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ILLUSTRATIONS: ADVERTISEMENTS ON VIDEQ TAFE

1 MAXWELL HOUSE Coffees
T EORED NA MONA Feat kriguettes
50 ERIN Low Cal soup

4., H.RB. Ice cream "Fruitline"
S Skl Diet Yogurt.
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significantly patriachal idealagy contribute ta the

fofmatimn of images of women in the advertising industry.

The effect o f representationes in televisgiaon
advertisementﬁ, on the lives of women inm JIreland is deeply
engrained in the whole discourse, between the audience and
the producers, which revolves arcund the media. The
advertisements which are relevant to this thesis, are those
which are designed to be broadcast in Ireland, and which are
aimed at an Irish audience of consumers. Since

representations of women, is the aspect of advertisements

which concerns  this thesis, crnly  advertisements  which
feature images or part images of women are examined. The

advertisements which are explored are also confined, to

thaose which have been, or are bheing broadcast since January

1788.

The idideclogy which forms images of women encompasses
all areas of women's lives. Sexuality, the family and
womens interaction within this social wnit and & womans
activity and status in the workforce., are influenced. Mary
advertisements which exhibit images of women are culturally
acceptable, N terms ef S Em. However these
advertisements often show women as subject to men. and

inferior to men, obhjectified and dehumanised.
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"Discourse j
= EE s a Tangllage g ghac
sy s tem
of representaticns which

has developed socially in order to make and circulate a

coherent set of meanings about an  important topic  area.
These meanings serve the interests of that secticn of
sxciety within which the discourse originates and which
works ddeologically to naturalise those meanings into comman

sense, " (1)

Thessconcept | ot  discolirse canetber applicdistel i tha
advertising industry. Advertisements aAre a cultural
phenaomencn, which depend orn & language which is common  to
both the proaducers and the audience. An advertisement warks
as a text, created by the industry and the producers of the
consumable item, and read by the audience.

The advertisers have to construct a set of meaninags
which the audience will udercstand and alsc condone . bhecause
the purpose of the advertisement is hased in commercialicem,
and the promotion of & consumable item. The language used
conelsts of an array of representaticonse which paortray

meaning on many levels.

The representaticn of a waman is a sign, "a thing plus
meaning, " (2) which exiszte within thise text. Meaning i=

defined on one level by the use of the image in relation to
all the other signe in an advertisement. It 1e defined by

thiesfeimmBeiithel ddverticement, che medEum thraough which it

is broadcast and the whole sacial arena in which the medium
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exists. The images are formed by commercial ideaology, and
since commercialism is an integrated part of Irish culture,
& broader cultural ideclogy is alsa prevelant in  the
farmation of a representaticns of a women.

When a woman is used a&s a symbol in the idealogical
system of the advertising industry, this symhbaliem serves
the intersts of the system and its ideclagy. It has been
suggested that the functiocn of symbols in this context is to
create a mystification, which replaces actual knowledge of
many aspects of life, "o history nature and scciety" (3).
The symbol of & woman, bears ideclogy and as such the symbol
of an Irish woman, bears ideclogy within an Irish context.
The images of Irish women are subject to the cultural

ideslogy and bear the characteristics of such.

There are SoMme characteristics oo television
advertising which affect all images of pecple. One is the

effects which the technical process of televicion imposes on
such  images. The mechanical reproduction  throuoh  ite
destruction of indeviduality and uwniquness facilitates the
constant characteristic in images of pecple on televisian,
of ahallow, surface gloss. (4)  These aspects of flatness and
lack of any definate character allows for the manipulation
of images for commercial ends.

The technigue wused in advertising depersonalises the
model working in an advertisement, every facet of the image

is conetructed. Hexir o clothes, makeup camera ahote,

lighting etc. which are all invalved in directing and
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farmulating an advertisement dehumanises the model and
destroays indevidual characteristics, replacing the image of

the individual with a constructed image of a woman who
exists as an ideal.

The ideal is used &= currency within commercialism.
It's value is set, and such value is the value of women
within commercialism. Such use of women as  currency
subjects women totally to the needs of commercialism. Very
often the image of & woman in an advertisement, is not
treated as being that of a human being, but as an ocbject
with a value linked to status. What the woman means in
relation to things outside herself, is totally emphasised,
instead of what a woman really is.

“ldenlagy is 'a system whereby saciety gives itself ia
‘meaning’ other than what it really is." (S The images of
women in adverticsements are ideal in some respectse, whether
in the way they look, the way that they act and im the
attitudes in idecloay which they embody and portiray. They
are always idideal in relaticon to the product because they
pramate e Women  as  symbols  in advertisements mean
camething, not  in their own  right, but a= tools  for
mommercialiem and as such they are stripped of any deaqree of
an autonomous existence, dehumanised, playing suppoart to the
product.

Television advertising ie an element in Irish culture,

it affects culture to some degree. ITt'e iddeclaogical,

idealised images promote products in a positive manner  for
%



-
-
-
-
-
-
in:

’
|

!. ! ! i — = =ﬁ

commercial ends. Froducts which the audience both needs and

wants, this needing and wanting being Jlargely instilled

culturally. The consumable goods are part of & social,
commercial dream  and they are presented ceitively,
promoting thise dream. (&) In essence, within & commercial

idexlagy, the consumables and their consumption are the
dream. Images of women are part of this consumable matter,
and they are promoted for consumption in advertisements, by
their subjecticn and reference to the praoduct .

The woman in an advertisement is constructed and formed

for the purpose of promoting this social dream. The image
can thus be deconstructed and decoded on many levels. The

image exists within the content and the form of a commercial

and, it is affected by the subjectivity of the audience
through the discursive nature of advertising. The images

are idealised and sterectyped and the characteristice of
such  constructed images of  women can  he regarded in
determining the traits ascribed to women in advertisements,

and which affect and reflect society on a broader level.

