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Abstract 

An im•trument to mensure sex role specificity (SRS) 
was composed and Rtanrlarrlized on 1,200 adults from 
the g<meral WeRt Coaf!t population. The SRS scales 
proved to be reliable and internally consistent, and 
two dominant factors underlie prescriptions for each 
sex. Role specificity differed systematically by 
demographic status. 

Introduction 

Sex Roles and Marketing 

The use of sex as a segmentation variable has spawned 
a great deal of marketing research designed to deter
mine the appropriate roles to be assigned to women 
through advertising appeals, to measure women's per
ceptions of the ways they are now being portrayed, 
and to gauge the changing sex roles this segment may 
be adopting. The psychology literature on sex roles 
is so extensive it might warrant a journal devoted 
entirely to research on this topic. A review of the 
literature in both psychology and marketing indicates 
a lack of consistency in both the methods used to de
termine perceptions or effects of sex role portrayals 
and in the rosu.li;s anrl conclusi.ons of tho research. 

For the most part, research on sex roles in the mar
kAting literature hAs focuRed on the portrayal of wo
men in commercial advertising. The most common meth
od has been to do post hoc content analysis of ad
vertisements to determine how women have been por
trayed, and then to offer critic ism of the limited 
range of roles presented. Studies by Courtney and 
Lockeret>~ (1971), Wagner and BanoR (1973), Sexton and 
Haberman (1974), Venkatesan and Losco (1975) and 
Belkaoui and Belkaou.i ( 1976) all followed this basic 
paradigm. The conscmsus of these researchers was 
that women were portrayed as (a) homemakers, (b) sex 
objects, (c) dependent on men, (d) holding jobs of 
little importance, and (e) with little or no decision 
making responsibility. 

In respect to the determination of people's attitudes 
toward the roles depicted, research by Wortzel and 
Frisbie (1974), Green and Cunningham (1975) and by 
Lundstrum and Sciglimpaglia (1977) focused on the ef
fects of role portrayal on product evaluations or 
purchaRe decisions. None of the studies reported to 
date has attempted to determine the normative roles 
that people feel the sexes should enact. Lacking in
formation on these prescri.bed roles for men and wo
men, the advertiser and marketer must rely on his or 
her own observation and ,judgment or on the "conven
tional wisdom" of the industry as a whole. The pur
pose of this research is to develop a standardized 
instrument for the measurement of both male and fe
male sex role prescriptions. The results should pro
vide indications of how the public feels men and wo
men ought to be portrayed; i.e., what roles are ac
cepts ble and unaccepta be for men and for women. No 
such Rtandardized instrument has been developed, as 
yet, within the discipline of psychology. Thus, the 
instrument developed here might have relevance well 
beyond the portrayals of women in advertising. 
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Role Prescriptions 

Socially defined roles might be classified into three 
different types: (1) prescribed roles, (2) perceived 
roles, and (3) enacted roles. The prescribed roles 
are those that are actually expected of the actor; 
the behavior that others in the social environment 
feel befits a particular individual by virtue of that 
persons sex, age, occupation, or some other charac
teristic. Perceived roles are from the view of the 
individual. They are what the person believes is ex
pected or regarded as appropriate by others. Within 
a social situation, these two types of roles might be 
discrepant from one another, either because the pre
scriptions are ambiguous or because the actor is rel
atively insensitive, or both. The enacted role is 
the behavior pattern that is actually acted out by 
the individual. It, too, might differ from the pre
scribed and the perceived. In social circumstances, 
the actor may be unable to play the role, even though 
it is correctly perceived, or the person may not care 
to conform to the role prescription, out of choice. 

An instrument might be developed to measure 
any or all of these types of roles. Enacted roles 
could be measured by the systematic observation of 
each sex in various social situations. Perceived 
roles could be ascertained by asking people what they 
believe others expect of them, based on their sex. 
Prescribed roles can be measured by asking the indi
vidual what their generalized expectations and norms 
for others are; what things in the behavior of men 
and women in general would gain their approval or 
disapproval. It is this latter tack, the measurement 
of prescribed roles, that this project pursues. 

