g Historical Advert Analysis

Images of women in advert 1940s/50s

The Advert is for the American
beer company, Schlitz. Meaning is
created through the mise en scéne
of the 1950s kitchen. The advert
uses a medium long shot to show
interaction between characters. The
dress codes of the characters signify
a housewife and husband. She wears
a striped apron to fit the stereotype
of domesticity. He wears a black
suit and tie to signify power and
importance. The body language
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woman's distress and her husband’s
attempt to comfort her. The object
codes of the smoking pan and the white handkerchief reveal that she is crying because she's burnt
something. This clearly symbolizes who holds the power in the relationship.

The slogan is a direct quote from the husband. He uses the term ‘Darling’ affectionately but it also
emphasises the woman'’s inferiority as he has to comfort her distress.

The viewpoint promotes the idea that men and women have different status. Women are inferior
to men, prone to fits of emotion and let their husbands down by not being able to do the simplest
tasks.

Look at this 1960s advert for Hoover. In pairs or groups
consider the following questions:
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. How has the representation been constructed?
. Is a stereotype created?
. What viewpoint is being communicated?
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ﬂ g Historical Advert Analysis

1970s

Despite the growing power of the women’s movement in the 1960s and the new equalities women
enjoyed, advertising had failed to get the message. Indeed, it contradicted this ideology.

This advert for Weyenberg Massagic Shoes was published in
Playboy in 1974. The brand claimed that it was taking a stand
against women'’s liberation.

The female is naked so immediately the gaze is focused on
her body. Her body language and facial expression suggests
that she is entranced by man'’s shoes.

The Slogan introduces a misogynistic message to the
representation. ‘Keep her where she belongs’ suggests to the
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Objectification and the Male gaze are evident.
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ﬂ E Historical Advert Analysis

1980s/90s

Sexism was still prevalent in the 80s, 90s and 00s. Advertising was increasingly objectifying women to
sell products. Women were often dismembered, putting the focus solely on their bodies.
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ﬂ R Historical Advert Analysis

2000s

LYNX JCD England

1

NEW AND IMPROVED
LYNX SHOWER. GELS

% THE CLEANER
YOU ARE

L. THE DIRTIER
. YOU GET

AND GET DIRTY THIS SUMMER.
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Historical Advert Analysis

Changing Nature of Representation

Key codes and conventions Meaning and Connotations Viewpoint/Ideology

1950s/60s

1970s

1980s/90s

2000s
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