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ABSTRACT 

 

Sane, T.G (2018) A Semiotic Analysis of Masculinity as Seen in Selected 

Advertisements Of Master Philippines, Unpublished undergraduate thesis, 

University of the Philippines College of Mass Communication 

 Media plays a significant role in the creation of values in society. Media 

texts can either serve to reaffirm or reject the status quo. 

 Master is a brand that is targeted towards men. However, the researcher 

believes that there is a problem with the way that men are represented in the 

advertisements of Master Philippines 

 This study focused on selected advertisements from Master Philippines 

which were chosen using purposive sampling.  

 This study is a qualitative research and discusses concepts like 

objectification and sexualization. 

 The researcher found that Master’s advertisements do project traditional 

gender roles in the Philippines in order to capture their target audience and entice 

them into buying their products. 

Keywords: Qualitative, gender, masculinity, feminism, roles 
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CHAPTER 1 

INTRODUCTION 

Background of the Study 

In the Philippines, the cosmetics industry is primarily marketed to females. The country’s 

prevailing traditional conservative values combined with over three centuries worth of 

colonialism have affected the way beauty is perceived in the country and even the way that 

the different genders should behave has been transformed. In some countries like South 

Korea and in most of Europe, it is acceptable for men to wear makeup. In the Philippines 

however, men who wear makeup are often frowned upon because they do not conform to the 

“culturally acceptable” standards of beauty for men. 

Beauty is defined as the combination of qualities, including but not limited, to shape, 

color, or form that pleases the aesthetic senses, especially the sight. Most search engine 

results such as Google produce the aforementioned definition. The concept of beauty has 

changed throughout time and its conception is different from culture to culture and it would 

appear that every individual has his own idea of what is beautiful (Magdaraog, 2014). The 

common adage goes that beauty is in the eyes of the beholder which means that objects are 

beautiful depending on who is viewing the object of beauty. This is a commonly held view 

about beauty although the German philosopher Immanuel Kant believes that there is an 

objective standard of beauty and that not all things can participate in the quality of beauty 

(Kant, 1783). 

In the Philippines, there is a fascination for white skin. There is a wide range of products 

and services available designed to help achieve any shade of skin color (Maginde, 2014). 
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Philippine standards of beauty have been affected by years of western rule; the country has 

been under the Spanish regime for more than three hundred years. Almost immediately after, 

it was followed by decades of American rule (after which the Japanese occupied the country 

but only for a short span of time). These years have affected the country’s cultural practices, 

beliefs and the like. Fairer skin signified wealth and social status while darker complexions 

meant long hours under the sun and manual labour (Magdaraog, 2014). 

The cosmetic industry is more often associated with women rather than men. However 

there is an increasing demand for male cosmetic products. According to L’Oreal in 1990, as 

cited in Souiden and Diagne, 2009, there were only four percent of men who admitted to 

using a facial care product on a regular basis (Souiden & Diagne, 2009). The business of 

male grooming products is on the rise. A Datamonitor survey in 2005 revealed that more 

European and American men (73%) in comparison with women (72%) felt that it was 

‘important’ and ‘very important’ for them to spend time on personal appearance (Cheng, Ooi, 

& Ting, 2010). 

Young states that advertising differentiates itself from other media by its purpose which 

is to persuade (Cited in Sesuca 2013). The researcher agreed with the idea since an ad maybe 

funny or informative but it was produced for the purpose of influencing the opinions of an 

audience. Advertising has become an inescapable reality in daily life. The fact that there is so 

much advertising out there, whether it be in the form of traditional media (such as television 

and radio) or social media (Facebook, Twitter, Instagram, etc.) proves this. It is almost 

impossible to avoid the phenomenon of advertising (Sesuca, 2013). Advertisements, though 

trivial as they may seem at times (and despite the tendency to skip through most of them by 
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switching to other channels when they’re on), are actually helpful in providing a picture of 

what qualities Filipinos look for in a person to be considered beautiful (Magdaraog, 2014). 

What this study aims to address is the connection between traditional Filipino values, 

how they affect the beauty standards in the country, and how these standards are subverted in 

the advertisements of Master Philippines in order to market cosmetics to males in a country 

where the cosmetics industry is primarily targeted towards women. 

 

I. Statement of the Research Problem 

The general objective of this study is to determine how the Filipino male is represented in 

Master’s TV commercials. The very concept of beauty (which includes the use of facial 

cleansers) is traditionally associated with women. According to No Sissy Stuff under the 

Blueprint of Manhood by Deborah David and Robert Brannon, men avoid doing things that 

are associated with women. For example, murals found in Ancient Egypt depicted men of all 

classes wearing high heels. It is believed that the trend fell out of fashion when women 

started wearing heels as well. In order to give direction to the research, the question to be 

answered is, how do Master’s cosmetic products appeal to the male market despite the 

effeminate associations with beauty products? 
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II. Objectives of the Study 

In order to give structure and a clearer sense of direction to the study, the researcher tried 

to answer the following objectives of the study which were addressed throughout the 

different parts of the research: 

a. To determine how Master Philippines incorporate male Filipino values and 

concepts in the selected advertisements; 

b. To determine how the Master brand is localized in the Philippines through the 

selected advertisements; 

c. To examine the selected ads of Master Philippines in terms of narratives, 

characters, language, themes and values and visual elements; 

d. To examine how Master Philippines incorporates traditional masculinity in its 

advertisements to sell its cosmetic products; 

e. To understand how Master Philippines presents itself as a masculine brand. 

 

III. Significance of the Study 

The male cosmetic industry is considered to be an industry that is consistently on the rise 

(Souiden & Diagne, 2009). Analysts believe that cosmetics is an industry that is estimated to 

be worth 14.8 billion pounds in 2016 (Fury, 2016). However, the study on the representation 

of male beauty is sparse. 

The researcher aims to help the academe to further the understanding of male beauty in 

advertisements as there is little research concerning the topic (while the feminine aspect of 
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beauty, on the other hand, is saturated with numerous studies and research.) This thesis will 

contribute to the existing studies about gender, especially with regard to the concepts of male 

beauty and masculinity. 

This study elaborates on the idea that being a man or being a woman means that one has 

to follow certain guidelines set by society, such as beauty and grooming which have been 

traditionally associated with women. While this study does take it as axiomatic that genders 

are arbitrarily assigned particular roles in society, it does not by any means aim to forward 

this sort of thinking. 

This thesis will hopefully inspire aspiring media practitioners and advertisers to go 

beyond the bounds of what society considers as acceptable and to defy the very norms which 

inhibit the portrayal of genders, thus allowing people of all genders to be more equally 

represented in advertisements. 

 

IV. Scope of the Study 

For the purposes of this study, only the eight Master advertisements aired during 2016-

2017 were analyzed. The advertisements were analyzed for their overall treatment, how they 

incorporated Filipino values, and how they made use of masculine elements. The timeslots of 

the ads did not play any significant role in the entirety of the study because these 

advertisements were uploaded on Youtube. 

