ1. 
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5.2 WITHIN CASE ANALYSIS RQ2 
 
Once the collected data within the case was presented, some patterns in gender based print 
advertising emerged. The patterns found concerning the connection of gender and colours are 
briefly explained below.   
 
Gorn et al. (1997) and Moriarty (1991) explain that colour contrast in advertisements is 
created by changing the colour value e.g. the degree of the darkness and lightness of the 
colour relative to a natural scale extending from black to white. Observations show that the 
use of black and white is also the primary way of creating contrasts in the case. The 
comparison between the theory by Gorn et al. (1997) and Moriarty (1991) and the case is 
therefore consistent. The advertisements in both magazines tend to be created mostly in cool 
colours, although, the Cosmopolitan magazine provide more advertisements in brighter 
colours than the King magazine. These facts conflicts with the theory by Khouw (2002) 
stating that men are more tolerant toward achromatic (bright) colours than women, further 
stating that women in general prefers cool colours while men rather like bright colours. In 
addition the case has shown that advertisements in both magazines tend to be designed with a 
cool background in order to highlight brighter elements. This is confessed by Wells et al. 
(2003) stating that neutral colours often are used as a background with brighter, stronger 
colours in the foreground elements.  
 
Advertisements in both subunits use black in order to express elegancy and power, which is in 
line with the discussion about the colour associations by Moriarty (1991). When the 
background is white the text is in general black in order to make the text easy to read. This is 
further consistent with the discussion of bright colours as the most attention-getting by 
Moriarty (1991).   
 
Furthermore blue is in the case applied to express calmness and freshness in both of the 
magazines. By using the colour blue, the majority of the advertisements aim to reflect a 
lifestyle in an outdoor environment. The aimed associations are also discussed by Moriarty 
(1991). Blue is also used more commonly in subunit two than in subunit one, which is in line 
with the statement made by Khouw (2002) that men prefer blue in a higher level than women.  
 
As stated by Moriarty (1991) green is commonly used in order to be associated with 
calmness, hope, serenity and nature. Patterns in the case shown that green are a sparsely used 
colour in both subunits, although it occur in a higher degree in the King magazine than in 
Cosmopolitan. Advertisements using green often express calmness and nature which is in line 
with Moriarty (1991). Additionally it is used to express mystery (as in the Pour 
advertisement) and a way of life in a higher level in subunit two than in subunit one.    
 
In the case, red is generally used more in the female magazine than in the male, which is 
consistent with the theory by Khouw (2002) stating that women prefer red (to blue) more than 
men do. When it occur in subunit one it usually express passion, status and power, while 
occurring in subunit two it is simply used as complementary colour of the product or the 
logotype without any significant symbolism. When comparing subunit one and the theory by 
Moriarty (1991), it is coherent. Some cases without any connection between the colour and 
the product or the brand, were also recognized in the advertisements in subunit one.  
 
According to Khouw (2002) yellow has a higher affective value for men than for women. The 
colour yellow occurs more times in the advertisements in the male magazine than it does in 
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the female magazine, which is consistent with the previous discussion. The colour is in fact 
quite uncommon in the female, simply used to be associated with sunlight and warmth. In the 
male magazine the colour is more used as the colour of the logotypes. This is also confessed 
by Moriarty (1991) both stating that yellow often is to be associated with the sunlight and that 
it further has the most attention-getting power.  
 
Of all colours discussed above, white is the most commonly used colour in both of the 
subunits. The colour is used in a multiple way, such as the colour of the body, colour of the 
logotype and colour of the text or headline as well as for the colour of the product. The colour 
contributes to the advertisements in a neutral way in order to organize the message for the 
reader. This is in line with Moriarty (1991) describing white as clean colour suitable as the 
ground for brighter elements. 
 
Apart from colour associations it became evident that other colours that could be connected to 
the colour symbolism are also frequently used in the observed advertisements in both 
subunits. In the case, brown, grey and violet are the most frequently used colours. A narrow 
range of colours are further the most common way of display colour associations in the 
advertisements. 
 
