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ABSTRACT 

Marta Sieczko, Amanda Miklin 

Jeans for all  

The change of portrayal of female and male models in the advertisements by Levi’s Jeans from 1960s until 

2000s 
Number of pages: 35 

Reading through fashion magazines we are greeted by advertisements from various fashion brands advertis-
ing for both genders. The reader is, however, not always aware of all the messages being communicated 
through various signs in advertisement pictures. The purpose of our study is to examine closer whether 
changes occurred from a gender perspective between 1960s and 2000s in print ads by Levi’s Jeans, and how 
the print ads differ between the genders. We chose to examine this in a clothing company Levi's Jeans, con-
sidered as it is the first original jeans brand, that has advertisements for both genders and has been around 
for long enough in order to satisfy the criteria of our study. The primary research question of the study is 
therefore "How has the image of female and male models in Levi's Jeans’ advertising changed from the 
1960s up to the 2000s?" 

To carry out our analysis of advertisements we chose to use a qualitative method and conduct a semiotic 
analysis of five advertisements from 1960s until 2000s. Our theoretical framework is the basis for our study 
and includes semiotics, with the various concepts included in the analysis (sign and its three aspects (index, 
icon, symbol), connotation/denotation, codes and connection to advertisement), gender stereotypes and 
body ideal development. 

We concluded that a change was to be observed both generally in the ads and on a gender specific level. The 
progress of the models in the Levi's Jeans’ ads from the analyzed time-period followed the general ideal 
body development also observed in other studies. The advertisements by Levi's Jeans have grown more se-
rious and rough, with models expressing less joy and playfulness and to play more on the sexual tension, but 
less nakedness than expected.  
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1 Introduction   
This first chapter describes the purpose of this essay and gives a background for the reader to get 

a basic understanding, which then lets the readers to put themselves in the problem and discus-

sion we will investigate. As our investigation aims to take a closer look at print advertisements of 

a clothing company Levi's Jeans from a gender perspective, we start with a bit of groundwork 

around the analyzed topic.  

1.1 Background 

“Nowhere is the potency of advertising more evident than in the arena of selling clothing and 

appearance-related commodities” (Thompson, 2000, pp. 178).  This sentence served at founda-

tion for our study. For that reason a clothing company served as a good basis for evaluating ad-

vertisements' approach to gender and stereotypes, and if and how the approach changed from 

the 1960s to 2000s.   

Up until now with regards to gender, researchers talk about gender stereotypes, which are certain 

thoughts and attitudes considered as characteristics of either women or men; a set of concepts 

related to a social category and behaviors that differentiate the genders (Ashmore & Del Boca, 

1986). Deaux and Lewis (1984) suggest that there are four various components to distinguish in 

the gender stereotype area: trait descriptors (e.g., concern for others), physical characteristics (e.g., 

hair, height), role behaviors (e.g., taking care of children), and occupational status (e.g., house-

wife, physical worker). Gender characterizes stereotypical gender roles and displays something 

that can be “communicated at a glance”. Previous studies claim therefore, that the relationship 

between masculinity and femininity, which the advertisers focus on, is simplifying their work 

(Jhally, 2009).  

Bell and Milic (2002) refer to Franzwas who analyzed the women's magazine fiction from 1940s 

to 1970s and discovered a pattern that showed the female ideal was to be a mother, a nanny and a 

housewife, and that the women's main characteristics were passivity and dependence. Even 

newspapers, which at the time were considered to be more “progressive”, established the female 

role as caring, and in constant search for a man. 

Working Woman, Working Mother and Savvy were some of the journals that released publica-

tions with women entering the labor market from around the 1940s until 1970s. These magazines 

portrayed women as workers outside of home, often in non-traditional occupations, that put 
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women in an increasingly positive light, with power and influence at their disposal (Belknap and 

Leonard II, 1991). Modern researchers claim, that even though this is valid mostly for years 

1940s to 1970s, advertising today still uses stereotypical imagery as a method to create a way of 

identification for the consumers. The researchers mean that contemporary advertising stereotypes 

are sexist and give an incorrect portrayal of woman. Even though this regards predominantly 

women, it does also occur with men. The researchers say that the image gives a picture of “inac-

curate, outdated and demeaning roles” (Wiles & Wiles et al., 1995, pp. 35--49). They argue that 

advertising stereotypes do not represent the modern woman, that advertising ignores the modern 

woman's life, and does not reflect the significant progress women have made in the labor market 

in many cultures. They note that because advertising's role is to sell, rather than to portray the 

reality of life, it is constantly misleading advertising that affects the receivers negatively with its 

visual images (Wiles & Wiles et al., 1995).   

Some researchers state, that women are being portrayed in a negative and stereotypical way, and 

that this kind of stereotyping increases over time (Eisend, 2010). On the contrary, another study 

claims that the current ads of women have advanced from the negative stereotypes and are be-

coming equal to those of men, such as a study on gender-role portrayals in ads from 1980s and 

forward by Gunter (1995) saying, that gender-role stereotyping has declined in general. This point 

of view is also shared by other researchers who argue that advertising is moving towards becom-

ing less and less stereotypical, mainly in the Western societies (Furnham & Mak, 1999).  

Thompson (2000) completed a study, which included an analysis of fashion ads published in 

Vogue and Gentlemen’s Quarterly (GQ) between 1964 and 1994, with 1964 being claimed to be 

more or less the beginning of the sexual revolution, and 1994 being about 10 years after the sexu-

al revolution can be claimed to have ended (Thompson, 2000). The study focused on the changes 

in the sexual attire and nudity, as well as sexual objectification. “I was interested in examining the 

extent to which skin exposure, whether on male or female models, changed over this forty-year 

period.” Thompson writes (2000, pp. 178). Her method of choice was a content analysis with 

charting and coding procedures. As a result she came to a clear and focused conclusion with a 

message stating that "sex sells". However, her findings were that not only did sex appeal well in 

case of female advertisements, but also on men’s bodies. 

As Thompson (2000) claims, the capability of advertising is clear and indisputable within the 

fashion and appearance-related industry. Since these industries use human bodies to display many 
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of their products, the question of gender related advertisement study is of high relevance within 

the subject.  

1.2 Problem discussion 

The different perspectives on the matter are of interest to us and serve as basis for this study. 

Due to the different results we found in previous research, we aim to study how the image of 

female and male models in the advertisements of Levi's Jeans differs and has changed from the 

1960s to 2000s. Is it that women are portrayed in a different way than men are, or is the differ-

ence non-existent?  

Based on Milner and Higgs (2004) we believe that overall the portrayal of females in advertising 

has changed more over the studied decades than the male one. However, we assume that the 

male model image has changed much in the matter of physicality, which is in line with Rohlinger, 

(2002). The assumption of the study is that the industry has become more daring in print ads 

however that this is shown more through the female character. Also, that the gap between the 

gender portrayal has widened over time, and that earlier women, and man were shown as more 

equal, opposite to todays submissive sexist form of interaction between males and females in 

commercials. 

Our idea for the study is similar to that of Thompson (2000), though we want to see if our results 

will turn out similar if a different method of choice is used. The previous study has used the 

quantitative method with content analysis charting and coding procedures, whilst this study sets 

to establish the result with the help of a qualitative semiotic analysis. Hence the objective of this 

study is to strengthen an already existing theory with a divergent method approach.   

1.3 Research Questions 

1.3.1 Primary question: 
How has the image of female and male models in the Levi's Jeans advertisements changed from 

1960s until 2000s? 