The nature of the study is qualitative in nature and as such made use of the researcher as a 

research instrument in the course of the study. 
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The researcher conducted textual analysis throughout the research. The study dealt with 

the representation of men and the treatment of masculinity and how the men portrayed in the 

ads of Master affirm or dissent from it. The variables were chosen using Guy Cook’s ideas 

on advertising as a discourse. Apart from these, no other concepts were explored. 

 

V. Research Gap 

There are many studies that have been published in the past about the very concept of 

beauty, how it is socially constructed, and how it is traditionally associated with females 

(especially when it comes to cosmetic products). What the researcher observes is that there is 

not much research published on the issue of how companies like Master Philippines are able 

to sell to the male population in the Philippines despite the traditional association of 

cosmetics with femininity. 

This research bridged the gap between the traditionally constructed male roles in the 

branding of Master Philippines as company that produces cosmetics acceptable for use by 

males. 
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Chapter 2 

REVIEW OF RELATED LITERATURE 

I. Advertising 

One of the pillars of advertising, Leo Burnett, defined advertising as “selling 

cornflakes to people who are eating Cheerios”. David Ogilvy’s first commandment, 

on the other hand, is “your role is to sell, don’t let anything distract you from the sole 

purpose of advertising”.  

Advertising is a paid, mediated form of communication from an identifiable 

source, designed to persuade the receiver to take some action, now or in the future 

(Patrick & Hagtvedt, 2017). 

A CNN article by Monita Rajpal talks about the power of advertising. It says that 

advertising has a say not only on how people look but on how their homes look. It 

affects what people wear, what people eat, how people should meet people or how 

and what people should drive. Advertising affects every facet of people’s lives. Ads 

give people a picture of what’s ideal, the ideal life, body or mate. Advertising can 

make a syrupy drink made by pharmacist in 1886 become a brand that’s known from 

the biggest cities to the farthest and tiniest villages. Advertising makes names from 

household items to politicians. Advertising is everywhere – TV, Radio, pop-ups, 

Youtube to name a few (Rajpal, 2016). 
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II. Portrayal of Men and Masculinity in Television Advertisements 

 

As cited in Sayno, 2012,  Maria Lourdes Oviedo in her 1998 study, A Semiotic 

Analysis of Male Images in Johnson and Johnson’s Television Advertisements used 

two components, namely the audio and video, to interpret meaning associated with 

the male imagery presented in the advertisements.  She described the portrayal of men 

through signs and the meaning they generate.  

The father in the commercials, the man, took an active role in child rearing. 

Oviedo described the father as caring, sensitive, and emotionally expressive. 

Although the father was active in childrearing, he also did his traditional roles such as 

being the bread winner of the family, the protector of his wife and daughter and he 

was also successful at work.  

The portrayal of the father is representative of the values and role that Filipino 

society expects men to play as members of a family. In general, Filipino males are 

expected to become the breadwinners of their families while the wife usually 

manages the household which is viewed sometimes as a subordinate role to that of the 

male. 

 

III. Traditional Filipino Men 

 

Two of the cultural norms that are most often linked with masculinity in the 

Philippine context are the ability to perform sexual intercourse and freedom from 

marital controls in a man’s activities. The man is also expected to provide for the 
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household. The man’s wife must be able efficiently manage the household and 

children and give constant emotional and if possible material support. Above all, the 

wife should be permissive to the husband (Lapuz, 1973). 

Filipinos, however, do not regard dependency and dependency on a woman as a 

weakness, compared to American men who take pride in their ability to accomplish 

their duties as head and provider of the household. This is because Filipino men are 

raised to value self-fulfilment more than relationships.  Women play that supporting 

role which enables the men to focus on the task at hand. Thus, the man is dependent 

on the woman because his success is mainly because of the support he gets from the 

woman (Sayno, 2012). 

Over the years, the places that are traditionally only for men have been occupied 

by women. Women now work in factories, plantations and offices. Filipino men 

occasionally lend a hand in child rearing and housekeeping as a “gesture of good 

will”. Men are not expected to help out voluntarily in these aspects. Society judges 

men who help too much, men who are deemed submissive to their wives are mocked 

as “macho-nurin” and “under the saya” (Sayno, 2012) 

In the book A Study of Psychopathology by Lourdes Lapuz, she revealed that 

more than the domination by or dependency on a Filipino man by a woman, the 

man’s ability to perform sex and reproduce is the exclusive criterion for settling 

doubts about a man’s masculinity. A man’s sexual virility to his masculinity is 

analogous to a woman’s attractiveness to her feminism (Sayno, 2012). 

The man will prove his sexual powers through the sexual act. This explains why 

the Filipino man expects his wife to be a virgin at the time of their marriage. A man 
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discovering that his wife has had relations with another man before their marriage 

could severely damage his self-esteem, something which the man values very much. 

The Filipino man’s needs to have the woman he loves as pure and as clean as possible 

is a way for him to protect himself from indirect homosexual contact , or the sharing 

of one woman by two (or more) men in the sexual act (Lapuz, 1973). 

Another measure of a Filipino man’s masculinity is his ability to seduce women. 

The traditional Philippine society condemns flirtatious women, while men are 

encouraged, sometimes even expected to be promiscuous (Sayno, 2012). The male 

seems to have the dominant position in traditional Philippine society and the units 

under it (Lapuz, 1973). 

Society changes with time, and as decades have passed, the traditional roles 

assigned to Filipino men have changed. 

 

IV. Modern Filipino Man 

 

The Philippines has seen a number of great changes. The country has experienced 

economic developments and setbacks and was affected by globalization, a worldwide 

trend that was rapidly spreading not just to First World Countries but even those that 

are said to belong to the Third World – the Philippines is said to belong in this 

category (Sayno, 2012). 

Globalization has opened a lot of doors for Filipinos everywhere in the world. 

Jobs in the highly industrialized countries have been made available to them. It has 

enticed Filipinos who have not found jobs here in the Philippines because of the lack 
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of vacancies. Globalization effects went beyond the country’s economy; it also 

attempted to reinvent the Filipino household dynamics (Sayno, 2012). 

The Filipinos who migrated abroad for better job opportunities had to have 

changes in the way things are run at their household. It was the Filipinas who had to 

become the provider for the family while their husbands would stay at home to take 

care of the household and the children (Sayno, 2012). 

Sayno’s father himself stayed at home. They were all living in the Philippines and 

could very well afford the services of a household helper but his father insisted that 

he be the one to do the chores in Sayno’s mother’s stead. Sayno’s mother is a teacher 

who stays in school from 6 am to 6pm while his father was diagnosed with diabetes, 

that’s why he decided to stay at home and be the homemaker instead of working 

outside which will potentially make his condition worse.  