Considering logotype colours, black are most commonly used in subunit two, often used in 
combination with yellow. This is in line with the statement by Khouw (2002) discussing that 
men are more tolerant toward achromatic (bright) colours than women. Blue and green are 
sparsely used as the colour of the logotype in both of the subunits, which conflicts with 
Khouw’s (2002) theory, stating that men prefer blue in a higher level than women, which is 
on the other hand in line in subunit one. Red is further the most commonly used colour of the 
logotypes in the advertisements in Cosmopolitan, often combined with white as an accent 
colour. This is coherent with the colour theory by Khouw (2002) explaining that women 
prefer red more than blue. According to Khouw (2002) yellow has a higher affective value for 
men than for women, which is also shown in the advertisements in the both subunits, as King 
displays more logotypes in this colour. The nevertheless most commonly used colour of them 
all are in both magazines white, which can be explained by the theory by Moriarty (1991) 
stating that white is an accepted,  neutral colour. This is further in line with Khouw (2002) 
stating that more than fifty percent of the men within the research preferred cool colours to 
bright, in the same way as the majority of the women did not preferred bright colours. 
 
When analysing the body colours of the observed advertisements, results show that black are 
more commonly used in subunit two than in subunit one. This is in the same way as the 
analysis of the colours of the logotypes in line with Khouw (2002). None of the observed 
advertisements in the magazines were designed with a body in the colours blue, green, red or 
yellow, which conflicts with the theory by Khouw (2002) described above, in subunit two and 
is in line in subunit one, except from red, which should be a colour preferred by women. The 
overall most commonly used colour for the body is white, which is in the same way as for the 
colour of the logotype, in line with both Khouw (2002) and Moriarty (1991). Many of the 
advertisements in both of the magazines were although designed without any dominant body 
colour, which is further explained in section 5.1. Advertisements in subunit two are 
nevertheless more commonly designed in this order.  
 
In order to simplify and reduce the data discussed, a matrix will be displayed in table 5.2. 
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Theory Subunit 1 Cosmopolitan Subunit 2 King 
   
Colour contrast 
(Gorn et al.1997, Moriarty 1991, 
Khouw 2002) 

  

Bright +/- +/- 
Cool +/- +/- 
Colour associations 
(Moriarty 1991, Khouw 2002) 

? ? 

Black + + 
Blue + + 
Green + + 
Red + + 
Yellow + + 
White + + 
Logotype colour 
(Moriarty 1991, Khouw 2002) 

? ? 

Black + + 
Blue + - 
Green + - 
Red + + 
Yellow + + 
White + + 
Body colour 
(Moriarty 1991, Khouw 2002) 

? ? 

Black + + 
Blue + - 
Green + - 
Red - - 
Yellow + - 
White + + 
+ Data fits the theory -  Data does not fit the theory +/- Data fit somewhat the theory ? New data 
Table 5.2 Summarizing matrix of the analysis of RQ2. 
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6 FINDINGS AND CONCLUSIONS 
 
In this final chapter the answers to the research questions, stated in chapter one, will be 
provided by drawing conclusions based on theory and analysed data. In addition, 
implications for management, theory and future research will be provided.  
 

6.1 HOW CAN THE ELEMENTS USED IN PRINT ADVERTISING BE DESCRIBED? 
 
Considering the advertising layouts found, it seems that the ones most frequently used are the 
picture window layout and the all art layout. However, this tends to differ depending on if the 
advertisement is aimed for men or women. Advertisements that are aimed for women are 
usually designed in a picture window layout, whereas the advertisements aimed for men are 
usually designed in an all art layout. Moreover, it is found that neither the dominant or all 
copy layout nor the grunge layout is used. This finding implies that similarities between 
advertising aimed for women and advertising aimed for men may occur. Considering what is 
mentioned above, it can be said that the choice of advertising layout is affected by the gender 
of the audience that will view the advertisements. 
 
The advertising formats personalized, lifestyle, and product-centred seem to be used in a way 
that indicates that the choice of advertising formats depends on the gender of the target group. 
This is evident in the way that the majority of advertisements meant for women are found to 
be designed in a personalized format by showing what the product advertised can do for the 
consumer. Furthermore, this study shows that when advertising to men the lifestyle or 
product-centred formats are most frequently used. The gender of the models portrayed in the 
advertisements also seem to be influenced by the gender of the audience, since the 
advertisements aimed for women always includes female models while the advertisements 
intended to affect men always includes male models. This study further implies that when the 
opposite gender is portrayed they seem to be in minority or placed in a less visible position.  
 
Considering the amount of information found in the advertisements, it is clear that the 
majority of the advertisements seem to contain few pieces of information. Only a few 
advertisements seem to contain many pieces of information. However, it seems as it is more 
common to include many pieces of information in advertisements when targeting women than 
it is when targeting men. Still, the findings of this study imply that there is no clear 
connection between gender and the amount of information included in the advertisements.  
 
