

Contents
Introduction……………… 4 - 6
Chapter 1………………… 7 - 15
Chapter 2 ……………….. 16 - 26
Conclusion ………………. 27 - 29
Images …………............. 30 - 31
Image 1: Summers, L. (2001) Old Gold Cigarettes Packaging 1899 [Scanned image] Oxford: Berg.
Image 2: TedTalks (2016) Ordono Deodorant advert, [Online, screenshot] Available at: https://www.youtube.com/watch?v=askcLEVCTko&t=29s [Accessed: 19 October 2017].
Image 3: Summers, L. (2001) Prima Donna Corset Advertisement 1897, [Scanned image] Oxford: Berg.
Image 4: Summers, L. (2001) Erotic Victorian Postcard 1890, [Scanned image] Oxford: Berg.
Image 5: CHANEL (2011b) Coco Mademoiselle the Film - CHANEL, [Online, screenshots] Available at: https://www.youtube.com/watch?v=aRV-2_Un-kk [Accessed: 16 November 2017].
Image 6: AdvertJury (2011) Lynx - Fallen Angel Advert, [Online, screenshots] Available at: https://www.youtube.com/watch?v=PqD5SecdNbs [Accessed: 29 November 2017]
Image 7: Minaj, N (2014) Nicki Minaj - Anaconda, [Online, screenshots] Available at: https://www.youtube.com/watch?v=LDZX4ooRsWs [Accessed: 29 November 2017].


Bibliography…………… 32 - 34
Books…………… 32
Blogs……………. 33
Dictionary........... 33
Online Articles…. 34
Videos…………... 34
Web……………… 34
















The aim of this dissertation is to explore the way that women are portrayed in advertisements in past and present cultures, and whether advertising is shaping women into the ‘ideal’ that society wants.

Firstly, the focus will be on the history of and the mechanisms that advertisers have used previously to aid the selling of their products. One of the methods that will be discussed is known as “social shame,” where peers judge others on purchases that they have made (CBC Radio, 2013). There are, however, more techniques that have been found outside the timescales included within the discussion: the Victorian era (1890–1900), 1950s, 1960s, and the contemporary culture, where the female figure was recognised as the cultures ‘prominent need’ to satisfy certain needs. This will then lead on to how women are influenced and sometimes pressurised by their environment, to transform themselves into the female figure the culture of the time is demanding. Alexandra Howson describes the female figure and her body, and how she is enticed to mould herself to answer the ever changing of “culturally specific ideals of beauty” (Howson, 2004: 104) throughout the decades.

Secondly, the focus will be on viewing and comparing advertising within the aforementioned eras. Specific advertisements will be examined and an analysis of the depiction of women throughout the periods mentioned, either as the subject of interest, or just an extra to sell a product, as seen in image 1 Old Gold Cigarettes packaging, 1899. Illustrated on the packet of cigarettes, is a corset known as an undergarment, worn by women of the Victorian age. The image is used to sell a product for masculine use as part of a pun for their slogan “of course it is a treat to smoke Old Gold Cigarettes” (Summers, 2001:183). Although this is considered a clever step, to use a pun within their slogan, having just the corset on the packet instead of the whole female figure, reveals how Laura Mulvey describes women within society as females that are viewed as “no more than puppets” (Mulvey, 2009: 11).


Finally, the focus will be examining visual communication within the contemporary culture. In this chapter, the discussion will look at adverts within the contemporary era that depict the female figure as a subject of interest or as an extra object to sell a product. The adverts that will be analysed are the Coco Mademoiselle: The Film – CHANEL, and the Lynx advert, Fallen Angels. The topic will also examine how women are portrayed throughout music videos, although there are different genres, this dissertation will be focusing on Pop, by examining a music video by a contemporary artist known as Nicki Minaj. 
The choice of this topic is related to Graphic Design practice, as it is part of the advertising industry. The topic is of high interest to me since many women, including myself, follow the ideal woman within advertising, to gain the new social status within a new product, that enables us to feel that we are not of an ‘out cast’ by the ever-changing contemporary culture.
