Filipino men are still expected to seduce women, but this time, the men seemed to 

be more conscious of their appearance even in times when seduction is not their goal.  

Eighty four percent of the 5,300 surveyed from across Asia are using grooming 

products just because it makes them feel better about themselves (PANA). 

Men are also delving in things that are traditionally associated with women such 

as the use of perfumes or colognes. Some are even interested in cosmetic surgery to 

maintain or improve their physical appearance. Careful nail trimming and ear hair 

clipping are some of the things men resort to now (Nicoli 2009 as cited in Sayno 

2012). 
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V. Male Grooming 

According to Kantar Worldpanel, the world leader in consumer knowledge 

and insights based on continuous consumer panels, grooming brands “for men” are 

growing at a faster rate compared to the female beauty sector across eight Asian 

markets: Korea, China, Vietnam, Taiwan, Indonesia, Malaysia, Thailand and 

Philippines (PANA). 

Approximately eighty four percent of the 5,300 surveyed from across Asia use 

male grooming products because it makes them feel better about themselves. Sixty-

four percent of the respondents, however, admitted to using grooming products based 

on what women will think. More than half or sixty-two percent, thought that 

grooming is not only for women (PANA). Around seventy-two percent of the 

respondents thought that grooming is important in their jobs while sixty-seven 

percent of the respondents believed that it is an indication of their social status. In 

Metro Manila, eighty-five percent of the respondents strongly agreed that grooming is 

important in their jobs (PANA). 

Kantar Worldpanel also says that 8 out of 10 Asian men admitted to being 

conscious of their appearance regardless of their age or income levels.  According to 

PANA, these are the top five grooming items used by Filipinos: 
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Illustration 1. The Top 5 Grooming Items for Asian Men vs. Filipino Men 

 

 

The Philippines has the highest percentage use of bar soap, deodorant and 

fragrances/colognes compared to seven other Asian countries. Another concern of 

Filipino men is bad breath (38 percent) and acne (46 percent). 

VI. Master Philippines 

Master Facial Wash is the first in male face care grooming in the Philippines. It is 

also the leading male face care brand in the market today. Master was developed 

because there was a need for a face care product, specifically designed for men 

because men’s skin is different from women’s. Master has been introduced to the 

Philippines in 1972 under Eskinol; it used to be called Eskinol Master Facial Lotion 

(Unilever , 2014). 

In 1996, however, Master was called “Master by Eskinol”.  The “sekreto ng mga 

guwapo” tagline has been used since the 1990s and is still being used up to the 

present. Master continuously encourages the male audience with reasons as to why 

they should use products specifically designed for them like bringing to light the 
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difference between the pores of men and women and highlighting the fact that men 

often have larger pores than women (Master Philippines, 2014). 

VII. Synthesis 

The literature reviewed showed that though male roles in the Philippines have been 

traditionally “masculine” in the past, there have been significant changes in the way men 

are expected to behave (such as the case of stay-at-home dads and the increasing 

acceptance of the use of cosmetics for males). Although the literature shows that the 

Philippines is taking steps toward a more progressive view of gender roles, there are still 

opportunities for improvement which this research addresses. 

The researcher aims to show how traditional male roles are still projected in the 

advertisements of Master Philippines and thus allows “macho culture” to perpetuate in 

society. The connection between traditional gender roles (with a focus on traditional male 

roles) in the Philippines and the branding of Master Philippines is what sets this research 

apart from the gathered literature. 
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Chapter 3 

STUDY FRAMEWORK 

 

I. Semiotics 

 Semiotics is the theory of production and interpretation of meaning. The word 

“semiotics” comes from the Greek root semein, or sign. It is used to describe a 

systematic attempt to understand what signs are and how they function. (Berger, 2017) 

There are two works associated with semiotics, CS Pierce and Swiss linguist Ferdinand 

de Saussure. They were both concerned with how meaning is generated and 

communicated. 

 According to Saussure, signs are made up of two parts: a signifier (the image, 

object or the life) and the signified (the concept of meaning behind it). The relationship 

between the two is based on convention. Saussure stated that concepts do not have 

meaning in themselves. 

 A sign can be anything used to stand for something else. Signs can be words, 

images or sounds but alone, they have no meaning. They only become signs when 

people invest meaning into them. Anything can be a sign as long as it signifies 

something for the one interpreting it. Contemporary semioticians study not only how 

signs are communicated but also study how the production of meanings for the signs 

occur.  

 Saussure’s model of signs defines signs as “the whole that results from the 

association of the signifier with the signified”. This relationship is referred to as 

signification. 
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 Another way to interpret signs is through denotation and connotation which are 

ways to identify the messages the signs convey. Denotation means the literal or the 

dictionary meaning of the signs while connotation is the meaning that the signs have in 

society or the result of the interaction between the signs and the feelings of the viewer. 

The signs are subjective to the interpretation of the viewer.  

 Metonymy and Metaphor are two terms utilized by Roman Jakobson to define the 

two fundamental modes by which signs are conveyed. Metaphors are figures of speech 

that communicate meaning by explaining or interpreting one thing in terms of something 

else (ex. My love is a rose). Metaphor is pervasive in everyday life, in language, thought 

and action.  Verbs are often used metaphorically for example the “ship sliced through 

the waves” (implying that the ship is knifelike). On the other hand, metonymy is a figure 

of speech in which a thing or concept is referred to by the name of something closely 

associated with that thing or concept such as the use of crown to refer to the position of 

the king or a queen. 

 There are three orders of signification in the study of signs. The first order is 

when the sign is self-contained. The second order involves connotation – the meaning of 

the sign meets a range of cultural meanings that derive not from the sign itself but by the 

way society uses and values the signifier and the signified. In the third order of the signs, 

the range of cultural meanings go together with the cultural picture of the world.  

 Advertisements are made up of a number of signs communicated through a 

medium and can be interpreted as signs by themselves signifying a brand or identity. 

The signs in advertisements would work together to produce meaning. Advertisements 

have both denotative and connotative meaning that produce cultural meanings. 
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Advertisements use semiotics as a technique thus, semiotics can be utilized to analyze 

and deconstruct advertisements.  

 

II. Blue Print for Manhood Model 

 The Blue Print for Manhood Model was proposed by Deborah David and Robert 

Brannon in 1976. Deborah David is a psychologist who has written over thirty articles, 

books and papers on areas concerning gender. She has also undergraduate courses in 

Brooklyn College while Robert Brannon Ph.D. was an Associate Professor at Brooklyn 

College in the Psychology Department.  Robert Brannon Ph.D. has been active at 

Brooklyn College’s Center for Sex Role Research and has focused his interest in areas 

like sex objectification, male role issues, rape and domestic abuse.  

 This gender – role model proposes that there are four major masculine themes 

with which men struggle to maintain the gender role of men (David& Brannon, 1976 as 

cited in Khan).  