Methodology 

Item Selection 

The selection of an Hem pool began with an examina
tion of the ways that "manhood" and "womanhood" have 
been described in both the academic literature and 
the popular press. Topics tended to fall into two 
basic categories: (1) What people are by virtue of 
their particular sex, and (2) whatthey should be, 
given their sex. For example, one might believe that 
women are innately more capable of caring for small 
children than are men. Similarly, one might believe 
that men ought to be the major decision-maker in the 
family. An item pool of several hundred such state
ments were gleaned from the literature. Those which 
were redundant with others on the list were culled, 
as were those that referred to unusual actions or ex
traordinary situations. This process provided a list 
of less than two hundred potential item topics. Of 
those remaining on the list, forty-eight i terns ap
plying to masculine behavior and an equal number of 
i terns applying to feminine behavior were eventually 
selected by the researchers. The criteria for selec
tion were: (1) The degree to which the action or con
dition might be seen as discriminating between the 
sexes. ( 2) The judgment of the degree of common ac
ceptance that might be expected, based on the litera
ture. (3) The representation of a wide variety of 
behavior domains or categories. 



Behavior Domains 

Within the item pool, the topics could be congregated 
into six general behavior domains: (1) Recreation and 
leisure behavior, (2) food, beverage consumption and 
smoking, (3) parenting and family behavior, (4) so
cial appenrance an~ Ptiquette, ('i) employmP-nt and oc
cupational factors, and (6) dating, mnhng and sexual 
behavior. These domains were regarded as relatively 
comprehensive and inclusive of typic a 1 actions and 
roles important to the daily Ufe of individuals in 
all walks of adult 1ifn. The items were written in a 
relatively simple vocabulary and were expressed in 
conversational or vernacular grammar. The list was 
shown to several lay people of various backgrounds to 
obtain their comments concerning their comprehension 
and general reaction. A few were rewritten, but none 
replaced. 

Scaling and Formating 

The i terns were exprensed as statements to which re
spondents could indi.cate their agreement or disagree
ment. The scnle used for the instrument was a five
point Likert scale: (1) Strongly agree, (2) Agree, 
(3) Neutral, (4) Disagree, and (5) Strongly disagree. 
The scale appenred at the top of each page, with 
twenty-four items listed below it. Respondents re
corded the number of the scale category corresponding 
to their opinion inn space to the right of the item. 

Half of the i terns applied to women's behavior and 
half to mAn' il b0havi or. H11lf of those in e11ch cate
gory were worded no thllt ngreem•mt would i.ndieate sex 
rol" sp.,r.J. fici t.v or "onstr11int and thfl others were 
inclined in the opposite direction to control for 
"yea-saying" 1mcl "n11.y-s11.ying. The i terns were listed 
in quadruplets in the sequences: (1) masculine posi
tive, (2) feminine positive, (3) masculine negative, 
and (4) feminine negative. The groups were randomly 
ordered on the four-page instrument. 

Sampling and Data Collection 

'fhe data for the standardization of the sex role 
scale were collected in two field projects sampling 
the general adult population from two major metropol
itan areas of Southern California during the spring 
of 1980. The same sampling method and quotas and the 
same data collection techniques and validation me
thods were used for each project. 

The field workers who collected the data were under
graduate students of marketing or marketing research 
classes. Each received several hours of instruction 
on the pro,ject and data collection techniques. They 
were instructed to contact potential respondents in 
their homes, to explain the nature of the project and 
permit the respondent to read the letter of transmit
tal, and after winning their cooperation, to leave 
the questionnaire with the respondent to be self
administered at their own convenience. The field 
worker made 1111 11.ppointment to return a few days later 
to ret!'i PVe the completed questionnll.ire. "Nonre
sponse" wi.th this procedure might be considered ei
ther a reftwlll to accept the questionnaire or failure 
to complete it properly. The two sources, combined, 
were less than five percent of the responding sample. 