FORM IN ADVERTISEMENTS FEELATING TO IMAGES OF WOMEN

The hasic meszsage transmitted by am advertisement is
consume  the consumable tem. The images of wWoimen @ are
subject to the product and, exist in the content o an
acdvert, in relation to the product. The characteristice

of the image are constructed in relation to the product, and

1@
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pecific functicns in this capacity. Images of women

are thus objectified in advertisemente.

Consuming and the expenditure which it emtailes "is far
most of us & grudging and self-wasting business, a
dissipation of ouwr resourses." (4) So advertisements attempt
to distract consumers from this fact, usinag many ploys which
are Fighly Aformulated, onee of which 1 the form  of
repreczentations of women.

The content of adverticement i=e, to a large extent,
instituticonalised and accepted by both the producers and the
audience. The content is governed by the rigid parameters
of commercialism and in this respect is almost entirely

subject +to form. The inherent brevity of commercials

controls and dictates the scope of the content. The basic
mescage is constant, and a brief expansiaon and

characterisation of this message, is what is entailed in the

content. Advertisers very often, aim their product at a
especific group or cection of society, such as homemakers, so

the type of ideoloagy, relevant to the targeted audience of
onsumers in relation to & product, i emphasised. Formulas
are tried and trusted, and this is evident in the recurrinag
types of advertisementse which appear on televisiaon. Content
varies from ane advertisement to ancother in it'= highly
ctylised subjection to the strong dictates of the averall
forrm of advertisements.

An advertisements 1= formularised in Wayes which do

nat challenge the dominant1cultural idealogies, and many
11



methods used promote these cultural forces. (7) A commercial
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exists, an integral and integrated part of culture.

Televisions main functicn, is to reinfarce the central value
system of the scciety which it serves, (8) and in this sense
the adverts which appear on Irish televigion are culturally
acceptable. Since the adverts must work to some extent or
the advertisers would not entail the expense of buying air
time and of producing commercials, these commercials are naot
merely acceptable, but are a significant part of popular,
televisgion culture.

A characteristic trait of cultural industrialisation
and commercialism, which is integrated in advertisements is
individualiem. Thig is perpetrated primarily, through the
forme  of narrative, realism and the emphasis placed an
viewer iddentification with the formalised characters or
figures, in advertisements. ()

Thezse formulas encourage the viewers to he a "feeling
audience ot a thinking e an accepting rnot an
interragative one., and one that understands incidents and
actionsg through individual experience, rather than thrauagh a
cocliopoalitical framework, " (1@)

The stimulation of the audience of consumers in emoative
terms, proffered by advertising i very advantageous to
commercial ends. Fraimarily, the advert and by extension the
product appealse tao the mare irraticonal and 1llagical side of
the viewer, rather than  t

4 logic, and in many cases

.‘L o
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intelligence. The advertisement attempts to make its

purpase and forms invisible.

SUBJECTIVITY OF THE AUDIENCE

The subjectivity of the audience or conseumers, their
preceptiocn and reading of the text, of an advertisement is
integral to the formaticn of representaticns and meaning in
the teut. The nature of discoursee and the viewers position
as part of a mass audience facilitates the idealogical
dimension o commercials. Tz create meaning and
understanding of the text it is necessary for the producers
to understand the audience.

The viewer is defined by the text, their subjectivity
ie congtructed not by what is individual in them, but by the
characteristics which they have in  common with other
viewers. (11) Thus the audience is defined by broad cultural
characteristices. This is manifest in the characteristics of
representations of women. The representaticons are tvpical
to some degree, through steretyping, of large secticons of
women in society in general idealogical terms. The Ffoarm
which is basic to advertiszements delineates the wviewing
positions of reflection of @elf and identification with the
csterectypes which is praposed for the viewer.

A viewer will, of course, assert individuality in
reading the text of an advert, however the forces which

define a specific et of reading positicons, which are then



proposed by the text, prevail upon the viewer from many

areas of society.

THE IDEAL WOMAN

The idealisation oof WiImen through sterectypes in
advertising is perpetrated through patriarchy. The ideals
which are proposed by the sterestypes in advertising, do nat
exist. Neither does the supreme, ideal image of women which
iz always present in culture, which for example in the
1960 °'s was the image of an extremely skinny, "Twiggy" woman.
Images oof WTIMET) are distorted by such concepts, as
idezlagical form, to create a vision which accords with a
male defined ideal. The idealisation cof wiomen in
advetisementse is patriarchal.

The ideal representaticon of a waman is them either
deontextualise , aor placed in a fantasy setting. "Flaced in
an idealised context which puts her in her place'" (12)

The male orientated image of women in adverticsements
whicth is inherent to form, protrays images to be viewed and
saneumed. (13) The consumption of the woman in advertisements
is related to the idealogical reading of images of WIMEN , &%
well as  the ididealogical  formation  of images of women.
Adverticsements through their form construct a male viewing
pocidtion for the audience.

Women are alsc subiject to this viewing position and it
hecomes internalised with women seeing and judaing wamen

from a male point of view. This male view, and positiaon is
14



inherent to images of women because the representaticns are

the ideal from the male point of view. Fatriarchy which i<
undoubtedly a characteristic of Irish scciety creates the

images of women.

The creation of an image which few can attain because

it is based il an ideal is perfectly suited T
commercialism, The aspiration to attain thi=s iddeal will

always insure that there will be a market for products,

which can successfully uwse the ideal in promoting  the

product. The uwse of women in this respect, is a very
powerful tool used by advertisers in commercials. Male

dominated socciety has always propogated ideal images of
wWomen and then culturally ascribed and foiseted the
attainment of thecse ideal=s, aonto women.

