












Question 1:
WHEN WILL ADVERTISING EMBRACE DIVERSITY, GENDER, AND RACE EQUALITY, AND START REFLECTING THE REAL WORLD? 
 CRITICALLY DISCUSS AND RESPOND.  
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In 2020, British retailer Argos launched an advert featuring a black, lesbian couple and their two children enjoying a movie night in the garden with a range of store-bought items. It was a pleasant surprise after years of Argos portraying families as straight and all-white, or as Aliens from outer space. But as many rejoiced this commercial, as did many complain. Racists & Homophobes responded to Argos’ promotional Tweet declaring that they wanted to ‘complain to Ofcom’, and this advert was ‘Completely unrepresentative of modern Britain’ or that the company wasn’t ‘interested in white folks’ (Argos, 2020). 
The Advertising Industry, albeit still needing work, has come a long way throughout the years and with that, slowly learnt to embrace diversity and recognize the significance of true representation- emotionally and financially. However, as apparent by the response to the Argos commercial, it appears that it's our culture which needs to be more accepting of equality and diversity. 

‘Regardless of medium, depictions of minorities change over time’ (Clark, 1969), and furtherly strengthened by Branchik, they state, ‘One way to understand these changing depictions is by the use of an historical framework’ (2005). Therefore, this essay is an examination into the representation of Race & Ethnicity, Gender & the LGBTQ+ community throughout the last century until now. Using past and present examples, it will investigate why stereotypes were used, how the industry overcame the prior discriminate visuals and why hatred is still apparent in our culture today. 

Chapter 1: Representation of Ethnicity & Race
In the 20st Century, the Melting Pot Theory was ubiquitously consistent in mainstream advertising, specifically within the representation of ethnicity. The theory suggests that it is socially beneficial to encourage heterogeneous groups to ‘assimilate into a host society’ (Kent, 2006). This process of acculturation led to the noxious assumption, made by an industry which has ‘long been dominated by White able-bodied cis-men’ (Chambers, 2007), that a market predominantly of a White ethnicity could be targeted simultaneously with other ethnic minorities (Kirna, 1997, p.222). Therefore, commercials for mass audiences largely contained only white models. But on the rare occasion that ethnicities, such as African Americans, were used, they were displayed as negatively stereotyped caricatures, illustrated as being subservient to Whites and rendered as ‘"Sambo," "Coon," "Tom," and "Mammy" figures’ (Pilgrim, 2000). 
The introduction to a more accepting and reflective advertising industry originated after ‘the Civil Rights movements pushed for change’ (Smith, 2022) during the years of 1960 to 1970. From thereafter, the effort to try resolve the ‘controversial stance of the previous methods’, was delineated within the apparent rise in integrated advertisements. This gained in popularity along with ‘Cultural Pluralism’, encouraging a shift from the Melting Pot Theory and towards ‘accommodating the autonomous culture within all ethnic groups’ (Kirna, 1997). The illustration and captivation of the Black consumer significantly improved as advertisers began to consider the visual representations that appealed to all their customers, and as racial segregation was outlawed, came the much-needed participation of Black agency professionals. One company which progressed gracefully through this period of melioration was the Greyhound Corporation, as former baseball player, Joe Black, was hired as the marketing representative in 1962 and eventually promoted to Vice-[image: Fig 1]President of Special Markets. Figure 1: Greyhound Corporation, 1967