1.3.2 Secondary question:  
Is there a difference between how the female and male models are portrayed in the Levi's Jeans 

advertisements from 1960s until 2000s? 
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1.4 Purpose 

The purpose of this study is to elaborate further on how the printed advertisements differ be-

tween genders and how it has developed over five analyzed decades in the fashion advertisements 

for Levi's Jeans. The study can contribute to deeper understanding of approach to human bodies 

considered from gender perspectives. It has been proven that the entertainment media has a high 

impact on the sexual experiences and expectations of the public (Ward, 2003). This study can 

contribute to the discussion whether this influence is solely based on the entertainment media or 

also on the advertisement industry, as well as serve as basis in the questions of gender equality.  

Since the advertisement industry has changed over the second half of the 20th century (Furnham 

& Mak, 1999), the study might as well contribute to further research on perception of advertisers' 

uses of stereotypes in relation to time development within the clothing industry.  

1.5 Delimitations 

We chose to limit our study to semiotic analysis of five pictures. We picked one picture from eve-

ry decade, portraying at least one woman and one man, starting in the 1960s going onto the 

2000s. The limitation of the timeline of our study is not random. Since the 1960s researchers 

have shown particular interest in studying the portrayal of sexes in the advertisements as the in-

dustry increasingly started using gender roles in order to promote products (Belkaoui & Belkaoui, 

1976; Hawkins & Coney, 1976). We decided also to not include advertisements from year 2010 

and on, as the decade we are currently in is not over yet, and we cannot definitely predict which 

turn the company and the advertising industry might take on within the nearest years.   

Semiotics is a very wide field of studies therefore we needed to limit our analysis. We decided to 

apply the theories from semiotics we found relevant based on the previous research we came in 

contact with. Therefore our analysis method includes connotation/denotation, codes and two 

approaches to signs from Saussure’s and Pierce’s perspective (Bell & Milic, 2002). These particu-

lar concepts are further discussed in the chapter regarding the theoretical frames.  

1.6 Disposition 

1.6.1 Chapter 1 - Introduction 
In this chapter we outline the background and purpose of our essay. We are discussing and defin-

ing our research and boundaries, and account for the previous research we have found about se-

miotics, gender, and advertising. Also, we discuss its relevance for our study and how we can 

contribute to the current research. 
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1.6.2 Chapter 2 - Theoretical Framework 
In the chapter about theories we present our frames of references, which are based on our earlier 

research, and what kind of theories we will refer to in our empirical data and analysis. The theo-

ries that we find most useful for our study and want to gain a deeper understanding of are semi-

otics, gender advertisement, stereotypes and body ideal development.  

1.6.3 Chapter 3 - Methodology 
In Chapter 3 we explain the research method we found most relevant to our study. We also de-

scribe our approach and why we have chosen the method used. We explain the pros and cons of 

our choices and clarify our method of selection for our analysis. 

1.6.4 Chapter 4 - Analysis 
In this chapter, we link together the theoretical parts with our empirical data in order to interpret 

and analyze the chosen advertisements.  

1.6.5 Chapter 5 - Result and discussion 
Chapter 5 is a discussion of our analysis, what results we derived from the study as well as how 

we contribute to the research subject. We motivate and further examine the outcomes of the in-

vestigation.  

1.6.6 Chapter 6 - Conclusion 
In our last chapter we discuss and summarizing our whole study. We answer our primary ques-

tion, secondary question, and provide suggestions for further research.  
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2 Theoretical Framework 

2.1 Semiotics 

Semiotics is a valuable tool for understanding how people find meaning. The two pioneers in the 

subject area were Swiss linguist Ferdinand de Saussure and American philosopher Charles Sand-

ers Peirce (Fiske, 2006). To explain semiotics in an easy way you can say it is the science of signs 

and symbols and how they are interpreted, as well as how it identifies the message in visual 

communication (Fiske, 2006). Therefore, when aiming to analyze the content and meaning of a 

picture or another visual sign, semiotics with all its below mentioned parts is a highly applicable 

theory for the analysis.  

2.1.1 Key terms in semiotics 

2.1.1.1 Sign (signified/signifier) 

Saussure defined a sign as an inseparable combination of concept and a sound-image but took 

this definition a step further and proposed the theory of signifier and signified. In this sense the 

concept is a signifier and the sound-image is signified. To explain this, an example of a tree can 

be used: the signifier is the word tree while the signified concept is that of a large stemmed plant. 

Berger’s (2013) interpretation of Saussure is that not only words, but also other things can be re-

ferred to as signs. What we wear, what hairstyle we have, our body language etc. In semiotics eve-

rything could be taken as a sign, therefore the name “imperialist science” is often associated with 

it (Berger, 2013). However, what creates a problem is that signs can be used for lies. Berger ex-

emplifies this in following words: "The beautiful blonde woman you see sitting at the bar turns 

out to be neither a woman nor a blonde but a man, a transvestite who is lying with signs” (Ber-

ger, 2013, pp. 57).  

2.1.1.2 Three aspects of signs (index, icon, symbol) 

As claimed by Fiske (2006), Pierce focused his studies on the three aspects of signs: their iconic, 

indexical, and symbolic extent. In his view icons signify by resemblance, indexes signify by cause 

and effect, and symbols signify on the representation. In that sense an icon represents the object 

directly; it looks and sounds as the object itself. With the index there is an immediate connection 

between the object and the sign, they are related in reality in a way that lets us figure out the con-

nection. A symbol has no connection with the object itself. It does not look or sound like it, but 

is perceived because of the meanings people agreed on. A symbol can however have different 

meanings in different cultures (Fiske, 2006).  



 

7 

 

 

2.1.1.3 Connotation/denotation 

When analyzing texts we can apply a theory by Roland Barthes, as mentioned by Fiske (2006) 

about denotation and connotation. Denotation is the literal meaning, the most basic and descrip-

tive expression of the word or phenomena. For instance a red lipstick can have a certain number 

of grams, centimeters and a shade of color.  

Connotation on the other hand reads the texts deeper figurative meaning. The connotative mean-

ing of the lipstick is what the certain shade or looks of it can represent in a culture, for instance 

sex or innocence. Below comes a table summarizing the basic concepts of differences between 

denotation and connotation (Berger, 2012). 

Denotation Connotation 

Literal Figurative 

Signifier Signified 

Evident Inferred 

Describes Suggests meaning 

 Table 1: The basic concepts of differences between denotation and connotation as stated by 

Berger (2012) 

2.1.1.4 Codes 

Codes are patterns of associations established by a society or a culture. These codes are “secret 

structures” that help people interpret the signs, society and human behavior. These codes can 

differ in various cultures and need to be learned. They are a set of unspoken rules and a kind of 

general code people with something in common as location, ethnicity, social class etc. follow, and 

translate to various meanings (Fiske, 2006). 

Many studies have been completed considering the subject of meaning of different codes. The 

meanings have been, and still are, derived from both qualitative and quantitative scientific re-

searches such as Kuzinas (2013), as well as from cultural studies reaching out as far as ancient 
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dream interpretations. The meanings of signs are often brought together in form of encyclopedi-

as or semiotic dictionaries (Vries, 2004; O'Connell & Airey et al., 2007) very useful, when per-

forming a semiotic analysis. Books, such as the one written by Smith (2010), are collections of 

meanings derived from different studies, with meaning based on symbolic and iconic representa-

tions, and human associations. To exemplify, different studies have derived the meaning of color 

red as signifying sex, love and attractiveness (Elliot & Tracy et al., 2012), or strength and vitality 

(Smith, 2010). Another example can be that of a body position suggesting power, such as the 

"expansive-feet-on-desk pose" studied by Park and Streamer (2013). This and many more social 

behaviors, symbols and attributes all have meanings assigned by different cultures.  