The image of & waman, an idealised woman in the context
of the advertisement, is often placed in an idealised
cituation, which Firmly defines the place of women in
ideaclogical terms. The limited number of situations in
which woamen are  shawn in advertisements reflects and
reinforces the cultural limite which are put on the social
freedom of women. The type of attitudes and the very strong
cultural idea that a woman has a place, and that she is
defined as such is promated, showing the severe cultural
boundaries and restrictions on what a woman can and cannat
cli

Individuals can, and do, hreak away from the idea of a

womans place, however the cultural ideclogies which detine
15



this placing of women, which are evident in adverts is still

very strong.

STEREQTYFES

The idealisatiocn of women, the form of adverts and the
subjectivity of the audience of consumers, are all manifest
in the sterectypes of women, in advertisements. The female
sterectypes have been divided inta five hasic types, the

homemaker, the decorative female, the modern woman, the

| mlder woman and any miscelanicus otherse whiich appear in
adver tisements. (14)

These sterectypes fall into three broader categories

when seen in terms of the cultural influences which form
o them. The first category is the decorative woman in which
women are used as objects which suggest that they exist only
in relation to something or somecne, acting in a passive and
dehumanised manner. It alsc includes women as sex symbals,
fashicnable images of women and careftree women.

Secondly women within a Family situation generally
within the home, acting in the roles of wife, maother and
fomemaker , or as & family member. lLastly images of women
cutside the home in activities which dao nay pertain directly

too the family, and consist mainly of employment situaticons

o lelisure activities. Al though these parameters can be
placed i the stereatypes o Women which appear in

advertisements the sterectypes are aomatimes, used i n

conjunction, and tend to overlap each other.
Wi

Lo




The Maxwell House coffee advertisement (I11.1, on video

tape.) uses several images of women which fall inta the

steectypical categories. The decorative sterectype is
exemplified by the troupe of show girls hurrying in  the

backstage of the theatre. Women in relation to the family

4 .4
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and the home are stereoctyped by the elderly woman and the

= <,|.

voaung qgirl in the farmhouse kitchen, and alsc by the yaung

[ :|

wife serving coffee to the waorkmen. Finally & woman in &

work  enviroment, is shown in the role of the <cecretary
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bringing coffee to her boses.
The older woman and the young girl, in the farmhouse

are exemplary of the mother image. The young airl placed

within the realm of the woman in the kitchen, is defined in

terms of a womans place and the early instillment of this

1
i

\_“*I,

cultural trait in females. The men entering the kitchen

1

[ L

from cutside, have their male domain defined as outside the
Ficimes . The passivity, reserve and quietness of the actions

of the womaan and the girl in the kitchen, ise contrasted, by

l|
e £

the demomstrative arqument which seems to cccur  in the

l

itochen of the professicnal chefs.

The yaoung woman serving coffee to the men working on
her ‘dream house’, as the lyrice indicate, exhibits the
attainment of the social dream which is ascribed to women,
that of marriage and the ensuing domestic bliss, in a
perfect, comfortable home. The home is primarily the womans

dream because it is seen as her cdomain, in terms of woark.
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The female images are all subject to men in this
advertisement through serving and throuwagh the male
voveuristic gaze. The male images have power and the female
images exist in relation ta this power. The =ld mans gaze
and lyrics of the jingle, define the women in the theatre
as  sedual images. A male viewing position is proposed
through the old mans ‘contemplating the play house’. The
ward play in this context has the theatrical play meaning,
arnd also the sexual play meaning, which emphasises the
sexual vayeuristic treatment of the images of the women, as
ohiects. The power in this advertisement is male, and the
images of the women are subject to this.

The manm is in & position of power, in the office

scenes, over his secretarvy. He is the baoss and she brings
fim coffee, when ‘work  feels  like a  Jjailhouse’. Her

position is one of servitude and the characteristice of the
her acticons are those of caring and nurturing.

The Bord NMa Mona advertisement (I11.2, on video tape)
containsg many images of women. All the images are shown
within the context of the home, primarily in relation tao the
fire, the homehearth. The imaqges span females: of all ages
fram children to the elderly. Different lifestyles are
@xhibi ted by the images within the context oof peat
bhrigquettes. The advertisement is atmospheric and the waomen
as symbols transfer thie atmosphere to the product. The
atmospheric mature of the advert is an attempt to promaote

the peat as something which in reality it is nat and also
) 2
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tor disguise the fact that the advertisement is selling
something. The atmosphere is characterised by stroang warm
colours and the insights into the ideal haome, where the
different characters are warm, cosy and secure. There are
twa young women in this advertisement. The fair haired woman
ie married while the dark haired image of a woman is nat.
Both are sexual images. The naked legs of the fair haired
weman and the stilletoces and black stockings are  sexual
signifiers.

The married womané fairness and the apparent lack of
concern and relaxed attitude, she shows for her appearance,

wearing just a large mans shirt, is in contrast with the

clark WImans adornment im hlack dress, stockings and
=tilletoes. The contrast throughout these two images of

women, light and dark, black and white, iz striking.

The dark woman embodies sexuality as she launges on the
Soef &y and flirts arnd dances with hetr vigiting male
companicon, whom she appeared to have telephoned. This
spruality is more overt and ochvious than the fair womans

cexuality. The type of clothes which she is wearing ard her

actions seem to suggest that she is sexually available while

the Ffair hajired woman is not. The contrast may be due to
the matrimorial status of the b, The Ffair woman i

posessed and confined in marriage while the dark woman with
her epductive sexuality is presumably attempting ta attain a
cimilar status, since this is the accepnted norm in society

as to what a womans desires shouwld be.
1687
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ASFIRING TQ THE IDEAL

The emphasis of appearance, in terme of the attainment
of an ideal body weight is exemplified by the model in the
Erin Low Cal soup adverisement. (I11.3,on video tape) The
female monopaly bl g} concerns regarding appearance is
perpetrated ry both SEHNES. By men in patriachy for
chbjectifying women, and by waomen through their acceptance
and adoption of regarding themselves and other women as
cbhiects.

