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\ Situation :

Imagine you work for a communication agency that specializes in ethical and
responsible advertising. You are in charge of a campaign for a cleaning product. You
brief your team to produce a non-sexist ad.

Use the following documents and your own ideas to present and analyze the situation:

You may use the following hints:
- Sexist stereotypes in advertising
- Explain how they affect brands and consumers
- Suggest ideas to promote gender equality in advertising

Document 1 :

Video: Sexist Adverts
Source: BBC News, 18 July 2017

Document 2:

Three Reasons Why ‘Sneaky' Sexism’ Still Exists In Advertising

Sexism in advertising has been around as long as the industry has. We all know the
classic 1950s commercial featuring idealized gender stereotypes. Thankfully, our
society has progressed to allow both men and women the opportunity to entertain a
wide range of roles in day-to-day life and sexist advertising belongs in the past. Right?

Not quite. Jane Cunningham and Philippa Roberts, authors of Brandsplaining, spent
over 12 years researching the extent of sexism in advertising and found a huge
underrepresentation problem. Women only make an appearance in one out of ten
adverts, even though they make three-quarters of all consumer purchases. Messages
implore women to be 'braver' and 'bolder,’ but the subtext implies they need to improve
because they are not good enough. Coined “sneaky sexism,” this subtle method of
influence is pervasive throughout the industry.

Tim Parkin, global brand marketing expert, believes these undertones negatively
impact how girls see themselves. “By the time a girl turns 17, she has seen a quarter
of a million adverts, most featuring negative stereotypes. It affects their self-image,
career aspirations, and interpersonal relationships.”

Parkin argues companies rely on judgmental campaigns for short-term gains. To
progress, brands must embrace inclusivity, recognize subtle sexism, and value
women's contributions meaningfully.

By Michelle Penelope King, Forbes, 7 April 2021,

! Sneaky (in this context) = hidden, not openly expressed
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