Each field worker was given a quota based on the sex, 
age and occupnt.ionHl st11.tus of the respondents. This 
procedu ro WIW uaed to ln:Ju re lltl ndequa te representa
tion of the vnrious demographic segments of the soci
ety. Field workers received credit for their work 
according to how closely they were able to fulfill 
the quota. 
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The name, address and the telephone number of each 
respondent were obtained on the questionnaire. The 
data were submitted to a special computer program to 
provide a two-page report to the respondent. This 
report expressed sex role specificity only in terms 
of preference for so-called "gendered" products or 
services, so that no conceivable threat would be con
veyed to respondents. Their opinions were shown in 
relationship to those of the others in the sample, 
and this permitted them to make comparisons of their 
degree of preference for "typically masculine or fem
inine" brands or products on the market. The reports 
served as a small inducement to potential respon
dents, and this form of feedback was very well re
ceived by the respondents. Because every respondent 
was mailed a report at his or her home address, this 
constituted virtually one hundred percent verifica
tion of actual response. The only nondeliverable re
ports proved to be clerical errors or relocation by 
the respondent during the interim between receipt and 
mailing. 

Data Processing 

The data were keyed to computer file and submitted to 
a series of programs to machine edit the data. Anom
aUes were sight edited from the source documents, 
and corrections made as necessary. About twenty 
cases were eliminated from the file because they were 
not sufficiently complete to be ineluded. Six hun
dred cases were obtained in each of the data collec
tion projects. 

The d!ltfl were suhmi. tted to stntistical analysis to 
first obtll.in descriptive statistics. Given the in
significant departures of the major score distri bu
tions from normal, the data were judged aduquate for 
parametric statistical techniques. Item analysis and 
analysis of score distributions were obtained princi
pally with the use of product-moment correlations and 
multiple regressions. Internal consistency analysis 
included the computation of coefficients alpha and 
other relevant measures of internal consistency reli
ability. Lastly, the relationships among scores and 
demographic categories were measured with the use of 
factorial analyses of variance. 

Test-Retest Reliability 

To obtain a measure of the "trait stability" and the 
reliability of the instrument over time, the scales 
were administered to sixty-five undergraduate busi
ness students on two occasions with a one-month in
terim period between the administrations. ':'he se
quence of the items was changed for the second admin
istratrion, to reduce the effect of actual item re
sponse recall. While these respondents were not from 
the general public, there is little reason to believe 
that these results would differ systematically from 
what might be obtained from the public at large. 

Results 

Degree of Specificity 

The percentage of the sll.mple that were either neutral 
or answered in a direction indicating sex role speci
ficity (agreement with "positive" items or disagree
ment with "negative" ones) for each item were comput
ed and examined. The majority of items yielded dis
tributions of less than fifty percent in the six be
havior categories, but several i tem!f did receive ma
jority support for specificity in eaoh category. 

Comparison of the proportions for male and female re
spondents suggested that men tended to be more sex 



role specific than women. This observation was sup
ported by subsequent analysis of variance. While 
there are a few "turn-arounds" such that one sex was 
more "liberal" for an item of that gender than the 
opposite sex was, these were only a small minority. 
In general, both sexes appeared to be about as spe
cific for their own sex as for the other. Nor did 
one behavior domain appear to be more subject to sex 
role constraint than the others. Each domain con
tained several items that received very low and very 
high sex role adherence. 

Scale Reliability 

Table 
line, 
fore 
items 

1 contains a complete description of the mascu
feminine and combined scale distributions. Be
this analysis was performed, the "negative" 
were reflected so that all items and scale 

TABLE 1 

SCALE AND SUB-SCALE SCORE 
DISTRIBUTIONS AND RELIABITITY COEFFICIENTS 

Statistic Masc. 

