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Females: Targeted Consumers vs. Super Bowl Viewers
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Figure 5. Females: Targeted Consumers versus Super Bowl Viewership

The understandings of the messages in the commercials also influenced whether
respondents felt men or women were targeted in each commercial. An open-ended
question about the intended message of each commercial resulted in similar answers from
several respondents, both in terms of overall message of the commercial, as well as gender-
specific responses.

Respondents had two major takeaways from Bud Light's 2011 “Hack Job”
commercial: (1) Bud Light makes things better, and (2) buy Bud Light. Of the 100
responses, variations of these phrases were most often used. Twenty-four of the 100
responses commented directly on gender differences present in the commercial, most
noting that the message of the commercial was intended for males and disregarded the

female’s opinion. Unedited examples of responses are found below:
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e “The woman seems forced to enjoy the beer, she seems to be disappointed at
first about the ‘unchanged’ kitchen, which is another stereotype of women.
This commercial is so targeted on men and regardless of women.”

e “Guys care about beer, women live a domestic role and care about renovated
kitchens.”

e “Men are always the final say and like what they want to like. No women’s
opinion matters.”

¢ “Unfortunately the message came across to me that beer is more important
than anything that man’s wife wants.”

e “Men are more interested in drinking beer than home improvements, while
women are the opposite.”

Bud Light’s commercial in 2012 that featured the dog named “Wego,” did not elicit
as many gendered responses. Several respondents felt the commercial was gender neutral
due to the presence of the dog, which they claimed added a universal likeness or cute-
factor. Overall, respondents felt the primary messages of the commercials were as follows:
(1) liven up a party with Bud Light, (2) emphasis on the “Here We Go” Bud Light slogan,
and (3) dogs and beer are a good pairing. Gender-specific responses differed in opinions.
Some felt the commercial appealed to both men and women, whereas others felt the
commercial showed men using beer to attract females. Unedited examples or responses are
found below:

e “Aiming to bring women and men together over a cold drink, having fun.”
e “Men can have fun and get girls by training their dog to fetch beer like a slave.”

e “It was a gender neutral commercial because the dog added the cute factor.”
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e “Beer and dogs get women to find men attractive and fun.”
e “Dogisaman’s best friend and can be used to impress the ladies.”

Following two humorous Bud Light advertisements, Budweiser’s 2013 Black Crown
commercial was perceived to have a very different message. Overall, respondents
described the message of the commercial with the following key words or phrases: (1) beer
is sexy, (2) party, (3) high-class/fancy. When asked whom the commercial targeted, this
commercial had the smallest difference in whether respondents believed it was targeted
toward men or women. Seventy-two percent agreed that the commercial was aimed at
men, while 30 percent believed the commercial targeted women, accounting for a 42
percent difference. In open-ended responses, however, some respondents felt the
commercial targeted women, while others viewed them simply as imagery.

e “This new Budweiser beer is classier, and is specifically for men.”

e That women enjoy a man'’s beer, Budweiser took the sexy appeal to women and how
they like the same as what men drink.”

e “Everybody contributed to beer, but women serve it.”

e “Use women as images to go along with the beer.”

e “You will have fun if you drink this beer regardless if you are a man or woman.”

Respondents had very few gender-related comments regarding the fourth
commercial, which aired in 2014 and promoted Bud Light. Words and phrases commonly
used to describe the overarching message of the Bud Light “Up For Whatever” commercial
were as follows: (1) fun night/good times, and (2) anything can happen. These phrases
made up the majority of responses, with only a few relating specifically to gender. This is

especially interesting because this commercial had the greatest difference in terms of who
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respondents believed the commercial targeted. According to the survey, 88 percent felt the
commercial targeted men, with only 12 percent who felt it targeted women, for a 76
percent difference. Only three gender-related responses were collected:
e “Drinking beer will get you plenty of babes.”
e “Ridiculous, adventurous things happen and attractive women show up when men
drink beer.”
e “Men use beer to uplift themselves.”

Finally, Budweiser’s 2015 commercial, entitled “Brewed the Hard Way,” received
several gendered responses related to its intended message. The phrases manly or real men
were consistently present throughout the responses. Overall, respondents noted the
following phrases when asked to describe the intended message: (1) manly/real men, (2)
tradition/history, and (3) better than craft beer. Responses that note gender continue to
use the aforementioned phrases:

e “Tough guys drink Budweiser.”

e “A“man’s” beer. Don’t be a girl and drink IPAs or fruity beer.”

e “Budweiser beer is classic, manly and the choice of the tough man.”

e “The craft beer scene is not manly (almost feminine). Men drink Bud.”

e That the only people that drink Budweiser are men, the women serve it.”