 

A. No Sissy Stuff 

 The term “sissy” is traditionally associated with things, object, or even themes 

that are identified with women such as “rainbows, ponies, unicorns, makeup” and 

other objects which are considered to be effeminate. 

 This theme deals with the idea of figuring out what women do and not doing that. 

The discomfort that straight male expresses toward gay men is an example of the 

manifestation of this theme, it rooted in the rejection of all things perceived as feminine 

and threatening to one’s masculinity. (Kimmel & Mahler, 2003) 
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B. Be a Big Wheel  

 This refers to the need to be in charge of the situation that men feel. This theme 

associates masculinity with dominance and power over others in the forms of wealth, 

physical prowess, status, space and other aspects (Kimmel & Mahler, 2003). 

 This aspect of masculinity can range from men being leaders to men having the 

upper hand in a sexual relationship. Men oftentimes feel powerless and weak if they do 

not act in conformity with this idea (Kahn, 2009). 

 

C. The Sturdy Oak 

 This theme deals with the man’s need to be independent and self reliant, like the 

oak tree which is unaffected by weather and its surroundings as it tries to remain upright. 

The third masculine theme also includes control over one’s emotion in order to be seen 

as reliable. This theme shows how men are ruled by logic and not by their emotions 

(Kahn, 2009). 

 

D. Give’em Hell 

 The final theme of masculinity deals with the man’s need to be courageous and a 

risk taker. Men may interpret this differently; others may see this as perseverance in 

reaching their goals when times are rough while others may resort to violence in order to 

stay true to this masculine ideal.  (Kahn, 2009) 

 David and Brannon suggest that no one man would be able to achieve all these 

themes but the assumption is that all men compare themselves and attempt to achieve 
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these masculine benchmarks. This model provides specific requirements for idealized 

dominant masculinity that most men want to achieve but are unable to (Kahn, 2009). 

 Throughout the research, the researcher identified these themes and used them as 

a guide in analyzing the selected advertisements of Master Philippines. 

 

 Operational Framework 

 The texts that were used in this study are the Master Philippines ads. The ads are 

an assemblage of signs that are constructed with reference to the cultural conventions of 

the Philippines.  

 Aside from identifying cultural beliefs regarding males, the Blue Print for 

Masculinity was applied as a guide to identify which signs, symbols, gestures, or themes 

showed a hint of traditionally patterned masculine roles. For example, the use of the 

word “gwapo” and the gestures that the actors make in performance of the word gwapo 

can hint toward traditional masculinity if one applies the themes of Be a Big Wheel and 

No Sissy Stuff.  

 The ads are also viewed as messages coming from a source, Master Philippines, 

to their target market, Filipino men, with the purpose of allowing the Filipino men to 

identify with the subject of the ads and see the benefits of using Master.  

 Pierce’s theory of semiotics was utilized to identify the signs within the text. All 

elements in an advertisement whether by intention or by accident, can be considered as a 

sign or symbol and these in turn carry particular meanings. There are traditional lighting 

patterns, for example, in advertisements such as the color blue which bring out a “cool” 

and “masculine” vibe which men can identify with and even the kind of language that 
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the actors employ throughout the advertisements could help to identify what exactly the 

message the producers were trying to send out. 
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Chapter 4 

METHODOLOGY 

A.  Research Method 

  The researcher used a qualitative approach by employing textual analysis 

throughout the research. Textual analysis allowed the researcher to observe, study, and 

analyze the image of a Filipino man in the TV ads of Master Philippines through its 

portrayed behavior of men, language,  and visual elements used in the advertisements.  

  Interpretative Textual Analysis seeks to “get beneath the surface (superficial) 

meanings and examine more implicit meanings.” These textual analysis approaches 

often view culture as a narrative or story telling process in which particular “texts” or 

“cultural artifacts” consciously or unconsciously associate themselves with larger 

stories at play in society.  

  The texts were also examined for signs specifically through the use of Roland 

Barthes’ three orders of significance (denotation, connotation, and myth) with an 

emphasis on the concepts of the signifier and the signified. 

  Advertisements were viewed as texts in this study, with constructed assemblages 

of signs that can be read and interpreted for meaning. Guy Cook’s ideas on advertising 

as a discourse were used as a guide. Cooks said that advertising is a discourse in itself 

with two parts, the meaning of both the text and the advertisement itself and the 

context of how people are responding to it.  
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  The term discourse in the context of this study is the text (which in this case are the 

advertisements) and the contexts were analyzed together in order to see how these 

elements interact with one another and how they are in turn perceived as being 

meaningful and unified (which allowed the viewer to have a cohesive interpretation of 

the text in question).  

   Context here includes substance, paralanguage, situation, co-text, inter-text, 

participants and function of the text. Cook defined the following components of the 

text: 

1. Substance – the physical material which carries or relays the text 

2. Music and pictures – designed to entertain and capture people’s attention 

3. Paralanguage – meaningful behavior accompanying language, such as voice 

quality, gestures, facial expressions  and choice of typeface and letter sizes (in 

writing) 

4. Situation -  the properties and relations of objects  and people in the vicinity of text, 

as perceived by participants 

5. Co –text – text which precedes or follows that under analysis, and which 

participants judge to belong to the same discourse. 

6. Intertext - text which the participants perceive as belonging to other discourse, but 

which they associate with the text under construction and which affects their 

interpretation 

7. Participants - their interpretations, knowledge and beliefs, attitudes, affiliations 

and feelings. Each participant is simultaneously a part of the context and an 

observer of it.  
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8. Function – What the senders think the text is supposed to do or what the receivers 

perceive the text is supposed to do.  

These are the elements which the researcher used as guide for analyzing the 

advertisements of Master Philippines. 

B. Concepts and Indicators 

The text was analyzed in order to identify the different “signs” in each text.  This 

study focuses on gender roles, especially with regard to masculinity. Media often 

stereotypes through gender, and media provides an image of what or how men and 

women should be. 

The Blueprint for Manhood Model says that men are the dominant figures in 

society. According to this theory men should not be doing things that are associated with 

women such as housekeeping or child rearing. Beauty and facial care are things that are 

traditionally associated with women.  

The researcher chose several indicators to maintain focus on the study. The 

researcher first looked at 1) the narrative of the text  2) the language of the text  3) how 

the characters are represented and 4) the representations of the relationships among the 

characters 

The narrative of the text refers to the series of events that occurred in the 

advertisement. This is a description of what happens in the advertisement. The language, 

on the other hand refers to the spoken words and even the letters and words that appear 

on screen for the duration of the advertisement. The representation of the characters 



 

	
	

24	

refers to how the characters or actors are dressed, how they act, and lastly, the 

representation of the relationship of the characters refers to how they address other 

characters in the advertisement or even the viewer directly as a member of the audience 

(when they break the fourth wall, for example). 

