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This paper will research on how advertisements and the media industry have changed in relation to issues presented in today’s society. 
Advertisements plays a crucial role in changing the approach and behavior of both men and women, in how they are portrayed in the media today. 
The central research of this dissertation will be on issues such as female objectification and where professional research methods are used change to being fair and more aware of the changing world we live in today. There is also the topic of size and genders’ observational change in today’s media as well as providing in-depth insights into how the advertisements have changed over time.



[bookmark: _Toc497624900][bookmark: _Toc500763174] Introduction 
This dissertation will explore the themes of gender, objectification and size, and how these are represented in modern day advertising. I will look into how the American Marketing Association has defined marketing as the process of planning, as well as executing the promotion, pricing, conception and distributing of products and services allowing creative exchanges to satisfy an organization or an 
individual objective. 
As advocated by (Nagi, 2014), advertising is one of the best “promotional tools” that is used in marketing as it provides the means of communication between buyers (organization or consumer) and seller (advertiser). Advertising can therefore be defined as the paid form of non-personal presentation of any goods, an idea or service by an identified advertiser or sponsor. 
The focus of this essay will be on advertisements and the role of women in how their position has changed over the past few decades. There have been major changes in areas such as politics, advertisement, education etc, particularly of those with fields in the public eye that are an easy target for criticism from the public. Women are re-claiming representations of themselves in all walks of life. However, the representation of women in the advertisement industry has not been portrayed in a good light for a long period of time. Men and women have often been objectified in advertisements and this has been an ongoing topic for many critics on how people are portrayed in these advertisements as unwarranted and untrue.
Advertisements in the 1930s directed their marketing on home appliances and household items to women and were placing men in the work place being the breadwinners for both as in the following image.
[image: ]
[bookmark: _Toc500761203][bookmark: _Toc500763096]Figure 1 – Kelloggs.
[bookmark: _Toc497624901]Harper & Tiggemann (2008) explored the notion that people develop a low self-esteem and low confidence when they compare themselves with the models in 
the advertisements. 
The topic of gender in advertisement is a detailed topic that will benefit from in depth critical analysis. This single-mindedness prepared me to focus on exploring the topic with the help of journal articles and published sources enabling me to find the best and most reliable information associated possible. 
Different studies such as the study conducted by Haswell (2010),  further explore several advertisements that portrayed men and women controversally, but  suggested that there were some difficulties in finding the sources due to there being fewer studies in the area of gender subjectification in advertisments. 
This study is divided into the following sections - Introduction, main body, and conclusion. The introduction has given a brief overview of the topic. The main body will include three main sectors one being – gender, where discussion will aim to provide information relating to the negative aspect of the portrayal of men and women in advertisements along with a variety of the changes made. 
Objectifying men and women and how this is impacting on their social beaviour as well as their mental health.
The final chapter reviews and discusses the impact of plus size women in the industry as well as the negative connotations that come with both genders being affected in relation to size discrimination.
‘Gendered advertisement’ can be referred to as the images that are used in the promotion of any item, store, or products. Have been depicting the stereotypical gender roles through time which is being discussed in this argument. 
The gender split is heavily used in advertisements to establish the role of any one gender in relation to the other gender, however, some researchers argue that advertisers are overly obsessed with gender. 
(Haswell, 2010) states that Gender is important in advertisement, because people define themselves by their gender, and it is one of the aspects that is generally “communicated at a glance”.
Gender and advertising generally focus on the way in which both men and women are represented in the financial form of commercial messages so as to encourage the consumers to purchase a particular product or service that is being promoted. 
 Advertisers, writers, filmmakers, researchers and psychologists have used the idea that men and women are different in context of developing a story.

It was believed that men and women bring different meaning to the promotion of movie advertisements. (Harper & Tiggemann, 2008) acknowledge that the portrayal of men and women in advertisements were constructed on the basis of femininity and masculinity through the variations of advertisement mediums. 


Gender in the 20th century
At the beginning of the 20th century, women were used and targeted towards household items such as food, washing and cleaning products promoting the products creating an easier lifestyle. (Krawczyk & Thompson, 2015)  acknowledges that in previous studies they were conducted to understand the role of gender in commercial advertisements. The reflection of stereotypical roles for women were primarily directed to being housewife and that women were dependent on men for all things in relation to the stability of a home. 