Shown in figure 1, Black’s involvement in the company encouraged a series of print ads that showed integrated relations on Greyhound buses; what is profound within this advert is the visual equality of society's newfound socioeconomic hierarchy. Whilst only presenting a friendly interaction between Blacks and Whites, this new form of advertising showed astronomical development. As stated by Davis (2020), it also shone a light on the ‘significance of buses in connection with Civil Rights activism, Rosa Parks, 1955–56 Montgomery Bus Boycott and the Freedom Rider protests of 1961’. The intentional placement of the Black models in front of the White models indicated ‘visually that the days of segregation, when Black people had to sit separately, in the back of buses, were over.’
Moving Into the 21st century, the advertising industry, whilst still learning and improving, are embracing diversity more than ever. But it becomes increasingly apparent that the major problem lies with the audience more so than the industry. For example, On the 14th of November 2020, Sainsbury's, ‘the second largest chain of supermarkets in the United Kingdom’ (Kantar, n.d.), broadcasted a Christmas advert with the intention to celebrate and, due to the global pandemic, reminisce the annual reunion of family and festive cuisine- a felicitous consolation to a year that had been filled with such ambiguity and disruption. The advert featured a family commemorating ‘The Gravy Song’, whereby a daughter expresses her yearning to come home for Christmas to her father and his cooking, whilst depicted with a montage of Christmas memories; all featuring a family that are Black. This representation of a modern-day, British family caused an uproar on social media, as many UK viewers turned to Twitter to comment that ‘an all-Black family “doesn’t represent them”’ and others insisting to ‘boycott the supermarket due to the flagrant case of “virtue signalling”’ (Nelson, 2020). The ASA also received 5 complaints for this advert but didn’t take any further action as they ‘had assessed the advert and concluded that it “does not breach advertising rules”’ (Bray, 2020).
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Description automatically generated with medium confidence] But admirably, due to the excessive backlash, other major British supermarkets abandoned their prolonged rivalries and united with Channel 4 for a greater purpose, as two primetime advertising slots were filled with back-to-back festive adverts from all 8 supermarkets, with the aim to “#StandAgainstRacism”. Rachel Eyre, Head of Brand Communications and Creative at Sainsbury’s, expressed that they are ‘passionate about reflecting modern Britain and celebrating the diversity of the communities we serve, from our advertising to the products we sell’ (2020). This industry still has a lot to learn, as evident within the Lloyds Banking Group study, as only ‘47% of people feel accurately portrayed by advertising’ (n.d.). Whilst this number is low, we must reflect on the growth within this industry throughout the years, and the continual advances they make to represent our diversely modern society. The consolidation of rivalry companies to support the concept of inclusion speaks volumes- but it’s the reaction of the public, which speaks louder. Figure 2: #StandAgainstRacism, 2020

 
Chapter 2: Representation of Gender
Whilst on the cusp of becoming a socially conscious and well-informed industry, there are still many faults that need to be addressed and corrected. A considerable amount of progress has been made in the last 10 years to amend the prior unequal and unfair representations in advertising (such as holding a spotlight on societal grievances) but in terms of diversity in the workplace, for example, much is still to be done. According to data found by authors Jane Cunningham and Philippa Roberts, ‘there are about equal numbers of women and men in advertising overall, 71% of creative directors — the role with the most creative control — are men’ (Altman, 2021). The lack of female presence is also perceivable within the commercials, as ‘1/3 of the people featured in advertisements were women’ even though ‘51% of UK’s population are women’ (Lloyds Banking Group, n.d.). These numbers are unjustifiable- creating a balanced gender workforce should be a main priority, along with providing more opportunities for a diverse selection of women, so that the industry isn’t predominately constructed of white males who cannot fairly comprehend the female point of view. But even though there are perceptible, ongoing issues that cannot be ignored, we must nevertheless commend the enormous progress that has been made throughout the years, and the determination and genuine desire of advertising agencies to move with the times, and to ensure there is no signs of misogynism visually, again. 
Within 20th century advertising, sexism was rife. Women were cast in ‘very narrow roles’; they were ‘firmly placed in the domestic sphere, talking animatedly about cleaning and housework’. Usually shown as the ‘family nurturer, which is something that men weren’t allowed to be’ (Roderick, 2017), this was a problem for both genders- men could only be ‘decision makers and bread-winners’ (Mason, 2003), whilst women were only shown in ‘workplace settings 4% of the time’ (Altman, 2021) as advertisers preferred to ‘utilise Freud's thesis that “anatomy is destiny” and sought to portray a 'fulfilled' woman as one [image: A picture containing text, newspaper, posing

Description automatically generated]whose sole function was to create a Technicolor home for her family’ (Miller, 2005). Figure 3: Kellogg’s whole-wheat breakfast cereal Pep, 1939