Figure 1: The "expansive-feet-on-desk pose"1 

2.1.2 Semiotics and advertisement 
Semiotics and signs are closely connected to advertising. Displays, words, images and more are 

used in various ways to describe, persuade, and define nature of businesses. For instance, all the 

signs, icons, colors, forms and more contribute to establishing a kind of “identity”. Semiotics are 

beloved by marketers since it helps them understand the way their clients think and can be used 

to create future marketing strategies. Even though consumers are aware of the fact, that they are 

being pitched a product to while they are watching a commercial or a printed ad, recognition is 

                                                

1 Figure 1: The ”expansive-feet-on-desk pose” is taken from Flickr, uploaded by Starmanseries, 
and is subject to Creative Commons licensing. 
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not equal with immunity to it. This shows the significance of semiotics to brands, since the better 

the brand manages to use semiotics in its campaign, the better the outcome may turn out to be 

(Berger, 2012). 

2.2 Gender stereotypes 

2.2.1 What are gender stereotypes?  
This study focused on analyzing the visual signs in the advertisements through semiotics from a 

gender perspective. The gender perspective can be understood in various ways, as it is a rather 

wide subject. However, when talking about advertising and genders, a theory often brought up is 

the one regarding gender stereotypes, which we also decided to use in the following analysis.   

Stereotyping is a generic term that is assigned to a specific social category (Vinacke, 1957). Gen-

der stereotypes are predetermined properties assigned to the different genders and differ between 

men and women (Ashmore & Del Boca, 1981). A study from 1972 (Broverman & Vogel et al., 

1972) identified the two main clusters of gender stereotypes as warmth and expressiveness, which 

is generally associated with women; and competence and rationality, believed to be a subject 

more characteristic of men. A way to best describe gender stereotypes is to put them in terms of 

a set of components. Research suggests that there are four diverse components: trait descriptors 

(e.g., concern for others), physical characteristics (e.g., hair length, body type), role behaviors 

(e.g., taking care of children, precursor), and occupational status (e.g., truck driver, stay-at-home 

mother) (Deaux & Lewis, 1984).  

2.2.2 Gender stereotypes and the media 
Around the 1980s most of the media and mass communication with gender perspective research 

focused on the portrayal of the women in the media. However, as the twentieth century loomed 

towards the end, an increasing amount of researchers started to direct their investigations to-

wards the portrayal of males and the male sex roles in the media (Carter, 2012). 

Gender stereotyping is today still used in advertising (Thompson, 2000). The use of it can be seen 

from two different opposite perspectives: from a positive and negative angle. The optimists claim 

that women are quickly catching up their male counterparts and that the negative stereotypes oc-

cur with a lesser recurrence. The images of females in advertisements are now equal to that of 

males and women shown in the commercials are contemporary and modern. Pessimists on the 

other hand believe that advertising industry does not mirror the advanced social development in 
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the equality movement. They say that women are still portrayed through negative stereotypes 

with men gaining on them and that the stereotyping is becoming even worse (Eisend, 2010). 

2.3 Body ideal development 

Body ideal has not always been the same; the fashion industry, which among other things in-

cludes model images in fashion magazines, has influenced the body ideal and society more than 

may be assumed (Sypeck & Gray et al., 2004). Researchers have studied how the increase of eat-

ing disorders among young women in America has grown in relation to how the body ideal of the 

fashion industry has progressed onto the thinner exemplary. The study was conducted to explore 

how fashion magazines have portrayed female beauty ideals during the last 40 year and as a result, 

the research of the various fashion magazines saw clearly, that the quest for perfection among 

young women has gotten a significantly slimmer goal with time. The study also showed in its 

post-hoc comparison that women wore more revealing outfits in the late 90s than in the begin-

ning of the 60s (Sypeck & Gray et al., 2004).  

In their studies Leit, Pope and Gray (2001) have come to conclusion that the cultural norms of 

the ideal male body have become and are still growing increasingly muscular, with a significant 

development during the 1990s. The outcomes seem agreeable with other observations of trends 

in the ideal male body image in our society, which can also be observed as reflected in magazines, 

action toys, as well as in other media and products (Karazsia & Crowther, 2010). Something that 

also influenced the development of men in advertising is the movement of the 1960s gay libera-

tion, which had implications for masculinity (Rohlinger, 2002). Body movements and expres-

sions, and a so-called undisciplined release of emotions showed joy, which was the opposite of 

the characteristics that were associated with the masculine stereotype. This was also shown on the 

visual mode of expression by a more natural look of the men such as long hair and oversized 

clothing which was also a contributing factor challenging the gender distinctions (Rohlinger, 

2002).  
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3 Methodology 
Method is necessary for the reader to be able to follow the essay and be able to take part of our 

result. The method chapter describes the scientific approaches and how the analysis was per-

formed. This section should answer the questions as to what methods were used to collect and 

select materials, and the methods underlying the interpretation, and analysis of the material.  

3.1 Research approach 

In research, the main goal is to provide a complete view of reality as much as possible, including 

by proving theories. In method-related literature there is usually a distinction between inductive, 

deductive and abductive approach. Deductive methods are analyzed based on issues that were 

defined using various hypotheses, which then must be confirmed. Inductive approach, on the 

other hand, means that assumptions and insights are made to relate to issues, that in the mean-

time will hopefully provide the basis for new issues (Esaiasson, 2007). Our analysis is therefore a 

procedural method characterized as abductive reasoning. This implies a method that alternates 

between working with empirical observations, and at the same time identifying, and developing 

existing theoretical concepts (Ostbye & Larsen, 2004). The researcher alternates between theory, 

analytical concepts, understanding, and empirical observations (Ostbye & Larsen, 2004). For that 

reason is our research characterized as a hermeneutic process with an abductive method.  

3.2 Qualitative method 

The concepts of quantitative and qualitative methods aim primarily at the characteristics of the 

collected data, and the manner by which it is later analyzed. They stand in a complementary rela-

tion to each other, not competing, but rather completing each other (Ostbye & Larsen, 2004). 

Quantitative analysis is based on finding relationships between variables, and demonstrates that 

these correspond with what reality demonstrates. It also involves analyzing the material, usually in 

the form of numbers that can be counted. The goal of quantitative analysis is to find correlations 

and structures in the research material or to test hypotheses determined previously (Esaiasson, 

2007). The opposite, the qualitative analysis, serves as a method to capture or understand the un-

derlying meaning of the research data. The observations around people's perceptions, sensations 

and experiences in a particular phenomenon are in the center of this research method (Ostbye & 

Larsen, 2004). Since we are not searching for any correlations and structures, but rather a deeper 

understanding of a subject, a qualitative method is more appropriate for our study, than the 

quantitative one. The qualitative method helps us to get a grasp of the subject and, as opposite to 

quantitative method, it does not lead to generalizing.  
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3.3 Semiotic analysis 

“Semiotic analysis has the advantage of enabling a richer analysis of texts by focusing on the ob-

jective formal relationships, which to some degree account for differences in what, and how, im-

ages mean” (Bell & Milic, 2002, pp. 203). Using a semiotic analysis allows us to gain a richer anal-

ysis and also get as much as possible from our analysis objects.  This qualitative method is appro-

priate for identifying and "decoding" what the visual communication is trying to disclose (Berger, 

2012). A part of semiotic analysis explains why people read signs in a certain way and the feelings 

that the images may evoke. To understand this way of interpretation, a closer look at the norms 

and values of the culture the pictures are presented in is necessary. In a semiotic analysis you have 

to identify the signs and what they indicate in a certain culture, as every sign carries a different 

message, based on colors, forms, structures and more. They are interpreted through a coding sys-

tem. Codes can be characterized as both cultural and historical phenomena evolving in our social 

interaction with the outside world. The semiotic analysis works therefore for identifying and "de-

coding" the values expressed by the communicating objects in our analyzed pictures (Fiske, 

2006). 