The voiceovers that accompanied the advertisements were predominantly male, even if the product or service was targeted to a female market. Men were fundamentally viewed as the breadwinners while women were mostly viewed as caring for all matters relating to household duties.
(Artz & Venkatesh, 1991) suggested that advertisement directed their societal roles are assumed appropriate for men and women according to society. 
[image: ]

[bookmark: _Toc500761204][bookmark: _Toc500763097]Figure 2 - N.K. Fairbank & Co

(Haswell, 2010) also affirms that within the behavioral sciences and social sciences, the focus has been on determining how men differ from women in terms of experience, behavior, relationships and attitudes etc. In addition, the advertisements initially influenced people to believe that women are unable to make decisions on their own and that in the long term the submissive portrayals of women produced a negative view of a woman’s true capabilities. 
(Martin & Gnoth, 2009) notes that similarly, there was a limited representation of men’s contribution to any household activities in any form whatsoever. This had a negative impact on both men and women in understanding and accepting that men and women were equal.
 In essence it can be said it continually reinforced that women were more suited to being solely that homemakers.
Furthermore, (Nagi, 2014) has stated that there was a limited role in advertisements that truly portrayed men and women as equals . 
During the war in the 1940s’ a poster created by J.Howard Miller (figure 3) was created and printed worldwide in  support of  women while men were away fighting in World War two.
Women were left with no choice but to stay strong and look after one another as well as their homes. This was an enormous step forward for women in advertisement as it was the first time they were portrayed as being strong willed, capable of tasks and duties outside of the stereotypical role of housekeeper.
[image: ]
[bookmark: _Toc500761205][bookmark: _Toc500763098]Figure 3 - Board and Board
(Haswell, 2010) has advocated that new changes are occurring in advertisements because of factors such as  the increase in the literacy rate among females, as  well  as the number of women joining the workforce. 
Women in today’s advertisements are not just confined to household work, they are shown as successful professionals who are capable of managing both family and housework alongside a full time job. Similarly, advertisements today encourage the idea that genders take equal responsibilities in child rearing as well as 
household chores. 
Observing the negative typecasts in advertisements with traditional gender role stereotypes reduced the overall leadership aspiration of women along with the affect it had on their sense of self-esteem.
(Martin and Gnoth. 2009) demonstrated that this has also had a reflective impact on women by positively  affecting their self-confidence, career ambitions and their independence. (Martin & Gnoth, 2009) conducted research that stated that men too have a social pressure to endorse the norms that are masculine and conventional to their stereotypical interpretations of themselves. This suggests that men are forced to portray an identity that may not be true to themselves as they attempt to fit into the barriers that society has set for them to be considered ‘masculine’. 
Other researchers such as (Krawczyk & Thompson, 2015) have also found that advertisements have had an impact and can be very influential to adolescent teenagers who would see these advertisements and form unrealistic expectations on 
physical appearance. 
The portrayal of women is not synonymous with the traditional roles that are expected by society from both men and women. They are now portrayed in a more positive manner, women are energetic, multi-tasking, modern and self-confident as shown in the following Nike ads.
[image: ]
[bookmark: _Toc500761206][bookmark: _Toc500763099]	Figure 4 - Nike
(Krawczyk & Thompson, 2015) claim that the three major factors that have led the major changes in the advertisement industry are financial independence of women, education and decision making. All these things have helped in the progress of where women are seen in today’s society.