Chapter 1

Contemporary culture is termed as the ‘Digital Culture’. Digital, meaning use of “computerized technologies” or content readable, that is made available and “manipulable by computer” (Dictionary, 2017b). Due to the development in technology, many members of the public have quick and instant access to online content, such as news, catch-up TV and social media. Advertising has developed and expanded since it began in the “seventeenth century” (Dyer, 1982: 15-16). The types of advertisements and the techniques applied have evolved alongside the development of machinery, and technology made available. In the contemporary digital community, thousands of advertisements are visually displayed, whether they are in the form of print or digital material (Kilbourne, 1999). Although many viewers may try to escape the adverts, they can eventually be caught up in an advert that looks more like a staged performance than advertising. This is because the public are often viewing platforms which are free from advertising. Therefore, advertisers developed a strategy called “Ambient Advertising,” which is where the adverts location and placement is not positioned in its expected location, and makes the viewer think more about “a certain place” or product differently (Lum, 2012). 


Due to the current technology and software widely available, it is becoming more challenging to separate what is the ‘real’ representation of reality in advertising from the fictitious, and Vincent Miller states that as a culture “we prefer the copy to the original” (Miller, 2011: 37). Jean Baudrillard talks about how simulation and simulacra are threatening “the difference between the true and false, the real and the imaginary” (Baudrillard, 1994: 3). Advertisers in contemporary culture realise that the present population will welcome an image that is created in a staged environment with digital editing in place. The public will accept this ‘new’ model of the digital society “and copy it” (womeninads.weebly.com). The strategical planning for a community to accept a new image as an ideological figure has been used before. For example, take the Ordono Deodorant advert created in the 1960s (Image 2 Ordono Advert, TedxTalks, 2016), where there is an image of a woman smiling, but with crosses on her natural features such as hair, eyes and teeth. The advert is suggesting that although she has the charms of her natural appearance, if she does not wear the right deodorant it is unlikely she will be the ‘specific’ role model that the culture demanded of that time (Tedx Talks, Hazarian, 2016). Most of the Ordono adverts are seemingly aimed at women, suggesting if they wear the right deodorant they will not lose their husband or perhaps be labelled as the “social embarrassment” of the community (CBC Radio, 2013). This class of marketing approach is described in an article called SHAME: The Secret Tool of Marketing as “social shame” (CBC Radio, 2013). The author of this article hones in on how the “social shame” technique can be dated back to the Industrial revolution, due to luxury items first being introduced on to the market (CBC Radio, 2013). The technique of allowing members of communities to shame those members who were viewed as an outcast, due to the purchases of certain products, led to a new term being introduced known as “social status” (CBC Radio, 2013). Due to the ‘new’ status terminology being used within advertising, and appealing to local community members now judging peers on purchases made, this soon led onto judging personal charm; which was then followed by a new era that was born called the “critical self consciousness” era (CBC Radio, 2013). Another strategy that the advertising industry use to reach consumers within contemporary culture, is one that plays on emotions; as Shelly Rodgers and Esther Thorson state that “emotion plays a central role as an organizing force in our lives” (Rodgers and Thorson, 2012: 81-82). 


The ideal female figure has been changing over time to form into what society needs and wants to fulfil certain tasks and, also male fantasies. An example of women being moulded into certain clothing to satisfy the male desire was apparent during the Victorian era. Women of the time complied into wearing corsetry as an essential daily undergarment, due to the number of advertisements claiming what each manufacturers corset would do for the occupant, and how they would benefit from wearing the garment within society (Summers, 2001). Exemplars of the adverts created for the corset manufacturers are that of a company known as William Pretty and Sons, there is a statement within their advertisement for the launch of their new corset, claiming that when their garments are worn “the occupant would look a better woman; [would] feel a better woman [and would] be a better woman” (Summers, 2001: 13). 


