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  Has the Advertising World gone too far? 

 Ever since widespread consumerism nested itself into the daily activity of capitalist 

economies around the world, one key device has dominated the field of marketing; 

advertisements. As is the case with most industries in a free-market society, advertising 

agencies have sought to fulfill the specific desires of customers in an attempt to swim upstream 

against competition. Whether by catching their attention with luxury, lust, or even a false sense 

of necessity, advertisers have attempted to utilize an impressive spectrum of techniques to sell 

their products and services to consumers. However, amongst them all, a theme which has by 

far created the greatest amount of controversy is that of using women in a sexual way. The 

question remains: has advertising truly gone too far with this, or is it a justified occurrence in 

today’s society? 

 According to recent studies by Media Matters, the average person is exposed to over 

600 advertisements a day in the form of TV, magazines, newspapers, internet and so on. It is 

safe to say that such a high amount has the potential to truly affect one’s view of the world, 

especially while growing up. From the 1950s, a time when prolific advertising was already 

commonplace throughout the world, to today, the role of women in the realm of 

advertisements has changed significantly. When one looks back at publicities from the 1950s 

and 1960s, such as the infamous “You mean a woman can open it?” ad, it is fair to say that 

stereotypes of weakness and inferiority were the most popular way through which women 

were portrayed. Nowadays, statistically, it is substantially more likely to see women dressed 

suggestively in advertisements, often in an environment and context based on lust. This notion 

of using sexual appeal and objectifying women in order to attract customers is subject to much 

criticism.  

However, I believe that although it may have many downsides and might seem morally 

disrespectful to some parts of society, this particular use of women in the advertising world 

should still be allowed. In the profit-based markets that many of us live in today, rarely anything 

that is supplied to customers is done so without certain signals of demand. If sexual appeal is a 

technique that works well on consumers, then it is only natural for agencies to utilize this in 

efficient marketing to maximize their sales revenue. What it boils down to is essentially a tug of 

war between conservatives and not-so-conservatives, a never-ending disagreement clashing 

high freedom of expression with preservation of moral values and ethics. 

 Nevertheless, while such advertising should definitely be allowed, I do not believe that it 

is a positive evolution for the industry and for society. Firstly, recklessly using sexual appeal in 

every other advertisement has a negative impact on the industry both externally and internally. 

Beyond the fact that it tends to promote a less favorable public image of ad agencies, it can also 

restrict the creative scope of advertisers, discouraging them from experimenting with other 
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techniques and themes. Secondly, since women are far more likely to be used as items of sexual 

appeal in advertisements than men are, this leads way to an illusion of inequality. This 

phenomenon is precisely why many pressure groups and individuals criticize and protest 

against this issue. The reality, however, is that an inequality is not actually present in that sense. 

Simply because women are used as such in advertising does not mean that they are being 

treated differently, as no one is forcing them to appear in those ads. In addition to all of this, 

something which is of great concern to many including myself is the use of women in 

advertising through infantilism. This technique, which basically portrays a woman as if they 

were a child, is not only considered as immoral but promotes the illegal interests of pedophilia. 

I believe that regardless of one’s opinion on the degree to which sexual appeal should be 

allowed in today’s advertising, the use of infantilism to appeal to adults should not be legal as it 

can indirectly and unknowingly lead to serious risks and danger, which would negatively impact 

social harmony. 

 In the end, the consumerist public reacts well to today’s use of women in advertising, 

but this indeed also has many negative impacts on society, and more specifically the youth. I do 

not disagree with the fact that, for example, seeing models who are on average 180 cm and 

weigh 53 kg whereas the public is on average 162 cm and weighs 64 kg has an unfavorable 

effect on how children and young adults feel about themselves and society as a whole. Through 

creating false expectations and developing an unrealistic image of how women look and what 

their place in society is, advertisements that utilize sexual appeal are certainly not good news 

for the modern youth. However, it is not by banning such ads and condemning them to the pits 

of the advertising realm that these issues will be solved in the long term. I believe that the most 

effective way to address this particular issue is to educate young people, teach them to think 

for themselves, and make sure they truly understand that with freedom of expression comes 

the burden of misinformation and manipulation of the truth. 

 

- End - 
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