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Women in Advertising
In today’s society, the most popular and effective marketing tactic is eye catching advertisements between television shows, the pages of our magazines, and social media timelines. However, what corporations have also found to be a useful marketing angle is to degrade people, women in particular, self-esteem and dehumanize them in order to sell products. We may not consciously be aware of how overt or subliminal we are exposed to these harsh messages about ourselves but they become apparent when they create a web of problematic notions that we often see reflected in men and women’s behavior. More specifically, high end brands like Calvin Klein will advertise in popular fashion magazines targeted towards women such as Vogue. With this advertising, Calvin Klein launched multipage spreads of their “I [blank] in #mycalvins” slogan that were not only hard to flip through but also linked to social media trends. In these two realms of marketing Calvin Klein was able to put forth not only idealized, but sexually questionable images of women with even more suggestive words filled in their “blanks”. A perfect example of this is a close up of a model/actress licking a mirror with the words “Calvin Klein” inserted over her face with the slogan “I am tasteful in #mycalvins” attached below. When Calvin Klein or any business asserts women into idealized, sexually insinuative poses or phrases, meanwhile branding over their faces, it perpetuates an idea to other women and men in society that women are objects of sexual objectification and unattainable beauty expectations. 
To elaborate, the messages being associated with the sexual insinuations of these women in Calvin Klein ads have nothing pertaining to the brand being advertised. In simpler terms, they are arbitrarily used to promote said products. There is no valid reason as to why Calvin Klein absolutely needed this model sensually licking a mirror to support their brand, furthermore there wasn’t even a particular Calvin Klein item shown. This sexualized portrayal of women is based purely on appealing to men and to persuade them to shop with their brand by associating it with the idea of a sexually submissive woman. The brand name “Calvin Klein” is inserted onto the models face as if she was one of their products that they could purchase and this is where we see objectification come into play. When we are exposed to Ads that are sexually objectifying for merely no “purpose”, our society subconsciously interprets this message and normalizes it. Jean Kilbourne states in her documentary Killing Us Softly 4, that when we continue to override women with labels, products, or selectively reduce them to body parts we are perpetuating them as objects, which in turn makes it easier for the rest of society to do them harm and not have a guilty conscious. Although there is not a direct link of sexual objectification in advertisements to domestic violence, this marketing angle creates a breeding ground to violence and sexual assault against women. 
Furthermore, this type of Calvin Klein ad among others reinforces an unhealthy and virtually unattainable beauty standard that the average man or woman will unrealistically hold women to. This particular ad does not only sexually depict the model but has edited her facial features to the point of flawlessness. She has no visible pores, blemishes, signs of aging and is mostly blurred to the focal point of her tongue. Even with her eyes being concealed behind sunglasses there are strong symbols of conventional and idealized beauty. A beauty standard that most or in some respect, no living human being, could possibly achieve. This product is associated with the expectation that you will “something” in your Calvin Klein’s and this could mean as “tasteful” or flawless as the model shown. This is an ultimately detrimental message to women as well as men. There is never a point at which this level of “beauty” will be reached which can inflict a multitude of consequences from self-esteem issues, obsessive dieting or eating habits, endless purchases of products in hopes to become perfect, and worst of all the repercussions of male unacceptance that further the vicious cycle. This also creates an ethical disconnect in men as Peggy McIntosh would argue in her essay regarding male privilege. Their ability to not be held to the same standard but pass judgement to women who are held to this unreachable level of beauty leaves them numb to the oppressive environment that women truly live in. Certainly, this is an effective marketing strategy when provoking women to purchase products based on their self-perception of beauty but it is much more harmful to women as they are forced into a race to become to most inhuman woman in the room in order to avoid ridicule. 
In conclusion, it is apparent that Calvin Klein just as any other business with a product to sell will go to extreme extents to sexually objectify and over idealize female beauty without regarding the damage it does to the female psyche or skewing the expectations of men. Calvin Klein’s “I am tasteful in #mycalvins” ad is only one a many in its campaign that take advantage of women’s sexuality or beauty to market her to others. Many companies are guilty of this same behavior and will continue to partake in it so as long as their inherent damage continues to flow profit to their pockets. The messages given to women and men are in their simplest form, a lie; however, as long as women are pressured to believe this lie is acceptable, the longer women will indirectly become victims of violence and self-deprecation. 
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