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[bookmark: _GoBack]PART A
https://www.youtube.com/watch?v=owGykVbfgUE
https://www.youtube.com/watch?v=uLTIowBF0kE
The links above are of an ancient spice ad. I chose this ad because they perpetuate the alpha-male stereotype that a true man is expected to be attractive, healthy, and ladies. The ads reveal the gender-agenda of radicalized masculinity. This is a very prominent tactic used in commercials of colognes. The ads create a perfect image of a male to sell and advertise their product. Males in the above commercials are presented s wealthy, physically appealing, and successful and shown like they’ve got everything together. 
The main idea behind these ads is to show the viewers this perfect individual using their product, and if they, in turn, did the same, they would be exactly like that guy they have created for them. Or maybe a spouse could see the ad and think if they apply it, then they are likely to be the same. The ancient spice ads have continuously used male actors that seem desirable to ladies and physically aspiring to men to market-wise this cologne line. The male actor is displayed shirtless with ripped abdominals, tones of muscles, and the wild ability to perform factious things like making diamonds from thin air. The fragrance's slogan that states '' smell like a man, man’’ depicts the wild idea that men require this cologne to be considered a real man since the alpha male uttered so. 
PART B
Mass communication influences opinions and attitudes about sexuality, race, and gender. After going through the SAGE handbook of communication and gender: chapter sixteen: it was pretty clear that media communication, race, and gender were related. Media plays a crucial part in society. The reports on trending and current events provide a framework for interpretation, mobilize citizens regarding specific problems, reproduce predominant society and culture, and entertain. As such, mass communication can be an essential factor in the influence of gender equity within the work environments that is in terms of promotion and employment of women staff at levels and in the men and female representation that is in terms of the portrayal of fair gender and the non-gender and neutral use of specific language.
I feel that there are likely thousands of people who are annoyed by commercials seen on TV. Many groups object to anything and everything, so it is impossible to please every person. I'm used to hearing similar arguments all time. People claim that commercials on cleaning features only ladies or commercials on bear normally target the males, or some food commercials that target a particular race. I guess my question is, when viewing these commercials on TV, do they impact your thinking process? Does it affect your personal choice to eat or utilize a particular product based on the person present in the commercial? 
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