Another advertisement, the Prima Donna Corset 1897, as seen in image 3, where the model is pictured in what was known as an erotic pose, with the arms up behind the “head levers the breasts into an upright position” (Summers, 2001: 200). This pose was “favoured by pornographers and advertisers alike” (Summers, 2001: 200). The corset adverts were slowly becoming classed as pornography, due to the slim differences from an erotic postcard, as seen in image 4, Erotic Victorian Postcard 1890, to a corset advert that was in view of the public eye. Naomi Wolf describes this type of advertisement technique as one of emotion and body posture. The models positioning is seen as a way to communicate with female readers that “she will have to look like that if she wants to feel like that” (Wolf, 2002: 133). The photo was described as a snapshot of a private moment for women, and this secret intimate snapshot of the female would become published to be part of “the public realm’ for general consumption” (Summers, 2001: 200).  This would lead onto women finding them-selves becoming “fetish objects” (Summers, 2001: 207) all due to an illustrative point of sale.


Within the Victorian era, the figure that was desired and “praised” by the public, was one of shape, as the corset was designed with the method of holding women, and heightening her leading characteristics “the bosom above and the hips and the buttocks below” (Summers, 2001: 2). This description and the idea of the corset being produced just for women for these reasons, indicates how Howson describes the way that the female body is being perceived within culture. She goes on to state that women are being considered to becoming an object that is for display within the public eye, to help with ‘fantasies’ and become “fetishized within popular culture” (Howson, 2004: 56). Although the main intentions of the corset design were to heighten the fantasized characteristics of the female, the undergarment also helped hide any unsightly bulges to help maintain the desired shape during this age, which was of a “small, circular waistline” that would become affiliated with “good breeding” (Summers, 2001: 9). Because of the desired shapely figure and the limited waistline that was desired within females, pregnancy was known and viewed in this time as something that should be hidden from view. Not even the word “pregnant” and “pregnancy” was announced within considerate Victorian communities (Summers, 2001: 9). This was to help maintain the continued fantasy of: 

virginality and innocence of married women despite the somatic betrayal that revealed they had indulged in, and possibly enjoyed, sexual intercourse (Summers, 2001: 39).


Females are targeted through advertising, as online marketing statistics indicate that they are the ones who purchase at least “80%” (Craven, 2017) of the merchandise; they also indicate that women hold authority over the household money (Craven, 2017). Statistics also show that females are known to hold the dominant opinion on products to be consumed within the household. Although the statistics do not state the year of the figures, there is evidence to suggest that females have the say on the products that the house consumes (Craven, 2017). As in the 1950s, although the male was known to be the dominant member of the household and would be the one earning money to bring home, Lucy Waterlow, wrote a news article on The Perfect 50s Housewife Myth Busted, and discusses that although the male figure is the one at work, in some households he will bring home his “unopened pay packet” and hand it to his wife who would decide where the money goes (Waterlow, 2013). She would often distribute the money into different jars labelled as bills or essentials (Waterlow, 2013). Many male figures of this time would make decisions on the purchases of the consumer goods. However, the women were influential with the purchase, as they had knowledge on certain essential products that would aid them with the daily routines. Thus helping them stay at the ‘new’ social status level rather than be left behind, this is shown in a short film, A Word to the Wives (1955), promoting American Gas Association:

Why doesn't Jane's husband move her out of that "older house" of theirs and into a freshly-built new one?, she asks, one with a modern kitchen that offers "freedom from unecessary drudgery to go shopping when the urge takes you"? He certainly should, they agree, and the two women concoct a "plot" to make it happen (Shaggylocks, 2010).

These days, women are considered as being as the dominant consumer within the household as they have been known to “make most of the purchases in our society” (Dyer, 1982: 83). Advertising has had to develop into a style and technique that appeals to and seduces women to purchase products. This can take the form of ‘guilt tripping’ females into committing to buying. As stated by Lorraine Gammon and Margaret Marshment, if a company has something to sell to women, ranging from clothes to beauty products, a term “new woman” is in constant use, to encourage females to purchase “whatever signifies that we have not been left behind as the ‘old woman’” (Gammon and Marshment1988: 168). 