Standardization Sample 

Mean ••..•....•.•••..••.•. 
Standard Deviation ....••. 
Standard Error ..•..•..•.• 
Rkewness .......•.•.•.•.•. 
Kurtosis ..•.....•.•••...• 
Maximum •••.•.••.••••.••.• 
Maximum Obtainable .••••.. 
Minimum ••••.•.••••.•••... 
Minimum Obtainable •....•• 
Sample Size ..•.•......... 
Number of Items ...•...... 
Mean Item Mean ••••••••••• 
Minimum Item Mean •..•.... 
Maximum Item Mean ••.•••.• 
Mean Inter-Item Corr ..... 
Minimum Inter-Item Corr •• 
Maximum Inter-Item Corr •• 
Coefficient Alpha •••••••• 
Std. Item Coef. Alpha •••• 
Corr. Betw. Sub-Scales •.. 
Spearman-Brown Coer ••.••• 
Split-Half Betw. Sub-Sea. 
F-Ratio Betw. Measures .•• 
Probability •......••..••• 

57.62 
20.35 
0.59 

-0.16 
0.22 

127. 
192. 

o. 
o. 

1200. 
48. 

1.20 
0.55 
2.91 
1.20 

-O.ll 
0.44 
0.91 
0.92 

Test-Retest Sample 

Moan, lst Admin .•.••...•. 
Mean, 2nd Admin •••..•.••• 
S.D., let Admin .••..••..• 
S.D. ,2nd Admin .•..••.••• 
Coef. Alpha 1st Admin •.•. 
Coef. Alpha 2nd Admin .••• 
Sample Size ...••••••••..• 
Test-Retest Reliability .• 
Spream-Browm Coefficient. 
Split-Half Betw. Admin •.. 

52.06 
51.75 
22.59 
22.86 
0.94 
0.95 

65. 
0.87 
0.93 
0.93 

Fem. 

60.93 
22.93 
0.66 
Q.ll 
0.52 

178. 
192. 

o. 
o. 

1200. 
48. 

1.27 
0.56 
2.34 
1.27 

-0.05 
0.50 
0.93 
0.93 

55.72 
53.91 
22.92 
23.91 
0.94 
0.95 

65. 
0.86 
0.93 
0.93 

Comb. 

ll8.55 
41.68 
1.20 

-0.10 
0.30 

284. 
384. 

o. 
o. 

1200. 
96. 
1.24 
0.55 
2.91 
1.24 

-O.ll 
0.60 
0.96 
0.96 
0.86 
0.93 
0.91 

353.29 
o.oo 

107.79 
105.66 

44·76 
45.63 
0.97 
0.97 

65. 
0.88 
0.94 
0.94 
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scores ascend toward sex role specificity. A con
stant of one was subtracted from each item value, so 
that with forty-eight i terns on each sub-scale, the 
minimum obtainable score was zero and the maximums 
were 192 for the sub-scales and 284 for the combined 
scale. The scores, then, tended to be rather "low" 
on sex role specificity on this absolute basis. The 
average item mean over, the 1,200 respondents, proved 
to be well below the "midpoint." 

Item analyses were conducted for each sub-scale and 
for the combined scale. The mean, m~m.mum and maxi
mum inter-item correlations are shown in Table 1. 
None of the individual items in any of the three an
alyses proved to have either a negative correlation 
with the total of the remaining items in the analysis 
or to have an exceptionally low multiple regression 
coefficient when regressed on the other i tams. In 
other words, there were no negative discriminators 
and i tam redundancy was well within acceptable lim
its. All coefficients alpha were over .9, indicating 
scales that are very internally consistent. The 
test-retest reliability coefficients were all over 
.85, indicating that there is fairly high trait eta
hili ty and little error variance associated with the 
scales. The other coefficients of consistency were 
similarly high for the standardization sample. 