The advertising appeals agentic and communal/group tend to be used in a way that indicates 
that the choice of advertising appeal when designing the advertisements partly differ whether 
it is aimed for women or men. This is evident in the way that most of the advertisements 
aimed for men are designed with an agentic appeal and this is also the case with the 
advertisements aimed for women. However, this study point out that it seems more common 
to design advertisements with a communal/group appeal when targeting women than when 
targeting men. Moreover, when advertising towards women it is usually only one person in 
the advertisement whereas when targeting men it is typically a small group of people 
socializing. Hence, it seems as if the amount of people included in the advertisements depends 
on the gender of the target group. The findings from this study further imply that the gender 
of the target group appear to be insignificant when deciding if the models in the advertisement 
should socialize in competitive or non competitive situations.  
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After having discussed the first research question about the elements used in print advertising, 
some more specific conclusions about the elements have been drawn, these are displayed 
below: 
 

• Advertisements targeting women are designed with a picture window layout whereas 
advertisements targeting men designed with an all art layout.  

 
• Advertisements aimed for women are designed in a personalized format while 

advertisements aimed for men are designed in either a lifestyle format or product-
centred format. 

 
• When targeting women female models are used in the advertisements, whereas when 

targeting men male models are used in the advertisements.  
 

• The amount of information included in advertisements is not affected by the gender of 
the target group.  

 
• Advertisements intended to reach women includes a single person advertising the 

product, whereas advertisements intended to reach men includes a small group of 
people advertising the product. 

 

6.2 HOW CAN THE COLOURS USED IN PRINT ADVERTISING BE DESCRIBED? 
 
The use of colour in order to create contrast in advertisements in Swedish print advertising 
point to that cool colours are most commonly used as backgrounds, in addition to brighter 
more colourful elements in advertisements both aimed toward females and males. Bright 
colours are in general used to highlight certain objects, often the product or the effect of using 
the product. Findings shows furthermore that the female magazine tend to use brighter colours 
in a somewhat higher level than the men magazine. Some advertisements in both the female 
and male magazine further tend to use colour contrast quite sparsely so that the colours seems 
rather matched than contrasted. Overall similarities in both magazines are that white and 
black are nevertheless the most common used colours in the both magazines in order to create 
colour contrast.  
 
Additionally findings in colour association show that advertisements aimed toward women 
often are designed in white, black, red and blue while advertisements toward men often 
consists of the colours white, black, blue and green. White and black are as previously 
mentioned often used to create colour contrast, as well as used as the colour of the body, 
headline/text or logotype. White is furthermore used as it is a clean colour and helps the 
reader to organize the advertising message. The main differences between colours in 
advertising aimed to women and men are that the women magazine seems to use red in a 
higher degree, in the same way as the men magazine use green more commonly. Red is used 
in order to create associations with passion, status and power which can be considered logical 
as the observed advertisements are in the category of fashion. The usage of green often 
reflects a lifestyle in an outdoor environment which could be linked to the previous discussion 
of advertising format (section 6.1). There also seems to be a general use of non-basic colours 
such as brown, beige, grey, pink, violet and orange. Differences occur in the use of colours as 
many of the advertisements for men are designed in grey, beige and brown as the dominant 
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colours, whereas they are used in the women magazines more as additional or supplementary 
colours. Pink, violet and orange simply occurs as the colour of the product or an additional 
colour of the text or logotype in both magazines. 
 
When considering the logotype colour the main differences between the female and male 
magazine are that logotypes for products aimed toward women often are designed in red, 
white or in a combination of these colours. The logotypes in the male magazine are on the 
other hand designed more frequently in black, yellow or these colours combined together. A 
general similarity is that logotypes in both magazines are designed in more than one colour, 
where one can be seen as the most dominant.  
 
Findings in body colours show that white is the most used colour in the advertisements in 
both magazines. The use of white can as previously mention, be described by the colours 
ability to make the advertising message less cluttered. Further similarities found are that 
almost half of the advertisements in both magazines seem to lack a defined body colours, as 
they are constructed by the advertising format of all art. Differences could also be stated that 
men advertisements tend to use black more often as the body colour than the female 
advertisements.  
 
The discussion of the second research question has ultimately resulted in the following 
specific conclusions. 
 