[bookmark: _Toc497624902][bookmark: _Toc500762522][bookmark: _Toc500763176]This ad aims to encourage women to take part in competitions against men, which is a relatively new concept in advertising. Women are now being portrayed in a stronger, more confident way to inspire more participation in sport. This loosens the gender boundaries set that exclude women from physical activity as this can be seen as masculine and not represent femininity, which women must do at all times. 
Chapter 2: Objectification
[bookmark: _Toc500762523]The use of imagery in advertisements has been the main tool in communicating the messaging to a target audience. But in doing so, past advertisements have also targeted the social perceptions of men and women and how this is communicated is crucial to the evolution of objectification of the genders.
Advertising is everywhere, on newspapers, magazines, billboards, television, cinemas, buses, train stations etc. Advertisements have evolved hugely since their early days but are now lacking in ethics.
Issues of violation of fundamental rights, especially of women are seen in reports every day. Objectification refers to the sexually suggestive portrayal of men and women as objects of desire. Usually such advertisements do not highlight the true meaning of the brand but show more of women or men in a sexual nature with very little or no clothes on to give the brand a modern or high- 
end appearance.
[bookmark: _Toc500763177]Old World Advertising Using Objectification
[image: ]
[bookmark: _Toc500761207][bookmark: _Toc500763100]Figure 5 - Woodbury's Soap
The tradition of advertising became more popular in the 19th century when they started to appear in the newspapers in the U.K.
After the establishment of printing presses, advertisements became prominent in the promotion of books and newspapers.
The trend of objectification of women to promote the selling of the product started in the 20th century when Woodbury Soap Company used the image of a woman to promote the soap (figure 5).
They used the tag line ‘the skin you love to touch’ which implied that women would be more desirable if they used this particular soap brand. 
The construction of the image of women to be adored by men became prevalent the 20th century. 
Women are treated as objects of desire and are portrayed in the same way in the theatres and cinema advertisements. 
The use of men and women in advertisements is directly related to the perception of information by both men and women in society. This is the reason for the different forms of portrayals in advertisement.
They are responsible for the creation of the stereotypical image of men and women in the advertisement based on the imagery. As per  (Unerman, 2016) men are portrayed as the heroes and the protagonists, whereas women are showed as objects.
                                 [image: ]

[bookmark: _Toc500761208][bookmark: _Toc500763101]Figure 6 - Leggs

This image of a man stepping on a women’s head as though she is a tiger print rug is an example of how women were portrayed as objects and not seen as even human. The messaging reads ‘After one look at his Mr. Leggs slacks, she was ready to have him walk all over her’ which is disturbing to think that this type of messaging was allowed and also condemned dehumanization of women as well as abuse.
It seemed to be somewhat normal to have an image of a man hitting his wife or stepping on her as shown in (figure 7) where the man is suggesting he beat his wife if she did not have the right coffee product. 



[image: ]


[bookmark: _Toc500761209][bookmark: _Toc500763102]Figure 7 - Chase & Sanborn


These advertisements would have been seen in newspapers and magazines as well as television which was becoming more and more popular during that time. This would mean that there was little censorship towards the viewer as well as people’s perception on what was considered as “normal” behaviour would surely have had some effect on the younger generation. 
The (Second wave of Feminism, 2017) confirms that in the 1970s there was a wave of feminist protests where women raised their voices against discrimination of women as well as their objectification in advertisements. 
Male objectification has also proven to be popular in advertisement where various representation of products using men shirtless with very sculptured body frames with abs and biceps to promote the sale of the products. For example, the ad campaign of Renuzit, where they compare a scent to a man’s emotions such as “soft’ “kind” or “strong”, this does not relate to the scent but more to do with the men being the object of desire, having  a woman presenting the voice over and reading “a sensitive man in every room is a fantasy, but now you can have Renuzits sensitive in every room “.
                                     [image: ]
[bookmark: _Toc500761210][bookmark: _Toc500763103]Figure 8 - Renuzits
[bookmark: _Toc500763178]New world advertising using objectification
[image: ]
[bookmark: _Toc500761211][bookmark: _Toc500763104]Figure 9 - D&G
This Dolce and Gabbana ad (figure 9) is excessive with notable objectified aspects such as the men being topless and a woman being pushed on to the floor wearing a very revealing dress. The fact that the men are onlookers to one of them holding down a woman is demeaning stance and makes them appear as if they were sexual predators. This can be linked to the idea of the male gaze.

 American culture socializes women to adopt observers' perspectives on their physical selves. This self-objectification is hypothesized to (a) produce body shame, which in turn leads to restrained eating, and (b) consume attentional resources, which is manifested in diminished mental performance. (B. L. Fredrickson & T Roberts, 1997, page 269-284)
This adds to the fact that women and men similarly have suffered from mental health issues such as eating disorders, depression and body dysphoria as a result of such advertisements. 

Effects on Society
The role of the media is considered to be conspicuous in such an activity on a large scale, as seen in today’s media. News presenters are still predominantly male, and when female presenters are present, they are made to wear make-up to be more ‘attractive’ to fit into societies standards set to represent femininity and beauty. Many journalists do not find that many feminist theories represent both male and female genders, and see the word feminist to represent the idea that women are better than men, not equal to men. The reason for the same perspective on commercial advertisement on television channels today are also associated with such brands for the ‘buying into’ and fueling of the gender objectification debate which can also be damaging to the image of a brand which may degrade their marketing strategies and decrease the sales of their products and viewership. For any man or women who has to view these ads, it can be self-decrementing and can make either gender feel that there is almost a level of perfection that is expected to be obtained by each of us to look and be a particular way.