The objectificaticn concentrates on vision, on images
sf women in the media, and this facilitates the cultural
sbseceion with the appearance and image of women. (1) The
images of the woman in the Erin saup advertisement are
sexual, especially the cpening imaqe of the woman with its
close up of the woman easing herself into the <ceat of her
jeans with swaying hip moticn.

The «close Up, the medium and the farm of the
advertisement create the overtly sexual and sexy image . The
advertisement is directed at women through the Vo ceaver .
The fact +that the opening image of the advertisement
displays sexuality in terms of a male auwdience denates a
female audiences willingness to respond in terms of male
Vi eLur i sm. Adverticerse would not wse this technique so
rampantly if it did not have same effect.

The Final scene in the advertisement e laden with
idealogical constructicn. The representation of the woman

in the advertizement bath reflects and adopts the image of
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the woman in the photograph on the wall, against which she
is leaning. Her image reflects the image in the picture
successfully, because both are images of the same woman,  a&an
ideal woman. This promotes the value of aspiring too an
ideal image exhibited through advertising. The medium for
the woman in the advertisement is the photograph, the medium
for the viewer i the advertisement. The ideal ie
unobtainable by most viewers, but is not unobtainable by the
representation of the woman in the commercial hecause she is
the ideal.

The aspiraticn to attain the ideal is extremely =traong,
and is inherent to the acculturated characteristics oof
advertising. So the real message in the advertisement, the

promoticon of the consumption oof the product, waorks through

the disguised form.

FEMALE SEXUALITY AS MALE ORIENTATED

The representation of the woman in the H.E. ‘Fruitline’
commercial, (Ill.4,on videao tape), promotes the fact that
che is an image to be viewed, by the way ahe looks at the
image of the man in the adver tisement. Her Jlooks are
consuous and semouldering and  she accepts her image a&as a
csEvual object and her appearance as cvertly sexuwal, ehe does
this through the way she looks at the man with the
agsumption that he is loaoking at her. She presentse an image

whiich embodies aewuality in advertisements, a mel e
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vayeuristic sexuality "The surveyor of women in herself is
male, the surveyed female." (2)

The &Ski diet vyogurt adverticsement, (I11.5,0n video
tape), promotes the attainment of perfect baody through
weight control like the Erin low cal advertisement. In this
advertisement the womans perfect body is ascribed almast
total weightlessness. Her leounging figure is levitated when
the male hand picks her up with his fingers.

The womans subijection to the male ideal cof =lim. light
baody is reinforced by the ease with which +the male image
asserts his power. The image of the man is uwunimportant
beyond the obvicous definition of his gender. Hise appearance
ie unimportant and all attention is focused on the womans
body in the classic lounging powerless pose, drraped in a
zatin dress.

The promotion of the ideal woman in the media is
reinforced in Irish society. Catholicism's empahsis on the
ideal woman in terms of the cult aof the virgin and the myth
f Eve is foisted upon women in Ireland.

The myth of the creation of Eve from Adams rib, which
je strongly renounced i church circles today, =till
continues to underpin the chuwcoch’s ideal of women and this
ideales permeaticon through oo cociliety. The creaticon of
woman by man who was created hy God formse & very strong
Mictorical basis for the inferiarity of women to men. (3)

Thise hasic premise concerning the idealogical and the

cultural statute of woman aaﬁ;ubj@ct to man, was extended
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with the cult cof the wvirgin. The characteristics of
subjecticn hecame the virtues of humility,cbedience,silence
and passivity and reserve.(4) The qualities are encouraged

and lauded not just by the church but culturally alsc.

SEX SYMEROLS

Thet Arnotte lddver tisement s (I01L 6, ent vides Stape) Esic
garden furniture, and the Irish Fress qraup, Bonanza
advertisement, (I111.7,2n video tape), bhoth use images oot
women purely as decoration.  There is no direct link between
the representation of the woman and the product for which
the advertisement is made. The image of the woman is a sex
symbxl draped about the product which is garden furniture in
the Arnotte commercial. The image bears idealogical meaning
1ike +the drink which she holds, and her importance as &
symbal is not much greater than the drimk. The atmoisphere
and the sexual dimension which she embodies are transfered
Lo the product.

Mer characterisation as a sex ohiect exhibits the
attitude of her beinaq defined as trivial, which ie degrading
to women in general. The trivial guality which is ascribed
ton this idealised image of a woman is manifested in the

+ passivity, powerlessness and

cexual characteristics lu

cubjection to male power.
The Irish press group RBonanza advertisement uwses the

image of the woman in & fantasy situation. It adopts the

exntic sexuality of a Hawaiian dancer sterectype, under palm

)
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trees with & parrct to create an atmosphere. The desert
island with buried treasure scenaric is used to promote the
game "EBonanza' in the advertisement. The possible wealth
which ensues from the game aleo carries the aobject of  the
woman as part of the prize, this is evident in the way in
which the advertisement is structured, and the way the image
of the woman is sterectyped. The game PRonanza' means money
which means power in commercial  terms. Thie commercial
power  and success means the ability to consume, and the
Hawaiian sterectyped image ~f the waoman 1is patt ot hie
passible consumption, and & symbol and abrject of status in
commercial, material success.

The tendency to use wWomen as purely decorative objects,
in many newspapers has ewtended to this advertisement for
the Irish Press Graup. In a letter from the editor of the
Sunday World newspaper, to the Joint Commitee on  Womens

Rights exhibits this trait of newspapers attitudes to women

in its extreme. To quote, the editors view 1% "that there
is a considerable difference hetween men and women. They

Yook different, for & astart. And 1 firmly beleive that &
tractor adorned by & girl in & bikini is infipnitely mare
nleasing to the human eye than the same tractor adorned by &
man in Y-Fronts. To me, thats the way God planned it." (3
The human eye and the God, sighted in this letter are
male corientated, and the use of & waman n this context 1S
entirely reflective of extreme patriarchy. The acculturated

ideacs and idealogy about women are naturalised into the only
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way which things can be, in the scheme of things according

to this man’'s religicon at least.