Although the open-ended descriptions help depict how respondents perceived men
and women in the commerecials, specific questions regarding the representation of men and
women help quantify the opinions of respondents. Respondents had the option to describe
the women in the commercials as follows: sexy/pretty, eye-candy, background character,

main character, companions to men, accessories to men, seductive and other, which
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allowed respondents to write in their own descriptions. Definitions of the aforementioned
descriptors can be found in the appendix. Respondents were able to choose all descriptors
that applied. Overall, background character, sexy/pretty, and eye-candy were the top three
terms used to describe women in these commercials, in that order. Each of the three
responses was included as a top-three response in four of the five commercials. Accessories
to men followed as the fourth most-selected descriptor. Figure 6 (below) shows the

number of times each descriptor was selected by survey respondents.
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*NOTE: The values noted in Figure 6 represent the number of times each descriptor was selected
out of 500 potential responses (100 respondents for five commercials).

Figure 6. Female Descriptors
The following were descriptors used in relation to men: smart/clever, tough,
background character, main character, popular, attractive, average looking, fun, and other,

again with an open-ended option. Definitions of the aforementioned descriptors can be



37

found in the appendix. Throughout the five commercials, main character, fun, and popular
were the three most-used descriptors. Main character was a top-three descriptor in all five
commercials, while fun and popular were considered top-three descriptors in three of the
five. Figure 7 (below) shows the number of times each descriptor was selected by survey

respondents.
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*NOTE: The values noted in Figure 6 represent the number of times each descriptor was
selected out of 500 potential responses (100 respondents for five commercials).

Figure 7. Male Descriptors
Finally, this survey examined what impact the Bud Light and Budweiser
commercials had on consumers. In order to understand the impact, the participants were
asked if they felt the commercial appealed or applied to them and if after watching the
commercial they felt compelled to drink or buy the advertised beer. Although more men

felt the commercial appealed to them and were more compelled to buy or drink beer than
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women, the numbers for both genders were very low. Both males and females felt the Bud
Light commercial from 2012 featuring the dog named Wego appealed to them the most,
with 67 percent of males and 57 percent of females agreeing that the commercial applied to
them. These findings are consistent with participants’ open-ended responses in relation to
that commercial, with several respondents expressing that the commercial applied to both
men and women. Aside from the 2012 commercial, no more than 45 percent of women felt
the commercials applied or appealed to them. Male respondents that felt the commercials
applied to them hovered around 50 percent, with the lowest percentage at 27 percent in
response to the 2013 Budweiser Black Crown commercial. Responses were similar in
regard to whether participants were interested in drinking or buying the beer after
watching the commercials. No more than 44 percent of male respondents or 39 percent of
female respondents felt compelled to buy or drink beer. Despite low responses from
participants regarding the impact of the commercials, the majority of respondents found
the commercials visually engaging. Up to 88 percent of men and 87 percent of women

agreed that the commercials were visually engaging.

Consumer Impact
[Fercentages from 100 respondents from survey)

Year Men Women
2011 T7% BH4%%
W )
Respondent found igi i ggl;' ?;:\:'
¥ I - ri] Fal
commerclal engagiNg 5014 | 87% | 87%
2015 T70h 75%%

2011 2% 23%
2012 67 % 7%
2013 27% 28%

Commercial applied to

respondent -
2014 3% 45%
2015 1% 36%
2011 | 25% 13%
Respondent felt 2012 | 41% 21%
compelled to buy or 2013 | 19% 15%
drink advertised beer | Z014 | 38% 30%
2015 | 44% 39%

Table 3. Consumer Impact
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CHAPTER 5

DISCUSSION

The main goal of this research was to determine whether women were targeted as
consumers in Super Bowl commercials aired from 2011 to 2015, and how men and women
were represented in these commercials.

First, a content analysis of the 19 Budweiser and Bud Light commercials aired
during the Super Bowls from 2011-15 examined the commercials’ content and
representation of characters. Results from this analysis showed that men were depicted in
a more dominant light than females, with prominent positioning and representation via
voiceovers. Women, on the other hand, were shown in fewer commercials, were considered
background characters more often than men, and were sexualized or objectified, while men
were not. These findings support Morna and Ndlovu’s (2007) conclusion that women are
more likely to be seen than heard, and Wenner’s (2009) observation that women in beer
commercials are often represented as sexy, out of reach, or as the ‘other.’