Semiotic analysis has faced its share of criticism. It is sometimes being seen as ignorant to the 

quality of the work as opposite to focusing on interpreting its meaning. The relationship between 

the elements and the final product can be ignored and actual value of the text lost within transla-

tion. The quality of the work may sometimes deviate when focusing on the interpretation of the 

meaning.  

The semiotic analysis used in this study aimed to answer the following questions, which we com-

posed inspired on the propositions for semiotic analysis in media analysis techniques literature 

(Berger, 2013): 

• What do the pictures denotate? 

• What do the pictures connotate? 

• How are the lightning, color, camera angle etc. used affecting the meaning of the signs? 

• What are the important signs in the text (icon, index, symbol)? 

• What are some important signifiers and what do they signify? 

• What codes can be found? 

• What ideological and sociological matters are involved? 

• What gender perspective theories can be applied? 
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The analyses do not follow the order of the questions exactly and answer those questions that are 

applicable in the considered cases to avoid any forced answers and bias approaches.  Every ques-

tion was applied to all the analyzed pictures and the summary of the answers is reported in the 

analysis chapter of the study.  

3.3.1 Selection 
Since our study is spanning over five decades, we decided to analyze 5 pictures, one from every 

decade from the 1960s until the 2000s. The selection of the decades was based on the previous 

research, which implied that the sexual revolution, which had an effect on advertising, started 

around 1964 carried on for about 40 years (Thompson, 2000). The decades after the sexual revo-

lution were included in order to keep the study more up to date and to investigate the further 

changes. We focus on both the female and male audience as the pictures show both a man and 

female in the same image. The company we targeted for our research is Levi’s Jeans. The choice 

was motivated by various reasons. The most important of them being that the company includes 

products and advertisements for both genders and that the company has been around long 

enough (Levi, 2013) to match our criteria and our timeline of the chosen decades. Since the com-

pany has produced a large number of printed ads over the decades we agreed on selecting the 

particular pictures by hand without following a specific pattern, as long as they follow our two 

basic criteria, that being time of production and a presence of both genders in the advert.  

3.3.2 Levi’s Jeans 
In the study we chose to limit ourselves to one company we believe fits a profile allowing us to 

answer our research and therefore we picked the jeans producing company Levi. The reasons for 

choosing Levi’s Jeans as the analyzed company are complex. Levi Strauss is considered the first 

and original jeans brand (Alex & Er, 2009). Within the clothing industry, Levi’s Jeans is a strong 

brand and was named number one jeans brand by GoodGuide (Rating & Company, 2013). 

Therefore when considering jeans ads, this was a reasonable choice. Also, since our study has a 

determined timeline that we aim to analyze, the company of choice must have been around for a 

long time or at least during the chosen time-period. Another company we considered for the 

study was Abercrombie & Fitch. However, the corporation has undergone a rebranding process 

in the late 1980s, which we felt could influence and change the result of the study (Fundinguni-

verse.com, 2013).  

Levi Strauss & Co. was founded in 1853 by Bavarian-born Levi Strauss who moved to San Fran-

cisco during the Gold Rush era to open a small retail store. Almost 20 years later he teamed up 
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with Jacob Davis, a tailor from Nevada, and created patented work wear made out of brown cot-

ton duck and true blue denim that later became know as the original blue jeans. They became 

popular as the brand of clothing with products that “can’t be ripped” and a logo of two horses 

representing that value. When in 1902 Levi Strauss passed away, his four nephews took over the 

business thereafter making it into an international trademark brand (Levi, 2013).  

Levi’s Jeans, which originally only produced for men, later also introduced lines for women. Ever 

since 1935 Levi’s Jeans has produced printed advertisements featuring both genders (Cellania & 

Friedman, 2010). As a company with a target group within both the male and the female part of 

the society, it was a highly relevant choice.  

Levi’s Jeans has “previously research” about various fields such as brand equity and consumer 

satisfaction (Levi, 2013) however, we did not find a purely gender-advertisement related analysis 

of the brand. 

3.3.3 Critical review of selection 
The original idea was to analyze fashion advertisements aimed specifically for women and those 

specifically for men and later compare them with each other. However, later we found that ana-

lyzing fashion advertisements, which are aimed for both genders at the same time, will be a more 

interesting analysis, since it allows the option to investigate the interaction between the male and 

female characters in the pictures. 

The easiest method to obtain the pictures for the analysis would be by contacting the company 

Levi’s Jeans directly. However, the timeline and economical resources of this study made it diffi-

cult to complete this task, as the company points out they can answer the requests earliest after 

the period of two weeks and at a cost of $15 per picture. We therefore started browsing the In-

ternet to find our five images that suited the template for our thesis. Through a defined search on 

Google, we found an advertising archives' collection. The archive is called “The Advertising Ar-

chives” and was established in 1990 by Larry and Suzanne Viner. It is considered to be the largest 

and most comprehensive resource of its kind in Europe (The Advertising Archives, 2013). The 

collection includes images from the mid-19th Century to the present, which suits our analysis, as 

the images we analyze must originate from the 1960s until today.  

The archive gives the option to purchase the full-resolution pictures for a fee, however they also 

offer a free low-resolution preview. Each preview contains a watermark logo of “The Advertising 

Archives”. All the pictures used in the analysis, together with the watermark logo, can be seen in 
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the appendix of this study. In this analysis we chose to disregard the presence of this watermark 

logo of “The Advertising Archives” and only analyze the advertisement below it. The analysis 

could have been influenced by this choice, but only in a minor way. The text was never an issue, 

however a full-resolution picture could have been a better option.  

Another issue with the selection was the poor population of available pictures on the archive. 

The archive features altogether over 200 adverts for Levi’s Jeans, but in some cases of certain 

decades the archive only offered us one to two options fulfilling our criteria to choose from.  

3.4 Reliability and validity 

Regarding the analysis results and its reliability, there are two different directions. The quantita-

tive method often mentions validity and reliability while qualitative method uses often rather 

terms: credibility, dependent, and if the study is transferable (Ostbye & Larsen, 2004). In quanti-

tative method there is a high degree of reliability because other researchers can easily recreate the 

result if they have the same research tools (Esaiasson, 2012). In our analysis on the other hand, 

which is a semiotic analysis and therefore a qualitative study, it is difficult to create a high degree 

of reliability, as our results will be difficult to accurately recreate.   

Validity distinguishes between “concept validity” and "research validity”. If you have a high de-

gree of “concept validity” together with high degree of reliability, your study will have a high level 

of result reliability (Esaiasson, 2012). To ensure the concept of validity in our study, we strive to 

stay on topic in the matter of measuring what we are supposed to measure (Esaiasson, 2012) and 

keep to our research problems when deriving answers in our conclusion.  

