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Media Depiction of Women in Advertisements
Over the decades, the role of women in the society has changed drastically. In the past, women were depicted as the inferior sex. However, women have fought for their place in the society. Nonetheless, the portrayal of women in media advertisement has not evolved completely to the changing roles of women in the society. In the contrary, women are mostly depicted as sexual objects at the disposal of men. Most of the time, their vulnerability is used as a stronghold for the advertiser. In some advertisement, men are encouraged to take advantage of the women. Most of the advertisements before the feminism era depicted women as idiots whose main responsibility was to take care of their families and please their husbands. Even though the attitude has changed, the contemporary media portrayal of women in the advertisement is still biased against women. Despite the changing roles of women in the society, media advertisements have continued to objectify them and misuse their beauty and sexuality.
	The 1930’S era was marked by the great depression when the global economy was at its worst. Many people had lost their jobs and the consumer purchasing power was very low. As a result, the advertisers recognized the need of using the media to boost the sales. During that period, the American family was held with much regard. Moreover, roles were divided along gender lines. While men were the breadwinners for the family, the women were homemakers. In addition, men were considered as superior to the women, who had to be totally submissive. Women were praised on the basis of their home keeping skills and their ability to please their husbands. As a result, media advertisers had to align their advertisements with the existing historical context. Therefore they incorporated the themes of women submissiveness and home keeping skills and idealized female body (Preston 1). 
	According to Pamela Hyde, “Media constructions of women in 1930s were set against a background of the competing identities of the mother, wife, consumer, and unemployed worker.” (160). A good illustration of this can be derived from the Kellogg’s PEP vitamins advert. The advert features a woman who is wearing a kitchen apron with a mop in her hand. She is being held by a man who is smartly dressed in a suit and tie. The man is encouraging the woman to continue working harder in the kitchen so that she can become slender. The woman is smiling; obviously pleased by her husband’s praises. In another part of the advert, the man is seen grabbing the woman by the waist, while she is in the kitchen holding a cooking stick. The man asks the woman how she manages to thrive in cooking, dusting cleaning and even tucking him to bed. She responds that it is because she takes the Pep vitamins (Hyde 169).
	Notably, the advert is a clear illustration of the gender roles during the 1930’s. While the man would do office work, the woman was contained in the kitchen. Unfairness is also depicted in the advert. For instance, the woman is overburdened by the household chores such that she has to use vitamins in order to keep thriving. Moreover, she even has to tuck her husband to bed. On the other hand, she is subjective to the husband who seems to be interrupting her while she is performing her chores. This means that the woman should always be at the disposal of the man. Besides, she is supposed to maintain the idealized body shape in order to remain attractive to the man. Conversely, the advert does not seem to obligate the man to any task.
	Another trending element in the 1930’s is the objectification of the woman in the adverts. According to McDonough who is a public health expert and, and Karen who is a writer and an editor, many cigarette adverts used women as objects of enticing men to the brand. For instance, pin-up girls were regularly used to lure men into purchasing Avalon, Three Cats, Raleigh, among other brands of cigarettes (274). In most of those brands, the women were portrayed in revealing clothes and passionate eye contact. As Kilbourne puts it, this is a clear indication of “exploitation of female beauty and sexuality” (459). Moreover, such indecent illustration of women depicts them as sexual objects and therefore encourages vices such as sexual assault.
	The involvement of women in the World War II in the 1940’s changed the way the media depicted them in advertisements. For instance, a Campbell’s soup advert in 1942 shows an already set table with a note from the women indicating that she had rushed out for a first aid class. The first aid skills were intended to be utilized in the war. However, this depiction was only for a short period, because the women were compelled to return to their household chores in order to create vacancies for the soldiers who were returning from the war. For instance, an advertisement in the ladies home journal in 1944 depicted a man who was in a suit and a lady in an overall. Both were preparing to go to work. However, the advert was asking how the woman would feel returning back to the household chores after the war. It went on to promote some household equipment which she would be using after the war (McDonough and Karen 281).
Notably, this is an illustration of unfairness and inequality. Women were being used as substitutes to replace the jobs of those who had gone to the war. This means that they were equally qualified to work in those positions. However, they would be forcefully evicted from those positions after the return of the soldiers. They would be repositioned in their traditional capacities as homemakers. Therefore they were being used as objects of convenience without any consideration of their needs.
	After the war, the media started depicting the women in their typical workplace; the kitchen. In fact, some adverts went further to discourage the working women from continuing in their employment. For instance, one of Adel Precision advert portrays a woman who is in an overall going to work and her daughter is asking her when she will be back home again. The mother replies that some jubilant day she would stay at home doing what she likes best: taking care of her and the daddy. Moreover, Preston argues that heroines of the war were being depicted as villains in adverts. For instance, Molly Pitcher was depicted in an advert pleading for her son who was allegedly taken to a foster home because while the mother was at work. On the contrary, many adverts were depicting happy children playing at home with their mothers (1). 
	Evidently, unfairness and deceit are illustrated in these adverts. The advertisers were using the historical context to deprive the women of their rights to work. They praised their participation in the war and workplace, but immediately the war was over, they started criticizing the working women. This trend was deceitful and it was only meant to discourage the women from working so that the men who came from the war could replace them. Once again, media adverts were creating an illusion that if women went to work their homes would fall apart.
	The period between 1960 and 1980 marked the feminism era in which the roles of women in the society changed drastically. Accordingly, media advertisers changed the way they depicted women in the adverts. Between 1960 and 1970, women were depicted in assistant roles such as secretaries in the workplaces. This notwithstanding, sexist advertisement were still common. For instance, the Continental airline advertisement featuring female attendants had slogans such as “we really move our tail for you” while the National Airlines read, “fly me” ( William 108).
	For the period of 1980 to the contemporary times, the media has continued to portray women indecently and alluring. A research conducted by on the use of sex in large adverts for six US magazines indicated the same trend. They found that from 1983 to 2003, most magazines adverts have revealing and appealing women. Due to the increased freedom, there are more nude poses especially in magazines (Reichert and Carpenter 826). Moreover, not only is sex used to advertise consumer goods, but also the media itself. Music videos are advertised by scantily dressed females who make suggestive moves. In addition, movie trailers are characterized by indecency and passion. Moreover, nudity is common in models of magazines such as Cosmopolitan and Vogue, with alluring messages on the cover on advice on bedroom matters and juicy gossips. Such adverts have adverse effects in the society because; they promote evils such as sexual assault. Moreover, when the young generation is exposed to such indecency, they are likely to start engaging in sexual activities before they are old enough to take the resulting responsibilities. Also, some advertisements depict women while they are dead or in the process of being attacked (Kilbourne 465). Such adverts encourage violence against women, and they trigger fear in some women.
	In conclusion, the depictions of women in media advertisements have seen many faces in the changing roles of women in the society. In the 1930’s most adverts were portraying women as homemakers and husband pleasers. Objectification of women in the adverts was also on the rise. After the rise of the Second World War, the women replaced the soldiers in their workplaces. As a result, they were depicted as workers outside the confinement of the home. In the contrary, when the war was over, the women were forced to go back to their homes in order to create vacancies for the male soldiers coming from the war. The media advertisement were not left behind from encouraging the women to go back to their right place; the kitchen. It was only in the 1960’s that the advertisement media started depicting women in their workplaces. From the 1980’s to the contemporary time, indecency is the trending element in media depiction of women in advertisements. This can be attributed to the rising levels of freedom. 
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