Next, a survey of 100 people resulted in more detailed, viewer and consumer-based
observations from a sample of five commercials - one from each Super Bowl from 2011 to
2015. In relation to demographics, specifically sports fandom versus Super Bowl
viewership, the survey found that 91 percent of respondents watched the Super Bowl while
only 83 percent identified as sports fans. These findings support the notion that the Super
Bowl is a platform that advertisers use to target more than just sports fans as potential
consumers, and is one of the many reasons why the Super Bowl is considered the biggest

televised advertising event of the year (Nielson, 2016; Year in Sports, 2016).
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Of the female respondents, 85 percent said they watch the Super Bowl and 74
percent identified as sports fans. Seventy-two percent of women identified as beer
drinkers. Despite these high numbers, the survey found that beer commercials aired during
the Super Bowl continued to target men as primary consumers, with up to 89 percent of
respondents agreeing that men were the main target of a commercial. Only 30 percent of
respondents, however, believed women to be the main targets of a commercial. These
findings reaffirm previous research that the majority of marketing and advertising efforts
for beer brands are targeted to men (State, 1991).

In analyzing the perceived messages and representations of the men and women in
the beer commercials, the study found that women were viewed as background characters,
sexy or pretty, or eye candy by the majority of respondents. These results could have
different implications. First, despite the attempts by beer companies to incorporate women
into their commercials, the women are still used largely as supporting images rather than
as main characters or primary consumers, shedding light on the patriarchal nature of the
beer industry. On the other hand, Social Cognitive Theory reminds us that what we see and
interpret on television impacts our thoughts and beliefs. Perhaps years of sexualized,
attractive women in beer commercials has tainted the opinions of modern-day consumers,
therefore causing them to automatically point out stereotypical or sexist representations in
such commercials.

Men, on the other hand, were most often perceived as the main character, fun and
popular. The fact that main character was the most selected descriptor links back to the
idea that men are primary targets of beer commercials and that women are viewed as

background characters or imagery rather than primary targets (Wenner, 2010).
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In regard to the impact the commercials had on male and female consumers,
speaking specifically of whether the commercial compelled them to buy or drink the
advertised beer, the study found that the commercials had little effect on the viewers’
consumer impulses. No more than 44 percent of male respondents of 39 percent of female
respondents felt compelled to buy or drink the advertised beer as a result of watching the
commercials. These findings are consistent with past studies, including one conducted at
the University of Texas at Austin that found that ads actually have little impact on how
much alcohol people consume. From 1971 to 2011, the study reports, alcohol advertising in
the U.S. increased by more than 400 percent. In that same time, per capita consumption
stayed somewhat constant, only fluctuating by as many as six points (Wilcox, 2015). What
is interesting, however, is up to 88 percent of men and 87 percent of women agreed that
the commercials were visually engaging. These findings show that whether a commercial’s
content is interesting and engaging to various consumers does not determine whether
there will be an actionable response from them, such as buying or drinking beer.

Looking forward, as beer companies understand the significance of females as
consumers rather than simply props or images in their advertisements, it is important that
women are portrayed as primary characters in commercials and not only as attractive eye-
candy for male consumers. Commercial content should be tailored to appeal to both men
and women, rather than the significant slant toward men that was demonstrated in the
findings of this study. This can be done by focusing less on the masculine and feminine
stereotypes and gender-specific appeals, and by focusing more on gender-neutral, or rather
“gender-friendly” approaches. As has been discussed via Social Cognitive Theory in this

study, messages and imagery on television help shape the beliefs, opinions and actions of



viewers. The results from this study indicate that consumers view women in beer
commercials as pretty or sexy background characters, a perception that may come as a
result of years of sexualized and objectified women in these commercials, thus shaping
their opinions and beliefs about women in beer commercials. Despite efforts by beer
companies to change this image, the perceptions of consumers may be difficult to change

after they’ve grown accustomed to a certain representation of women in commercials.