The 1950s housewife is an example of how women were moulded into the ‘new’ woman. The established role was what would become known as a housewife. The technique of using emotion within advertising was used on women, to have them become the re-established female. Women would be moulded to become the ‘ideal woman’ that society needed, which was a woman preferring to stay at home, instead of seeking work. Her ideal self would be, as explained by Wolf, a woman whose role would become many at once; this included becoming an “over-burdened housewife”, a “harassed mother,” all whilst upholding the household tidiness and cleanliness (Wolf, 2002: 64). With these roles in mind, the ideal housewife would exert herself to be acknowledged as a woman, who can handle the ‘new’ position that society has given her, or she would soon be judged upon by her peers who shame her for not exerting herself to her full potential (Wolf, 2002): 
“The strategy of ‘shame’ is one of the most powerful marketing tools in modern times. Fear of being judged by our peers has led to billions of dollars of products being sold” (CBC Radio, 2013).

The advertising techniques discussed have today been enhanced and developed on television shows and social media networks. These shows and adverts however, encourage viewers to criticize women, who do not resemble that of the copy that society has chosen to prefer over the real (Newsom, 2011) (Miller, 2011: 37). This is evident in some, if not most, advertisements over the decades, and is seemingly a danger to young girls and women, having to adhere to the image society is putting forward as the ideal figure (Newsom, 2011). Not only is this dangerous to the female gender, as at an early age, all girls understand the message that “what’s most important is how they look. That their value, their worth depends on that” (Newsome, 2011) and that look “must be flawlessly beautiful and, above all these days, they must be thin” (Kilbourne, 1999: 132), but this is also seen as detrimental to the male gender community (Newsom, 2011). As stated by Jean Kilbourne, “advertising is our environment” that “we cannot escape” (Kilbourne, 1999: 57), because of this, men are also at the consumer end, but instead of purchasing products to keep up with the social status set by advertising:
“boys get the message that this is what’s important about girls. We get it from advertising. We get it from films. We get it from television shows, video games, everywhere we look” (Newsom, 2011).





















Chapter 2 

“A lot of advertising is based on making people feel anxious and feeling insecure. For women that you’re never beautiful enough” (Newsom, 2011). This chapter will discuss the way that women are influenced through advertising within the ‘current’ culture, that entices women to interact with the adverts, to become the “ideal in whatever form she takes at that moment” (Wolf, 2002: 59), and that society is encouraging women to pursue this “idealized body” even though it could be futile (Newsom, 2011). Due to the development in technology, not only can females within advertising be enhanced to become the perfect model through digital editing, but models and all females can undergo cosmetic surgery to enhance appearances to match a myth that a “women’s beauty must correlate to their fertility” (Wolf, 2002: 12). The element that appeals to females to have that urge to undergo the ‘knife’ to enhance them-selves, is the potential offering that:
cosmetic surgery offers not only a degree of control over appearance and, subsequently, self-enhancement, but also a means for some reshape and modify appearance in ways that can be used as a form of exchange (Howson, 2004: 118).

Bordo states that “not one part of a woman’s body is left untouched, unaltered” (Bordo, 1993: 21); with the desirability of the female body and its beauty, becoming more of an obsession, and in some aspects seen as a fetish. In agreement, Miller states that “bodies have become more plastic” within the development of cosmetic surgery and are “more able to be honed, crafted and moulded” (Miller, 2011: 209) into that of the ideal model that has been broadcasted as the ideal figure for that moment in time. This is how Leigh Summers examined the Victorian undergarment advertisements discussed in chapter one, how women were made to comply with corsetry, and how slowly women were becoming “objectified in pieces” (Summers, 2001: 203). With the idea that the women are being objectified into an entity for people to fantasize over, it becomes more evident within adverts how powerful pornography is and how it disguises itself within “the advertising of products,” to the point “that many women find their own fantasies and self-images distorted too” (Wolf, 2002: 140). This is due to how society is interacting with the idea of consuming markets that are: 
made up of sexual clones, men who want objects and women who want to be objects, and the object desired ever-changing, disposable, and dictated by the market (Wolf, 2002: 144).

According to Wolf, there are two different categories of pornography within advertising; one is seemingly to objectify the female figure whilst the other induces violence (Wolf, 2002: 135). Joshua Berger states that “sex is used to sell us absolutely everything” (Berger, 2003: 9), he also states later on in his book XXX: The Power of Sex in Contemporary Graphic Design, that “most design that uses sexuality contains some element of fantasy,” (Berger, 2003: 129) which is evident in Coco Mademoiselle: The Film – CHANEL. 


