[image: ]





















Table of Contents
List of Illustrations	3
Summary of Topic	4
Introduction	5
Chapter One: The Power of Sex	7
6.1 Introduction	7
6.2 Traditional Views on Sex and the Role of Women in Society	7
6.3 The Escalation of Sex in Advertising	10
6.4 Effectiveness of Erotica in Contemporary society	12
6.5 Conclusion	15
Chapter Two: The Rise and Fall of Violence and Criminality	17
7.1 Introduction	17
7.2 Post-Modern Influences on Advertising	18
7.3 Social Media’s Contribution to Violence	19
7.4 The Effects of Terrorism on Contemporary Advertising	21
7.5 Conclusion	23
Chapter Three: The Dismissal of Racism and Stereotyping 	24
8.1 Introduction	24
8.2 Old Fashion Opinions on Race and Gender	25
8.3 Progressing Towards Equality	28
8.4 The Enforcement of Equal Rights in Contemporary Society	30
8.5 Conclusion	33
7. Conclusion	34
8. Bibliography	36















List of Illustrations
Figure 1: Yves Saint Laurent, Opium Fragrance Print Advertisement, in-house agency, 2000	9
Figure 2: Calvin Klein, Basement Porn Advertising Campaign, in-house agency, 1995	11
Figure 3: Absolut, Kurant Vodka Print Advertisement, 1995	12
Figure 4: Tom Ford, First Fragrance for Men Print Advertisement, 2007	13
Figure 5: Dolce & Gabbana, Gang Rape Print Advertisement, 2007	14
Figure 6: Yves Saint Laurent, Skinny Model Print Advertisement, 2015	15
Figure 7: NHS, Hooked Anti-Smoking Campaign, 2007	20
Figure 8: Royal Mail, Identity Theft TV Commercial, 2017	21
Figure 9: MTV Brazil, Poverty Print Advertisement, Age Comunicacoes Sao Paulo agency, 2003	22
Figure 10: Kenwood, Chef Mixer Print Advertisement, 1961	26
Figure 11: Benetton, United Colors of Benetton Print Advertisement, 1989	27
Figure 12: Coloria Italiana, Detergent TV Commercial, Aldo Biasi Comuincazione agency, 2006	29
Figure 13: Dove, Racist Facebook Advert, 2017	31
Figure 14: Protein World, Body Shaming Billboard Ad, 2015	32

Summary of Topic
This dissertation explores the topic of controversial advertising. Advertisers can easily cause offence without intending to, however campaigns that were designed to deliberately spark controversy will be the focus point. Purposely causing offense to viewers to grab their attention is referred to as shock tactics. The objective of this piece of writing is to discover whether shock tactics still work in contemporary society or not. Thus, the effectiveness of marketing a product or service and the impact on the brands image will both be analysed.












[image: ]Introduction 

For over fifty years, advertisers have used shock tactics in their content to attain consumers attention.  I believe Advertisers use shock tactics to deliberately spark controversy by challenging the viewer’s opinions and beliefs. This draws publicity to the advert to get it noticed on an international scale and even the removal of the campaign does not always hinder its effectiveness. Certain events have taken place over the last fifty years which altered the way people approach controversial topics. For example, the Black Lives Matter campaign in 2013 changed global attitudes towards African Americans. Thus, the purpose of this dissertation is to determine whether shock tactics are still effective in contemporary society or not. There is however evidence to suggest that advertisers do not intentionally cause offence. ‘Advertisers do not intend advertising messages to be harmful because that would not be in the best interest of the brand.’ (Sheehan, 2004, p. 72) Therefore, I will carry out thorough research into why shock tactics are used and analyses how effective they have been over the past fifty-year period. I will compare both sides of the argument whilst observing the context to each issue. Understanding what was happening at the time of publication is important when analysing an advert because attitudes are always changing. Certain people, events and even products influenced what consumers consider shocking. 
Many factors can contribute to making an advert shocking or controversial, for example, the use of children in inappropriate roles, subliminal messaging and marketing potentially problematic products such as alcohol and tobacco. My dissertation will focus on the three main components of controversial advertising; sex, violence and stereotyping. These elements will be broken down into three chapters. Chapter one will analyse the power of sex and the extent of nudity in the media. Technologies like the internet allowed sexual content to become widely acceptable during the beginning of the twenty-first century but censorship within the media is increasing. Pornography is littered all over the web, but the internet has also given feminist groups a platform to voice their opinions and protest adverts that objectify women. Chapter two will discuss the rise and fall of violence and criminality in advertising. Post-modern influences have inspired a rebellious nature which was reflected within the media. In contemporary society this attitude does not exist. Many factors contributed to its demise, but I will focus on the impact of terrorism. The final chapter will inquire into the dismissal of racism and stereotyping. The attitude towards women and African Americans was treating them as unequal to white men in society fifty years ago. This has changed dramatically thus I will discuss the effect that racist and stereotypical adverts have on a brands image in 2017. 