The masculine and feminine sub-scales were compared 
using the "split-half" analysis technique for equal 
length scales. While they were highly associated 
with one another on all comparison coefficients, 
their mean values were significantly different, as 
indicated by the F-ratio and probability listed in 
Table l. This indicates nothing more than the fact 
that the feminine sub-scale tends to elicit more sex 
role specific responses than does the masculine 
scale. Actually, there is no way, within this de
sign, to determine if that relationship is a function 
of the greater application of sex role specification 
to women than to men, or merely a function of the ar
bitrary choice and wording of items. 

Demographic Categories 

The distribution of the responding sample across nine 
demographic dimensions are shown in Table 2. Each 
sub-scale and combined scale mean for the various 
categories are also shown. Factorial analysis of 
variance revealed that all demographic categories ex
cept income provided significant main effects with a 
probability of less than .001. Neither sub-scales 
nor combined scale differed significantly by income 
category, and the masculine sub-scale did not provide 
a significant main effect by marital status. Aside 
from those exceptions, sex role prescriptions differ 
markedly according to demographic status. Most not
ably: 

A. The young tend to be less prescriptive. 
B. Men are more prescriptive than women. 
C. Married people are more prescriptive for women. 
D. Prescription is greater for non-working, late fam

ily life cycle. 
c. The more the education, the less the prescription. 
E. Retired, homemakers and self-employed are more 

prescriptive. 
F. Semi-skilled labor are high and professionals low 

on prescription. 
G. Orientals and Native Americans are high on pre

scription. 

To measure the interaction of demographic factors on 
sub-scale and scale scores, the two-way interactions 
were analyzed while the higher-order interactions 
were thrust into the error term in a factorial analy-



TABT,J<: 2 

SCALE SCORE MEANS BY DEMOGRAPHIC DISTRIBUTIONS 

C!itegory Freq. Pet. Masc. Fern. Comb. 

All 

Teens 
'l'wenties 
Thirties 
Forties 
FHties 
Sixties 
Seventies & Over 

Total Sample 

1200 100.0 

Respondent Age 

43 3.6 
385 32.1 
248 20.7 
162 13.5 
165 13.7 
135 11.2 

65 5.1 

Respondent Sex 

57.6 

59·9 
54·4 
53·3 
60.6 
59.1 
65.9 
74·7 

Male 
Female 

566 
634 

47.2 63.1 
52.8 52.8 

Respondent Marital Status* 

Married 
Not married 

673 
527 

65.1 
43·9 

58.6 
56.3 

Family Life Cycle 

Young Single 
Young Couple 
Full Nest 1 
Full Nnnt 11 
~'ull N0nt 111 
F.mpty Nest l 
Empty Nent 11 
Sole J•ad or 1 
Sole Elder 11 

349 
159 
123 
l ?4 
141 

94 
110 

Yl 
63 

29.1 
13.2 
10.2 
10.3 
11.7 
7.8 
9.2 
3·1 
5·3 

53·4 
50.7 
57·3 
55.) 
65.9 
(,0.8 
65.8 
52.0 
67.4 

Respondent Education 

Elementary 29 
Some High School 80 
High School Graduate 404 
Some College 326 
College Graduate 211 
Post-Grarl uage 150 

2.4 
6.7 

33·7 
27.2 
17.6 
12.5 

80.4 
69.6 
60.3 
56.0 
55.2 
46.5 

Respondent Employment 

Company Employed 
Self Employed 
Government ~~mp. 

Homemaker 
Seeking r~mp. 

Retired 
Student 

554 
103 
JCl4 
ll8 

3'( 

143 
51 

46.2 
8.6 

lli.? 
').8 
'1.1 

11.9 
4.3 

56.4 
59.2 
51.3 
57.8 
60.7 
6').4 
55·7 

60.9 118.6 

58.0 117.9 
54.1 108.6 
59.2 109.5 
60.8 117.8 
66.3 125·4 
74.2 140.1 
81.3 154·0 

