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1. Introduction

Many refer to it as “the disease of the twenty-first century” (Rössner, 2002). According to a recent OECD study, one in two adults and one in six children are overweight globally and this number is increasing (OECD, 2017). In this work, we will uncover stereotypes surrounding obesity and attempt to explain how these are being perpetuated through the media. These come to reinforce the negative image of this population which very often is victim of their obesity status more than being responsible for it.  
The description and criticism of three images launched in Switzerland for a Swiss advertising campaign will demonstrate how prejudices attached to this population are strong and tolerated in the common conscience, to the point that such discriminatory advertising posters were displayed for many weeks in all towns of Switzerland without facing opposition.
Followed by a mini literature review, this paper will expose and critique the different levels of discrimination aimed to obese individuals, that spring from three images while explaining the most common stereotypes people usually associate with fatness. The environmental factors promoting obesity and the medical, social and psychological impacts resulting from this phenomenon will also be introduced. Finally, towards the end of this paper, we will discuss how stigmatization of overweight and obese people can be reduced.
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2. Mini-Literature review
[bookmark: _GoBack]Although in 1948, the World Health Organization officially considered obesity as a problem, it was not until 1997 that the phenomenon was recognized as a global scourge (James, 2008). According to the World Health Organization, a person is “considered overweight with a body mass index (BMI) over 25 and obese when this figure is 30 or over” (WHO, 2023). This social group, of which women constitute the majority (James et al., 2001), is more exposed to socio-economic disparities (Jevitt, 2019), to social oppression (Rogge et al., 2004) reinforced by the notion of intersectionality, especially related to health inequalities (Gkiouleka et al., 2018) and is more prone to deep social exclusion (Levitas et al., 2007). Obesity is a social problem (ECED7002 Session 1, ppt Social problem) which creates a form of social acceptance of a balancing power in which large bodies are dominated and victimized by socially defined value of judgments. It has been found that “weight bias is the fourth most frequently reported form of discrimination” (Nutter et al., 2016) and each year in the United States, more than 300,000 people die of obesity (Flegal et al., 2004). 
3. Background

It is important to mention that Denner is a Swiss supermarket chain and its branches are only located in Switzerland (www.denner.ch).  With over 850 branches throughout the country, the discounter Denner has one of the densest branch networks. "Nähe bei Dir" (“Close to you”) is therefore not just a slogan, but a promise made to customers to always be geographically nearby. According to their saying many Denner branches are an advantage for everyone, except for those who actually like to travel long distances: dogs. In September 2022, the brand plays on this slogan and makes fun of it by clearly exposing the consequences of the proximity of their supermarkets: being only a few steps from your home (therefore not requiring much exercise or a great deal of effort to get there), prices being very competitive (therefore inevitably good and cheap products), one can quickly gain weight and become overweight (state of obesity).

4. Description and critique of three images

In September 2022, Denner launched an online advertising campaign which was rapidly followed by thousands of advertising posters throughout Switzerland displaying varieties of dogs whose image had undergone a significant and exaggerated body modification (using software such as Photoshop) so that they appeared extremely overweight. According to the narrative of Denner, the consequence of the dogs' lack of exercise is to turn fat. The choice to present a moderate overweight has been abandoned in favor of striking and disturbing images that show obesity in its extreme: the one that reduces our movements, the one that generates other types of diseases and the one that excludes us socially (impossibility to participate in certain activities, fear of the gaze of others, etc.).

Below, a short description of three of the five breeds of dogs chosen by Denner for its marketing operation.

Image 1: This dachshund has such a coated body, so heavy (it touches the ground) and disproportionate compared to its legs which are so short that we guess that it was certainly not able to walk to the supermarket on its own (without being carried), despite the proximity of the store. The strong stigma that being overweight immobilizes us and has us dependent on others is therefore perfectly illustrated here. Being dependent on others can create discomfort, the feeling of being a burden for others. Which naturally leads to withdrawal into oneself, to isolation. Obesity is associated with increase in perceived social isolation, especially among older women (Hajek et al.,2021). 
Image 2: The pictured poodle is presented in a feminine way: leash and collar can be likened to jewels and its hair has been trimmed in a very meticulous way giving it a posh air, an air of princess. On the other hand, its overweight prevents it from standing on all fours and forces them to have an unnatural position for a dog, sitting on its buttocks. This image reinforces the common believe that being fat generates offbeat/marginalized behaviors. It also strengthens the believe that fat women remain unattractive, even when they take good care of themselves. Indeed, a study conducted in Sweden on prejudice of obesity among 10-years old shows that “boys were more positive to the thin girl figure than girls themselves. This could be a first sign of the potential pressure some boys put on girls to be thin” (Hanson et al., 2019).  
Image 3: The English bulldog is one of the most popular companion dogs. This breed has also been known to have a failing respiratory system and almost all of them suffer from brachycephalic obstructive airway syndrome (BOAS). It is obvious that being overweight is very dangerous for these dogs who can easily pass away because of it, especially due to their genetic breathing problem. Here, the idea put forward reinforces the dangerous nature of being overweight as it can be a threat to life and reduce life expectancy in adulthood (Peeters et al., 2003). This fact is not wrong. There is therefore no misinformation at this level, but the way chosen by Denner of communicating this message could have been presented in a non-degrading manner in order to preserve the image of the overweight person.