3.5 Critical review of references 

To maintain a high level of credibility, the resources used in this study were critically reviewed 

before being used as a reference. When referring to previous research in terms of the theories 

and background for the paper, mostly peer reviewed journals and scientific books were used en-

suring high quality information.  

When obtaining information about the company Levi’s Jeans, predominantly their official web-

site was used to provide information from the primary source. Since acquiring the pictures for 

the analysis from the company was not an option in the case of this research, another reliable re-

source archive was used. As this particular archive is recognized to be the largest of its kind in 

Europe (The Advertising Archives, 2013), it was considered as a fairly dependable source of the 

material for the analysis.    
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4 Analysis 

4.1 Picture one – 1960s 

The first advertisement, featured in appendix one, was originally published year 1969 (The Ad-

vertising Archives, 2013) and focuses predominantly on Levi’s Canvas Jeans and Jackets. The pic-

ture features a male and a female model wearing an iconic image of the sold product. The couple 

is standing in an outside scenario in front of a large tree with blue sky in the background. It is a 

natural and not unimaginable situation to which the reader can easily relate.  

The picture is taken from a low angle, which results in a focus on the iconic image of the product 

itself, that being the jeans, and not on the couple. The low angle on the couple, with the highlight 

on clothes, portrays them as role models and characters to be looked up to, and imitated. It also 

allows us to interpret the picture as a clothing advertisement, particularly a jeans advertisement, 

even if it was displayed on its own without the brand logo or the adjacent text. As a side note, it 

can be mentioned that the lightning in the picture plays with the identification of the races of the 

models. Their faces and exposed body parts are in the presumptuous shadow of the tree and they 

could be classified as either black, Latino, or tanned Caucasians. This is an unexpected observa-

tion, but as the picture was first published in 1969, right after the end of the African-American 

Civil Rights Movement (Finkelman, 2009) with the race question being still very relevant and 

contemporary, it could be the explanation for the game of shadows used.   

The advert uses bold, contrasting colors with focus on red and white, that being the main colors 

of the company itself, also used in their logo. The colors are also signifiers for courage and stand-

ing out. Red color can signify sex, strength, vitality and power, and white color is often used to 

signify purity and innocence (Smith, 2010). The colors interplay with the slogan featured on the 

advertisement “Cool under canvas”. The slogan is not only an index for the product of canvas 

jeans and jackets but also figures out the intended essence of the picture as “being cool”. The 

relation between the “signifiers” and the “signified” is not only expressed visually through the 

various signs and codes of the picture but also linguistically within the slogan. The picture could 

be translated as “being cool” on its own as well, but the statement featured makes the message, 

and in its turn the strong relation between the “signifier” and the “signified”, obvious. 

The word “cool” was first used in a “fashionable, hip” sense in mid-20th-century (Ayto & Ayto, 

2005). When it was used in this sense in this advert in the end of the 1960s it was still relatively 

new. Thus, the use of the word alone, adds to the “cool” and hip spirit the advertisement is aim-
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ing to convey. Other signs intensifying the signified are provided by the couple and its environ-

ments. They are outside and touching, breaking the conventional orthodox social conducts and 

showing freedom. They channel liberty and the modern free spirit through their happy and com-

fortable pose, which puts them at ease.  

The relation between the genders in the picture is positive, as is the entire essence of the picture. 

The men and woman are both careless and smiling, enjoying the situation and the closeness. The 

company is creating the association of jeans and contact between genders, making its product 

into something unisex, that both characters can enjoy, as well as something that brings them 

closer together. The man in the picture is hugging the woman, however it is not in a possessive 

way, indicating protection and strength. The woman has her hand on his knee, putting her par-

tially in control of the situation, which adds to the liberate, signified message of the image (Deaux 

& Lewis, 1984). However, she is leaning into him and looking down suggesting trust, femininity, 

and willingness to surrender, which on the other hand, even with woman partially in control, 

plays on the stereotype of a predominant male.  

4.2 Picture two – 1970s 

The second advert features three men and one woman, as seen in appendix two. The four figures 

are standing in a sandy area with a sandy-colored mountain in the background that suggests a de-

sert. The text is displayed on the area of the picture, which is occupied by the blue, cloudless sky. 

The picture features a fair share of signifiers, for instance the colors dominating the picture are 

blue and yellow. Blue signifies freedom and stands for the true blue loyalty (Smith, 2010) refer-

ring to true blue denim jeans, which are an iconic sign in this picture. Yellow may reflect the 

warmth of the desert (Smith, 2010). The lightning utilized shows long shadows suggesting the 

time of day.  

The first figure is a male with short, brown hair wearing dark blue long denim pants and a dark 

blue denim long-sleeve shirt. The shirt has rolled up sleeves and is open in the front displaying 

the man’s slightly hairy and tanned chest. He is barefoot and standing with legs wide spread and 

looking forward to the left side of the picture. The man’s hairy chest is the code of a the manly 

standard of the decade (Leit, Pope & Gray, 2001). His pose with wide spread legs and chin look-

ing up signifies confidence and role of a leader (Park & Streamer et al., 2013). He is also wearing 

most denim pieces, which can cause the reader to want to follow this example. The second figure 

is also male with wavy brown hair wearing white sneakers, dark blue long denim pants and a dark 

t-shirt with red and yellow elements. He is laughing and looking down. The third figure is a fe-
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male with mid-long wind-blown blonde hair. She is barefoot and wearing long, dark blue denim 

pants and a short, pink tank. She is laughing, looking down and resting her arms around the two 

men, who are lifting her up in the air. Since the two men lift the woman it is suggested that she is 

dependent on the men and, in a way, vulnerable (Ashmore & Del Boca, 1986). Her toes are 

pointed down to the ground in a way similar to a ballerina, which works towards enhancing her 

femininity (Vries, 2004). The fourth individual is a bare-chested male with brown curly hair wear-

ing a thin golden necklace and brown-grey long denim pants significantly widened at the bottom. 

The widened pants represent the element of fashion of the decade from which the advert comes. 

His left hand is placed on the woman’s bottom and lifting her up. This again shows how the 

company uses the advertisements to associate their denim products with touch and close, com-

fortable relations between both genders. The characters are laughing, also associating the compa-

ny with positive emotions. 

Since the ad features both genders it shows the unisex variety of the company’s products. How-

ever an element of male domination is still present, as the males outnumber the females three to 

one and portray the woman in a role slightly dependent on males (Ashmore & Del Boca, 1986).  

The advert uses wordplay on the word generation and changes it into "jeaneration", creating a 

linguistic icon of the product. The word and logo are somewhat tilted, generating a playful aspect. 

This creates a relation between the signified and the signifiers and a unified message with both 

lingual and visual components.  

Four people in a desert sun wearing long denim pieces can be interpreted as an unusual situation, 

but the fact that the picture is an advertisement brings in an element of acceptability.  

4.3 Picture three – 1980s 

The advertisement from the 1980s decade seen in appendix three is composed of two pictures of 

the same couple. The left picture denotates the woman leaned against a fridge with her leg up and 

looking straight at the man, who is leaning over her. The situation is staged in a way reminding of 

a predator going after a prey, which creates a lot of sexual tension in the picture and points out 

the male domination (Park & Streamer et al., 2013). The second picture shows the couple in a 

more equal light. They are both facing the camera, with the woman sitting backwards on a chair 

and the man close to her, leaning against a jukebox.  

