8 Things That I Believe In
1. Everything is art, what you do, what you see, your actions, your words
2. Rules are made to be broken
3. The world is a construction
4. Make mistakes, that’s how you learn
5. Be resourceful with your materials, find materials, keep paper, make, recycle
6. Seeing is not knowing
7. Understand that everyone has their own interpretation of the world
8. Be self aware


Be Resourceful 
We are living in a climate emergency (Adam Vaughan, We’re living through a climate emergency. Time to start acting like it, New Scientist (Online), 2019). The disruption and collapse of the waste management systems during the United Kingdom lockdown saw increases of 300% of waste mismanagement in some areas (Siming You et.al, COVID-19's unsustainable waste management, Science (online), 2020), resulting in a rise of domestic waste in landfill. In addition, our consumer-based society is destroying our planet. Plastic pollution is a massive problem in our society; an estimated 12 million tons entering the ocean every year (Unknown author, The Negative Effects of Consumerism, Greentumble (online), 2016).
A way of preventing this is to live a sustainable life, reduce plastic consumption, and be more mindful when purchasing domestic objects, however, being able to live a sustainable life does come from a place of privilege (Julia Bullas, Living sustainably is reserved for the privileged but I'm campaigning to change that so who's with me?, Glamour (online), 2019), due to time and money. However, being able to upcycle our domestic waste and incorporate it into our art will reduce landfill waste and communicate a powerful message.

Be self aware.
As Scott Barry Kaufman sites in 18 Things Highly Creative People Do Differently (Carolyn Gregoire, www.huffingtonpost.com. March 4, 2014), "It's actually hard for creative people to know themselves because the creative self is more complex than the non-creative self,". 
Becoming aware of what you are feeling, why you are feeling that way, and your responses to that emotion, is an important way of becoming in-tune with our selves, and our art. We gradually become so accustomed to our habits, routines, impulses, and reactions, that we are no longer in control of them (Mark Manson, The Three Levels of Self-Awareness, Mark Manson (Online), 2018).
In order to understand the why and the how…why we create the work and how 

Seeing is not knowing.
What I want to address: 
· Seeing what is happening in front of you is different to understanding/knowing what is in front of you 
· We all see the world different; every person comes up with different conclusions based on their experiences, emotions and biases 
· We need to become less ignorant to what is happening around us, we ignore the things that we don’t want/ feel uncomfortable to see 
· Seeing information on Facebook and taking something from it is bad practise, double check your sources 
· People who deal with hallucinations, they see stuff and throughout their experiences, they understand that they are not real, even though they see them! 

As John Berger writes in Ways of Seeing (1972) “The relation between what we see and what we know is never settled. Each evening we see the sun set. We know that the earth is turning away from it. Yet the knowledge, the explanation, never quite fits the sight.” (1972, p.7). 
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Contrary to the majority of beauty campaigns, the latest L’Oréal cosmetic campaign (March 2019) focuses on social issues to activate their brand. The advertisement campaign ‘This is an Ad for Men’, created in collaboration with McCann WorldGroup Deutschland, addresses the unfair representation of women in leadership roles in Germany. Research found that men comprised of 91.4% of the executive and management boards (McCann WorldGroup Deutschland. 2019, YouTube). (I need to add something) 

The advertisement is positioned to resemble business graphs with statistics (the signifier) outlining how hiring women benefits companies (the signified), using L’Oréal Paris’ products to illustrate the data. The iconic sign of the advertisement campaign is the use of the current L’Oréal products (the lipstick, the mascara wand and liquid lipstick). These products are usually used on a model to sell the products, however in this instance, it is used to sell an idea. These visuals are important in this advert as humans process images faster than text, therefore, the audience automatically associates the makeup products with the data of the advert.  

From the data collected that is presented on the advert, the audience can denote that, on average, women leaders yielded better results than male leaders. Figure 1 suggests that when women occupy 30% of management positions, German companies show profits increased by 15%. This is signified by lipstick. It further reads that women who are in management out-perform males who are in management by 24% (Figure 2) and that firms that employed more women leaders generated around 20% more patents per year (Figure 3), therefore suggesting that there should be more women in leadership/management roles. This information will attract the intended audience (dependant on their social and cultural background, Reception Theory, Hall, 1973).

The anchorage text, ‘this is an ad for men’, automatically addresses the intended audience, men, in the position of hiring women. The advertisement is intent is to attract their audience and emphasize their appeal by using capitals as the anchorage text. The smaller anchorage text of ‘Hire more women who are in leadership roles. We're all worth it’ is a play on slogan from L’Oréal’s actual slogan ‘because we’re worth it’ which was written by Joanna Dusseau in 1973. This slogan is associated with their brand, therefore as it is included in their advert, the audience can easily associate the advert with the brand. 


The advertisement campaign connotes the brands’ core beliefs of female empowerment. Usually, beauty adverts conform with gender stereotypes, playing into the idea that women dress and put-on makeup to please men, feeding into the Female Gaze Theory (Laura Mulvey, 1975). However, L’Oréal are using their influence and power to push an important agenda of diversity, inclusivity and authenticity, as there is now a bigger demand of wanting to see ourselves represented in the media. 

All of the connotation of red fit in well with the advertisement, as the colour red is associated with femininity and sexuality, and the advertisement is about women. Though, contradictory to pushing this narrative as most beauty campaigns do, there is a profound denotation of how historically, red connoted courage. This connotation of red highlights that women can do a ‘mans job’, that they are ready to take back power and that the data supports their mission. 

McCann WorldGroup Deutschland describes themselves as the ‘world’s leading ad network’ (McCann official website), further mentioning that they possess an ‘unmatched combination of award-winning creativity, strategic insight...and a ‘Truth Well Told Philosophy’ (McCann website). This suggests that their advertisements are cleverly constructed to be encoded with meaning and that the decoded interpretation of the text will be understood by the audience (Hall. S, Encoding and Decoding in the Television Discourse, 1973). - shall I include this? If so where? 

 
I need to do my bibliography
I haven’t started object conversations yet
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