SEGMENTATION AND FART IMAGES OF WOMEN

One of the majer characteristicse of the form oot
advertisements which images of waomen are subjected to is
cegmentation of the female body. Sometimes only part of the
female body is u=ed. The use of the legs in the Natural
Gas warm home advertisement is an example of seqgmentation
and it shows how the disembodiment of the female body being
used as a sex symbol is doubly dehumanised and disempowered.

The Natural Bas Warm Home central heating advertisement
(111.8,0n video tape) shows, only the naked legs of & woman.
Thiz image was used in the adverticement as an extensicn of
and to facilitate the use o=f the rubber duck placed on the
£ Loz . The duck was the main image in the nmatural qas
advertisement campaign, appearing o«n  posters and other
graphics, before being decorated by the image of the woman
in the television advertisement.

The leqgs are seperate, an entity in their cown riaht as
a bearer of meaning which can embady much of what & woaman
means., facilitating the redundancy of the rest of her body
and defiming her im these terms. The legs portray the
meaning of &  wWaman adequately for the purpose of the
adver tizement and within the ideclogical system 1in which it

e Fformed.
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The segmentation emphasizes the parts of the body which
can be defined as female and the use of saocially constructed
gender signifiers, makes this all the mare effective.

The Cadburys chocolate advertisement, (I11.9,0m video
tape), uses the signifiers of makeup, lipstick and nail
palish to define the lips, the eye and fingers used in the
acdvertisement, as female. The advertisement ise & successian
of  closeups and this technique gives the images an element
of intimacy. This intimacy of extreme close ups has several
effects.

The television through its size has a tendency to make
images of pecple less than human. The big cinema screen has
the opposite effect making images of pecple appear mare than
Human through their size.

The blown up segments of women which appear in the
closeups in the cadbuwrys advertisement are almost inhuman.
They ar e recoqnicsable as female, pot-traying sensual
cexuality and an acculturated idea of beauty. Thisg image of
a woman segmented and enlarged ie larger than life showing
the =ame quality which is characteristic of images on a hig
cinema sSCcreen. However the images are still hroadcast
through  the medium of television and =subject ta  its
characteristics. This seems to subvert the larger than life
guality into ane which ie no longer human and which can be
totally manipulated by commercialism, and =till called

WM el «
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The intimacy technique of closeups, highlights the
sexuality  and the to senstaliaity s vadf the images, the
characteristice of which are transfered to the chocolate,
thie emphasis on disjointed parts of the female body ie akin
to fetishism. The content of the sound which accompanies
the images is comprised of soft sensual music, and the use
of the high pitched female voice cirmging harmonies to the
music highlights the seductive sensual ity ascribed to the
part images of women and their perverece fetish nature.

The part images of women in advertisements, used as
gignifierse is alsa evhibited in the BErasso, Silvo and
Duraglit cleaners advertisement, (111.1@,o0n  video tape).
The first image of the advertisement, which consists of two
clides and a wvoiceover, ids of a womans hand partially

covered by & cloth, on a door near the door knocker. &

L}

l1ittle of the womans hand is seen that the only element in
the advertisement which defines the hand as female isg the
red polish on the nails.

This advertisement uses the representation of the hand
with the nail polish to define gender and alsa to define the
Frole of household cleaning Tt WOmern . The nail polish is
wueed in an attempt to distract the viewer Fram the mundane
and menial purpose £ which the product is used. This
glamourigation of products thraough images of women 1s camman
in advertisements, and uses female representaticns in terms

of Sex.

S
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The fragmentation of the female body and the subsequent
identification of a female body through a fragment of the
image creates & disunity in the viewing position of the
female audience. The characteristics of seqgmentaticon
deunifies the female body, it dehumanises the body and

praliferates fetishism.

FEMINIMITY
Ancther sterectypical ideal which is characteristic of

many images of women in adverticements is the femininity
ideal. The image of a woman as soft and warm and surrounded
by pale and pretty colours and things. This gentile image is
evhibited in the Super Milk "ballet dancer” adverticement,
(I1).11,0n video tape), the room in which the advertisement

ie set is pale pink in reflection of the dancinag costume

Warrn.
The images are in soft focus and the advertisement
partraye the =trong characteristice o romantlclsems

aracefulness and elegance assmciated with the gentile
femimine iMmage.

There are many characteristics ascribed to images of
women in the media by the forces which create them. There are
contradictions between the mother and whore ideals which are
the hasis of many ideas in cultuwre about female sexuality.
The Eve arcl the Virgin Mawr v mythe and culte ar e

contradictory and are impossibhle for any woman to bhagse a

cohesive, autonomous sexuality upon.
il
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The fact that a womans appearance 1s paramount to both
the Formaticn and the percepticn in ideclagically tormed
advertisements and the fact that appearance is a
particularly strong bearer of female sexual characteristics
and definition, means that images o=f women portrayed in
gpecific contexts and specific situatione, and are not
enlely decorative, alsoc exude strong sexual characteristics
and definition. Many of these characteristics stem from and
are extensicns of those outlined by decarative images of
Woimen . All women in advertisements act as symbols  of
referral, ascribing characteristics and ti s e et e
products. They can be symbols which are directly linked to
the praoduct where the woman is portrayed as the product, or
symbols which embady attitudes lifestyles and ideclogies in
a more abstract sense, which are then transferred to the

product.
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The sexuality and the characteristics of women,
portrayed in advertisements, within home life depends upon
the nature of the family, and the home in Irish society.
Television has a strong tendency to define the viewer as a
family member. This definition is created thraough many
characteristice of television, the main one being through
the formation of its programming schedule. (1) This emphasis
upon the viewer as a family member reveals the dominance o
such sacial groupings in idealogical terms, on television.
The majority of representatione of women, which appear
in Irish acdvertisements, are shown in the suroundings of
the home in relation to the rolee of wife, mother and
homemaker . The emphasis on women in the cultural sphere of
family life in the home, exhibits the predominance of family
orientated roles for women. The natuwe of the family in
Ireland is complex, the historical circumstances of family
gtructure play a maiar role in its form and characterdstics

today.