[image: ]Chapter One: The Power of Sex

Over the last fifty years views on sex have changed dramatically. Traditional ideologies began to differ in the 1970s when acceptance of nudity in the media increased. Subsequently the invention of the internet and television screens in our homes acted as a catalyst to this wide approval of sex in the media. This chapter will analyse the power of sex in advertising and how advertisers utilized it to market goods. 
The use of sexual imagery or euphemisms trigger an emotional response from consumers thus increasing product sales. Tom Reichert is the author of four books on sex in advertising, two of which are in my research. Sex in Advertising and Investigating the Use of Sex in Media Promotion and Advertising. He believes erotic ads are more effective and engaging, ‘Evidence shows that sexual content in ads can lead to a higher level of purchase intentions.’ (2007, p. 59) Nonetheless, in contemporary society some individuals would disagree. For example, feminists feel that using nude models in adverts is offensive because it objectifies women. Martin Davidson, who has two degrees from Oxford University, states that ‘the entire fashion package was condemned by feminists.’ (1992, p. 185) critics suggest that nudity is just another shock tactic designed to grab viewer’s attention. 

Traditional Views on Sex and the Role of Women in Society
In the early 1970s, just 29% of Americans thought it was acceptable to have sex before your wedding day, this figure increased to 42% a decade later, at the beginning of the 21st century around half of the country’s population agreed with premarital sex. (Brodwin, 2015) Not only have views on sex changed but women were not socially equal fifty years ago. They were perceived as mere housewives who were only useful for raising a family. Their potential to market male products had not yet been discovered. ‘In the mid-1980s, close to half the public agreed a man’s job is to earn money; a woman’s job is to look after the home and family’  (Park, et al., 2013) These opinions on sex and women in the 1970s influenced the extent of nudity in the media. Apart from pin up models on cigarette packets, nudity only appeared in late night television with the use of ‘quick-flash’ scenes. (Lawson, 2016) Because of this, sexual content was not yet accepted in the advertising either. Advertisers attempted to use erotic shock tactics however the campaign would be banned almost imminently. This potentially damaged the brands image, but certainly didn’t market products effectively.  
This is evident in a Yves Saint Laurent advert. (see figure 1) Even thirty years later, Advertising Standards Authority (ASA) banned this YSL advert for their Opium Fragrance collection after they received 948 complaints. (Allwood, 2015) The controversial ad campaign featured a model wearing nothing but shoes alongside a suggestive product name. This level of sexual imagery was considered unacceptable and provocative therefore the removal of this advert could well have caused the campaign to be unsuccessful. YSL’s advert still appeared in magazines but it was not enough to cover the cost of the prohibited billboard campaign set up in cities around the world. 
[image: ]
(figure 1: Yves Saint Laurent, Opium Fragrance Print Advertisement, in-house agency, 2000)

The advert may have been removed from billboards quickly, but it still received a lot of publicity because it was so offensive. One might argue that the campaign was extremely successful because Opium remains one of YSL’s bestselling fragrances to date. In this particular instance the removal of the campaign didn’t damage brand image but heightened it instead. YSL are constantly challenging rules of advertising by producing controversial ads so the incident only increased brand awareness. The advert clearly attempts to compare its product to addiction by using a naked model in a suggestive position as well as a drug related product name. This opposing idea that sex is a physical need of humans strongly relates to Sigmund Freud’s theory. Freud, the founder of Psychoanalysis, described sexual desire as our most powerful driving force, comparing the attraction to hunger. 
‘The fact of sexual need in man and animal is expressed in biology by the assumption of a "sexual impulse." This impulse is made analogous to the impulse of taking nourishment, and to hunger.’ (Freud, 1920, p. 1) 
This implies that advertisers use sexual imagery to trigger an emotional response from the viewer. Reichert has a similar perspective as he proposes that consumers develop a ‘parasocial relationship’ with attractive media personalities. (2007, p. 7) For example, Justin Bieber has become the face of Calvin Klein thus female viewers engage with the brand to interact with him. 