Take for example Figure 3, a 1939 Kellogg’s PEP Cereal Advert, a perfect example of the flawed perception of female identity and the use of patriarchy to sell a product. Stereotypical gender roles were reinforced- a suited man presenting the hegemonic model of masculinity; a women accessorised with an apron and feather duster to portray the well-kept and idealised housewife that consumers would ‘become’ once they bought this cereal. But by the 1960’s, women had finally had enough of the male-gaze depiction and inherently oppressive ‘normative’ gender roles. The Women’s Liberation Movement emboldened change, aiding women to push for equality at work and reproductive rights. Over the years, the effect of the revolution became gradually more signified within adverts- by the 70s, ‘52% women were reflected as employed, 77% in non-working roles and only 6.67% were depicted in a family environment’ (Sullivan and O’Connor, 1988).
[image: Text

Description automatically generated with medium confidence]Since then, the representation of women has, for the most part, corrected. For instance, we’ve welcomed adverts that support women employed in the army, unfiltered post-birth bodies and commercials normalising genitals (Royle, 2019). And to ensure the fairness in representation is continued, the ASA announced a ban in 2019 stating ‘[Advertisements] must not include gender stereotypes that are likely to cause harm, or serious or widespread offence’ (CAP News, 2019). Nonetheless, whilst the industry attempts to grow and show support for the real world, members of the public are refusing to accept this development making the fight for diversity harder. On the 16th of November 2022, Nike released an advertisement ahead of the World Cup including a medley of legendary footballers such as Cristiano Ronaldo, Ronaldinho, Carli Lloyd, and Alex Morgan. But the mere inclusion of professional women footballers outraged and ‘prompted sexist tweets from social media users’, arguing that ‘it’s a men’s competition that’s about to begin’ and ‘they’re trying too hard to be inclusive’ (Kilander, 2022). This response demonstrates that no advancement in gender-equal advertising will prevent backlash, specifically from men who worry about performing satisfying masculine identities- no matter how inclusive advertising is, it won’t be accepted until our culture changes.Figure 4: Nike FC Presents the Footballverse, 2022

Chapter 3: Representation of LGBTQ+
Comparable to the representation of race & ethnicity, LGBTQ+ imagery was sporadic in advertisements until the late 20th century. And as Blaine J. Branchik reinforces in her studies, if homoerotic imagery was present, it was ‘pejorative and admittedly subtle’ or would be occasionally depicted as ‘objects of ridicule in humour appeals’ (2005; 2015). Within the Mid-twentieth, there was also ‘policies in place that prohibited ads containing the words gay or homosexual’ (Wall Street Journal, 2019). This meant that ‘all Gay ad imagery - positive or negative - all but disappeared during the conservative post-War 1950s’. It was under the aegis of the 1969 Stonewall Riots that ‘gay images gradually started to reappear’ (Branchik, 2015). But the rise of the AIDS epidemic in the 1980’s invigorated a ’resurgence of widespread intolerance’ of the community, therefore ‘brands that chose to represent gay and lesbian people were taking a huge risk’ (Trussell, 2022). As supported by figure 5, a 1983 Mural Majority report front-page article, many Americans in the 1980’s still ‘considered homosexuality a sin, and believed AIDS was a suitable punishment’ (National [image: A newspaper with a picture of a family on it

Description automatically generated with low confidence]Museum of American History, n.d.).Figure 5: Moral Majority report, 1983