 

C. Research Instrument 

In Choosing Qualitative Research: A Primer for Technology Education 

Researchers by Marie Hopefl as cited in (Montelibano, 2015), the research is considered 

as a research instrument. The researcher is the main instrument in this study because the 

researcher is the one involved in the attempt to observe, describe and interpret the data 

gathered. 

Below is a table to be used for data gathering some of the questions were lifted 

from (Montelibano, 2015)’s guide for data gathering which serves as the textual analysis 

guide for this research: 

1. What is the discourse of the text? (What is the message that the text conveys?) 

2. What narrative or flow does the text follow? (How is the story tied together in 

the narrative?) 

3. What language does the text use? (What kind of words does the text use and 

what impact do they have?) 

4. How are the men represented? (How are they made to behave?) 

5. How are the women represented? (How are they made to behave in relation to 

the men present in the narrative?) 
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6. How are relationships or social interactions among characters represented? 

(How do the characters presented connect with each other?) 

7. What Filipino values and culture are represented in the text? 

8. How is Master positioned in the text and what does it signify? (What is the 

branding that Master creates through its advertising?) 

The researcher’s basis for the construction of the textual analysis guide is her 

judgment and that these questions and the literary elements analyzed best guided the 

results of the research in alignment with the research objectives. 

 

D. Units of Analysis and Sampling 

This study aims to analyze both the television and social media advertisements of 

Master Philippines (for a total of eight) since 2014, where the rise of grooming products 

designed specifically for men happened. 

The texts selected were chosen on the basis of their relevance to the study which 

means that the way they were obtained is through purposive sampling. The 

advertisements that last 15 seconds each but are derivatives of the ones that last 30 

seconds each were be counted as one and will be compared to each other as to what the 

advertisers deemed the more important aspect of the 30-second ads which were included 

in the 15-second ads. 

The chosen advertisements are: 
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1. Master: Mahirap maging gwapo, uploaded on the Master 

Philippines Youtube on Feb 20, 2016. 

https://www.youtube.com/watch?v=NQ7KD7LkDSg 

2. Master: Removes Dirt Na ‘Di Kaya ng Sabon Lang, uploaded on 

the Master Philippines Youtube on March 9, 2017 

https://www.youtube.com/watch?v=ZxKWZMHi8Sc 

3. Master: Kaya ba ‘yan ng sabon?, uploaded on the Master 

Philippines Youtube on October 20, 2017 

https://www.youtube.com/watch?v=T8GCcvKDKpY 

4. #WipeAwayTheHate with Master, uploaded on Oct 9, 2016 on the 

Master Philippines Youtube page 

<https://www.youtube.com/watch?v=gAgmBTbCooY> 

5. Beso Challenge: Sinong Sinabon, Sinong Master, uploaded on the 

Master Philippines Youtube page on Oct 8, 2015 

<https://www.youtube.com/watch?v=EqZsXEopwnI&t=38s> 

6. Hohol Challenge: Sinong Sinabon, Sinong Master, uploaded on the 

Master Philippines Youtube on Nov 4, 2015 

7. Ano ngaba ang Sikreto ng mga Gwapo? Master – Fight Oil and 

Pimples, uploaded on Master Philippines Youtube page on Feb 23, 

2015 https://www.youtube.com/watch?v=sasKC-GKTHM 

8. Master Gameface 2014, uploaded on Master Philippines Youtube 

page on Jan 25, 2014 

https://www.youtube.com/watch?v=sXcuNAROwhc 
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E. Data Analysis 

The researcher utilized the textual analysis method in this study. The researcher 

analyzed each ad individually at first and then were compare to each other if they are 

related and if there are trends present in how men were represented in the ads. According 

to the Blueprint Model for Manhood, the typical man is said to have an aversion from 

female characteristics and practices such as a regular beauty routine. This study also 

analyzed how the ads remained perceivably masculine even though they depicted men 

doing an activity associated with women (the use of cosmetics). 

The researcher utilized its frameworks, namely The Blueprint Model for 

Manhood and Semiotics. The ads were viewed with a semiotic lens as a variety of signs 

that were constructed and interpreted with reference to certain conventions of its genre 

and medium.  The researcher looked at the narrative, language, characters and 

relationships present in the text. Through these, the researcher inferred which Filipino 

masculine values were present in the ads.  

F. Researcher 

The researcher is a Broadcast Communication Major in the College of Mass 

Communication, University of the Philippines. She is a member of the University of the 

Philippines Broadcasting Association and UP SAMASKOM. She is interested in working 

in the field of advertising or marketing in the future which is why she chose a topic that is 

related to advertising 
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Chapter 5 

RESULTS AND DISCUSSION 

 

 This chapter discusses the findings of the research in relation to the research objectives 

guided by the textual analysis guide the researcher crafted using the Blueprint for Manhood 

Model and elements from Montelibano’s study. 

 The advertisements were viewed one by one and common elements from these ads were 

taken note of and compared and contrasted with one another. By using the Blueprint for 

Manhood Model and merging it with elements of analysis from Montelibano’s study, the 

researcher was able to align the results of the research with the objectives by showing one by one 

how the elements of each ad affirm or reject the social values in the Philippines. 

 The content of the videos are discussed first and then the textual analysis guide is 

presented afterwards. 

 

A. Master: Mahirap maging gwapo, uploaded on the Master Philippines Youtube on Feb 20, 

2016. https://www.youtube.com/watch?v=NQ7KD7LkDSg 

The ad lasts for 30 seconds and features James Reid. There is a man, who for easier 

referencing, we will call him Master Man. The ad starts with Master Man, James Reid and a 

guy with a backpack  walking the halls of a school . The background music is saying 

“mahirap ang maging gwapo”. Master man is making pa-pogi poses, but the women react in 

disgust. Seven seconds into the commercial, Master Man comes face to face with a woman 
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while he’s making his “pa-pogi” moves but the woman does not seem impressed at all. 

Instead, she points out that Master Man has a pimple. The scene transitions to Master Man 

and James Reid in front of a mirror in the bathroom. They are both wearing black and the 

walls of the bathroom are also black or dark greyish with square lamps on the walls. After 

ridding himself of the pimple, we can see the change of how the girls are reacting to him. 

They seem “kilig” and giggling when the guy looks at them. The girl before even blatantly 

said “gwapo” in a shy way to the guy. The ad ends with a close up of James Reid saying 

Masters is the “sikreto ng mga gwapo.” 

The ad has this cool grayish tint to it. There were no bright colors, not in the walls or the 

clothing of the girls. There was only one girl in pink, and it was a very light pink  that it’s 

almost white. The other girls were either in white or yellow. The color scheme gave it a very 

masculine theme. The third guy was wearing a plain black shirt. 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

 

 

Be a Big Wheel 

Discourse The message relayed is that 

pimples are unattractive to 

women. 