«Der kurzen Weg zu Denner ist nicht für alle ein Vorteil» («The short distance to Denner is not an advantage for everyone») is illustrated in a questionable and contentious humor. The breeds of dogs chosen for this Denner campaign were not picked by chance. Each of them was purposely selected based on how easy or relevant it would be to use and distort their image to better exploit the state of being fat and inevitably reinforce the stigma around people part of this social group. Although I want to believe that the original idea of Denner was certainly not to humiliate overweight people, this allegorical advertising campaign is plainly aimed directly at them.

5. Two levels of discrimination exposed

5.1. Explicit discrimination

Denner's advertising campaign explicitly targets overweight in animals by making fun of them. The distortion of images thanks to the power of digitalization has created animals that do not (or rarely) exist in real life. The digitalization gives humans a right for freedom of expression that raises questions such as: Are the lives of dogs less important than that of humans, which gives us the right of misconduct towards them because they cannot defend themselves anyway?
This campaign has also triggered reactions from Swiss animal protection activists (Obrecht, 2022) who see in these images the normalization of fatness in animals and the lack of interest in the serious consequences that obesity can have in dogs.

5.2. Implicit discrimination

The implicit discrimination we are talking about is suggested but not openly expressed and appears in two aspects. One is targeting the overweight population whereas the other one focused on discount supermarkets.
The first audience indirectly pointed here is the community of overweight people. Morally unable to use people to convey its message as it will not be politically correct or socially acceptable, Denner chose to subtly personify dogs depicted in its advertising campaign so that humans can easily identify with them (Delbaere et al., 2011). A recent study has showed that there is evidence of misperception of one’s own body after having been exposed to “thin” and to “fat” persons/images and confirms the concept of body image disturbance both for those who underestimate and those who overestimate their own size (Brooks et al., 2016). The more stigmatized they feel, the less overweight people are willing to lose weight (Puhl et al., 2009). Not to mention that education and socioeconomic background do affect obesity, - especially in women - leading to less job opportunities for these categories of persons (OCDE, 2017). 
The second audience marked is the poor. One might wonder if Denner's advertising campaign is not a marketing slip-up. Any company spending thousands of pounds in its advertising campaign would want to make sure to spread a positive message or at least to make sure to leave in the common conscience an unconfused perception of the idea that they want to convey to their prospective and/or established customers. As a discounter, the goal should be to promote the fact that one can market affordable food that is still healthy. By associating their brand with obesity, it generates three negative and counter-productive actions:
· discounters sell unhealthy food, consequently people are turning fat
· cheap food is being sold at discounters’ so you can get “more bang for your bucks” at the risk of getting overweight
· discounters offer low-cost food, therefore more accessible to those who have less money to spend on nutrition
An American study showed that “counties with poverty rates superior of 35% have obesity rates 145% greater than wealthy counties” (Levine, 2011). Accordingly, there is a direct correlation between obesity and poverty (Levine, 2011). Denner’s advertising therefore has a greater chance of negatively impacting people of a poor social class while confirming to those belonging to a more privileged background that Denner is not a grocery stored suited to them. The Swiss discounter’s advertising campaign implicitly takes part in widening a bit further the gap between the most advantaged in the society and the underprivileged. 
6. Stereotypes attached to corpulent individuals
According to recent statistics from the World Health Organization (2021), worldwide obesity has tripled since 1975. In 2016, 1.9 billion adults were overweight and among them 650 million were obese, 39 million children under the age of 5 were overweight or obese in 2020 (WHO, 2021). 
Between 19% and 42% of obese people are victims of recurrent forms of stigma (Spahlholz et al., 2016). Women tend to experience a higher preponderance of stigma, a higher mental health deriving from this stigma and a higher tendency of embodying weight preconceived opinions in comparison with men (Boswell et al., 2015).
Moreover, the public concerned cultivates a bad image of their own condition and internalizes this stigmatization. Indeed, a study showed that “overweight and obese young adults are just as stigmatizing of obese individuals as are their normal weight counterparts by holding negative attitudes toward obesity, presumably because of their low self-esteem” (Latner et al., 2005).