64.8 129.9 
57·5 110.2 

63.6 
57·5 

54·3 
52·7 
61.2 
59.2 
67.2 
li'(.? 
74.9 
57.2 
75.8 

87.6 
n.9 
65.2 
59.2 
56.0 
48.5 

57.9 
62.8 
'13.? 
68.3 
'i').7 
77.1 
58.0 

122.2 
113·9 

109.7 
103.4 
118.5 
114.5 
129.1 
128.1 
140.7 
109.1 
143.2 

168.0 
142·5 
125.5 
115.2 
111.2 

95.0 

114.3 
122.0 
104.6 
126.1 
120.4 
146.5 
113.7 
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TABLE 2 (cent. ) 

SCALE SCORE MEANS BY DEMOGRAPHIC DISTRIBUTIONS 

Category Freq. Pet. Masc. Fern. Comb. 

Respondent Occupation 

Semi-Skilled 
Craft or Trade 
Clerical Work 
Technical & Sales 
Managerial 
Professions 
None Listed 

136 
164 
241 
222 
207 
225 
32 

11.3 
13.7 
17.8 
18.5 
17.2 
18.8 

2.7 

65.5 
63.2 
56.4 
68.6 
57·9 
49.8 

Respondent Ethnicity 

No Minority 
Black 
Oriental 
Chicano 
Native American 
Other Ethnicity 

1033 
40 
22 
20 
10 
75 

88.1 
3·3 
1.8 
1.7 
0.8 
6.3 

'59.6 
58.6 
78.0 
59·7 
'76.7 
63.0 

Respondent Family Inccme** 

Under $5,000 
$5,000 to $9,000 
$10,000 to !14,000 
$15,000 to 19,000 
$20,000 to 24,000 
$25,000 to $29,000 
$30,000 to $34,000 
$35,000 to $39,000 
$40,000 and Over 

37 
110 
164 
132 

62 
74 
27 
36 
61 

3.1 
9.2 

13.7 
11.0 
5·2 
6.2 
2.3 
3.0 
5·1 

54·5 
60.3 
56.8 
55.0 
56·3 
52.2 
~0.4 
53.6 
60.0 

67.5 
66.3 
61.6 
60.7 
59.8 
52.6 

60.0 
62.6 
76.4 
59.8 
74.1 
66.8 

130.0 
129·5 
118.0 
119·3 
117.6 
102.4 

116.6 
121.2 
154·3 
119·5 
144.8 
129.8 

61.0 115.6 
61.3 121.6 
58.6 115.4 
58.5 113·5 
58.4 118.7 
54·9 107.2 
53·3 103·7 
57.0 110.6 
63.5 123.6 

*No significant difference in Masculine subscale. 
**No significant differences in any scale means. 

sis of variance. The only significant interactions 
with factors that also provided significant main ef
fects were between family life cycle and education 
and between family life cycle and occupation. In the 
main, it appears that the other demographic factors 
act independently and additively. That is, an indi
vidual is likely to be more sex role specific if his 
or her education level is low and even more so if the 
person is an elderly male, etc. Of. course, this does 
not apply equally to the composite family life cycle 
variable. 

Factor Composition 

Each of the sub-scales were submitted to factor anal
yses for examination of their principle components 
and revelation of their rotated f"actor structure. 
(See Settle, Alreck and Belch, 1981.) Five, four, 
three and two factors were submitted to varimax rota
bon and the factor loadings and individual i tern con
tent analyzed. The rotation of two factors for each 
sub-scale proved to be the most interpretable and 
meaningful. The inspection of individual i tern con
tent for those i terns loading most heavily on each 
factor yielded rather different interpretations for 
the masculine and feminine sub-scale. In general all 
factors cut across behavior domains. That is, the 



i terns on Any given fAetor were not predominantly from 
one rlomHln, nnd any one domnln waH Apt to hAve itAmfl 
on two (or more) fflctor·H. 'J'he fJcHt factor on the 
masculine sub-seale could best be churacteri11ed as a 
"potency-responsibility" factor. The i terns loading 
most heavily on this factor had to do with being the 
breadwinner, "wearing the pants" in the family and 
being strong enough to make the major decisions. The 
other factor for the masculine sub-scale largely re
:f'lected freedom or restraint on male emotionality. 
Items loading heavily on this factor related to sen
timentality, interest in children, succorance, fidel
ity and involvement in more "tender" pursuits and in
terests. 