The Escalation of Sex in Advertising
Edward Bernays, a cousin of Sigmund Freud, moved to America in the 1920s and applied Freuds psychosexual theory to the consumer market. If sexual desire is what drives us, then appealing to emotions must be the most powerful way to persuade consumers to act unconsciously. (Gibson, 2017) Although Bernays had success with an advertising campaign to promote female smoking, sexual shock tactics were not effective at the time. Until the 1970s, there was next to zero tolerance with nudity in the popular culture. ‘In the 1970s feminization began to transition to sexualization’ (Reichert, 2007, p. 17) however advertisers did not adopt these sexual shock techniques successfully until the nineties. 
For example, in 1995 Calvin Klein released a controversial video advert that may well have contributed to them being the cutting-edge brand they are today. (see figure 2) The advert features nervous teenagers stripping off, wearing CK jeans, with an unsettling off-camera voice asking questions like; “what are you wearing?” whilst instructing the kids to not be nervous. The scenes were deliberately created to mimic 70s basement pornographic videos which was considered extremely shocking and offensive. 
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(figure 2: Calvin Klein, Basement Porn Advertising Campaign, in-house agency, 1995)

Calvin Klein did not use sexual innuendos and half naked adolescents to appeal to sexual desires and emotions, instead the brand intended to grab and maintain viewers’ attention with the use of dramatic shock tactics. After the advert received many complaints, it was eventually withdrawn, which would have caused the company to lose customers. However, the campaign attracted more good publicity than bad. The extent of nudity was extremely effective because it was disturbing enough to raise eyebrows but not to be considered offensive, ‘As TBWAChiatDay’s Marian Salzman, then an agency director, said, the scandal pushed the brand’s coolness factor from a 10 to a 60.’ (Klara, 2012) 
Absolut Vodka also released an incredibly successful advertising campaign in the 90s that used erotic messages. (see figure 3) The advert features an image of a lady’s corset with the laces forming the shape of the iconic Absolut bottle shape to infer that their product will improve consumers sex lives. Absolut manged to effectively use sexual shock tactics to improve brand image without causing great offense to the public, unlike Calvin Klein. Absolut is a vodka brand which targets people over the age of 18. The image of a lady’s corset signifies consensual adult sex whereas Klein’s campaign is borderline child porn. Reichert described it as one of the most successful campaigns since the 1980s and that it ‘reinforced the Absolut Kurant a cutting-edge sexuality signifier through the use familiar tropes of bodily representation and pornographic techniques.’ (Reichert & Lambiase, 2003, p. 70)
[image: https://cdn.shopify.com/s/files/1/1021/8371/products/ABS2_088.jpg?v=1493165498]
(figure 3: Absolut, Kurant Vodka Print Advertisement, 1995)

Effectiveness of Erotica in Contemporary society
In contemporary society, images of corsets and half naked men are not considered shocking. After the internet became accessible on a global scale sexual content in advertising became far more explicit. This is evident in Tom Ford’s advert for the First Fragrance for Men. (see figure 4) 
[image: Kendall4]
(figure 4: Tom Ford, First Fragrance for Men Print Advertisement, 2007)

This advert was banned for obvious reasons although it does convey what’s regarded as shocking sexual content in this current information age. Over 300 million people around the world have access to the Internet and its associated offerings which includes a vast number of pornographic websites. (Sheehan, 2004, p. 264) This unlimited access to erotic content influenced the extent of erotic imagery in advertising. Lambiase, the second author of Sex in Advertising, agrees by suggesting ‘The growth of the Internet and its continued reliance on pornographic websites, which have influenced technological innovation and new media culture in general.’ (Reichert & Lambiase, 2003, p. 3) whereas Reichert blames television and Music artists, ‘exposure to the sexual music videos results in greater support for adversarial sexual beliefs.’ (Reichert, 2007, p. 100) 
Dolce & Gabbana managed to spark controversy in 2007 without using explicit imagery in their campaign. (see figure 5) The advert is directed to women and implies the brand will make them more attractive whilst highlighting extreme sexual fantasies by surrounding the female model with topless men who appear to be restraining her. This however is not how the women of Spain and Italy perceived the ad who compared the image to a gang rape, D&C removed the controversial print advertisement from publications worldwide following a protest in Spain, (IfItFits, 2007) proving that these shock tactics were too offensive to be effective. 
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(figure 5: Dolce & Gabbana, Gang Rape Print Advertisement, 2007)

The internet and it’s active pornographic websites may have increased the amount of sex and nudity in the media. But the web also gave groups in society, like feminists, a voice and helped them to grow in numbers and protest adverts that objectify women. ‘Women with raised feminist conscious have a propensity to take action in response to sexual appeals that are perceived to be inappropriate.’ (Reichert & Lambiase, 2003, p. 103) This is reflected by a YSL advert published in 2015. (see figure 6) Erotic appeal is created by using an attractive woman in a suggestive pose printed in black and white. She is fully clothed, unlike the model in YSL’s Opium Print Advertisement of 2000 yet this image was banned in the UK because women believed the model is “unhealthily underweight.” ASA agreed with complaints and banned the ad over concerns of ‘whether the images of her are being used in a way that can have an irresponsible effect on others.’ (Mackay, 2015)
[image: http://i.telegraph.co.uk/multimedia/archive/03327/kiki-willems-sum_3327602b.jpg]
(figure 6: Yves Saint Laurent, Skinny Model Print Advertisement, 2015)