Narrative/Flow Linear 

Language The language is very macho 

and places emphasis on the 

word gwapo when the 
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narrator speaks 

Male Representation The male is represented as 

confident but flawed in the 

sense that he has a pimple 

Female Representation The female is portrayed as 

initially strong and resisting 

to the influence of the male 

but after the male used 

Master facial wash, she 

suddenly became more 

receptive to his advances. 

Relationships/Social Interactions The relationship between 

the male and female in the 

ad showed male dominance 

and aggressiveness while 

the role of the woman was 

to be a receptor to the 

advances of the male 

Filipino Values Machismo 

Branding Empowering 

 

B. Master: Removes Dirt Na ‘Di Kaya ngSabon Lang, uploaded on the Master Philippines 

Youtube on March 9, 2017 https://www.youtube.com/watch?v=ZxKWZMHi8Sc 
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This advertisement is sort of another version of the previously discussed ad. It was cut 

short to 15 seconds with the ad starting with where the leading lady in the pale pink shirt is 

pointing out the tigyawat of our protagonist. Again, we can see how pointing out his pimple 

breaks his confidence, you can see him sad and problematic. The next scene is the 

protagonist looking at the mirror, very troubled, and then James Reid comes to the rescue to 

educate our protagonist about how washing with soap is not enough.  

After ridding himself of the pimple, the guy is shown to exude confidence in front of the 

woman she was initially trying to impress with the woman saying “Ang gwapo” as a positive 

remark in reaction to the disappearance of the guy’s pimple. 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

 

 

Give ‘Em Hell 

Discourse The general idea is that 

washing with soap is not 

enough and that additional 

care must be given to one’s 

face in the form of Master 

facial products. 

Narrative/Flow Linear  

Language The language and tone of 

James Reid is very 

informative throughout. 
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Male Representation The Master Guy is 

portrayed as having broken 

confidence after being 

rejected due to his pimple 

but finds a renewed 

confidence after  

Female Representation Initially dismissive then 

submissive 

Relationships/Social Interactions The interactions here are 

between James Reid and 

the protagonist and the 

woman and the protagonist. 

Between James and the 

male protagonist, they have 

a sense of connection as 

males who want to help 

each other out while the 

woman is portrayed as 

somebody who must be 

won over. 

Filipino Values Sense of Community 

Machismo 

Branding Master is portrayed as 



 

	
	

33	

essential in building 

confidence and winning 

over the hearts of women. 

 

C. Master: Kaya ba ‘yan ng sabon?, uploaded on the Master Philippines Youtube on October 

20, 2017 https://www.youtube.com/watch?v=T8GCcvKDKpY 

This advertisement shows Alden Richards in what appears to be well-lit dressing room. 

There are rectangular yellow lights against a black backdrop which is reminiscent of 

Master’s color scheme which is black and yellow. 

Alden is wearing a black leather jacket and comments on how soap is not enough to rid 

the face of excess oil and pimples. He then goes to say in a manner directed to the viewer that 

“’pag walang excess oil and pimples, gwapo!” (If you have no excess oil or pimples on your 

face, you are handsome!”) all while strutting poses which exude the typical appearance of 

masculinity while putting on black sunglasses. It would appear based on the tone that the 

purpose of this advertisement is to entice the viewer into subscribing to the idea that it is 

necessary to rid oneself of excess oil and pimples (and it is implied that Master’s facial scrub 

is the way to do this) in order to conform to the projected standard of gwapo portrayed in the 

advertisement by Alden Richards. 
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Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

 

Be a Big Wheel 

 

Discourse Alden Richards affirms a 

standard of beauty for men 

wherein having no pimples 

is a norm if one wants to be 

called “gwapo.” 

Narrative/Flow Linear monologue 

Language Alden Richards speaks in a 

very macho manner and 

projects much confidence 

unlike the Master guy prior 

to using Master products. 

Male Representation The only male in the ad 

(Alden) projects 

exaggerated macho tone 

and gestures throughout the 

entire ad. 

Female Representation N/A 

Relationships/Social Interactions N/A 

Filipino Values Machismo 

Branding Master facial wash is 
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portrayed as necessary to 

overcome facial problems 

and win over women. 

 

D. #WipeAwayTheHate with Master, uploaded on Oct 9, 2016 on the Master Philippines 

Youtube page https://www.youtube.com/watch?v=gAgmBTbCooY 

The advertisement starts with Maine Mendoza commenting on the appearance of online 

trolls in social media (0:07). Alden Richards then reads a tweet by a person who goes by the 

username @VitaminSeaCow addressed to Maine “Pa’no naging artista si @mainedcm with 

a face full of pimples? Mas maganda naman ako NANG DI HAMAK! *hair flip* *taas 

kilay*.” Maine simply brushes off the tweet and goes on to read a tweet by username 

@JoedBanana about Alden instead. “@aldenrichards02 pambansang dimple ka ba talaga o 

pambansang dimple?” Maine then reads a tweet by @pinkp0werfive addressed to Alden 

“flawless daw si @aldenrichards02, ano yung parang pwet ng baby na kaka pupu lang?” 

(“Alden Richards is flawless? What’s that, like a baby’s butt that just pooped?”). Maine then 

teases Alden for it and Alden asks her to smell his face. He asks Maine if he does indeed 

smell like pupu to which Maine replies, “amoy papa” in a flirtatious tone to which a canned 

reaction of an audience wooing is played.  

The duo then thanks their supposed online viewers’ feedback and replies to them in turn 

by lip-syncing and acting out the song Hari ng Sablay by Sugarfree. Both Alden and Maine 

then address their fans and haters alike and urges them to #WipeAwayTheDirt (the words of 

which are flashed on screen) and then the word dirt is segued with the word “Hate” turning 



 

	
	

36	

the hashtag into #WipeAwayTheHate as Maine mentions the phrase. They then use their on-

hand facial cotton scrubs (presumably wet with Master facial scrub) to wipe away the 

hashtag on-screen. 

At first viewing, one would presume that this was merely a video meant to send a 

message of tolerance to their fans and haters alike but upon a further extension of analysis, 

the researcher noticed the symbols and signs that were assigned to Maine and Alden. Maine 

was occasionally wearing a crown paired with an elegant white dress while Alden was 

assigned a black leather jacket along with black shades which added to his masculine image. 

The symbols assigned to them led the researcher to believe that the advertisement’s 

underlying message is that it reaffirms the performance of male and female gender roles but 

the twist is that Master facial products (and conversely, its feminine counterpart Eskinol) can 

best help the viewer to achieve the performance of these roles. 