The two factors for the feminine sub-scale were also 
fairly distinct. The first might be termed "oppor
tunt ty" boca use i terns loading on this factor dealt 
with women's rights to pursue active sports, get 
equal pay for equal work, hold supervisory posi tiona 
and choose careers in business or industry. By con
.traflt, ths second factor contained the i toms that 
might be classified as "feminine etiquette and de
meanor." These i terns related to "acting like a 
lady," accepting responsibility for household chores, 
putting family "first," and never acting "butchy." 
While the two factors were fairly distinct and inter
pretable for both sub-scale, it should be noted (and 
might be expected from the high internal consistency) 
that the factors are certainly not independent of one 
another. From subjective judgment, one might con
clude that the scale measures a single underlying 
propensity, manifest in a variety of behavior do
mnins, but reflecting slightly different fundamental 
criteria for each sex. 

Conclusions 

Scale Performance 

A major ob,iective of this project was to create and 
to standardize an instrument that might be used for 
the measurement of sex role prescriptions. The i tern 
nnalyAis, intArnal consistency analysis and test
rotest reliability analyclis all indicate that the in
strumont i.:! WAll balanced and very effective, rela
tive to thA statistical performance that has been ob
tained by psychometric instruments of this ilk. One 
aspect remains untested here. The external validity 
of' the instrument remains to be tested and reported. 
It might be suggested, for example, that "socially 
desirable" response patterns tend to portray respon
dents as being less sex role prescriptive than they 
actually are. This aspect of the measurement instru
ment can and wilJ be tested by comparison of its re
sultant scores with external indicators of sex role 
specificity and role related behavior. Given that 
refinement, the sex role scales may contribute sub
stantially to the measurement and understanding of 
sex role prescriptions. Such assessment might have 
considerable application in the behavioral sciences 
in general, and for marketing, consumer behavior and 
promotion in particular. Sex role prescriptions 
could be of special interest in the marketing of 
"gendered" brands and products, in the understanding 
and clarification of the degree of normative social 
influence on the consumer decision process and on the 
selection of role models for promotion. 

Demographic Patterns 

This project reveals very clearly that there are 
marked differences in the prescription of sex roles 
according to the sex, age, education and occupation 
of the respondent, among other demographic categor
ies. It appears that men ll.re more sex role prescrip-
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ti vo than are women, that tho vigor of sex role de
pAndence increases with the ag<J of the individual, 
nnd that those in upper oducat.lon levels and higher 
occupational status tend to be lees prescriptive on 
the basis of sex. These relationships have several 
marketing and promotional implications. For example, 
the relative influence of husband and wife within the 
family decision making process might vary systematic
ally by demographic status. It appears likely that 
elderly males who have less education and lower sta
tus occupations would be most insistent on the tradi
tional sex role specification and adherence. On the 
other hand, target markets composed primarily of well 
educated young women with high status occupations 
could be expected to exhibit little dependence on sex 
roles in the selection of products and the pursuit of 
life styles. 

The differences in sex role specificity by age of the 
respondents is particularly interesting. Such dif
ferences may result from two different causes that 
might be called "history" and "maturation." On the 
one hand, it may be that social change and external 
demands for less dependence on distinctions by sex 
have caused the "younger genera tiona" to be less sex 
role prescriptive. Thus, the differences could be 
attributable to "history" and 1i ttle change in the 
tendency to prescribe sex roles would be expected as 
these generations mature and take up residence in the 
elderly age categories of the society. The alterna
tive view is that the tendecy to prescribe sex roles 
is a function of human life experience and "rna tura
tion." In that case, the youth of any epoch would be 
less likely to prescribe distinct sex roles than 
would their seniors. These counfounding factors can
not be separated within this research design, confin
ed to a static picture of the present condition. The 
size and nature of the standardization sample do pro
vide a source of "baseline" data for subsequent mea
surement and comparison in a longitudinal format. 
Consequently, replication of the survey over a sub
stantial time period will eventually reveal the rela
tive effect of each of these two conceivable under
lying causes for differences in sex roles by age and 
for the formation of sex role specificity in general. 

