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Abstract

Background Domestic TV beer commercials are typically used to target males and are focused
on male models. However females are beginning to appear as a leading role. This seems to mirror
and represent social changes in the tabooed female drinking culture of the past in which alcohol
consumption is equal to males. This study aims to discuss how beer commercials reflect the
differences between female images in domestic TV beer commercials over the past decade and
female images that have changed in the social stream.

Methods The study focuses on beer which is a type of liquor consumed by the most by female
consumers, 143 TV commercials of three top domestic market share brands aired from 2007 to
2016 were analyzed. In order to analyze female images in the commercials, 16 liquor commercial
topics reframed for Korean circumstances were used as analysis criteria in selecting representative
commercials. A qualitative analysis was also conducted, based on female images in South Korean
society and female images presented as the frame of reference.

Results The study revealed that in TV beer commercials over the past decade, women have
appeared in non-traditional roles and subjects, and in leading and superior characters to men,
not remaining as traditional, auxiliary roles and sexual objects. There has also been a transition
to commercials targeting women of the millennial generation, who do self-actualizing and social
activities and live for their happiness.

Conclusions  As women of the millennial generation have emerged as the main consumer of beer,

female images in TV beer commercials have changed with social changes. This study contributes
academically by considering female images in TV beer commercials that target women in a social

context.
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Table 1 Themes expressed in alcohol commercials
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Table 2 Classification of gender roles and female role images
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Table 3 2007-2016 Number of top 3 brands of domestic beer TV commercials

Brand Cass Hite Kloud Total

2016 6 5 2 13

2015 6 6 4 16

2014 6 10 2 18

2013 7 5 - 12

2012 8 5 - 13

2011 7 4 - 11

2010 6 16 - 22

2009 6 10 - 16

2008 6 9 - 15

2007 3 4 - 7

Total 61 74 8 143
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1) Krippendorff's alphas
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Table 4 Women'’s role detailed image classification
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Table 5 Krippendorff's alpha Figure

Theme Intercoder  Theme Intercoder
Reliability Reliability
X712 4 (Reward) 0.10 23 (Friendship) 0.83
ZI%0|2t (Relaxation) 0.46 MAHZE (Physical activity) 0.86
A& /%5t (Achievement/Success) 0.81 At/2MA (Love/Romance) 0.84
744 (Individuality) 0.54 7| (Special occasions, Holiday celebration) 0.54
& (Information) 0.61 XA 2 (Look cool) 0.42
=X (Quality) 0.70 Z=A|717] (Impress others) -0.02
X043 (Sexual connotations) 0.78 2t (Hedonism) 0.66
SX|0§ (Camaraderie) 0.65 S0 (Humor) 0.88

HEF7E 1670 FAE G A=A RS Al B9 AR 42 A A A& A7t 2
71291 0.700]4 02 UEhd FAIE A3/%5HSuccess/Celebration), 2 (Quality), 421 8 (Sexual
connotations), % (Friendship), A1A&%5(Physical activity), AF/ZWMA(Love/Romance), % (Humor)
2 U 1 770 4191 20079 5-E 20169744 €] ¥1E&-2 Table 63+ 2t}
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Table 6 Frequency rate of topics with a confidence factor of 0.70 or higher
Theme 2007 2008 2009 2010 2011 2012 2013

2014 2015 2016  Frequency

Average

g43/ 066 0 2 1 0 0 0 033 O 0 3.99

ot

=2 1 5 8 7 2 1 5.33 733 333 333 4332

X 1 2 5 5 2 4 266 4 2 433 31.99

i

3 2 1 0 2 1 0 5.33 1 15.33

LA 033 O 0 1 0 1 0 0 6.33

gs

A/ 0 1 0 133 2 0 0 1 0 0 5.33

ZMA

<0 2 3 3 12 333 333 1.33 133 0 1 30.32
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