The World Obesity Federation describes weight stigma as "a result of weight bias which refers to the negative ideologies associated with obesity"(WOF, 2023). This UK based global organization exposes the five environments where bias towards fat people is the most predominant: in education (bullying by other pupils and/or by the teachers), in the work place (discrimination at every stage of employment, wage gaps...), in personal relationships (stigmatizing comments), in healthcare settings (paradoxically, the Body of Health Practitioners has a strong disposition to attribute stereotypical characteristics such as lazy, weak-kneed, and belligerent). The physical health environment is more often than not overweight people unfriendly, same applies in the media (they are under-represented, stereotyped as clumsy, lazy, ugly, smelly, and without friends, presenting obesity as a purely personal-level responsibility, usage of discriminatory language and images).
The stigma steaming from the ordinary people towards the overweight and the obese population creates value-judgements, taboos and repudiation which inevitably fosters their feeling of exclusion resulting in anxiety, depression, low self-esteem. It can also increase social isolation and accentuates physical signs of rejection for instance teasing, physical assault or negative verbal commentaries. While in many cases, obesity has its roots through other explanations such as genetics, consequences related to other illnesses such as depression or trauma, or environmental factors beyond our control. For example, results showed that “there is a bidirectional association between depression and obesity: obese persons had a 55% increased risk of developing depression over time, whereas depressed persons had a 58% increased risk of becoming obese” (Preiss et al., 2013). Not recognizing obesity as a chronic disease is at the core of the stigma, and the bias faced by people with obesity when seeking medical assistance are barriers which reinforce that stigma (Arora et al., 2015). Furthermore, "continuing to neglect and stigmatize children, young people, and adults with obesity is unethical and violates patients' human rights"(Arora et al., 2015).
7. Obesity widens social inequalities
It has been proven that overweight and obesity in particular are predispositions that increase the risk of diabetes, cardiovascular diseases, hypertension, depression, stroke and also certain cancers. The overweight and obesity epidemic is present in almost all countries of the world. In Switzerland, the adult overweight population has rapidly increased from 30.3% to 41.2% between 1992 and 2012, respectively (Schneider et al., 2014).
According to a literature reviewed by Walls (2012), men and women who are nonsmokers and overweight lost 3.1 and 3.3 years of life, respectively, compare to average-weight nonsmokers, while obesity cost 5.8 and 7.1 years of life to nonsmoking men and women, respectively (Walls et al., 2012).
Environmental and educational factors which are perpetuating this scourge are of various kinds and include but are not limited to:
· Poverty (low social, economic and cultural capital)
· easy financial (cheaper) and geographic (closer) accessibility to junk food
· media propaganda promoting junk food or normalizing fatness 
· malnutrition and nutrition miseducation 
· lack of physical and social activities which increase sedentary behaviors
Obesity reinforces social inequalities. It was established that there is a correlation between the duration of education and obesity, with the most educated people showing less probability of being obese (Faeh et al., 2011). Moreover, data from several European countries, stated that obesity is more prevalent in disadvantaged socioeconomic classes, especially among women (Sassy et al., 2009).
8. How to reduce bias against large bodies?
The World Obesity Day established in 2015 by the World Obesity Federation is celebrated each year on March 4th. It suggests a series of positive actions to reduce stigma against the overweight and obese population, such as: “using an appropriate vocabulary while addressing them, using non-stigmatizing images, adapting both the tone and content of our language, understanding that obesity is a chronic progressive condition (people do not choose to have obesity), focusing on gain in health, not just weight loss” (WOF, 2023). There is a need of a strong and common intention to change "the narrative from one of individual responsibility to one of shared responsibility"(WOF, 2023) to foster social justice. 
9. Conclusion

Being obese or overweight predisposes being a victim of stigma and discrimination. As a matter of fact, obesity is not only a disease per se but also a latent social problem that is shaped into weight gain. Although it is possible to be overweight and healthy at the same time, movements led by the Fatosphere (Dickins et al., 2011) promoting fat acceptance have created a community of refuge among those who feel marginalized. However, the Body Positive movement is not viewed favorably by the majority. Indeed, in western cultures in particular, overweight has been associated with lack of self-control and downward social mobility whereas thinness is synonymous of success and will power (Grogan, 2016). In absence of any common will, genuine interest and awareness from governments, the food industry and the media in the importance of converting the narrative around obesity, advertising campaigns such as the one of Denner will continue to broaden social inequalities in favor of gain and profit. 
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