EXTENDED AND NUCLEAR FAMILY GROUFINGS

Rath the economic and social base of the family have
changed dramatically in recent veare "within the sphere of a
single generaticn - from the 195@0°s ta the 1980°'s — the
patterns of the traditicnal extended family cdissolved and
were replaced by the norm of the nuclear family. " () Many

=4 the advertisements which protray women in the realm of
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the family exhibit the complexities of such a rapid

transition in the formaticn of the family.

The EStork margarine advertising campaign, which
compr ised oof three television adverticements(I11.12,

13,14, 0m video tape), had elements of the extended family
structure. Each of these advertisements showed several
generations cof women of the same family enqgaged in
activities concerned with baking in the kitchen. The theme
of these advertisements is the role which the margarine
plays within the interacticons of the generaticns, in
relation to tradition and the passing of cocking skills from
mother to daughter.

The division of labour in the extended family was
gender orientated arcund women in the home and men working
cn the land surrounding it. This created the strong links
hetween the generatiocns of women and the passing of
knowledge and skills fraom generaticon to generation. In cne
= the advertisements the woman making the brirthday cake
uses her mothers recipe and the girl, her daughter, exhibits
the traditicnal transference of cooking skills, from mother
to daughter, because she kEnows that Stork should be, and
was, wsed in the making af the cake.

The male presence in the form of yaung hoye who are in
the kitchen, is totally uncencerned with the baking except
in relation to eating the cake. The haoys are naisy and rowdy
and eventually leave. THe separaticn of the children

through gender, anta clil=tiinEtascrle s exhibiting distinct
" i e
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characteristics reveals the sccial pressure to conform to a

set pattern of behavicur based on gender at an early age.

Stark used a facet of family life to promote their

product in the advertisement. However this facet of family

life, the remnants  of the extended family is not
idealogically compatible with commercialism. The extended

family pertaine to a community of family members, the

nuclear family uwunit encourages individualism within a
family qgraoup. (3) The women in the advertisement are aware

of stork through the family tradition of passeing informatian
and knowledge, While the viewer is being made aware of
Stork through a commercial, which uses individualism through
its Formative techniques, and which is contrary to the
ideales portrayed in the advertisement.

The fact that the advert uses a facet of culture with
which it ise not compatible, is evidence of the fact that,
nadver tisements (ideclogies) can incorporate anything, even
reabecrt criticiem of themselves, because they refer to et
devoid of content" (4)

The Calor Cosan gas advertisements (I11.15,16,0n video
tape) for cooking and heating alsc features the element of
the relaticonship of members ot the nuclear family too the
clder generaticn. The family members comprise of maother,
father, son, daughter and an older female family member. The
advertisement which promotes the use of gas, for the purpase
of cooking is farmulated ta percuade the consumer to install

the system of fuel.
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The commercial comprices of rapidly edited images of
the individual family members, interspersed with images of
the cocker and Prepared Ffouod, Iihes mathes S figire i o
represented most cften and emphasis is placed upon the cther
members of the family in relaticn to her, through acticons
and exchanges of facial expression. There is no dialague,
the images are combined with a Jingle. The wlder woman acts
ta reinfarce and approve the mothers decision to install a
calor gas cooker.

This continuation of extended family characterigtics
when the dominant family structure is nuclear seems +to be
more revalent to women tham men. This could be symptomatic
of the fact that homemaker sterectypes in advertisements are
centered on  the fact that maost homemakers are  women.
Howerver it may alsa illustrate that men, in leaving the
home to work under the breadwinner system (5) establiszsh ties
with their peers in the workplace and are not in  as
practical position to exhibit recourse +to the strength of
family ties, as waomen. The community of female members
within a family seemse to be stronger than male hecause the
male domain is culturally defined as the cutside wearld and
the female doamain asz the home.

The foarm of the family bhas an extensive effect on women
in Irish socciety. "In western sacieties the Judaic-Christian
belief and values about the family have heen a majar
formative influence. While in much of Western Europe these

values have been in decline, they have remained stronger in
Heiea)
4
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Ireland than elsewhere in Eurcpe. It has been suggested by

sociclagist Damien Hannan that the Irish case represents a

last etand for thege values in the West." (&)

MOTHER IMAGESR

The connecticns between the family and Catholiciem in
Ireland are very straong. They are mutually supportive of
one anaother. The church promotes the sanctity of the family

in particular through its idealogical cpposition to divorce,

aborticon and contraception and its preservaticon of family

values. The family supports the church and maintains its
strength in society. Both  the church and the family

structure in society are patriarchal and the church has a
great deal to do with the ideal of a waoman within family and
saciety in Ireland.

To qgquote Marina Warmer, on the subject of the cult of
the wvirgin "In kKnock, now the most popular shrine of the
virgin in Ireland the devaotions focus on the hardship of
ITrish Mot her s in their family kitchens. " (7) The
characteristic virtuee of the virgin are encouraged in women
in Ireland not only in religious  ddeclogy but  in ite
interaction and influence ocn cultural ideclagy in general.
The myths of the virgin become morals which permeate through
society.

The virtues which are ascribed to women by the cult of
the Virgin Mary and the myth of Eve, are evident in the

sterectypes which charachterise representaticons aof wamen

9
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within the family and home. The McDonnells SolUpS
advertisements GALILAL o by e ) videnm tape) , e

representaticnse of women, particularly esxemplary in the
exhibiticon of these virtues and characteristics.

T hye= aualities which the WSIMaN exhibite in the
McDoannells advertisement are passivity chedience and
zilence, these qualities are shown inm her subjection ta her
husband the father figure. When her son asks her what she
thinks of his haircut her reply is '"Lord knows what your
father will say...more soup?". The mother image has no
opinion of her cwn, her cpimion is bhased on what her husband
thinks.

