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In this proposal I will be discussing the sexualisation of woman in the advertising industry, by doing so in this essay I hope to find whether it is seen as positive and showing body positivity or negative way of advertising. During this I hope to find out if using the phrase ‘Sex sells’ is as outdated as it seems and to see if advertising has changed at all in the way it uses woman and their bodies to sell products that belong ‘with’ woman for example- women being in kitchen cleaning adverts and cooking adverts, women are more than just house wives. This is a very outdated stereotypical way to look at any woman. I also aim to look at racism and the affects on the advertising industry and how prevalent it is to date along with discrimination, do agencies still discriminate against those with visible disabilities and why? I want to find out why it still isn’t a key factor for advertising to promote self love and love toward others instead of the impossible perfection that they show and try to get society to buy into.  

 
Sexism
Sexism is the discrimination against a person due to their gender, it is typically aimed against women. Sexism is said to be one if not the ‘most prominent issue in advertising’ (1) Often, if not always a product has a specific target audience that it is aimed. Sleep in hair curlers are typically aimed at older women because these is usually their target audience the people that would be most interested and by the product. If an audience see someone who they can connect with in gender, age or lifestyle they may think that the product will suit their needs as they may be possibly similar to those that the actress or actor have been given as part of their role. Every product or service advertised will  have a target audience, these can be put into gender roles like little boys play with trucks and little girls play with dolls. There are no actual rules to say this should be the case so why are most products assigned gender roles? And why do advertisers stick to them? Sexism in advertising is an issue that impacts people everywhere they see and advertisement. 
Today women are seen in different roles and given various statuses in advertising it was only since the 20th century that woman have been given the roles outside of the home-maker in advertising. (2) 

[image: ]The Betty Crocker is one of the best known fictional characters in advertising she was created in 1921 and named so, as to entice woman to buy the recipe and cooking merchandise that he company sold. The fictional woman signs response letters and has been played by 3 different actresses through the years. The most recent image of Ms. Crocker was created in 1996 and was made to be more diverse than ever with a composition of features from 75 different woman of different ethnicities contributing to final outcome. (3) Although ethnically diverse it still doesn’t show the diversity of women and that they are more than housewives and mothers. 
11 years later in 1936 women were still mainly seen as house wives and sexual objects, Woodbury created an advert for their soap the advert they produced was a black and white photographic image of a naked woman. The copy says about using the product for beautiful skin and also says its gentle, these are stereotypes of all woman that they should try and look after their skin and that they are delicate, although their roles were changing during the war and women were taking over what was seen as ‘men’s jobs’ in the factories those in advertising still put forward the ideal image of a woman is to be beautiful and well    kept at all times even during their hours working in the factories on top off keeping the house in order. Some advertisers did use the new roles within their campaigns to try and keep up with their target audience 
the house hold brand Eureka put a woman in a military uniform on one of their print ads for hoovers (4).
However, their where other advertisements trying to convince women to leave their jobs when the men came back from war and thus women being portrayed and wives and sexual objects once again. 
Women have been put down by advertisements and since day one, seen as something to ogle over for a mans pleasure or a wife these are some examples (5) 

[image: ]This newspaper advert that ran in LIFE magazine October 1953. Summing up that women should never have morning morning breath as it would scare away men.  The ad was soon called ‘Halloween halitosis’ (7). 











Figure 2
Racism 
A lot of advertising uses ideologies of their ideal target audiences these are often based upon racial stereotypes. Although not all racial stereotypes are unwelcomed it is becoming more prevalent of racism in advertising, it is also getting more attention in the media as it is not an acceptable behaviour in todays society. As Alex Haley said ‘Racism is taught in our society, it is automatic. It is learned behaviour toward persons with dissimilar physical characteristics.’ To think that it exists at all in todays society is appalling but in the media it is infuriating that the adverts would ever be signed off and working as a creative in the industry we are aware of how many people ‘ok’ it before it is published or aired. 
The most recent problematic racist television ad came from Pepsi starring Kendall Jenner the ad was pulled one day after it was realised due to the high amount of criticism it received and its understandable using a protest based on the Black Lives Matter protest from 2016 getting Kendall Jenner to then with store peace from white police men with a can pepsi was probably some of the worst art direction of the past decade.(8) To those at the march it was an outrage and looked like a white girl would have to stand up for the protest although she had not been part of it through the whole film. 
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Figure 3 	figure 4 




A lot of advertising still is based on the predominantly white nuclear family, a mum whos cooking in the kitchen, a father reading the news paper or just etting home/ going to work and two children usually being one boy and one girl, in todays actual society out of the thoughts of the advertising creative its a very different story. There are 3 notable ads that have recently come out that actually do show real families, these are Ikea ‘Hooray! To the wonderful everyday’ created by Mother that has a mixed race family another notable ad that starred mixed race family was the John Lewis as ‘Moz the monster’ created by Adam and Eve DDB.(9)  Neither have been said to be thought of they just chose the best fit of actors, ‘they felt like a family’ said one from Mother and if two different agencies can think like that then why can’t others? 
Intel could really learn something after their major faux pas in 2007 when they had 6 black runners bent over in starting position while in the middle a white man stood smiling with the slogan ‘multiply computing performance and maximize the power of your employees.’(10)   
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Figure 5 

The way the runners are bent over looks to the audience like they are bowing down to the white man in the middle of the image. It was such a poorly art directed image along with a poor piece of copy that makes an incredibly racist final piece. 
[bookmark: _GoBack] It doesn’t just happen here, in china Qiaobi a detergent brand started a campaign with an Asian woman and a black man the man seemed to have paint on him and she puts him in her machine with the washing detergent after he comes out he is a pale Asian man. Racism is not just in one country or against one ethnicity but it is everywhere and should be stopped to quote Abraham Joshua Herschal ‘Racism is mans gravest threat to man-the maximum hatred for the minimum of reason.’(11)

Discrimination 
Although my other two key words are both types of discrimination in advertising this will be a broader section that I plan on looking into in more depth in further investigation into my dissertation. In the area I will be dividing discrimination into two of the areas I have not yet had a chance to cover that is disabilities and homophobia. Both of which have been brought to light in the past recent years in different ways. 
For physical disability a lot of people aren’t shown in beauty commercials or clothes, the advertising agencies need to be hiring more people with disabilities and need to stop being allowed to shame people for not having their “perfect” bodies.  2 years ago during the Paralympic games ‘Vogue’ did a campaign to publicise the event taking place in Rio, but they used none of the paralympian athletes. What is the issue with using disabled people AS people? The agencies have said that it disengages other members of their target audience. But the bbc have had a on going 20 second commercial between programming of men in wheelchairs playing basketball and the amount of people taking part in wheel chair basket ball skyrocketed. It is how advertisers communicate the disability with their audience if they show it as weakness it can sometimes come across negatively but if your showing someone overcoming it and living and happy it in no way disengages it starts conversation it gets people involved and it stops the negative stigma behind disability, in fact with everything that has been discussed in the proposal if the media corrected how it was shown and started to look at people for what they are not what colour their skin is or what gender they are or anything it could help a lot of people with confidence and let other people get the lime light not just thin white women but everyone. 

To get this conversation started and look into the ASA (advertising standards agency) policies in more detail is why I want to go further with this proposal for my dissertation. I think that the rules are two relaxed here in the UK and we show adverts that are not a good influence to children, that they grow up thinking that they should buy into the perfect glamourized life that is shown to them and not to be themselves and be happy.
I propose that my dissertation question should be ‘Why are the laws on discrimination in advertising so relaxed and what can be done improve them?’ 
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No Halloween musk scares off; man
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