Both pictures feature the iconic representation of the product with both models wearing denim 

pants. The advertisement uses a variety of signifiers (Fiske, 2006), which reflects on both the 
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identity of the brand, and an image of the ideology Levi’s Jeans is aiming for, that being young 

and sophisticated (Levi, 2013). Since the models are not wearing that many denim pieces, the pic-

ture on its own is not as obvious as an ad for jeans, but the composition of two pictures can aim 

to tell a story or work on the idea of contrasts. 

The lightning used gives the picture a certain serious atmosphere. With the game of lights, the 

female model looks very pale, suggesting a Caucasian race. The male, however, is slightly darker, 

which could indicate either a Caucasian or Latino race. The color scheme is a blue shade of gray 

with dominating elements in black and white pattern. The gray tone scale creates a sophisticated 

aura, and the black and white are usually used to symbolize contrasts (Smith, 2010).  

In the top right corner of the picture we see a Levi’s Jeans logo and a number 501. It is an index-

ical representation of the product, as it stands for the classic model of the Levi’s denim pants. By 

only writing the model number, the company believes the brand is established well enough for it 

to rely on customer brand recognition. 

Contradictory to the approach used in the previous decades, this advertisement does not play on 

and connotate the positive associations with laughter and carelessness. Instead, the authors’ work 

with the body language and the clean sexual tension it creates (Ashmore & Del Boca, 1986). The 

models are fully dressed, but they are using the tension rather than the more visual naked bodies 

(Thompson, 2000), to create the atmosphere and sell the product. The sexual tension is used as a 

signifier and helps to associate the Levi’s denim pieces with touch and closeness, but in a more 

aggressive way.  

4.4 Picture four – 1990s 

The advertisement from the 1990s decade, featured in appendix four, portrays a man and a wom-

an wearing wedding clothes, that being a tuxedo and a wedding dress with a veil. The camera uses 

a portrait perspective, showing the models from the chest up and looking to the left of the frame 

of the picture, however their slightly hunched poses suggests that they are sitting down, even if 

the lower parts of their bodies are not shown.  

The picture includes a lot of signs signifying contrasts. The colors used are black and white. This 

technique is used to signal specific moods and to imply a possible place in time (Smith 2010). The 

colors are also shown on the couple, with the man wearing a black tuxedo and the woman a 

white dress. The white bride dress generally refers to purity and innocence of the bride on her 

wedding day, as is suggested by a dictionary of symbols (Vries, 2004). Even though the advert 
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was published in the 1990s, the picture is styled to look old. To underline this contrast even 

more, a fairly modern font is used and the copywriter uses the word “till”, considered in the 

Western culture a more modern version of the word “until”.  

The picture does not contain an iconic sign in form of a single denim piece and without the logo 

of the company it could not be identified as jeans advert. It is not obvious and forces therefore 

the reader to think further. The only element in a different color is the Levi’s Jeans logo. It is an 

indexical sign of the product and is the only signifier in the picture suggesting that this is a com-

mercial for jeans. However, even the logo is very subtle and small. The advert uses a form of the 

logo that is used on the actual product with a vertical presentation of the company name in white 

on a red tag attached to the back pocket of the pants (Levi, 2013). 

The slogan “until death do us part” works as a symbolic sign and is a linguistic signifier for Levi’s 

Jeans quality. It implies that Levi’s Jeans are as strong as a marriage, something often considered 

unbreakable until the very end and a symbolic act of love and two halves becoming one, associat-

ing the company’s product as a natural match for humans (O'Connell & Airey et al., 2007).  

The relationship between the two models is also contrasting. The two are a couple just or about 

to be married, which would suggest eternal love. However, the couple is simply sitting next to 

each other, barely touching or recognizing each other’s presence. Their facial expressions do not 

suggest love or happiness, rather boredom, impatience or indifference and almost anger.  

All the contrasts present in the picture are further signifiers of Levi’s Jeans brand identity and 

emphasize the idea of standing out in the crowd and being different (Levi, 2013). 

4.5  Picture five – 2000s 

The advert in appendix five from the 2000s was first published in 2003; it portrays one male and 

one female model. The male is standing straight on and the woman sideways towards the camera 

in a way that makes it look as if the pants they are each wearing were just one pair of jeans. The 

girl is wrapping her arms around the guy and it seems like she is the person in control, which in-

dicates the drop of the dominant male stereotype (Broverman & Vogel et al., 1972). However, 

the way the male is standing, straight on, with wide spread legs and showing of confidence, keeps 

the idea of the man being strong and masculine (Park & Streamer et al., 2013). He is in a way 

dominant, but he is not overpowering the female. Since he has no chest hair and is rather fairly 

smooth and muscular, a new understanding and approach to what is “manly” is being introduced 

(Leit, Pope & Gray, 2001). The way the woman is holding the man can though be seen from dif-
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ferent approaches. She is either dominating the male or hugging him in a way suggesting she 

wants and needs him, adding onto the already existing sexual tension between them (Ashmore & 

Del Boca, 1986).  

The advertisement is aimed at both male and female target groups, as both iconic signs of the 

product are present in the picture. Also, an indexical sign is present in form of the small version 

of the company’s logo in the top right corner of the ad. The text relies fractionally on the cus-

tomer brand recognition of the 501 model of Levi’s Jeans and the fact that until this moment the 

model was unisex for both genders. However as the linguistic sign in form of text shows, the aim 

of the advert is to introduce a new product, the classical model of Levi’s Jeans, recut for the fe-

male body form.  

The advert is very simple in its design, but small signs such as fairly pink colored background 

caused by the lightning or a fluffy carpet emphasize the predominant target group (Vries, 2004). 

Even so, the company still wanted to keep the association of their product to closeness, touch 

and being a halfway between genders; something that brings them together. Another association 

introduced here is sex. Some signifiers are the naked skin that is shown (Thompson, 2000), the 

fact that models are barefoot on a soft carpet, and the pose in which they are portrayed and signi-

fy the sexual tension between them; the idea that when wearing Levi’s 501 model jeans, two 

halves become one. The serious atmosphere in the picture accentuates the tension. The charac-

ters are not laughing; the male model is long-faced, the female is not displaying any particular 

signs of femininity (Sypeck & Gray et al., 2004). The picture altogether has a roughness to it and 

yet plays on the contrast created by the signifiers such as the soft colors or background elements.  
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5 Discussion 
In the following chapter we are linking the analyzed pictures together with the theories discussed 

in chapter two about the theoretical framework and our own observations. In order to answer 

the primary and secondary research questions of this study, the result discussion's structure is 

three-way: the first part discusses how female portrayal has changed in the Levi's Jeans adver-

tisements from 1960s until 2000s, the second part discusses how the male portrayal has changed 

in the Levi's Jeans advertisements from 1960s until 2000s, and the third part discusses the devel-

opment and changes of the relationship portrayal between males and females in the analyzed ad-

vertisements.  

5.1 Females 1960s until 2000s 

What can be observed in the pictures is that as time goes by females in the ads have, in a certain 

way, lost their femininity. In the first two pictures the women are laughing, are careless, and deli-

cate. They show their feminine side through subtle signs such as pointed toes or half-closed eyes 

looking down. As the century progress, the female characters become more serious and rough. 

They are portrayed in a more aggressive and sexual way, rather than delicate and subtle.  

In three of the five photos the female models are wearing white garments on the upper body, 

which reflects light, goodness, virginity and purity. In the two other pictures the female models 

wear a little bit more daring clothing with a floral tank top in one of the images and the shirt 

rolled up and tied around the waist in the other. This however does not match the models atti-

tude in the last picture from the 2000s, where the female character is portrayed, as we reflected 

before, as more serious, rough, and somewhat more sexually suggestive, than the female models 

in the other pictures. In this case her wearing a white t-shirt creates mixed signals in the adver-

tisement.  