	Sexual shock tactics have been used by advertisers for over 50 years however they didn’t successfully improve a brands image until the 1990s. Erotic imagery is effective because it can appeal to consumers emotions as well as signifying that a product will improve their sex lives, Reichert and Lambiase argue the same point, ‘Sexual information is incorporated into ads to demonstrate brands can make consumers more sexually attractive and sexually active.’ (2003, p. 30) Kim Sheehan, the author of Controversies in Contemporary Society, disagrees by indicating that ‘sex doesn’t sell, but it certainly captures attention,’ (2004, p. 105) this may be the case for a small margin of advertisements, for example Calvin Klein’s Basement Porn Ad in 1995. These different methods of shocking sexual advertising are not as effective in contemporary society compared to ads in the 90s. The media is currently saturated with sex and nudity therefore erotic imagery is not considered shocking or surprising anymore. Adverts that are truly shocking due to explicit content, such as Tom Ford’s campaign, do however offend consumers because they’re unsuitable for children. Parents and even teachers may complain about pornographic adverts but it’s feminists who act and protest against them. Feminism is a political movement striving for gender equality. It gained support and power via the internet and its many ways of mass communication, for instance social media. Thus, adverts that objectify women to market products insult feminist ideologies which ultimately leads to it being banned. Offensive adverts can now be posted online in 2017 to publicly humiliate a brand, subsequently damaging the brands image.










[image: ]Chapter Two:
The Rise and Fall of violence and Criminality

	Unlike sex and nudity, violence and anti-social behaviour is no new comer to shock tactics in advertising. Advertisers have used graphic imagery in their work for over fifty years. Violent ads shock consumers in a different way than Sex and nudity does. Instead of offending viewers by challenging their beliefs, violence and crime provokes a reaction by using fear. Ann Barry, an old editor of the New York Times and the New Yorker, wrote the book Visual Intelligence which reiterates this argument. ‘Advertisers provoke controversy by deliberately flouting convention and by tapping fears associated with violence.’ (1997, p. 260) This chapter will analyse the effectiveness of violent shock tactics used over the last fifty years, beginning with post-modern influences on the media. ‘Postmodernism was about releasing different energies.’ (Davidson, 1992, p. 185) Its ideologies were open to interpretation which consequently encouraged criminality. Television and the web’s influences on violent advertising is comparable to sex and nudity. David Schumann and Esther Thorson, the authors of Advertising and the World Wide Web, depict this comparison. ‘The past debates over sex and violence on television and their accessibility to susceptible minors are extended to the web.’ (1999, p. 149) The effects of terrorism and recent gun crimes on the matter will also be discussed to argue whether violent shock tactics are effective in contemporary society or not. 


Post-Modern Influences on Advertising
	Post-modernism is a stylistic movement created in the second half of the 20th century. Its ideologies were about rejecting social normality which had negative connotations because it encouraged anti-social behaviour. ‘Postmodernism has regularly been understood as a mode of thought that rejected many of the central tenets of modern western rationality.’ (Browne, 2010) Gail Dines and Jean Humez, the authors of Gender, Race and Class in the Media, agree and blame television channels that target youth sub cultures like MTV. ‘the attitude of “mindlessness” prompted by MTV’s early programming is one of the most suggestive metaphors of post-modernism and of the 1980s American culture in general.’ (Dines & Humez, 1995, p. 496) It is because of this rebellious attitude among young adults, that violent shock tactics were effective in marketing products during the late 20th century. 
Levi Straus’ advertising campaign in 1995 for Dockers, Khaki pants, reflects post-modern traits. The brand placed real jeans in plastic cases and positioned them in out of sight locations such as bus shelters. Levi’s ‘designed the ads so that if the pants were stolen, an outline of them would remain, along with a revealed message: "Apparently, they were very nice pants."’ (Gelder, 1995) According to Barry, Levi Straus even factored the cost of the expected vandalism into its campaign. The ads were removed because they ‘provoked criminal behaviour,’  (Barry, 1997, p. 260) however it was still a successful campaign. Post-modern’s rebellious ideologies suited Levi Straus’ brand narrative of being bold and daring. Thus, promoting criminality caused controversy which also increased recognition of the brand. Evidently it worked because Levi’s are still the number one selling jeans brand in 2017. founders of the post-modernism would argue that this rebellious attitude was not inspired by the movement. As the name suggests, post-modernism marks the extinction of the modernist movement and rejects its principles. These ideologies spread to the arts in a much more positive way compared to the media and produced abstract expressionism, Andy Warhol and pop art, photorealism and new expressionism. (Jameson, 1991, p. 1) 