This advert, as shown in image 5, shows the model Keira Knightley, on a journey through the streets of Paris, astride her Ducati motorbike, on her way to a photoshoot. The advert is all about visualising ideas of “independence and escapism,” which is what the new fragrance for the perfume brand is aiming to encapsulate (Motoress, 2017). Along the journey, the model is seen stationary at a set of traffic lights surrounded by three male bikers, all examine her and pay little or no attention to the road at this point, the model then accelerates off into the distance. This suggests that she is indeed within a male world, as she is riding a motorcycle that is considered as a masculine symbol rather than unisex. The idea that she is in a male world is subtly implied by the background song, “It’s a man’s, man’s, man’s world” sang by Joss Stone (Motoress, 2017). 


Further on in the advert, the scene of the photo shoot, it appears a stylist has a costume ready for the model to wear for the shoot as she runs down the stairs with a white, almost transparent dress, similar to a white wedding dress, which is used to represent “innocence, and integrity” and “to depict the purity of the future wife” (Color Psychology, 2017). This is however, not worn by the model during the shoot (Niven, 2013). The photo shoot starts with the model wearing a cat-suit that she was dressed in for the journey. During the advert, the photographer unzips the models boots, creating and visualising “relationship between artist and muse” (Niven, 2013). The next shot shown after this is the model encased in a bed sheet, this suggests to the viewer that the photographer aided in undressing her, thus creating a sense that she does not want to be depicted as pure as the costume designer intended (Niven, 2013). However, the manufacturer has stated that “the photographer helped the actress remove her boots, rather than her clothes, as part of a wardrobe change during the photo shoot” (Niven, 2013). It is stated within an article on the motoress website that the photo shoot is mirroring Knightley being photographed for the next Coco Mademoiselle campaign (Motoress, 2017).

Being able to show the product off within an advert is normally an easy task, usually the advert ends up showing “people happily using the product, to successful effect” (Bain, 2016). Mark Bain, states that producing an advert to sell perfume is difficult, due to the reason it cannot be shown what the perfume does (Bain, 2016). As this is a problematic situation, the advertisers have decided to act upon selling perfume that connects to the viewer emotionally, this is down to one of the sixth senses being bonded with the consumer mental state:

our sense of smell is strongly tied to our emotions and sexual desires. Smells are inherently neutral to us, but we can create deep emotional connections to various smells (Bain, 2016).

With the idea that the sense of smell is tied to emotions and sexual desires, advertisers use the models facial expressions and body language, such as “the heavy eyelids, which suggests sexual satisfaction” (Bain, 2016); “making eye contact with the viewer, flirting and moving provocatively” (Reichert and Lambiase, 2008: 18). These movements are used to help create a fantasizing “world where the ideal is possible, where hierarchies are possibly inverted, and where social convention is eschewed” (Berger, 2003: 129). It has been stated that most of society “fantasies tend to run” towards “sex and romance” (Bain, 2016). The actress herself, Knightley, states that perfume advertisement should be all about the public interpreting the advert to their own fantasy: 
it should be a fantasy for the people that are watching it and they should project whatever they want into it and into the characters because that is what I think perfume is about. It’s about turning you into the person that you want to be and I think that’s what this kind of advertising and this kind of fantasy is about. It’s about your own fantasy and not what I tell you to think, I think that is very important (CHANEL, Knightley, 2011a). 

This gives reason as to why the viewer was a witness to the unzipping of her boot, to subtly hint the sexual tension building between the two characters. However, the idea of the sexual tension between the two was done with minimalistic detail to leave the viewer to fantasize between the events that have just been presented. The advert, however, was banned. However, “Advertising Standards Authority (ASA) deemed it too sexually suggestive for young viewers” (Niven, 2013) to watch.


John Berger believes “We never look at just one thing; we are always looking at the relation between things and ourselves” (Berger, 1972: 9), which is how most advertisers want consumers to do. They want them to connect themselves to their product by encouraging the public to feel as if they are in “a relationship with our products” (Kilbourne, 1999: 95). This is evident within the Coco Chanel advert that is classed and viewed as an advert that allows more interpretation to each individual consumer. 