5.2 Males 1960s until 2000s 

In two of the five pictures the male models are wearing an unbuttoned shirt and are naked un-

derneath, which alludes to self-confidence and masculinity. Another picture portrays the male 

wearing a t-shirt underneath the open jacket, and another with the male model's bare chest. With 

the exception of the picture from the 1990s, which is divergent, as it does not have the iconic 

sign of the product present, the male portrayal follows a certain pattern. The male models are 

increasingly exposing their upper body, with the male wearing a t-shirt underneath the jacket on 

the advertisement from the 1960, going onto completely bare-chested in the most recent analyzed 

ad.  
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The general image of men in the adverts follows the generic development of the ideal male body. 

As what was considered to be 'manly' advanced from the rough, natural male to a more clean cut 

ideal, as influenced by the 1960s gay movements, the male models and their portrayal adopted the 

consecutive changes.  

5.3 Females versus males 

Looking at the male poses in advertisements, they follow a pattern, with the guy repeating con-

sistently the shape in which he stands straight up with his legs wide apart. The female pose 

evolves, however it always arranged in a way, which generates interaction and synergy with the 

male character. It is rather the female character that adjusts to the male, and not the other way 

around.  

It is only in the first picture where Levi's Jeans' logo colors are used in the image of the models' 

clothes. This can be explained by Levi's Jeans' endeavor to develop customer brand recognition 

in the mid-twentieth century while the company was still establishing its position on the market, 

but cannot be verified as certain.   

Altogether, the pictures from the later decades are a subject to more sexual tension and less hap-

piness and carelessness. The general message that Levi's Jeans is signifying through various signs 

changes from liberation and freedom to sexual attraction and dangerous intensity. However, even 

with the changed signified signs, the company still aims for the same association and signifiers; it 

persistently intends to plant a connection within the reader’s mind of the product and relation-

ship between genders. Even if the means and intensity by which this is communicated change, 

the association to closeness, touch and sex remains. Based on the previous research regarding the 

ideal body image, we expected a higher degree of change of the female body type. Instead how-

ever, it is the male body that has changed considerably, growing more muscular, than the female 

body getting thinner.  

Nonetheless, considering the studies that showed in its post-hoc comparison that women wore 

more revealing outfits in the late 90s than in the beginning of the 60s century, our analysis both 

proved and added to the earlier statements on the subject, as the females in the advertisements 

showed to be wearing more revealing outfits just as much as males. 

The advertisements' design changes and shifts into simpler composition with focus of the adverts 

altering towards the models and their form, as opposite to the iconic sign of the product. The 
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arrangements gradually reduce distractions such as a colorful background and play with lighting 

in order to lean towards mono-coloristic form of simplicity and roughness.   

We were also expecting pictures that were more cutting edge and controversial. Yet, this could 

still be true for other adverts from Levi's Jeans, since we were only able to choose from a rather 

slim selection of pictures available in the online archives we were using. This was also influencing 

the analysis of the picture from the 1990s, as the advert without the iconic image of the product 

was the only one containing both genders that we could choose from.  

Altogether, regarding the relations between genders in the pictures, we were expecting more male 

domination and more negative gender stereotypes towards females than our analysis has shown. 

For instance, the adverts did not use anticipated female housewife stereotype. Eisend (2010) said 

that woman are still portrayed through negative stereotypes with men gaining on them and that 

the stereotyping is becoming even worse (Eisend, 2010, pp. 418--440). Our analysis suggests 

however, that this statement is not entirely corresponding with Levi's Jeans. The company has 

shown to lean more towards the unisex feeling of the products, which they clearly tried to dis-

close through the advertisements.  
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6 Conclusion 
The following, last chapter answers the research questions, as they were stated in the first chapter 

of the study. Later we critically discuss the study outcomes and propose ideas for further re-

search. 

6.1 Conclusion discussion  

The purpose of this study was to elaborate further on how the printed advertisements differ be-

tween genders and what, if any, development has occurred in the clothing industry Levi's Jeans 

ads. We primarily aimed to answer the question as to how the image of female and male models 

in the Levi's Jeans advertisements has changed during the decades. Secondarily, we wanted to 

know whether there is a difference between how the female and male models are portrayed. 

We came to the conclusion that the image of female and male models in the fashion advertise-

ments for Levi's Jeans has changed considerably over the analyzed decades. The progress follows 

the generic ideal body developments agreed upon in the western culture. The advertisements in 

Levi's Jeans have grown more serious and rough, with models expressing less joy and playfulness. 

Instead, a big increase of sexual tension between genders can be observed in the atmosphere of 

the ads. This is partially caused by an escalation of the use of naked skin in the pictures, and par-

tially by changing use of stereotypes from a considerable gap between genders, and use of more 

feminine and manly models contributing to a more unisex view of the clean cut male and a 

rougher female.  

Generally, there is a noticeable difference between the portrayal of males and females. The males 

are most often portrayed in a certain positions, for instance with wide spread legs, in a way that 

suggests dominance and power. They are also more often portrayed as serious and humorless as 

opposite to females who sometimes were portrayed as helpless, flaky, dependent on males and 

needy. Females communicate though more joy and carelessness in the advertisements and ex-

press more positive energy.  

In her studies Thompson (2000) came to the conclusion that "sex sells" on both male and female 

bodies, and that gender stereotyping and objectification of female body are not decreasing. In 

comparison, our study showed that Levi's Jeans adverts are not necessarily using less or more 

gender stereotypes, rather different ones than they relied upon earlier. We noticed that the mod-

els in the analyzed advertisements are following the general body ideal development and to con-
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clude, we can state that a change can be observed both generally in the ads and on a gender spe-

cific level.  

6.2 Limitations and further research 

Overall, we consider the study successful. The analysis performed on the pictures was sufficient 

in order to answer the questions of the research. Looking back, however, we acknowledge that 

some changes could have resulted in a better outcome.   

For one, if more pictures were analyzed, the outcome could have possibly resulted in different or 

more thorough answers. As this was a study on a bachelor thesis level, the extent, time period, 

and possibility to investigate the topic were limited.  

A big limitation of the study, as is the case with semiotic analyses, is that it is hard to bypass a 

bias result. The pictures were analyzed from the perspective of a western culture, the one of the 

authors of the study. The result could have been distinctive if analyzed by someone with experi-

ence of a culture distant to the one of the authors, or even by someone in the same culture, but 

with different opinions and background.  

This particular study does not mirror the overall development within the gender advertisement 

subject. It is limited to the company Levi's Jeans, but could serve as basis to further research with 

similar questioning. We believe that the future change in the advertisements by Levi's Jeans will 

follow the same development patters established in this study, however this is a subject to be fur-

ther investigated in the future.  

The same analysis could be performed with the use of a different company or different adver-

tisements from the same company. Also, another approach to a semiotic analysis could be used. 

The same pictures could be analyzed using yet a different method, both qualitative, such as focus 

groups discussing the pictures, and quantitative, as for instance a content analysis using coding 

schemes. Further studies could even include a clearer focus on either of the discussed subjects, 

such as gender advertising from a fashion perspective or an analysis of the distinction between 

clothing made by Levi's Jeans meant for men, respectively women. And as the topics of gender 

and advertisement studies are very wide in general, the ideas for further studies are endless, as are 

limitations of the possibilities.  