42
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CHAPTER 6

SUMMARY, CONCLUSION, RECOMMENDATION

This study examined how men and women are portrayed, to what extent women are
targeted as consumers, and the ways in which consumers are impacted by Bud Light and
Budweiser commercials aired during Super Bowls from 2011 to 2015. The research
reaffirmed the hypothesis in the study that women are used more as imagery in beer
commercials rather than as potential consumers or primary targets for the advertisement,
despite their affinity to drinking beer and watching sports. According to the findings,
women were present in the majority of beer commercials in the study, but were perceived
by viewers as pretty or sexy background characters. My survey found that women felt
targeted in less than 30 percent of Bud Light and Budweiser commercials aired from 2011-
15, while men felt targeted in more than 60 percent. The study also found that while the
majority of men and women found the commercials to be visually engaging, very few
respondents felt the commercials applied to them personally or felt compelled to drink or
buy the beer as a result of the ad. Results from this study reaffirmed previous research
done by Wenner, who found that women were most often shown as sexy or desirable and
that they were the object of men’s attention in beer commercials, as referenced in the
literature review of this paper (Wenner, 2009). This was demonstrated in this study by the
survey respondents’ selection of sexy/pretty and eye-candy as top descriptors for women in
the commercials. The findings also support the dominance and masculinity of men that

Postman (1987) found is often portrayed in beer commercials, with men being defined as
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main characters and primary targets in each of the studied commercials by survey
respondents.

Despite these findings, beer companies like Anhueser-Busch InBev and MillerCoors
are taking steps to address the issue of the representation of women in their commercials
by creating more female-friendly campaigns. Combined, these two companies sell 72
percent of beer in the U.S. (Kaplan, 2015). In this year’s Super Bowl, Anhueser-Busch InBev
aired a commercial for Bud Light featuring actress and comedian Amy Schumer alongside
actor and comedian Seth Rogan. Schumer served as a spokesperson and main character in
the commercial, and was not sexualized or objectified based on definitions explained in the
methodology section of this paper. The commercial is one in a series featuring Schumer and
Rogan, including one with an appearance by UFC fighter Ronda Rousey in which she plays a
bodyguard. MillerCoors is focusing on targeting females as well, with Coors Light's new ad
campaign, “Climb On,” which, according to MillerCoors Chief Marketing Officer David Kroll,
works to “attract women as loyal drinkers" (Schultz, 2016). According to MillerCoors’
senior marketing insights director Britt Dougherty, more “gender-friendly” beer could lead
to an increase of 5 million barrels of beer added to the U.S. beer industry’s annual 206
million barrels by 2020 (Kaplan, 2015).

This study has a number of limitations. First, a secondary analysis or additional
respondents may have resulted in more objective results in the content analysis. Additional
coders, rather than just one, would have provided intercoder rather than intracoder
reliability, which may have given more accurate and perhaps more conclusive responses. In
terms of respondents for the survey, the goal of reaching males and females was met with a

nearly even split of 53 percent male respondents and 47 percent female. One drawback in
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the survey demographics, however, was determining the age of participants, which would
have made for a more narrow and specified sample. The original intent was to survey
graduate students, but with the varying ages of graduate students and the fact that the
survey was distributed via social media, it was difficult to maintain a narrow age group.
Adding a question regarding age of participants into the survey would have added more
clarity to this issue. Finally, focusing specifically on Bud Light and Budweiser’s
commercials, both owned by Anhueser-Busch InBev, only shows the representations of
men and women in one beer company’s advertisements. A more diverse sample of beer
commercials would have provided a wider lens view of target audiences and
representations of men and women in the beer industry.

Looking forward, further research could take this wide-lens approach and examine
how representations of men and women in beer commercials differ from brand to brand,
not only looking at Anheuser-Busch InBev products, but other brewers like MillerCoors or
Heineken as well. Examining the casting choices, stereotypes, social cues and comparisons
from brand to brand would provide greater insight on the advertising and commercial

practices in relation to gender in the beer industry as a whole.
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APPENDIX
The following definitions are terms used to describe male and female characters in
Super Bowl commercials aired from 2011-2015. These terms are found in the results

section of this study.

Accessories to men...........ccccoveuenee females present to enhance male appearance or character
ABEFACHIVE ... having a pleasing appearance
Average-looKing..........nnnnns normal or undistinguishable in appearance
Background character-........................ not considered a main character or of great importance
Companions to men...........ccocveerenerrernenens females considered equal to their male counterparts
Eye-candy..........ccconnrnrinirnnnnn. superficially attractive to look at, but not serious or interesting
FUDN...oooiii e someone that is amusing, entertaining or enjoyable
Main character..........coovnrnnecsnenenns the most important character or of great importance
POPUIAT ... accepted, liked or enjoyed by many people
Seductive..........coonnreninceninennns sexually attractive, or having alluring or tempting qualities
Sexy /Pretty.......neneesesssseessennes attractive or appealing to look at, commonly women
SMArt/CleVET ... ennes showing intelligence or good judgment

TOUGH ... physically, emotionally or mentally strong
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