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Sex and Violence
The conventional media is filled with imageries that depict sexual ferocity against men and women. The manner in which these images are presented prompts a critical conversation.  The fashion corporations are the most common users of sexual appeal to promote their products. However, the sexual appeal is not just enough for them, they add power to the equation and possible innuendo to the victims.  The fashion companies use sensual images to promote their brand in the market but when the sensual imagery is reinforced by implied ferocity, the advertisements get a deeper impact than intended (Sameer, 2018). Fashion companies such as Dolce and Gabbana, Luis Vuiton, Luciana Carvari and Jimmy Choo have the highest rates of erotic imagery use. However, none of these companies approve violence openly or in their representation to the press. But their ads tell a different story and reveals an unanticipated representation of the target market. A critical thinker may wonder is these companies target their products to rapists and sadists, or whether the people that find appeal in these advertisements and purchases the products based off the ads are a ferocious mass. 
For example, with Dolce and Gabbana, the use of sex and violence against men and women becomes a luxury element and a glamour feature.  Unfortunately, these features condone violent behaviors and attitudes (Reichert & Lambiase, 2014).  For instance, an ad by Dolce and Gabbana showing a man pinning down a woman by her wrist and another showing a naked man in an erotic position surrounded by a group of men depicts extreme sex and violence against men and women. As depicted in the ad images, these companies probably feel that the “sexy” aspect alone is not enough and then add more power to the equation by incorporating violence and possible insinuation to the victim. Its as if to tell the target audience or victim that “they will be raped but at least they will be wearing good looking attire when that happens”. Jimmy Choo also depicts sexual and violent insinuations that are associated with power and violence in its ads on back latex “domina” outfits, sharp stilettos. Louis Vuitton also pushes its products through a similar style of advertising. As sensual as these ads maybe, they portray sexually objectified women.  A company like Luciano Carvari, as depicted in its ads, considers violence and humiliation as sexy and transforms it into art that results in mixed reactions from the public.
As to how the society generally responds, the majority are brainwashed and made to see the images that the brands portray in their ads as appealing. People want to be associated with the “sexy” brands and ignore the parts that show sexual objectifying of women as well as the violence against men and women as depicted in those ads. However, a few people, and especially those who are not in the age target of the brands see it as inappropriate. Further, some people in this group see fit to take the reaction further and create a movements and protests against particular ads. Some of these movements and protests spread and gain momentum forcing some of these companies to cancel the ads. As to how people should react, it is important that people hold on to values and stop being blinded by the “sexual appeal”. People should respond by looking at the bigger picture. The bigger picture in this regard is the violence against men and women as depicted in the ad imagery. These ads encourage a society of sexually objectifying women and one that normalizes sexual violence against men and women. As such, people should respond by rejecting ads and possibly boycotting products from companies that promote sex and violence against men and women. 
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