Represents tion 

Given the differences in sex role specificity by de
mographic category, it seems likely that other demo
graphic factors would also influence this perscrip
tion of roles. This project was confined to metro
politan residents of Southern California. The con
ventional wisdom concerning social and cultural dif
ferences among different areas of the country suggest 
that this geographic area might be more "liberal" in 
the acceptance of innovative perspectives and more 
willing to relinquish traditional cultural norms, 
values and attitudes. To the degree that these casu
al observations are true, one might expect rural re
sidents of the mid-west and south to be more sex role 
specific. Testing of such hypotheses must await the 
use of the sex role scales in various parts of the 
country with both general and special populations. 

Promotional Models 

The majority of consumer products are advertised and 
depicted in promotional materials within a social 
setting. These settings and the models portrayed by 
men and women in relationship to the product or ser
vice have been the subject of considerable research, 
as noted earlier. The results of that research indi
cated that the role models portrayed are confined 
rather rigidly to the most traditional constraints 
and sex role specifications, particularly for women. 



Probably cmch restri etion on the range of role por
trayal can bfl attributed in large measure to the ten
dency to "plRy it eRfe" with the often huge expendi
tures of rooourcea on promotion. Other flources of 
influence Rnd constraint can also be identified, par
ticularly in light of the results of this study. In 
large measure, those making the choices and decisions 
concerning role portrayal in advertisements· are men 
who are probably well into their career and middle
aged or older. On the other hand, their audience is, 
in many cases, feminine and somewhat younger. It· 
might be suggested, without accusation or indictment, 
that a "self-reference cycle" operates in the' role 
model decision process. Because the decision maker 
tends to be somewhat prescriptive of sex roles, there 
is an automatic assumption, in the absence. of counter 
indications, that the audience shares the role pre
scriptions in kind and degree. Perhaps this and sub
sequent work with the sex role scales wi11 encourage 
use of a wider range of role portrayals in advertise
ments and promotional campaigns, particularly for 
feminine products and audiences and ·for. those in the 
upper socio-economic strata. 

Stereotypes 

There appears to be a particular stereotype, common 
to both academic and commercial institutions and vo
cations, that the "typical" American family consists 
of a husband and wife and a couple of children, ·that 
the husband is the breadwinner· while the wife is 
principally concerned with homemaking, child care, 
etc. Like most stereotypes, this one (a) will ordi
narily be denied vigorously and universally by every
one, (b) will elicit recognition by everyone that 
"others" do entertain such a· stereotype, (c)' that it 
provides tremendous economy of thought and cleanli
ness of expectations, (d) was historically rooted, at 
least in part, in demographic fact, and (e) becomes 
less accurate, useful and representative as sociocul
tural conditions and circumstances change. Today, 
demographers variously estimate that only a small mi
nority of American families actualy have a husband
father in the work force and a wife-mother at home 
looking after the family. Certainly no responsible 
marketer would assume that the most typical American 
family lives on a farm or in a rura1 community, 
though once it was so. Ironically, there is willing
ness to relinquish that demographic stereotype in fa
vor of a new image of the metro-consumer, but reluc
tance to abandon the sociographic or psychographic 
stereotypes of sex roles. · 

This research and the future use of the sex role 
sea lea may make it more clear that constra;ined pre
scription and rigid specific11tion of sex roles does 
not accurately reflect the consumers' own attitudes 
Rnd actl.ons. Acceptance of wider ranges of role be
havior patterns may sacrifice economy and simplicity 
in favor of a better :representation of the consumer 
and more effective marketing and promotional efforts. 
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