Having the idea of sexual fantasises within adverts, such as the Coco Chanel and Lynx, is to create a fantasy and start a fetish around products. This then starts a craze in which consumers will purchase the product, even though the product will unfortunately “never fulfil our sexual desires or meet our emotional needs” (Kilbourne, 1999: 271), but the public will still buy because of the nature of the advert that allows the consumer to create their own ending to the story, which then “imbues them with an erotic charge” (Kilbourne, 1999: 271). It has been noted, by Howson, that advertisements for most products are becoming more and more associated with porn “and, in particular, the desirability of the female body” (Howson, 2004: 108). Another has stated that: 
exposure to television advertisements that portray women as sex objects can cause increased body dissatisfaction among women and men (Wykes and Gunter, 2004: 185). 

An exemplar of an advertisement with both men and women directly involved is the Lynx deodorant advert. This discussion will be exploring the Lynx – Fallen Angels advert for the Lynx Excite deodorant (image 6).  The advert shows women depicted as angels falling from the sky, that landed, and rise to walk the streets in search for something. The angels gather together in a town square within the town and surround a male character, which is done in a provocative way. It is at this point the angels, one at a time, smirk seductively whilst throwing their halos to the ground in front of the man they have been seemingly searching for (Culham, 2015). The way the women are depicted as angels throwing halos, suggest that not only do the angel characters they are portraying want to “give up heaven” (Culham, 2015), but that the women want to give up their portrayal of innocence to be with the male character for his scent. The male character is then shown spraying himself with the new Lynx Excite product, whilst another angel who has fallen is heard above, and the words “even angels will fall” (Javier, 2014) appear on screen. This advert suggests to male figures that using this product will seduce “beautiful and model-like women” (Javier, 2014). The women used are of a similar build and the reason for:
seeing these same body types over and over and over again, because those are the body types that generate the purchase (Newsom, 2011).

The female models are depicted as “sex objects” due to the nature of their short and low cut clothing (Culham, 2015). Liam Culham describes the way that the females are dressed is to visualise and represent the “typical way men are attracted to women” (Culham, 2015). A varied use of lighting effects used throughout the advert, dark at the beginning, gradually becoming lighter towards the end, suggests that without a woman a man is not pleased (Culham, 2015). The lighting effect however, is normal when we are watching the male protagonist spray deodorant, symbolising that the viewers “are withdrawn from the fantasy of what you think will happen” (Culham, 2015) within the advert. This is a type of advert that provides “magic which displaces our feelings and resolves our dilemmas but only at a personal and social cost” (Dyer, 1982: 185).


However, it is not just advertisements that are shown on television with ‘sex’ being the theme to fantasize over. Wolf shows evidence, that the well-known music channel MTV, seems to be “conforming to pornographic rules due to the ever changing evolving music videos” (Wolf, 2002: 163-164) by naming famous music videos. This included Michael Jackson’s ‘The way you make me feel’ which is said to be visualising a “gang stalking a woman” who is depicted as being alone (Wolf, 2002: 163-164). Newsom states that “women are basically just body props there for young male viewers” (Newsom, 2011) to initiate fantasizing, to the point that “the female body is considered an object that is looked into and examined” (Howson, 2004: 56) for pleasure, which is where “women’s contribution to the modern world” can be measured by looking into their “sex appeal” (Mulvey 2009: 52-53).


Music videos, within the contemporary culture, are starting to be classed as pornography due to their content. There are often scenes containing “hot bodies, minimal clothing and tons of sexual tension make these new releases incredibly sensual” (Williams, 2017). An exemplar of a music video demonstrating the above is a video by artist Nicki Minaj with the song Anaconda, as shown in image 7.