The backdrop was black throughout the entire video and there were constant yellow 

rectangular lights placed on the backdrop itself while occasionally there were the yellowish 

lights emanating from the vanities present to the right of Alden and Maine. The video’s 

lighting overall conformed with Master’s branding. 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

 

 

Discourse The video projects that 

people should not hate one 

another and uses facial 
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The Sturdy Oak imperfections such as 

pimples as the starting point 

for that message but still 

portrays pimples as 

undesirable. 

Narrative/Flow Linear dialogue 

Language The language is flirty 

between Alden and Maine 

and conversational when 

addressed to the audience. 

Male Representation Masculine Filipino male 

who projects confidence in 

the face of criticism 

Female Representation Traditional Filipina who 

composes herself well in 

the face of criticism 

Relationships/Social Interactions The relationship between 

Maine and Alden is flirty 

but when either of them 

address the audience they 

project a tone of care. 

Filipino Values Crab Mentality 

Branding This ad in particular makes 
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it appear that Master as a 

brand cares for its users 

which is why they are 

selling their product. 

 

 

E. Beso Challenge: Sinong Sinabon, Sinong Master, uploaded on the Master Philippines 

Youtube page on Oct 8, 2015 https://www.youtub.com/watch?v=EqZsXEopwnI&t=38s 

The video begins with a trio of friends named Ken, Johann, and Mac introducing 

themselves as the tropang Master. They propose a challenge where they get the most 

number of besos in a span of thirty minutes but before they do that, they first wash their 

faces in the bathroom. Johann uses Master Oil Control Max while Ken uses just soap to 

wash his face.  

Ken initially acts very macho in the beginning of the challenge while Johann exerts 

less of an effort to project a character throughout the challenge. Ken is shown to be 

constantly rejected by the women she tries to beso while Johann, on the other hand, is 

shown to find it much easier to beso the women that he approaches and it is pointed out 

in the video that Ken’s face is already oily midway through the challenge while Johann is 

still effortlessly getting besos from the women he approaches and it is subtly hinted that it 

is precisely because of Master facial care products that he is able to achieve the feat that 

he is performing in the video.At the end of the challenge, the score is 7-17 with Johann in 

the lead. 
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The video then abruptly cuts to a video of a man complaining that despite him using 

soap to wash his face, he still has facial oil and pimples. The narrator then explains the 

advantages of using Master over ordinary soap then the video cuts to the tropang Master, 

reiterating the message that soap is not enough and that Master is the secret of the 

handsome or gwapo.  

For most of the video, the coloring was not exactly in line with Master’s branding 

because it was shot in a mall. The Master yellow and black scheme was maintained in the 

cutaway where a man was complaining about his facial oil and pimples despite him using 

soap but other than that, there was nothing much unique about the use of colors. 

 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

 

Give ‘Em Hell 

 

Discourse The message relayed is that 

using Master facial wash 

instead of washing wit just 

soap will increase one’s 

appeal to females. 

Narrative/Flow Linear 

Language The language used in the ad 

is same all throughout, 

mostly  
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Male Representation The males project an 

overweening confidence in 

their attempts to get women 

to beso with them. 

Female Representation The females here were 

objectified as part of a 

scoring system for who can 

get the most besos from 

them. 

Relationships/Social Interactions The males in this 

advertisement are confident 

and competitive aggressors 

vying for points in the form 

of besos from women. 

Filipino Values Machismo 

Branding The overall tone of the 

advertisement suggests that 

Master enables men to be 

more confident in getting 

women to like them. 
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F. Hohol Challenge: Sinong Sinabon, Sinong Master, uploaded on the Master Philippines 

Youtube on Nov 4, 2015https://www.youtube.com/watch?v=0DYP4nfvMhs 

In this  video, Ken again introduces Johann and Mac and himself as members of Tropang 

Master and their challenge for this episode is to see who can stay the most fresh after a day of 

HOHOL (hangout hangout lang) while exposed to the sun. Johann and Mac participate in the 

challenge but not before washing their faces with Master and soap,  respectively. 

Johann and Mac perform different activities under the sun such as reading books, simply 

lying down on the sofa placed conveniently under the sun for them, doing strenuous 

exercises such as jumping jacks and lifting weights. At the end of their challenge, they call 

forth a construction worker who is carrying a large pane of glass and both men press their 

cheeks against the pane. Mac loses because he had the oiliest face at the end of the challenge 

while Johann, on the other hand, seemingly and effortlessly pulls off a victory by staying the 

most fresh at the end of the day. Johann points out that it was Mac who used soap for the 

challenge and that it was him who used Master. Graphics then appear on-screen to validate 

what Johann just said. 

The video then cuts away to Mac complaining that he still has a lot of facial oil and 

pimples despite him soaping and again we are presented with the same video played in the 

previous episode but in the end of this cutaway, the man complaining is shown to have 

removed his facial imperfections presumably through the use of Master and is then portrayed 

in what appears to be a bar or nightclub with two women one at each of his side who radiate 

what appears to be an aura of interest towards him.  
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In this advertisement that man is wearing all black and the treatment of the cutaway is 

mostly black and yellow with occasional blue and red lights in the foreground or background. 

The video then cuts back to the Tropang Master and predictably, they end by saying that soap 

is not enough and that one should use Master because it is the “sikreto ng mga gwapo”. 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

 

Give ‘Em Hell 

 

Discourse The message relayed is that 

Master is useful for 

building confidence by 

removing facial 

imperfections. 

Narrative/Flow Linear narrative with 

cutaways 

Language The language used in the ad 

shows a duality between 

confidence and a lack 

thereof manifested in who 

used Master and who did 

not. 

Male Representation The guy who used Master 

was shown as lacking in 
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confidence while the guy 

who used Master on the 

other hand projected it all 

throughout. 

Female Representation The women in the ad 

mostly served to validate 

the “effectiveness” of 

Master in building 

confidence for men. 

Relationships/Social Interactions The relationship showed 

was mostly the competition 

between the two males. 

There was a short 

interaction between two 

females and a male at the 

end. 

Filipino Values Machismo 

Branding Master products enables a 

man to be more confident 

in his actions as opposed to 

using just soap. 
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G. Ano nga ba ang Sikreto ng mga Gwapo? Master – Fight Oil and Pimples, uploaded on 

Master Philippines Youtube page on Feb 23, 2015 

https://www.youtube.com/watch?v=sasKC-GKTHM 

The video begins by saying that soap is not enough in terms of facial care. The man 

from the cutaway videos in the episodes featuring Tropang Master is finally named as 

Mark by one of his friends. He is shown to be aversive of social confrontations with his 

friends and fans because of his pimples and excess facial oil. Because of his facial 

imperfections, Mark has lost the ability to be confident in his sport and in social 

encounters in general. 