Photoshop and editing of images 
(The Balance, 2017) states that with the advent of Photoshop, and with retouching now prevalent even when famous people featured in the ads do not want photos to be edited, the images of women that are flawless, and anatomically impossible, are harmful on so many levels.”
Images such as below (figure 11) are used in todays campaigns which set an unrealistic standard of beauty for consumers, which is a facade as even the models have not naturally achieved this standard.
   
       [image: ]
[bookmark: _Toc500761213][bookmark: _Toc500763105]Figure 11  - Mail Online

The phrase ‘sex sells’ has been used many times in describing the selling of sex appeal or having the models look sultry into the camera. This is done in order to make them appear more desirable, however, the awareness of the dangers of these advertisements have become frequently discussed in today’s society with recent reports discussed of sexual assault being highlighted more and more.  Women are feeling more empowered to talk about their experiences while auditioning for a film role or even a highly paid prestigious job forcing them to review their actions and begin looking at how we as a society should stop sexualizing women.
[bookmark: _Toc497624903][bookmark: _Toc500763179](Szymanski, Moffitt, & Carr, 2011)  illustrates that the concept of objectifying women for the purpose of promoting the sales and marketing of a company might be beneficial to the company however, this creates issues in societies perception of men and women. It is suggested that It must be realized that women are not just bodies to be illustrated for pleasure of men and vice versa.



Chapter 3: Size
[bookmark: _Toc500763180]Traditional Perceptions of Size in Advertisement

Body size has often been perceived as an important part of fashion, advertising and the media. Those seeming to be overweight or underweight have the difficult job of normalizing themselves and their categories in an industry dominated by those with ‘average sized’ bodies. Today, advertisements are attempting to challenge this negative perception people have of those whose size does not conform with with what is represented in popular culture. Traditionally, ads only use images of those who are ‘perfect’, giving people the impression that this is expected of everyone and society has to conform to these set standards. 

A Research study conducted by Feingold & Mazzella has shown that women show greater body dissatisfaction than men because they are more psychologically invested in body image, appearance and physiological shape. Similarly, (Halliwel & Dittmar, 2003) contends that  body-focused negativity is also more prevalent in women and this has a strong connection with the advertisements including ‘perfect’ models. All women want an attractive physique and feel guilty if unable to control their weight.

[bookmark: _Toc500763181]New Perceptions of Size in Advertisement

The internationally renowned ‘Plus Sized’ model and entrepreneur Ashley Graham does not shy away from her curvaceous body but has become a role model for women and men, showing that men and women of all sizes should love their body and appreciate their individuality. 
She changed the perception of people’s views about the use of the term ‘plus size model’ in the modeling industry and throughout her campaign to prove and show that real women should be on the covers of magazines and should be more widely represented.
 [image: ]
[bookmark: _Toc500761214][bookmark: _Toc500763106]Figure 12 - Sports Illustrated

She helped women in general rid themselves of the stigma attached to having a slimmer body being idolized or sought after for fashion campaigns, and was the first ever plus size model to be on the covers of sports illustrated, a magazine primarily representing those with slender, toned figures (figure 12). This became a well communicated subject in the media and resulted in more people embracing their body diversity and helped to inspire confidence in the next generation of plus sized women and men alike.
 (Curvey, 2017) Ashley Graham states that “The fashion industry may persistently rule me as plus size, but I like to think of it as My size" which helped set new standards in the way of viewing plus size models who are typically viewed and perceived for their size and nothing else, whereas average sized models are remembered for particular features such as eyebrows or cheekbones.
[image: AshleyGrahamMain.jpg]
[bookmark: _Toc500761215][bookmark: _Toc500763107]Figure 13 - Shenton