Social Media’s Contribution to Violence
Social media caused the amount of violence in advertising to reach its peak. Facebook was created in 2004 and ‘the ASA has received 1,748 complaints about violence in 523 adverts in 2007.’ (DailyMail, 2007) Social networking sites like Facebook and Twitter allow individuals to create online identities to hide behind, thus allowing them to post offensive comments without consequence. After the wrong people were portrayed as the main suspects of the Boston bombing in the New York Daily Mail, one of the men received ‘over 200 aggressive messages within the day of publication.’ (Macey, et al., 2014, p. 20) This portrays how easily people can contact one another on social media to threaten an individual or express their hatred publicly. Barry and Davidson disagree and argue that ‘the film industry… reached the critical mass necessary to inscribe a whole world-view around it,’ (Davidson, 1992, p. 185) thus increasing violence in advertising. ‘Children in homes with cable channels or a VCR will witness 32,000 murders and 40,00 attempted murders on screen by the time they are 18 years old.’ (Barry, 1997, p. 301) 
In 2007, even the government published advertising campaigns that used violent and graphic images. (see figure 7) The advert features and addicted smoker, with yellow skin, in pain and distress because of a fishing hook through his top lip. Violent shock tactics are used successfully here because the motive behind the campaign is to raise awareness of the dangers of being ‘hooked’ on cigarettes. ASA received 774 complaints about the advertisement because it was offensive and frightening to children, however it was not removed because it attempted to ‘shock smokers into quitting’ ahead of the ban on public smoking. ‘The Department of Health said the campaign had been "highly effective".’ (BBC, 2007)
[image: Image result for nhs get unhooked ad]
(figure 7: NHS, Hooked Anti-Smoking Campaign, 2007)

It could however be interpreted that social media decreased violence in the media. Social networking sites like Twitter brought people together by allowing people to form online communities. Users develop ‘parasocial’ relationships, where they never experience any real contact with each other. ‘The illusion of intimacy is key to the development of a one-sided parasocial interaction.’  (Schumann & Thorson, 1999, p. 137) violence is common in 21st century advertising however it’s used for a good reason. Graphic shock tactics are used in awareness campaigns to scare viewers into acting on a particular cause. This is apparent in Royal Mail’s television commercial published earlier this year. (see figure 8) Royal mail are still promoting the brand through advertising however they use violence effectively by raising awareness of identity theft, similar to the NHS Hooked campaign. The ad looks like a scene taken straight from a crime or thriller movie. A gang of men, armed with baseball bats and wearing balaclavas, enter a busy bank. The group proceed to interrogate customers for personal details such as email addresses and passwords. The advert finishes with the gang leaving, after taking no money from anyone. The strap line reads, ‘Your identity is now your most valuable possession.’ (RoyalMail, 2017)
[image: advert too violent]  [image: advert too violent]
(figure 8: Royal Mail, Identity Theft TV Commercial, 2017)

The Effects of Terrorism on Contemporary Advertising
Terrorism around the world and recent gun crimes has also affected to level of violence in advertising. Fear amongst the population in nations like the UK, France and the United States has united communities over the last fifty years. ‘terrorist attacks French and American soldiers in Beirut. In the words of the reporting journalists, the attack had to be understood as an assault on peace.’  (Macey, et al., 2014, p. 52) The word ‘peace’ being important by painting a picture of a united world. Yoel Mansfeld and Abraham Pizam, authors of the book Tourism, Security and Safety, suggest the attack on the world trade centre in 2001 marked the turning point at which counties stopped fighting each other. Instead they united to fight against terror. ‘In this new historical period, nations no longer fight against nations, but rather against amorphous terrorism cells.’ (2006, p. 34) In contemporary society, shock tactics are less effective in advertising because of this fear of terrorism, people already see too much real-life violence and death in the news. 
MTV published a print advertisement in 2008 to raise awareness of homelessness around the globe. (see figure 9) The ad attempts to use shock tactics by using an image of the 9/11 disaster and comparing it to homelessness rates. The copy reads, ‘2863 dead. 630 million homeless people in the world. The world united against terrorism. It should do the same against poverty.’ The advert was banned almost instantly because the imagery was too chilling and offensive to the whole of the United States. These shock tactics were deemed ineffective because the campaign did not achieve the desired objective of solving the homeless issue. It was not around long enough to raise awareness of the global poverty statistics. However, this might have happened because the advert was published just two years after the disaster.
[image: MTV Brazil ]
(figure 9: MTV Brazil, Poverty Print Advertisement, Age Comunicacoes Sao Paulo agency, 2003)
	Violence and anti-social behaviour is the most commonly used shock tactic amongst advertisers. ‘Research findings indicate that sex, next to violence, is the second most ubiquitous feature in promos… Sex and violence, are important elements for generating viewer interest.’ (Reichert, 2007, p. 56) Although some viewers, mainly the younger generation, find violent ads intriguing. Most people consider them extremely offensive and inappropriate for children. This however is usually the intent of advertisers because they purposely spark controversy to bring more attention to the campaign. Barry disagrees by implying that violent ads are uncreative and an easy way to market a product or service. ‘Without the creative ability to get the product noticed in legitimate ways, advertisers often resort to borrowed interest and cheap psychological closure.’ (1997, p. 261) When analysing the effectiveness of violent shock tactics, the context of the advert should be considered. ‘Images that are shocking, disrespectful, or out-and-out disgusting must be evaluated within the context of where they will appear.’ (Sheehan, 2004, p. 85) Awareness campaigns can successfully use violence and graphic imagery in contemporary society however due to fear spread by terrorists, using real-life disasters or attacks in adverts is ineffective when marketing a product. Therefore, shock tactics that use violence or anti-social behaviour were most effective amongst the youth during the post-modern era, when there was a rebellious atmosphere within popular culture. 