The lyrics within her song, such as “My anaconda don’t want none unless you got buns, hun” (GooglePlay, n.d), vocalised by a male voice at the beginning and at certain points throughout the video, suggests that men are wanting females to be curvy with the reference of “buns” referencing the buttocks (Urban dictionary, Boy, 2004). This can influence women, that are not seen as curvy in the characteristics, that the male is expressing what he has a longing for, and this can lead women to “exhibit more dissatisfaction with their bodies” (Wykes and Gunter, 2004: 1). Although the video contains the artist herself and a few other females exhibiting their ‘buns’ in a provocative manner, throughout the video with male gazes upon them, the singer states that “It’s just cheeky, like a funny story” (Alexis, 2014). However, the video does have a meaning and symbolic material used with a banana, where the artist is shown “being sexual with the banana” but further into the video she is shown chopping the banana in a kitchen scene (Alexis, 2014). The artist describes that it was about “the female taking back the power, and if you want to be flirty and funny that’s fine, but always keeping the power and the control in everything” (Alexis, 2014). The video is not only about the sexual aspect of flirting and having fun, but has a female empowerment message within the video about body imagery, and how the “male gaze projects its fantasy onto the female figure, which is styled accordingly” (Mulvey, 2009: 19) to produce society norms.


Due to the nature of how both sexes will watch the videos, both at home in the same room, the essence of the video itself will heighten the females “sexual anxieties that will start to play a part in trying to take notes of this ‘new’ way of beauty” (Wolf, 2002: 163-164). She will now have it in her mind that this is the way she must “move, strip, grimace, pout, breathe,” and perhaps even a certain position to vocalise her ecstasy during pleasure (Wolf, 2002: 163-164):
we see the widespread acceptance of women as sex objects. In rock videos, rapping, hip hop videos. In all the summer block busters, women are basically just body props there for young male viewers (Newsom, 2011).


































After examining a series of different adverts within the periods that have been discussed within this thesis, the answer to the question ‘Does advertising shape women?’ is yes, but it is not just advertisements alone that shape women. It seems that it was and is advertising campaigns who present an ideal image on how women should conform within society. However, it was society who would accept the ideal that was depicted to them in their surrounding environment for each period. It was this technique that allowed society to criticise those who do not attune to the attire that dresses the environment at that moment in time. 


It was the corset manufacturers of the Victorian era that produced such items to become available on the market, but it was the advertising campaigns who sold the idea to the public. The idea was sold as an undergarment that would shape female figures, and thus change and shape the male desires to accompany the ‘new’ garments features of heightening her characteristics (Summers, 2001). This soon began “exploitation of woman as an image in consumer society.” (Mulvey 2009:53). It was the vast advertising campaigns and the short films created by the advertising industries, that were primarily responsible for depicting women as housewives and creating the role in the 1950s; with a sole purpose to serve as a homeowner, a mother and be content within her role. However, it was the society within this era that would shame those who did not adhere to the status level set by the advertisements (Wolf, 2002).


During both periods stated there has been “forces that mould women into stereotype and reduce them to impotence” (Mulvey, 2009: 53). The research conducted for this discussion, shows that society and advertising campaigns used at those times to sell ideas and consumer goods, are named as the most prominent factors that act as forces to mould not only women into a construct, but to manipulate men into accepting the ideals shown in advertisements. However, it has been explored that within contemporary culture it is not just advertisements that surround the environment.

The public today, have masses of media encircling their surroundings depicting and manipulating society into what is the ideal by using different techniques, which depict how both sexes should conform. This produces fantasies for both the consumer and the male culture. However, today the depiction that advertisers showcase to society, is done by using the different types of media, that is mass produced by sharing onto digital social platforms that society use today. This is so society spreads the message and fantasies between themselves and understand the way both sexes are meant to perform within public as either a group or an individual.

To conclude, advertising gives society the imagery of what ‘new’ products manufacturers are producing around a certain model for the market. It is then up to advertisers to visualise the idea to the public with the use of “persuading, telling stories or describing” (Mitchell, 1987: 2) such products, and it is up to society to accept this as the ideal image for that moment. The “use of sexuality will continue to reflect social realities” (Berger, 2003: 42) within advertising. And as Dyer states “We are invited to live an unreal life through the ads” (Dyer, 1982: 185) and we would not object to the ‘fantasy’ shown in the advertisements, for fearing that we may be called out as the outcast within our community.
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Image 3: Summers, L. (2001) Prima Donna Corset Advertisement 1897, [Scanned image]
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Image 7: Minaj, N (2014) Nicki Minaj - Anaconda, [Online, screenshots]
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