However, after he is shown to have used Master facial scrub, his pimples and facial 

oil go away and he is able to regain the confidence he once had and thus is able to 

overcome his previous insecurities. He is shown performing a difficult basketball 

maneuver in a game and overpowers his opponents. The video mostly has a black 

backdrop throughout and there are only the occasional gleams of yellow or blue which 

come to the foreground. During Mark’s basketball scene, he is shown to be at his most 

confident. He is wearing a black basketball uniform with the words Master written in 

bold yellow at the front of his uniform. 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

Give ‘Em Hell/ 

Discourse Master Products can enable 

men to perform better in 
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Be a Big Wheel 

 

 

their activities such as 

sports. 

Narrative/Flow Linear 

Language The language is spoken 

mostly by the narrator and 

shifts from passive to 

confident after the player 

uses Master. 

Male Representation The male in this ad is 

shown to be lacking in 

confidence which hinders 

his performance as an 

athlete prior to using 

Master. 

Female Representation N/A 

Relationships/Social Interactions N/A 

Filipino Values N/A 

Branding The branding this 

advertisement projects is 

that Master is a way of 

boosting performance 

through confidence in 

appearance. 
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H. Master Gameface 2014, uploaded on Master Philippines Youtube page on Jan 25, 2014 

https://www.youtube.com/watch?v=sXcuNAROwhc 

In this video, Chris Tiu is shown to have difficulty grasping the ball after wiping 

away the excessive sweat and facial oil on his face with his hand leading to a poor 

performance in the game. Chris Tiu’s face is then juxtaposed in a split-screen to highlight 

the difference between a face that has used Master Facial Scrub and one that has merely 

used soap and the results are favorable for the side of Chris Tiu’s face that used Master 

facial scrub. 

After Chris Tiu uses Master, his face is noticeably less sweaty and oily in the video as 

he is playing basketball and his performance is greatly improved as shown at the moment 

where he pulls off a three-pointer despite some opponents trying to block him. His 

victory in the sport is attributed subtly to the use of Master facial scrub. The color 

treatment of the video borders between grayish and black and Chris Tiu’s uniform is a 

prominent black with yellow bold-faced text on it that says “Master”. 

Textual Analysis Guide 

Blueprint for Manhood 

(Theme) 

Elements 

 

Give ‘Em Hell 

 

Discourse The ad shows sweat and 

facial oil as detrimental to 

one’s confidence and 
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 performance in sports. 

Narrative/Flow Linear 

Language The language shifts from 

lacking in confidence to 

macho after using Master 

facial wash instead of soap. 

Male Representation Chris Tiu is portrayed as 

lacking in confidence 

leading to poor basketball 

performance but after using 

Master facial wash, he is 

able to overcome his rival 

players 

Female Representation N/A 

Relationships/Social Interactions The interactions present 

here are only from player to 

player. The other players 

are overcome after using 

Master facial wash. 

Filipino Values Machismo 

Branding Master is portrayed as 

useful in boosting male 

confidence and 
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performance in  Sports. 

 

 

 

Synthesis 

 The researcher observed from the videos that Master used the color scheme of black and 

yellow to be portrayed as most prominent in order to give their videos a masculine feel to them. 

 The men shown in the videos are often portrayed as doing masculine activities either in 

competition with each other or in order to woo the women they are trying to impress in the 

scenes portrayed in the videos. 

 One thing that any scenario depicted in Master’s advertisements has in common is the 

fact that when the man who underperforms or initially fails to achieve his goal uses Master’s 

products, he is then able to overcome his initial setbacks and come out triumphant. Though the 

ending of Master’s advertisements is on the whole positive, it serves to actually reaffirm the 

standard of masculinity that we have in Filipino society and one way this is evident is with the 

advertisements’ portrayal and use of women. 

 Maine Mendoza for example and all the other women shown throughout the 

advertisements affirm the kind of masculinity that the male actors are shown to act out. When 

Alden Richards feigns attempting to kiss Maine while making her smell his face for example, he 

asks Maine if he smells like pupu to which Maine replies “amoy papa”. 
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 In the first video, the woman initially rejects the third guy’s advances toward her because 

of a prominent pimple on the man’s nose but when the guy uses Master to rid himself of the 

pimple, his masculine actions are then met with affirmation and positive reception from the girl 

of his affections which only goes to show that Master is using the socially accepted standard of 

Masculinity to sell its products.  
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Chapter 6 

SUMMARY AND CONCLUSION 

 

Summary 

 The research dealt with the subject of masculinity as presented in the advertisements of 

Master Philippines and is primarily a qualitative study. 

 The researched utilized semiotic analysis throughout the research and made use of 

purposive sampling to determine which advertisements of Master Philippines she would include 

in the study. 

 The general objective of the study is to determine whether or not Master Philippines 

normalizes a certain standard of masculinity through its selected advertisements. 

 The researcher found that based on her semiotic analysis of the advertisements, there is a 

great degree of perceived normalized masculinity in Master Philippines’ advertisements which is 

detrimental to the eradication of traditional gender roles. 

Conclusion 

  The researcher observed that in many of the videos, the men are portrayed as lacking 

when they have excess facial oil or imperfections such as pimples and the discourse that the 

advertisements seem to have in common is that Master facial wash in the way to rid oneself of 

these imperfections and to improve performance in the things one does. 
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 The advertisements obviously target the male demographic as the researcher observed 

through the discourse, language, and how the male characters are portrayed and how they 

interact with the other characters (especially females) in the ads. 

 Women are objectified in the sense that they were used as a scoring system (such as when 

the Tropang Master tried to get as many besos as they could from women in a mall) and they 

even served to affirm the confidence of the male protagonists whenever they used Master 

products (this occurs in the last five seconds of the ads usually when the women or a woman is 

shown being submissive to the man who originally they rejected or did not like). 

 Overall, the advertisements of Master serve to reinforce the status quo by propagating 

negative Filipino values such as machismo by presenting the brand as an enabler for the things 

men supposedly want to do (such as impress women or excel in sports – to impress women 

again). 
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Chapter 7 

IMPLICATIONS AND RECOMMENDATIONS 

Implications 

 The researcher discovered throughout the research that Master portrays itself as a brand 

that will enable men to boost their confidence by allowing them to get rid of problems such as 

acne, excess facial oil, and pimples. 

 While the ads do in fact perceivably empower men, this comes at the cost of reinforcing 

the status quo through the propagation of negative Filipino values (most especially machismo 

which in turn allows for the culture of toxic masculinity to exist). 

 Through the ads of Master Philippines, the standard of masculinity wherein men have to 

act macho and do everything in their power to impress the women around is propagated which 

while this is empowering for some men, it is an unrealistic standard for many others and this 

kind of thinking when forwarded disenfranchises women into taking passive roles in society 

(which is exactly what happened in the ads of Master through their portrayal of women as prizes 

or things to be won over). 

Recommendations 

 The researcher recommends that advertising companies do away with the normalized 

standard of masculinity and in turn challenge the status quo by creating advertisements that 

suggest that men can be men without having to conform to society’s constructed idea of what it 

means to be a “true” male. 
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