[bookmark: _Toc500763182]Plus Size Online Retailing


Shopping online and retail stores have alike in the past five years, realized that this is an era where women demand clothes that fit them. Brands are creating clothing for plus sized women that are more fashionable than in the past, and even high end brands are participating in making these positive changes. 
Online retailing is experiencing consistent growth and has become a predominant feature, particularly for plus size women who tend to favour online shopping to shopping in stores.  (Shoppers, 2017) 
This indicates that online retailing has captured the Plus Size Market with the recent advertisement campaigns, meaning that plus size is no longer as stigmatized and has changed the perception of plus sized individuals. The plus size online shoppers are opting for home shopping due to convenience, flexibility, cost effectiveness and for multiple options. Consumers are attracted to online retailing not only because of convenience but also this process is used as social avoidance, privacy, economic motivation, and freedom from discomfiture of using the dressing rooms in stores.
Although, (SagePub, 2014) the average woman in USA is 5 ft 3” and weighs 164 pounds, the models portrayed are shown as 5 ft 11” and weigh 115 pounds.

The factors responsible for Plus Size Online Retailing as per (Haswell, 2010) theory is that:
Lack of Provision: The ideal size usually means smaller size as this is still the perception society has, therefore plus-sized women and men have to face being embarrassed shoppers as stores generally have fringed sizes, so they would rather opt for online shopping.
Environment: The environment of a changing room creates an uneasiness for the plus size population due to the lack of space and privacy.
Furthermore, these stores’ environments have distinct dimensions which make shopping difficult for plus sized people, so they have a more pleasurable experience by selecting clothes at their own convenience with personal privacy at home.
[bookmark: _Toc500763183]
Effects of advertisements on males

Similarly, the idyllic and ideal man is expected to have sculpted bodies with biceps, six pack abs and lean body. These male image portrayals have been dominating the movie industry with actors such as Hugh Jackman and Dwayne “The Rock” Johnson (figure 14, Baywatch) who all have been depicted as having the perfect masculine body. 
 [image: ]                                                  
[bookmark: _Toc500761216][bookmark: _Toc500763108]Figure 14 - Baywatch
These styles of posters have a negative impact on the younger male generation who are easily influenced which can lead to body image dissatisfaction and dysmorphia which also affects the perception of how men view themselves. As per the study published in January 2014 in (JAMA Pediatrics), 18% of males showed great concern about their physique and weight and 7.6% had great concern about ‘muscularity’ and adopted techniques and diet that could prove harmful in later life. 
Research studies indicate that men take extreme measures to shed weight and suffer from eating disorders similar to women.  The Medical practitioners and researchers point the finger of blame on the media and advertising agencies that bombard young men of what is perceived as the perfect masculine body which has proven to instill feelings of inadequacy, forcing them to strive to and aim to achieve the same. 
Polatis, K. (2014, May 16) discusses that body dissatisfaction leads to negative impacts such as unhealthy body shaping behaviors, excessive dieting or overeating, cosmetic surgery, medication abuse and excessive exercising. 
Ideal body image can lead to several negative impacts on mental health, such as depression, body dysmorphia disorder, eating disorders and low self-esteem. 

[bookmark: _Toc500763184]Luxury Branding

Luxury branding is the new paradigm of advertising in the global market. 
[image: ]
[bookmark: _Toc500761217][bookmark: _Toc500763109]Figure 15 - YSL Perfume
Luxury has a social value and a prominence attached to it, as well as an inherent value, price and rarity which all represent a certain social class. This has set a trend of attaining and imitating representations of the clothing and style of the celebrities that wear these items and who advocate the brands.
Core luxury branding sectors which include clothing, perfumes, cosmetics and accessories are targeting their consumers and increasing 
commercial opportunities.
(Vrontis & Rossi, 2016) claims that the social value added to luxury differentiates the individual from the masses and creates a ‘upper class effect’ where people feel superior. 
Hedonism and perfectionism stems from this which creates a conflict between the economic spheres in society. 
This brand reputation created brand communities where people using particular brands developed an emotional link and allowed them to share their experiences about these brands.
A new form of advertisement in this digital era shows how brands give consumers a sense of ‘belonging’ and, in time, emotionally attached to a brand and becoming loyal member of this brand.
Developing and nurturing a brand relationship is the new paradigm of advertising where the focus of marketing is concentrated on customer retention.