In the McDonnells advertisement which is set in a rural
family bome the mother figure treats the father figure with
emiling indulgence and tolerance. The father is subject to
her mothering and exhibits child like qualities in his
excitement wover the activities in which he was involved
hefore he entered the farmhouse. The young qirl accompanied
him in these activities, however he shows none of  the
babbling and assertive excitement which he expresses.

The bhoy in  the uwrban Veer e on oof the McDonnells
advertisement and the Ffather in the rural versian are
paralelled in the advertisements under the slogan "Mother
‘em with McDonnells"

The characteristics which are ascribed to children in
advertisements , show that a strang gender division is

imstilled in them at an earlﬁjaqe. In the McDonmells saup
LR
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advert (I111.17,cn video tape) the young girl, through her
@ilent wondering at her older brothers haircut, identifies
her with her mothers passive comments,seperated from the
male bonding of the boy and the father, through activities
in their realm cutside matters concerning the haome and
family.

The E.S.E. ‘Dreamlover’ advertisement (I11.19 on videco
tape) shows young girls emergence into adulthood in cultural
terms. Her mother is engaged in helping her to prepare for
a deb‘s ball while her father relaxes. The preparation of
the girl is part of the mathers duties. The fatheres duty is
ahown when he answers the front door to admit the young man,
who is taking his daughter to the ball. He asserts his
authority as head of the household when he hands his
daughter over to the young man. The young woman is living
out  ane of her dreams, the <ond "Dreamlover " which
accompanies the images, Her wistful expressions, frantic
preparations and the Lok of demure bliss with which =he
deccende the stairs, exhibit the fulfillment of her dream.

The Supermilk advertisement (111.21 on video tape) and
the Comfort fabric softener advertisement TN 2 E S I e s
tape) both promote crft feminine images of women in relation
to motherhood and family life, repectively.

The Supermilk advert with its soft focus, soft colaours
and the very feminine images =f the mother and the room in
which she is placed, revolve arcound the fact that she has

recently given birth and the milk being promoted is counter
41
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acting the effects of the pregrnancy on her body. k=

extremely idealised image of motherhood plays on the
sacredness of human life in Catholicism, and also what is
often a popular myth that pregnancy is linked to fragility
in wWomen. Thie characteristic encourages the belief that
women are the weaker sex.

The Comfort advert shows the feminine soft image of
women in relation to nurturing and caring for family. This
is extended in the Avonmore ‘lLight’ advertisement(Ill.Z3 on
video tape) where the perfect wife and mother promotes the
cream, because it tastes good so her family will enjoy it
and also because it is low calorie and therefore healthy and
will help her keep her figure. The low calorie aspect of
the cream ie emphasised as an aside to the fact that 1t
tastes good. This places the main consideration an using
the product as family needs, the womans own needs are
sacondary.

The element of the self sacrificing mother in  this
representation oof & Wit m &n regularly appears in
advertisements, and shows the social predominance of &
womanes existence evolving totally round  the family and
family life. Advertisements play (il this social
characteristic and often promote products with the message,
primarily through inference, that the product will enable a
woman to bhe a better mather or wite. The idealised anddf
unabtainable image 1€ continually presented because it

promotes commercialism and a striving, wanting audience of
4.2
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ConNsumer s, Women in this system are continually subject to

patriarchal and male orientated forces.

MalLLE VOICEOVERS

Male wvoilceovers in advertisements are used far more
than female voiceovers, this has several implications, one
is that the veoice of authority is praetically®ceantanecd St
the male half of the population.

The use of male voiceovers has different effects with
the different sterectypes, for example when used in
conjunction with a decarative sex symbol image of & woman it
reinforces the male construction of this advertisement and
the male viewing position. Alen it defines the sexuality of
the woman in the advertisement in & direct contesxtual
MENTIEN

When male voiceover is uwsed in conjunction with A&
homemaker image it tends o suggest that women are incapable
of doing basic domestic tasks on their own authority and
that they need the presence of male authority. In the
adver tisement for Wisk washing liguid, (J11.25,o0n  video
tape), the male autharity vodceaver iie defined by the
ccientific nature of what he 1 =saying in terms of
nhiological" and such wards. Qe the authority of the male

veiceover is characterised by a scientific aspect.
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The changing nature of the family in Irish society, has
facilitated changes with regard to women working cutside the
Fuzmes . This is apparently a symptom of the change in the
family system which took place in this country over the last
three decades. "The breadwinner system developed slowly in
the early phase, characterising the small but burgeaoning
middle class, rather than the peasantry or the proletariat.
Then after reaching & climax im which virtually ne marcried
women are emplayed, the arrangement declines as more and
more wives enter white collar employment in offices,
schoolse, hospitals, stores and government agencies. (1) In
advertisements the emphasis is placed on these types of jobs
even though the maritial status of the image of the warking
woman e rarely defined. The idealogical construction of
women in terms of the family, sexuality, dependence on men
and subjection to men appears to consider the white collar
Jub classification to be the ideal.

These types of Jjobs give women & certain amount of
power , but anly in terms of the characteristicse of power,
which they posesced within the family. The Jjobs are mainly
in the caring sector and this corresponds T the
acocultuwrated qualities which women are ascribed and often
exhibit.

In the Duffys meat advertisement, (I11.26.,.o0n video
fape) a colpleNaEenaiste sy e s professional dancers. The
commercial is =set in a theatre, and begins with them kst

finishing a dance routine. There is no dialogue bhetween
44
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them, however, when they sit down after the routine, the
woman produces the lunch box containing the food. She has
several packets of Duffys cocked meats in the box and she
shows these to the male dancer. He responde approvingly of
her choice of meat and they proceed to eat the sandwiches.