  



 

27 

 

7 References 

7.1 Academic references: 

Alex and Er, N. 2009. Brand authentication: creating and maintaining brand auras. European Journal of 

Marketing, 43 (3/4), pp. 551--562. 

Ashmore, R. and Del Boca, F. 1986. The Social psychology of female-male relations. Orlando: Academic 

Press. 

Ayto, J. and Ayto, J. 2005. Word origins. London: A & C Black. 

Belknap, P. and Leonard II, W. 1991. A conceptual replication and extension of Erving Goffman's study of 

gender advertisements. Sex Roles, 25 (3-4), pp. 103--118. 

Bell, P. and Milic, M. 2002. Goffman’s Gender Advertisements revisited: Combining content analysis with 

semiotic analysis. Visual Communication, 1 (2), pp. 203--222. 

Berger, A. 2013. Media and communication research methods. [S.l.]: Sage Publications. 

Berger, A. 2012. Media analysis techniques. Thousand Oaks, Calif.: SAGE. 

Broverman, I. K., Vogel, S. R. Broverman, D. M., Clarkson, F. E., and Rosenkrantz, P. S. 1972. 

Sex-role stereotypes: A current appraisal. Journal of Social Issues, 28(2), 59--78.  

Carter, C. 2012. Sex/Gender and the Media. The Handbook of Gender, Sex, and Media, pp. 363--

382. 

Cellania, M., and Friedman, H. 2010. The Origin of Levi's. [online] Available at: 

http://www.neatorama.com/2010/05/17/the-origin-of-levis/#!omb3s [Accessed: 19 

Nov 2013]. 

Deaux, K. and Lewis, L. 1984. Structure of gender stereotypes: Interrelationships among components and 

gender label. Journal of Personality and Social Psychology, 46 (5), p. 991. 

Eisend, M. 2010. A meta-analysis of gender roles in advertising. Journal of the Academy of Marketing 

Science, 38 (4), pp. 418--440. 

Elliot, A., Tracy, J., Pazda, A. and Beall, A. 2012. Red enhances women's attractiveness to men: First 

evidence suggesting universality. Journal of Experimental Social Psychology. 



 

28 

 

Esaiasson, P. 2007. Metodpraktikan. Stockholm: Norstedts juridik. 

Finkelman, P. 2009. Encyclopedia of African American history, 1896 to the present. New York: Oxford 

University Press. 

Fiske, J. 2006. Introduction to communication studies. London [u.a.]: Routledge. 

Furnham, A. and Mak, T. 1999. Sex-role stereotyping in television commercials: A review and comparison of 

fourteen studies done on five continents over 25 years. Sex Roles, 41 (5-6), pp. 413--437. 

Goffman, E. 1979. Gender advertisements. Cambridge, Mass.: Harvard University Press. 

Gunter, B. 1995. Television and gender representation. London: John Libbey. 

Gustavsson, B. 2004. Kunskapande metoder inom samhällsvetenskapen. Lund: Studentlitteratur. 

Hansen, A. and Machin, D. 2013. Media and communication research methods. Basingstoke: Palgrave 

Macmillan. 

Jhally, S. 2009. What's Wrong with a Little Objectification? Media/cultural studies: Critical approaches, 

p. 313. 

Karazsia, B. and Crowther, J. 2010. Sociocultural and psychological links to men’s engagement in risky body 

change behaviors. Sex Roles, 63 (9-10), pp. 747--756. 

Kuzinas, A. 2013. The Power of Colour on Content: Associations, Evoked by Simple and Complex Pictures. 

Procedia-Social and Behavioral Sciences, 84 pp. 1397--1402. 

Leit, R., Pope, H. and Gray, J. 2001. Cultural expectations of muscularity in men: The evolution of Playgirl 

centerfolds. International Journal of Eating Disorders, 29 (1), pp. 90--93. 

Mcquail, D. 2000. McQuail's mass communication theory. London: Sage Publications. 

Milner, L. and Higgs, B. 2004. Gender sex-role portrayals in international television advertising over time: 

The Australian experience. Journal of Current Issues & Research in Advertising, 26 (2), pp. 

81--95. 

O'Connell, M., Airey, R., Craze, R., O'Connell, M. and Craze, R. 2007. The complete illustrated 

encyclopedia of symbols, signs & dream interpretation. London: Lorenz. 



 

29 

 

Park, L., Streamer, L., Huang, L. and Galinsky, A. 2013. Stand Tall, But Don’t Put Your Feet Up: 

Universal and Culturally-Specific Effects of Expansive Postures on Power. Journal of Experimental 

Social Psychology. 

Rohlinger, D. 2002. Eroticizing men: Cultural influences on advertising and male objectification. Sex roles, 

46 (3-4), pp. 61--74. 

Smith, P. 2010. Symbols + images + codes. Studio City, CA: Michael Wiese Productions. 

Stoehrel, V 2008. Vetenskapliga antaganden och definitioner av begrepp: normativa nedslag i en normativ 

kontext. Nordicom-Information. vol 29, no. 1, pp. 45-53. 

Sypeck, M., Gray, J. and Ahrens, A. 2004. No longer just a pretty face: Fashion magazines' depictions of 

ideal female beauty from 1959 to 1999. International Journal of Eating Disorders, 36 (3), pp. 

342--347. 

Thompson, M. 2000. Gender in magazine advertising: Skin sells best. Clothing and Textiles Research 

Journal, 18 (3), pp. 178--181. 

Vries, A., Vries, A. and Vries, A. 2004. Elsevier's dictionary of symbols and imagery. Amsterdam: 

Elsevier. 

Ward, L. 2003. Understanding the role of entertainment media in the sexual socialization of American youth: A 

review of empirical research. Developmental Review, 23 (3), pp. 347--388. 

Wiles, J., Wiles, C. and Tjernlund, A. 1995. A comparison of gender role portrayals in magazine advertising: 

The Netherlands, Sweden and the USA. European Journal of Marketing, 29 (11), pp. 35--49. 

Ödman, P. 2007. Tolkning, förståelse, vetande. Stockholm: Norstedts akademiska förlag. 

Ostbye, H. and Larsen, L. 2004. Metodbok för medievetenskap. Malmö: Liber ekonomi. 

 

 

 

 

 



 

30 

 

7.2 Online references:  

The Advertising Archives. 2013. [online] Available at: 

http://www.advertisingarchives.co.uk/index.php?service=search&action=do_quick_sear

ch&language=en&q=levis [Accessed: 19 Nov 2013]. 

Fundinguniverse.com. 2013. History of Abercrombie & Fitch Co. – FundingUniverse. [online] Available 

at: http://www.fundinguniverse.com/company-histories/abercrombie-fitch-co-history/ 

[Accessed: 20 Nov 2013]. 

Rating, S. and Company, L. 2013. Levi's Reviews & Ratings | GoodGuide. [online] Available at: 

http://www.goodguide.com/products/338938-levis [Accessed: 19 Nov 2013]. 

Levi. 2013. History & Heritage - levi.com. [online] Available at: 

http://us.levi.com/family/index.jsp?categoryId=18816896 [Accessed: 6 Nov 2013]. 

 

 

  



 

31 

 

8 Appendices 

8.1 Appendix 1 

 

  



 

32 

 

8.2 Appendix 2 

 

  



 

33 

 

8.3 Appendix 3 

 

8.4 Appendix 4 

 



 

34 

 

8.5 Appendix 5 

 