[image: ]Chapter Three:
The Dismissal of Racism and Stereotyping

	Stereotyping has appeared throughout advertising for over fifty years because it can establish who the advert is targeting in a matter of seconds. ‘Using stereotypes in advertising messages quickly sets the stage for the messages: Stereotypes convey characters and images quickly and clearly.’ However, if a stereotype portrays a group or individual negatively it can also cause offense to viewers. ‘We use the term stereotype today in a descriptive way that may have either positive or negative conations.’  (Sheehan, 2004, pp. 78-79) Negative stereotypes can be used to deliberately spark controversy, similar to sexual shock tactics, in order to grab viewer’s attention. Chapter three will discuss whether stereotyping is still effective in contemporary society or not, since new laws have been introduced in 2017 to ban them from advertising. Racial and gender stereotyping will be the focus as views and opinions on the two have changed dramatically over the last fifty years. African Americans were also not considered as equals in society. Ant-racism campaigns and black celebrities, appearing as role models on tv, caused things to Improve. 





Old Fashion Opinions on Race and Gender
Fifty years ago, the stereotypical image of a woman was as a housewife. women were not perceived as equal to men in society because they didn’t have the same career opportunities. The woman’s job was to raise and look after the family. ‘In a study of advertisements done in the late 1980s, for example, women were portrayed in the home more often than men were.’ (Sheehan, 2004, p. 94) Angela McRobbie and Mica Nava, authors of Gender and Generation, agree. They imply that young girls had no place in nineteenth-century society because without a family to raise they were useless. ‘In nineteenth-century representations of youth subcultures and youth employment, girls were usually invisible.’ (1984, p. 4) Stereotypical images of women cooking, and cleaning were not considered shocking at the time but still successfully market products. 
Kenwood’s chef mixer print advertisement is a great example that depicts attitudes towards women in the twentieth-century. (see figure 10) This ad published in 1961, targeted men because they were the “bread winners” of the household. Both the strapline and the photograph reinforce the argument that the women’s responsibility was to cook and look after the family. The female model is seen wearing a chef’s hat whilst showing love and support for her husband. The copy implies that Kenwood’s product will assist the women in the kitchen but cannot do her job for her. 
[image: Related image]
(figure 10: Kenwood, Chef Mixer Print Advertisement, 1961)

However, circumstances were on the brink of changing. An advert like this would certainly cause extreme offense to women in contemporary society. This was because, ‘young girls in the late 1960s and 1970s had role models their older sisters did not.’ (Macey, et al., 2014, p. 107) Woman actors played roles that questioned gender stereotypes in television programs. Young girls were inspired by fictional female characters, who acted independently and chose non-traditional careers like engineering and would grow up to do the same. 
African Americans were also considered unequal in society fifty years ago. Twentieth-century stereotypes of black men were associated with violence and crime. ‘Racialized coverage of violent crime during the 1970s functioned as part of a re-establishment of hegemony.’ (Hodkinson, 2011, p. 114) Dines and Humez support this point by suggesting African American males were portrayed in the media as, ‘the more sinister coon or the black brute whose sole aim was raping white women.’ (1995, p. 36) This societal inequality, and in some cases hatred, towards black people deemed any racist ads not shocking or controversial. Benetton’s first multiracial campaign provides evidence because this is an example of racial shock tactics thirty years ago. (see figure 11) The advert wasn’t controversial, but it was shocking simply because it wasn’t racist. The metaphorical handcuffs and the strapline told the world that Benetton views both Blacks and Whites as equal. This type of shock advertising had never been seen before and it was very effective. The campaign established the Benetton brand as a modern company with progressive views on controversial topics. ‘Later on, the Italian brand moved into topics such as AIDS, Gulf War casualties’ (Mezzofiore, 2011) The handcuffs in this image could also suggest one of the men is a prisoner cuffed to an officer. There is however no distinction between them, apart from skin colour, as both men appear to be wearing the same clothes. This leaves the role of the criminal and the officer open to interpretation of the viewer, highlighting any existing racial prejudices. 
[image: Related image]
(figure 11: Benetton, United Colors of Benetton Print Advertisement, 1989)

