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Exhibition Plan:
The concept behind my exhibition is a look into sexist advertisement in the 1950s and will be demonstrated by posters created, and targeted towards women, at that point in time. I want to clearly display the extreme sexism that was casually displayed and how stereotypes were used against women to keep men at a higher in society. The name of the exhibition will be “Lady-like.”  The posters will be displayed around a typical 1950s style kitchen to immerse the viewer into a classic day in the life of a woman in the 1950s surrounded by the media that once surrounded them. This kind of immersion will give people a new perspective on the topic at hand.
I have decided to hold my exhibition at St. Fagans National Museum of History because they specialise in exhibiting historical housing and immersing you into the experience as if you have travelled backwards in time. The specific location of my exhibition will be at the 1950 B2 aluminium ‘prefab’ at St Fagans National Museum of History which was originally built in 1942 as temporary housing but has been refurbished as it would have been in 1950. This space will give me the most accurate environment for my exhibition as it is authentically built and decorated as it would have been in the 1950s. 
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B2 Aluminium ‘Prefab’, St Fagans National Museum, front of building
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St Fagans National Museum, Birds eye view of area

[image: ]
[bookmark: _Int_ewaSnvGF]B2 Aluminium ‘Prefab’, St Fagans National Museum, kitchen and layout plan (Edited by me)
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Fig.1: “You mean a woman can open it?”, Alcoa Aluminium, 1953

This advertisement was created to advertise their new HyTop twist-off bottle cap which was specifically targeted towards women and their newfound independence in society. The underlining of the word ‘women’ shows the shocking nature of the concept of a woman opening a bottle in the absence of a man’s help and the social stereotypes around women during the 1950s. ‘In society in the 1950’s the average woman played an inferior role to men’ (bartleby.com). The shocked look on the woman’s face illustrates the male perception of women and what they found fascinating. They disregarded women’s intelligence and perceived them as simple-minded beings beguiled by simple things. However, many women at this time were yearning for independence and, thanks to the war, had a new perspective and love/want for work and experiences outside their home.
‘Following the war, the country made good on its promise to returning veterans that they could go back to the jobs they held before the war. This displaced the women who had held the wartime jobs, and these women returned to the home.’ 
                                                                                                                                  (Study.com)
For some women, they had been confined into such a small box of limitations that something as undemanding as opening a bottle of ketchup without a man's assistance was reason enough for excitement as they did not often receive much to be excited about.
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Fig.2: “Show her it’s a man’s world”, Van Heusen, 1951

This poster is a Van Heusen advertisement for ties. The imagery indicates a man's hierarchy above a woman. A woman was expected to serve her husband, as demonstrated by the woman kneeling to her husband exhibiting her acceptance of her inferiority to her husband. Study.com states: 
[bookmark: _Int_nAtAVDIV]‘This idealized picture of a family was made possible by the man being the sole provider for the family. The burden on the man of earning all of the money the family needed was balanced by assurance that the woman would provide a pleasant home and care for the children.’                                                                            
                                                                                                                                  (Study.com)
[bookmark: _Int_NrWTLpij] The phrase “For men only!” shows the hindrance on a woman’s place in the world of work. During the second World War women were expected to get jobs to assist the war effort. Following the ending of the war many women were left feeling lost. They no longer desired the perfect fantasy of being a homemaker whose main purpose was to serve their husband's needs so they sought out work wherever they could get it. The exclamation of the statement leaves absolutely no room for the prospect of a working woman which puts a strict divide between a ‘man's place’ and a ‘woman's place.’ BBC says, ‘women were seen as physically, mentally, emotionally and morally inferior to men’ (bbc.com). Men did not trust women with any real responsibilities and at this time were pushing to keep women at home. This poster demonstrates the eagerness that men felt to put women down and upraise themselves up, especially in the workplace. 
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Fig.3: “Christmas morning she’ll be happier with a Hoover”, Hoover, 1953

[bookmark: _Int_TV6DdzkQ]This is an advertisement by Hoover targeted towards prospective male buyers searching for a Christmas gift for their wife. This poster further highlights men's desperate attempts to restrain women from branching out in life and forcing them to continue serve their husbands. This if a clear demonstration of men’s selfish perspectives since they believed that their wife would be most content with a cleaning supply which would serve him more happiness than it would her. As shown by the way that the woman in the advertisement I dresses women were not only expected to keep the house pristine but also had to keep up a perfect appearance while doing so. ‘Houses had to be spotless. Women had to be attractive at all times.’ (cbc.ca). However, whilst most women would have been displeased with such a gift, these quotes suggest a reason a woman might have forced herself to appear happy to receive such a thing:
‘The man was considered the head of the household in all things; mortgages, legal documents, bank accounts. Only the family allowance was paid directly to the mother. Should a woman find herself in a loveless or violent marriage, she was trapped; she had no money of her own and no career.’                        (historic-uk.com)

[bookmark: _Int_Te49Ylw3]‘If a woman had a problem in the 1950s and 1960s, she knew that something must be wrong with her marriage, or with herself . . . She was so ashamed to admit her dissatisfaction that she never knew how many other women shared it. If she tried to tell her husband, he didn’t understand what she was talking about.’
                                                                                                                   (womensenews.org)
Women were often forced to stay in unhappy marriages meaning they had no choice but to appear content confined to her home where she unwillingly accepted the life that her husband provided for her, without a possibility of finding independence.
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Fig.4: “Don’t worry darling, you didn’t burn the beer!”, Schlitz, 1952

This is an advertisement for beer published by Schlitz. The image of a woman crying pushes the stereotype that women are fragile and overly emotional at irrational times. ‘- women have thought to be more emotional than men.’ (womenshistorynetwork.org). The quote, “Don't worry darling, you didn’t burn the beer” insinuates that beer is the only important thing in their relationship and the fact that his beer is undamaged makes everything okay since his happiness is the only thing of significance. The overall joking nature of the poster shows that men did not take women’s feelings seriously and derided them when they were distressed, downplaying the importance of their emotions. The woman is illustrated in a way that shows her sole care being towards the food that she has burned, and the man shows no sense of remorse for the fact that she now must restart the process of making her and her family dinner while he relaxes with a beer. Women had so much to keep up with around the house so burning the food would cause a large disruption to her daily schedule which understandably would make her upset.
‘Gender roles change over time in response to cultural, technological, economic, and demographic forces. In 1950s America, it was expected that men would marry and work to support a family. Women were expected to marry, have children, and devote themselves to maintaining a home and being the primary caretaker of the children.’
                                                                                                                                  (Study.com)
The husband's complete nonchalance towards his wife's emotions shows how they did not understand how much work women had to do at home while they were at work or relaxing. This poster demonstrates men’s selfish perception of their relationships with their wives and their complete disregard for their wives’ emotions.
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