The couple appear to he on an equal level in terms of
the dance aspect of the storyline, however, it is the woman
whoo takes care of the lunch and the man who gives his
approval. The woman is subject to the man in the
traditional role of caring which she exhibits.

The advertigsement for the Cork and lLimerick Savings
Bank, (I1l1.27,on video tape), begins with the opening of a
hoard meeting. The chairman calle for order, with the waords
"Gentlemen please". There is one female board member, and
the exclusicn of her in his adress to the members denies and
negates her existence, on the board. Her reaction to thie
srub is to clear her throat louwdly and to throw back her
head in disgust.

This advertisement ie not facilitating & feminist
approach, which challenges male supremacy at management
level in  the workfarce, hecause the advertisement 15
ridiculing the board meeting, and the characters who attend
AR This satirical approach includes the image of the
woman , because she 1s & sterentypical sharp, bitchy, touchy
and manipulative business wWoman.

This advertisement serves the interests commercilalism.

The image cf the waman is ridicWlcaws, she ds neicsan ideal,
47
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however hepr image doeg

entails the idea cf g

bank asserting
ridiculing ite
ridicuwles the
rejection of

Characteristice

identify what is not ideal, and this
Waman on the board of directors of g
her right +ta pe there. The advert is
Campetitors  ang in doing this it also
directore sexicst attitude, however thic
sedism is

Cancel led by the negative

of the woman.

The Ritsz advertiﬁement,(lll.ﬁe,qn video tape), portrays

a YOUnNg woman

and magazines,

Warking in the fashiconable world of fashicon

She is shown as capable, canfident and

sucessful in  her field. The attitudes and Characteristics

which are conveyed through her acticne ghow her to be a well

balanced, hard warking and sncially sucessful woman.

The sterectype which thise image protrays., is of a

madernn WIMAT .

seriously, ie

She lives for her waor b ancl takes ke

dilligent and ambiticus. The warrld in which

she works, however, is the womane warld of fashion and so

the modern woman portraved here does not escape the coanfinec

of the idealaogical fearm o the advertisement.

Images of women within the warkforce are subject to the

game constraints

Cof o owomen within

images of women.

in ideclaogical terms, which affect images

the home, and to a certain extent decorative

These images reflect the cultural ideclogy

and not, in many ways, the social facts concerning wor king

WCHMeEnN .
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The ime o o i i
images of Women in advertlsements, are formed and

created by the the Figid cultural Parameters laid dewn

through StEFEDtYDinq, by patriachal and commercial forces,

Even when an  adverticer is inclinmed te challenge the

characteristice ascribed toa women in adverts, such as the

E.8.B. commercial (I11.20,con videa tape), which shows a man
getting up in the middle of the night, to feed a baby, the
pawerful form cof advertisements, and the advertising
industry, Considerably neutralises the effect f the
alternative image, and reole reveraal,

The nature oo patriarchal, commercial society, the
nature of the medium in which adverts exist and the forms on
a structural leve] which adverts take, all ceontribute T
subversion, and daon ‘'t leave much sfcope far an alternative,
to the sexist and abusive basis, upaon which images of women
are constructed.

The Advertising Standards Authority for Ireland, has a
section in its code which deals with fthe issue of sexism.
However as has been nated (1), the section is vague and
practically unenfoarcable. Since the Autharity is RrEimarily
made up of representatives of  the advertising industry, and
the percentage of women in the Authority ie extremely law
() y it would seem that a predominately male positicn on the
igsues invalving sexiem, prevails,

The Joint Committee an Women ‘o Fighte, third repoc-t an
portrayal of women in the media stated that "The cumulative

effect of advertising may influence wemen and Saristees
! [t
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R they are SUPposE to act in SoCiety while telling men

and baoye Pow o View them and interact with them.“(l)
Thig stat@ment Seema teo AESUMeE that

imagees 2f women in

advertising Exist i”dEDEﬂdently Sf  the Culture a¢ 2 whole,

The type ¢ CDﬂditiDﬁihg through images Whiieh dish s facet oy
advertiﬁimg 1S begun With Children aq SCENSS S ey are able
to diStiHQUiSh gﬁﬂdEF, and define themselves 4 one
gender o ancther Advartising Works  in Conjunctian with
the daminant Culturas charactaristics of  the Society o
Wwhich ;¢ BXisteg, It must do thig to develop and attain &
language M Svetam o representations with which to Coanvey
meaning,

In thig Sense imageg “f women Feinforce Notiong which
already exist jn Society, about Ry 9irls are SUpposed to
act, ang Frizy Bays are SURposed t. View and interact With
them.

A direct link between Sexual abuse o Women, ang images
Sof women in the media Hae Never heen eatablished, however,
it SEems highly Plausib)le that the type of dahumaniaatimn
and abjectiflcation oo Wiimen in mexrry adve—:-r't:i'.;..c.-.fmernts,.j
Condones the attitudes to women in scciety, of Which abuse
i g Part. Again g rein{mrcement Cof wristing cul tural and
S0Cial charact&ristics. r@lating ta the Abuse -f Wamen, o
evident,

Thea images oy women in the media qre Frimarily defineq
from a Mmale point coof view, thisg Fropagates g male Viewing

Rosition, e the definiticw:rgf wWomen in images Warke =n

R P




NeN  in hew they reag

Although "we

r-fe-:f;me‘l"n'be_r' ﬁhat Powerful ag the Rroapaganda is s it doesn’ =

entirely work.,  We da naot become robets manipulated at the

whim of the image~makers."(4)

The need for Woemen to be aware of hew their SEx is
representod in advertising ic extremely important. Al though
the advertising industry, the television medium and culture
in general are extremely power+ful, and make improvemernts in
the present situation difficult, it is impartant far wamen
to continue to challenge degrading and cffencive images of

wWoamen in the media.




Committee on womens ¢

ights
Media p Z4

(3) Ibid, P.14

(4) Julienne Dickey, Qut o+ Becus oL 77
==t ot Focus
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