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Food For Thought

What kinds of adjectives come to mind when
defining a beautiful woman?

How has the culture of beauty been impacted by
media?

Why is beauty applied only or mainly to women?
Who decides what is beautiful?

s the concept of feminine beautk/).more. of a
social construct as opposed to a biological one?

What is the relationship between race and
beauty?

How has the concept of beauty changed over
time?

What is the logical conclusion when women are
objectified?



The beauty myth, an
obsession with
| physical perfection
. that traps the modern
| woman in an endless
spiral of hope, self-
consciousness and self-
hatred as she tries to
fulfill society’s
impossible definition
of “flawless beauty.”

Naomi Wolf




What does the mirror reflect?

e Video of the Sleeping Beauty Queen was
placed here
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John Berger

Ways of Seeing
The Nature of Advertising



Advertising tells us that
appearance is reality



Advertising is a language in itself
which is always being used to
make the same general proposal;
we can transform ourselves or our

lives, by buying something more.



This idea of consumption will in
some way make us richer - even
though we will be poorer by
having spent our money.



Advertising persuades us of such a
transformation by showing us people
who have apparently been
transformed and are, as a result
enviable.

The state of being envied is what
constitutes glamour.

Advertising is the process of
manufacturing glamour.



The purpose of advertising is to
make the spectator marginally
dissatisfied with her/his present
way of life.



The spectator-buyer is meant to
imagine herself transformed by
the product into an object of envy
for others, an envy which will then
justify her loving herself.



Advertising is always about the
future buyer. It is a hall of mirrors
that can never satisfy the buyer.



Advertising is the culture of the
consumer society. It propagates
through images society’s belief in
itself.



The fashion industry profits from this
consumer frenzy in the amount of 100
billion dollars a year.

All Advertising works upon anxiety.
The sum of everything is money, to
get money is to overcome anxiety.
Not to have money or certain
products will generate the feeling

that you are or will be nothing.



Fashion/Glamour Magazines

Women's magazines have 10 1/2 times more ads and
articles promoting weight loss than men's magazines.

Over 75% of the covers of women's magazines include at
least one message about how to change a woman's
bodily appearance by diet, exercise or cosmetic surgery.

Beauty ads average about 40% of all ads while Fashion
ads average about 58%.

The middle-aged and elderly are nearly invisible.

70% of girls ages 13-17 read celebrity/fashion
magazines.

Most female models are under 25 years and Caucasian.
Models of color are vastly under-represented.



Margaret Beale Spencer
Internalized Inferiority

What if you don’t see yourself?
What if you see a distorted self?



Click here for video of Experiment
with Black Children and Dolls



http://www.youtube.com/watch?v=ybDa0gSuAcg�
http://www.youtube.com/watch?v=ybDa0gSuAcg�
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The ideal female is
difficult to achieve. The
current ideal of female
beauty is a young
Caucasian female, height
5'8"-5'10", weighing
110 pounds or less.
Make-up, lighting and

airbrushing are used to
slim down the images
even more. Less than 5%
of the female population
are genetically destined
to fit this ideal.

(Steiner-Adair & Purcell, 1996)
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 The objectification of girl’s bodies typically leads
them to conclude that physical beauty is the most
important aspect of their value as an individual.

 One study of Stanford female undergraduates
found that about 70% felt significantly worse
about their bodies after looking through women’s
magazines (Gentry & Martin, 1997).

 Body image dissatisfaction is a significant link to
serious disorders, such as depression, anxiety

disorders, eating disorders, and drug use
(Groez, Levine & Murnen, 2002; mediascope, nd).
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Cosmetic Surgery

* 11.5 million cosmetic surgical and nonsurgical
procedures were performed in the U.S. in 2008 at

about 13 billion dollars

e since 1997, these numbers show a 444% increase
in the number procedures

* 9000 girls ages 18 and under had breast
augmentation 2007 — with 80,896 having
cosmetic surgery — a total of 326,233 if

non-surgical procedures are included.
(American Society of Plastic Surgeons).



One study asked 3,300 girls and women ages
15 to 64 from around the world what they
thought of their bodies and beauty.

92% of teen girls would like to change
*something™ about the way they look.

More than 25% were considering cosmetic
surgery.

Many parents are even giving cosmetic
surgery as graduation gifts (mediascope, nd).



What a Girl Wants

eleven girls aged 8 to 16 interviewed
click here for streaming video

Producer: Elizabeth Massie
Editor: Jacob Bricca
Educational Distribution by the Media
Education Foundation



http://www.mediaed.org/cgi-bin/commerce.cgi?preadd=action&key=214�
http://www.mediaed.org/cgi-bin/commerce.cgi?preadd=action&key=214�
http://www.mediaed.org/cgi-bin/commerce.cgi?preadd=action&key=214�




What is the logical conclusion
when women are objectified?



















Does a tiSing normalize gender

violence? -

i






- l- . i
._.....12.._.__-". T
- -













LT TR Py S A R ] ¥ e - s B s =
N O S ren i
wr irrrugh g bl wen b ormey e op e i
Tl ik H i Eelies Fre T4l I eeiad. Bl 0
Pl = LT T [T B TR
N e e Rl B

Bl i ek e EEE

P - §0% GO &0

do more












Wseca pirms mmd fog- srme ) Mesiey Ueg empy Telday Lofimclse cesas oo
EEl GETEr mEei g b s eI s el g ——



lo-Interactive




There are positive signs of
change!

Click here for video “Onslaught”



http://www.youtube.com/watch?v=iYhCn0jf46U�
http://www.youtube.com/watch?v=321Kb8pBu5s�
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