• Colours in print advertising are used to create contrast between different elements of the 

advertisements, whereas black and white are the most commonly used colours targeting 
both men and women.  

 
• Colours in print advertising are used in order to create colour associations, colours are 

therefore used in a somewhat different approach if aimed either to men or women.  
 
• Logotypes are in general “unisex” as most logotypes are designed in white. 
 
• The body colour in print advertising is in general white. 
 

6.3 IMPLICATIONS AND RECOMMENDATIONS 
 
Conclusions drawn in earlier sections of this chapter, will serve as a base to some implications 
on the usefulness of this study. Implication directed to theory, management and future 
research will thereby be provided below. 
 

6.3.1 Implications for Theory 
 
Theories within the research of gender based print advertising provided a base for the 
conceptual framework of this study. This has explored gender based print advertising in 
Sweden by describing the use of elements in print advertising as well as the use of colours in 
print advertising. Finally conclusions have been drawn based on analyses of empirical data 
and previous research, and thereby a process of further explaining the phenomenon has 
begun.  
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6.3.2 Implications for Practitioners 
 
When designing gender based print advertising, following implications could be taken under 
consideration. These implications are shortcomings of the theory and are particularly directed 
toward advertising managers who wish to advertise in either a male or female lifestyle 
magazine, especially within Sweden.  
 
Elements in print advertising 
 
• When advertising toward men, the advertisers should consider the fact that female models 

are in general portrait together with the male model in a low degree, often in a minority 
position or less visible. Advertisements targeting women are constructed in the same way 
where men are found to be in a less visible position.   

 
• Another important factor to take under consideration is that, when targeting women 

advertisements in general simply include a single person advertising the product. When 
targeting men on the other hand, the advertisements often include a small group of people. 

 
Colours in print advertising 
 
• To be aware of when choosing colours for advertisements is that women and men in 

general prefer different colours over others. Green and yellow has a higher affective value 
for men, in the same way as women prefer red in a higher level. A narrow range of 
colours are further the common way of display colour associations in advertisements both 
in regards of women and men. 

 
• When designing logotypes colour choice is further of great matter. Logotypes for products 

aimed toward men and women are often constructed in two colours, one dominant and 
one supplementary. Logotypes are in general designed in white, which have the same 
affective value for both men and women and can thereby be considered unisex. 

 

6.3.3 Implications for Future Research 
 
A deeper insight of the extensiveness of gender based print advertising in Sweden is provided 
by this thesis. Suggestions for further research are listed below. 

 
• Further investigate preferences and underlying associations in colour and their affect in 

advertising effectiveness. 
 
• Investigate how the nature of the gender role ascribed to women affects the execution of   

advertising. 
 
• Further investigate the connection between the gender of the model in the advertisement 

and the gender of the target audience.  
 
• Extend the research into a cross-case analysis. 
 
• Conduct the same study of more magazines within the same country. 
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• Conduct the same study of international magazines in different countries. 

• Conduct the same study in the area of television commercial or outdoor advertisement.  

• Conduct the same study on advertisements for another specific product category. 

• Conduct the same study on “unisex”-magazines. 

• Conduct the same study by using a focus group or conduct interviews in order to test if the 
qualitative conclusions of this study are in accordance with the aim the advertisers. 
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APPENDIX A  

APPENDIX A CHECKLIST FOR OBSERVATION 
 
RESEARCH QUESTION 1:  
How can the elements used in print advertising be described? 
 
• Advertising layout 

-  Picture window 
-  All art 
-  Panel or grid 
-  Dominant or all copy 
-  Nonlinear 
-  Grunge 
 

• Advertising content 
- Format 
      Personalized 
      Product-centered 
      Lifestyle 
- Pictures/illustrations 
 Type of sex 

 
• Information content 

- Pieces of information 
 No 
 Few 
 Many 

 
• Advertising appeals  

- Agentic vs. communal 
- Socializing circumstances 
        Single person, small group or large group 
        Competitive or non-competitive situation 

 
RESEARCH QUESTION 2: 
How can colours used in print advertising be described? 
 
• Colour contrast 

- Bright 
- Cool 
 

• Colour associations 
- Black 
- Blue 
- Green 
- Red 
- Yellow 
- White 
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• Logotype colour 

- Black 
- Blue 
- Green 
- Red 
- Yellow 
- White 

  
• Body colour 

- Black 
- Blue 
- Green 
- Red 
- Yellow 
- White 
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