Any form of homoerotic advertisements during this time were hateful and condemning, and the disease was named as the ‘Gay Plague’ or ‘Gay Cancer’ by political elites. Larry Speakes, press secretary for President Ronald Reagan, shunned the importance of this pandemic, when a journalist asked whether the president was tracking the spread of AIDS. Tim Fitzsimons includes the transcript from a 1982 press conference within his NBC News article:
“It’s known as gay plague,” the journalist asked. Some people in the room chuckled. “I don’t have it, do you?” Speakes snapped back, as the room erupted in laughter. (2018)
This frivolous behaviour from homophobic cisgender men in political positions resulted in the ‘growing medical crisis’ being ignored (Fitzsimons, 2018). It was 3 years later, after the death of 12,000 Gay men in America, that Reagan publicly muttered the word ‘AIDS’ again, regarding rising cases being found within straight men, women, and children- only then did AIDS welfare & protection adverts begin to soar across the globe. 1987 UK Advert ‘Monolith’, whilst trying raise public awareness, still managed to marginalise the minority group when testifying “So far, it’s been confined to small groups, but it’s spreading” (BFI, 2016).
It wasn’t until the turn of the century, and the ‘indisputable strides’ of the ‘LGBT movement over the past two decades’ (Nölke, 2018) that a societal shift occurred, thus resulting in a more accepting world. What could have motivated this approval within companies, however, was greed. The LGBT market is estimated to be worth $23 trillion globally (LGBT Capital, n.d.) and whilst incorrect, many consider this community to have a ‘disposable, double income’ due to having no children (Angelini and Bradley, 2010). Businesses would also recognise that ‘65% [of customers] would feel more favourable about a brand which reflected diversity in advertising’ (Lloyds Banking Group, n.d.). Nevertheless, the support for LGBTQ+, specifically around Pride month, is undisputable. Whilst consumer scepticism lingers after June as the once-so-apparent support dwindles, and ‘72% of community think the way they are presented in advertising is tokenistic’ (Watson, 2019), it’s the visibility that is now ostensible that should be considered paramount. There has been ‘400% increase in trans representation since previous generations’ (Watson, 2019), and revolutions like these are ‘needed to accurately depict these changing demographics, educate audiences and humanize marginalized communities,’ (Ellis and Zafar, 2022). Although ‘56 of 175 countries have experienced increases in acceptance [of LGBTQ+] since 1980’ (Flores, 2021), there are still countries, religions, and members of the public of society that remain hostile, and this can be seen, analogously like race and gender, in the reaction to advertisements. In 2016, Match.com aired ‘Love Your Imperfections’, with the aim to ‘give singles the confidence to express their true selves’ (Match.com, n.d.). According to ASA, this advert, which includes a lesbian couple kissing, was still receiving complaints a year after the release, resulting it [image: A picture containing person, indoor

Description automatically generated]being in their list of ‘most complained about ads’ for the second year running (2017).Figure 6: Love Your Imperfections, 2016

The advert was condemned ‘too sexually explicit for children to see’ and accumulated 1,200 complaints over the two years. But as O’Boyle declares in his article, it’s important to understand that ‘promoting diversity is the first step to not just “tolerance” but true inclusion and acceptance’. Advertisers are doing the right thing; the more commercials embrace the real world, the more people will ‘relate to difference in a way where difference doesn’t have to be a problem’. There will be an increasing sense of ‘familiarity’ thus cultivating an ‘acceptance and diminish the misconceptions and prejudices that fuel discrimination’ (2020).

By investigating the historical framework of advertising through three social categorises, it’s become evident that the industry, which was once tremendously derogative & prejudicial, has since progressed and gradually started to accept the ‘real world’. Therefore, it is no longer a Melting Pot, but a mosaic of multicultural representation and unity. But there are, without question, developments that still need to be made within the industry, including broadening the representation of diversity within adverts, and evolving the workplace further - however, the main obstacle lies within our culture. 
Within this essay, it became clear that Advertising reflects the time. As society’s values and beliefs change, advertisers revolutionise to adapt to the changes in society. The 20th century was poisoned with ever-growing Homophobia, Sectarianism, Racism, and Stereotyping, resulting in social minorities becoming imperceptible within advertising. It wasn’t until the rising of revolutions and movements, that all voices began to be heard and cultural identities started to understand and educate each other, consequently starting to remove the true incentive behind discrimination - fear. However, discrimination is still prevalent within our 21st century culture - but if history has shown us anything, it’s that opinions can evolve through education and positive representation. The industry must continue adapting and presenting equality in all fields so that any misunderstandings can be corrected, and societal groups can start to accept humans, for being just that - human. 
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