Progressing Towards Equality
Around the start of the twenty-first century, women and African Americans were still not considered equal to white men in society. Circumstances had improved greatly however racism and negative stereotypes still existed. Anti-racism campaigns in different sports were one of the main driving forces to the change in attitudes, for example, the 1993-1997 Let’s Kick Racism out of Football Campaign. The Kick It Out charity worked alongside FIFA to set up the campaign promoting awareness of the benefits of equality in football. It consisted of video ads and respect arm bands which are still worn by players today. Sporting brands also played their part, ‘Nike has attempted to maximize its global market share by sponsoring athletes who are both sexes; both African American and white.’ (Jackson & Andrews, 2005, p. 85) Black athletes became role models for the entire race, along with Hollywood actors such as Denzel Washington, Will Smith and Morgan Freeman. (Hodkinson, 2011, p. 202) This transformation of views on equality and African Americans, meant racist ads were now considered shocking. Advertisers utilized this by using racist stereotypes to grab viewer’s attention. The association with sports and athletes turned into a stereotype because ’Black people are often represented as athletes.’  (Hodkinson, 2011, p. 202) Dines and Humez support this view by suggesting most commercials which use black teenagers also feature hip-hop music and/ or sport. (1995, p. 104) Advertisers began to use racist stereotypes to effectively market products. Different counties progressed towards racial equality at different rates. This created uncertainty of what was acceptable and what was offensive within global popular culture in the 2010’s. An advert that uses casual racism could have been shocking and controversial for the British public yet acceptable in countries like America and Italy.  
Colereria, an Italian washing detergent brand, produced a TV commercial that uses almost every stereotype discussed in this chapter. (see figure 12) Stereotypically, the advert begins with a woman doing the laundry. Italian music plays in the background as the husband tries to arouse his wife. Her facial expressions clearly state that she is unsatisfied by these attempts and proceeds to stuff him in the washing machine. When the wash finishes, an athletic black man rises out of the machine to rap/ hip-hop music. The strapline reads, ‘Coloured is better.’
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(figure 12: Coloria Italiana, Detergent TV Commercial, Aldo Biasi Comuincazione agency, 2006)

Coloreria’s ad is extremely racist. The sexually unsatisfied wife and cheeky strapline mirrors the high libido within black male stereotypes. The muscular body and rap theme song is also a huge cliché. However, there is no mention of crime or violence. The brand portrayed the African American male using positive stereotypes to grab viewer’s attention. Coloria managed to deliberately spark controversy without the advert being banned. Therefore, the commercial must be classified as effective shock advertising, regardless of how inappropriate it was.  
Although the Italian advert portrays the female role as a stereotypical house wife, women were also beginning to be regarded as equals in society. In the    twenty-first century there are less restrictions on what career paths woman can take. As discussed in chapter one, the feminist movement worked hard for gender equality and attempted to eradicate any media messages that demoralised women.  This included stereotyping females. ‘Women’s groups are not too keen on dolls of any kind, mainly because such playthings encourage ideas of sexual stereotyping at an early age.’ (Davidson, 1992, p. 160) 

The Enforcement of Equal Rights in Contemporary Society
[bookmark: _GoBack]In contemporary society, there is zero tolerance for racism. This is evident in Dove’s social media campaign released earlier this year. (see figure 13) The advert is a short GIF on a loop, featuring three different women who remove their shirt to reveal the next. A black woman transforms into a white woman supposedly after using Dove body lotion. The advert appears to suggest people are still judged by the colour of their skin and a white woman is the definition of beautiful. The campaign received many complaints which did not benefit the brand in any way. Dove have since removed the ad from Facebook and apologised for publishing it. It is unclear whether this was a deliberate shock tactic or not but it certainly sparked controversy online. The third women to be revealed is of an Asian background, before looping back to the black women. This could imply that Dove attempted to define beauty amongst different races. However, this does not take away from the fact that an African American woman transforms into a white woman after using a therapy and beauty product. The idea behind the ad was not thought through enough before publication, its message is misleading and unclear. 
[image: https://pbs.twimg.com/media/DLmwS6xX0AEzISP.jpg]
(figure 13: Dove, Racist Facebook Advert, 2017)
It could be interpreted that all races are equal in today’s society however negative stereotypes are still used to depict African Americans in the media. ‘Black women are always angry, controlling, and gold digging,’ (Macey, et al., 2014, p. 277) Whereas Jackson and Andrews propose that black athletes are ‘demonized’ because of their stereotypical ‘natural athletic superiority.’ (2005, p. 100) 
Using negative gender stereotypes to grab attention has also become unsuccessful in 2017. ASA have introduced new legislation to put an end to gender discrimination. ‘The Advertising Standards Authority will crack down on ads that feature stereotypical gender roles.’ (BBC, 2017) This means both racial and stereotypical shock tactics are unacceptable in contemporary society. Protein World also released and advertising campaign that sparked controversy unintentionally which supports this argument. (see figure 14) The image objectifies women by implying the skinny figure is the correct way to look. In essence, the brand is body shaming women which links back to the YSL advert published in 2015. (see figure 6) Protein World’s campaign offended feminist’s groups which now have the support and power to protest adverts publicly on and international scale, subsequently the ad is removed in most cases. This proves gender stereotyping cannot be used as an effective shock tactic because it brought nothing but bad publicity to the brand. ‘An online petition to remove the posters gathered more than 70,000 signatures, while feminists defaced posters on London’s tube network.’ (Cohen, 2016)
[image: Image result for are you beach body ready campaign]
(figure 14: Protein World, Body Shaming Billboard Ad, 2015)


