Question 1: When will advertising embrace diversity, gender and race equality and start reflecting the real world? Critically discuss and respond (by Martin Bush)

Does the media reflect real world society perspectives? Media shows us what is important to people, reporting on fads, current issues and what they think people are wanting to hear. It is rare for people to seek out information for themselves and will instead rely on mass media such as radios, television, news channels and articles to find the information for them and conclude their opinions. (B. Works, 1964).  The issue with this in advertising is that it can be led by an agenda, delivering media with the intention of getting the viewer to like their brand and buy into their products. “It is alleged that television, a mass medium which penetrates all sectors of society, projects a view of the world through repetitive and pervasive patterns”.(Enotes, n.d.) When a brand delivers an advert, they try to portray an idealist life that the consumer can relate to or wish for themselves. This means reaching out to a diverse audience, including those of different gender, race, and sexualities. The issue with this, is that although discrimination is rejected in face-to-face society, it is still prominent over social media. Channel 4’s advertisement ‘#togetheragainsthate’ demonstrated how racist abuse, bullying and harassment is almost common practice online, stating that “41% of young adults have seen racist abuse, bullying or harassment online” (Nationwide Building Society, 2018). This essay will discuss whether advertising is doing enough to promote diversity, if advertising agencies will do more to embrace diversity, gender and race equality and how society perceives diversity in the real world.
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Disability in Advertising
“In 2011, nearly 1 in 5 people (17.9%) in England and Wales reported a disability that limited their daily activities.” (Office for National Statistics, 2015). Maltesers launched their ‘Look on the light side of disability’ in 2016, by AMV BBDO advertising agency after winning the ‘Superhumans Wanted’ competition run by the Paralympics. Maltesers featured three short advertisements that focused on different disabilities, including actresses Storme Toolis, Samantha Renke, and Genevieve Barr. This campaign was managed by Rosemary Frazer, ‘Scope’ disability equality charity champion, who stated in a behind the scenes coverage that “roughly around 20% of the population and yet we’re largely invisible on our television screens” (Maltesers, 2016) referring to the disabled community. Maltesers largely based these stories off the stories told by their focus groups, but as they were not portrayed exactly as it happened, some people have described the stories as “cringey stuff” (Pepper, 2016). It could be argued that although it was good to use actresses from the disability community and listen to focus group stories, changing the stories can make them less believable. 
Most responses from The Guardian concluded that the campaign “tried hard, not perfect, we want more. A begrudging sense of this being better than nothing. I know that until disabled creatives are allowed into the fold, all the way up to writing scripts for adverts, change will be slow.” (Pepper, 2016). However, the fact that Maltesers featured these actresses as main roles and not just token pieces was considered a huge step for the community, with reports from the company that “consumers were 44% more likely to say that they thought Maltesers were changing the way the nation perceives disability.” (Marketing Society, n.d.). This demonstrates that by using diversity, with proper research into focus groups, advertising can help to build a brand and create an inclusive community. Renke even told reporters on reflection that “I have had a really great response from people. A lot of people with my condition have also been sharing it across the world because they are happy with it.” (Lancashire Post, 2016). This shows that although the Channel 4 advert from Nationwide ‘#togetheragainsthate’ demonstrates a negative side from social media, where Renke received abuse online with comments such as “Ew, she’s disabled”, “Disgusting, freakish and awful”, “Normal humans walk on two legs” (Nationwide Building Society, 2018) and many other negative connotations, this seemed to be minority feedback. Concluding on the basis of Renke’s overall response, it can be concluded that this advertisement was a success, and can be considered a reflection of real world perspectives. With more advertisements like this where members of the disabled are consulted in the marketing team, in focus groups, and taking on more lead roles in acting, then advertising will have a truer reflection of disability diversity in the real world.
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Race equality in advertising
Pepsi released an advertisement in 2017 starring Kendal Jenner, with the intention to “project a global message of unity and understanding” (Pepsi, 2017). The storyline of the advertisement is that there was protests peace and love, the protest marches past a photoshoot where Jenner was having photographs taken, she removes her wig handing it to a member of the black community to join the march, grabs a Pepsi can and hands it to the police officer who accepts it and smiles. The advertisement concludes with the statements “Live Bolder, Live Louder, Live Now” (Yadav, 2017). The brand features the protest signs with symbols of peace and love to signify the unity that Pepsi brings. This puts the Pepsi brand right into the centre of the protests. 

The advertisement source was reposted by ‘Yadav’ as Pepsi took down the advertisement shortly after receiving a large number of negative reviews. It is still clear that this advertisement did more damage for the company than positive, as the reposted received 21k dislikes in comparison to the 18k likes with over 3 million views. 


Talking Points:
· Advertisement implied that if the protesters had been kinder to the officers, then they would have been united sooner. 
· [image: The Pepsi ad bears a visual similarity to this image of Ieshia Evans as she is charged by riot police in Baton Rouge, Louisiana.]
· “The Pepsi ad bears a visual similarity to this image of Ieshia Evans as she is charged by riot police in Baton Rouge, Louisiana. Photograph: Jonathan Bachman/AP”
· Pepsi have removed this advertisement from their portfolio.
· Pepsi responded via twitter with the statement “Pepsi was trying to project a global message of unity, peace, and understanding. Clearly, we missed the mark, and we apologise. We did not intend to make light of any serious issue...” (Pepsi, 2017). 
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LGBTQ+ in advertising
McCain’s have been promoting the LGBTQ+ community in their advertisement series ‘We are Family’ to demonstrate that the term ‘family’ comes in all shapes and sizes. The series was created by Adam&eveDDB advertising agency, following that “research showed that 84% of consumers were unable to recall seeing anything in popular culture that featured a family like their own in over the last six months.” (Srivastav, 2017), (Inclusive Companies, n.d.). These adverts go through the same story of there being a diverse mixture of families, naming the different kinds of families, but ending with “It’s mealtimes that make a family” (McCain UK, 2017) and “It’s differences that make a family” (McCain UK 2019).

Talking Points:
· It’s good that they are normalising different family sceanrios
· Can be argued that the LGBTQ+ community are being used as token pieces within the advert
· Discuss the comments section from the Youtube video and the #togetheragainst hate responses
· Is it a bad representation or is society not there yet?
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Gender roles representation in advertising
John Lewis recently released the advertisement ‘Let life happen’ by adam&eve DDB in October of 2021, but was quickly taken down due to worries of it being potentially misleading. “This advert has been withdrawn because the Financial Conduct Authority considers the content to be potentially misleading and could cause customers to be confused about John Lewis' new home contents insurance offering.”



Talking Points
· Was withdrawn due to confusion of advert, not the gender representation
· Community was angry about the boy dressed as a girl
· And how the sister was stereotypically being good and the boy was allowed to make a mess
· But is it a bad representation? Boys are never seen on TV as being allowed to wear makeup
· Research statistics on representation of cross-dressing in advertising- discuss
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Conclusion talking points: what does these examples teach you, what makes an inclusive advertisement, what damages communities, discuss if the media reflects real world society perspectives, and When will advertising embrace diversity, gender and race equality and start reflecting the real world.
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