[bookmark: _Toc497624904][bookmark: _Toc500763185]

Conclusion 
Gender advertisement is an area of study that has been focused on largely by researchers and scholars. Through the years it has been discussed widely and is worthy of an in-depth revolution. In the past, men and women were different targets of different advertising, promoting the same product or service.  Advertising was used to create different boundaries for products. The roles of both genders have been confined to a limit that was decided by society.
People believe that women should not be treated as inanimate objects and their actual value in contribution to society must also be shown properly and fairly.
The perception of gender roles has changed drastically from the nineteen hundred’s to today in advertisements as both men and women are being portrayed more as equals with both men and women being capable of doing the same work and women being able to become the breadwinner showing her strengths from all aspects of working life.
This trend has slowly been changing through time and is often talked about as the portrayal of gender shown in an advertisement stemmed from socially perceived gender roles that were largely accepted as well as established in the day to day lives. Though Brian Cuban, the author of ‘Shattered Image’ denies this and states “it’s important to remember the media is not the primary factor leading to body issues and dangerous body-reshaping practices (Polatis, 2014) people blame the media for these issues faced in today’s society.
Male dominant ideology was viewed the most, with the passage of time, there were some positive changes in society with a shift from a patriarchal to more egalitarian society. An egalitarian society is the one in which both partners have equal decision making powers and they contribute equally in the growth and development of 
the family. 
The factors that have helped in changing the face of women’s portrayal in advertisements range from education of women to participation of women in 
the workforce. 
Changes were slow, but advertisements had to keep up with the social demand of equality being raised on most of the media platforms, not only by women but by 
men too.
There is however, more scope for change in the advertisement industry as there are some areas and products such as the beauty and cosmetics industry where women are still objectified. 
The course of change is slowly moving in the right direction and the advertisers are now using innovative ways of portraying men and women in the right way allowing positive changes in society.
Television, radio and print advertising has changed over time but there remain some areas in the process of change. 
Objectification can still be seen today but not to the the extent of previous years and due to a series of debates and the world’s economy, women who work want to be seen as equals. Men who don’t have the same physique as male models shown on magazines stands and on TV screens need to be to be able to interact with society without feeling emasculated for not being of a certain body frame or stance.

Objectification is one of the serious issues that need to be managed effectively by different media outlets as it is becoming the leading reason for low self-esteem and low self-confidence issues in men and women of today.
Women are used as inanimate objects to promote male oriented brands as seen in men's fragrance and accessories ads. Some feature men in dominate roles belittling women with males being portrayed as strong authoritarian. Many to show the male figures as having predominant roles and women as unsuited as the roles of strong and authoritarian roles. 
Young women go to extreme lengths to achieve unattainable ‘perfect’ bodies by undergoing vigorous dieting as well as surgical procedures, unaware that the images in the advertisements are photo-shopped, as suggested by (The Balance, 2017).
Some seem to be less affronted by the fact as they are used to such practices, as it is clear from the above reported analysis that the objectification of women has many negative effects on society, and less is done in the field as many people have accepted this portrayal by the media (Suggett, 2016).

Media outlets have grown since the days of just print, radio and TV and have have become second tier commodities.
 There are more developed forms of advertising like blogs, social media platforms, apps, and brand journalism which has changed the landscape of advertisement.
The older mediums had a targeted audience and were only viewed by the person in front of these ads, whereas in advertising in today’s society, there is a shorter time frame to get your message out to the masses. 
The use of imagery is a critical aspect because of the shorter space of time to get the message across.
Celebrities have become particularly prominent in aspects of celebrity and brand awareness and have also become ambassadors to brands which help in selling products. However, having fame can also be demeaning to a brand due to many factors such as the celebrities beliefs, views and morals which are also being judged, as well as their appearance.
There has been a shift in the paradigm of advertisement and thus the perception of people has also changed.  Previously all female models of 0-size were admired and imitated, but with the onset of e-commerce, the corporate perception has changed and so has the consumers’ lifestyles.
The Present day consumers are more flexible and knowledgeable in their attitudes towards shopping in general.
Online retailing now caters to Plus Sized men and women because body size is no longer a stigma in modern society.  Celebrities like Ashley Graham preach that you should love and admire your body, self-irrespective of their size or looks. Magazines such as vogue have also been promoting more natural looking models and have broken the mold by placing them on its covers which has been talked about on professional platforms such as Ted Talks, which debates what objectification and size really mean in today’s society.
With time comes change and with changes comes debate. More people discussing what is acceptable, what is false and what is insufficient to their consumer needs the advertising and media industry will become more efficient in targeting the needs of their consumers.
Using a moral code to balancing their creativity will allow them to progress as not to address them would have a negative impact on the industry.
[bookmark: _Toc500763186]
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