	‘Do stereotypes work in advertising? The answer is: It depends. If people in the target audience relate positively to a stereotypical portrayal, the portrayal may help sell the product’ (Sheehan, 2004, p. 83) Stereotypes are often used in advertising to quickly signify who the product or service is aimed at - In which case, isn’t classified as a shock tactic. However, advertisers can use negative or racial stereotypes to deliberately cause offence to attain viewer’s attention. For example, the Coloria Italiana TV commercial. (see figure 12) Shocking stereotype and racist advertising was most effective in the 2010’s. The era marked the positive exposure on women and African American’s roles in society which was improving due to the internet and role models in the media. ‘Racism and the media touches directly the problem of ideology, since the media’s main sphere of operations is the production and transformation of ideologies.’ (Dines & Humez, 1995, p. 18) Fifty years ago, racism and stereotyping were very common, it wasn’t surprising to see it in the media. In fact, ethnic ads that showed signs of equality were considered shocking. In contemporary society it’s the opposite, there are now laws against both stereotyping and racism in the UK. 







[image: ]Conclusion

	Erotic content is used to retain viewer’s attention through various methods, as mentioned in chapter one. Sigmund Freud believes it appeals to the unconscious mind of the audience because sexual desire is what drives human beings. I believe that advertisers use sex and nudity to signify that their product will improve consumers sex lives or make them more attractive. Sexual shock tactics were most effective in the 1990’s before the internet was available to the majority of the world’s population. The web has a vast number of pornographic websites available to anyone which changed our attitudes towards sex and nudity. 
Violence is also an effective shock tactic used in adverts because it is either considered interesting or offensive. Violence and criminality is used in advertising to provoke a reaction from the consumer through fear. This tactic is commonly used in awareness campaigns because it virtually threatens the viewer into acting. Violent shock tactics were most successful in the mid to late twentieth-century because of post-modern influences. During this era there was a rebellious mood which was reflected in the media. Adverts like Levi Straus’s ‘Steal These Pants’ campaign, created in 1995, were incredibly successful because promoting anti-social behaviour mirrored post-modern ideologies. Violent shock tactics are not as effective in 2017 because terrorism has united the world against fear. Consumers now dislike violent ads because there is so much real horror in the news. 
Stereotypes are constantly used in advertising. When portraying a group or individual in a positive light to set the scene, it is not shock advertising. However, using negative or racial stereotypes to grab attention is. Racism and stereotyping was extremely common fifty years ago. They weren’t considered shocking until attitudes towards African Americans and women began to change. In contemporary society racism is unacceptable and so is negative stereotyping, thus shock tactics involving either of the two are ineffective. 
	It is vital to analyse the context of different adverts over the last fifty years because society has changed dramatically during this time period. Adverts that were once considered ordinary would be heavily criticized in 2017. Shock tactics are designed to upset a specific group of people by challenging their beliefs. However, it could be said that people in contemporary society are offended too easily. Controversies are now usually mistakes and unintentional.  For instance, anyone can be upset by a racist ad, even if its not the individual who is being insulted. Thus, deeming any shock tactics ineffective. Every element of the media is scrutinized and held under a magnifying glass by groups and organizations like ASA. Feminists protest against sexual ads to defend women, parents complain about violence to protect their children. African Americans stand up for their rights by rejecting racism and stereotypes which all leads to a potential area for further study. Has society become over hypersensitive in 2017?
	Advertisers have adapted their work around certain events over the last fifty years to produce effective shock tactics. The three areas of controversy, mentioned in this dissertation, were most successful in marketing products at different times in recent years. However, I feel that shock tactics in advertising, is not as effective in 2017. Anyone that is offended by an advert can post it online and express their feelings towards it. Gaining enough support to have it removed which damages brand image in most cases. 
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