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“TWO WAYS A WOMAN CAN GET HURT":

ADVERTISING AND VIOLENCE
JEAN KILBOURNE

Most of us like to think of ourselves as immune to the power of ads —we know
that advertisers use sex to get our attention and that they make exaggerated
claims about a product’s ability to make us attractive, popular, and success-
ful. Because we can see through these subtle or not-se-subtle messages, we
assume that we’re too smart to be swayed by them. But Jean Kilbourne argues
that ads affect us in far more profound and potentially damaging ways. The
way that ads portray bodies —especially women’s bodies— as objects condi-
tions us to see each other in dehumanizing ways, thus “normalizing” attitudes
that can lead to sexual aggression. Kilbourne (b. 1946) has spent most of her
professional life teaching and lecturing about the world of advertising. She has
produced award-winning documentaries on images of women in ads (Killing Us
Softly, Slim Hopes) and tobacco advertising (Pack of Lies). She has also been
a member of the National Advisory Council on Alcohol Abuse and Alcoholism
and has twice served as an adviser to the surgeon general of the United States.
Currently she serves on the Massachusetts Governor’s Commission on Sexual
and Domestic Abuse and is a senior scholar at the Wellesley Centers for Women
{WCW) at Wellesley College. Her most recent book, coauthored by Diane E.
Levin, is 50 Sexy So Soon: The New Sexualized Childhood and What Parents
Can Do fo Protect Their Kids (2008). The following selection is talken from her
1999 book Can’t Buy My Love: How Advertising Changes the Way We Think anc
Feel (formerly titled Deadly Persuasion).

SEX IN ADVERTISING IS MORE ABOUT DISCONNECTION and dis-
tance than connection and closeness. It is also more often about powers
than passion, about violence than violins. The main goal, as in pornog-
raphy, is usually power over another, either by the physical dominancs
or preferred status of men or what is seen as the exploitative power c:
female beauty and female sexuality. Men conquer and women ensnare
always with the essential aid of a product. The woman is rewarded fc-
her sexuality by the man's wealth, as in an ad for Cigarette boats =
which the woman says, while lying in a man'’s embrace clearly after sex
“Does this mean I get a ride in your Cigarette?”

Sex in advertising is pornographic because it dehumanizes an-
objectifies people, especially women, and because it fetishizes proc-
ucts, imbues them with an erotic charge—which dooms us to disaz-
pointment since products never can fulfill our sexual desires or me=
our emotional needs. The poses and postures of advertising are ofte-
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buses, and when a college magazine promotes an S&M Ball, pernogra-
phy can be considered mainstream.

Most of us know all this by now and | suppose some consider it
kinky good fun. Pornography is more dangerously mainstream when its
glorification of rape and violence shows up in mass media, in films and
television shows, in comedy and music videos, and in advertising. Male
violence is subtly encouraged by ads that encourage men to be force-
ful and dominant, and to value sexual intimacy more than emotional
intimacy. “Do you want to be the one she tells her deep, dark secrets
to?” asks a three-page ad for men's cologne. "Or do you want to be her
deep, dark secret?" The last page advises men, "Don't be such a good
boy.” There are two identical women looking adoringly at the man in
the ad, but he isn't looking at either one of them. Just what is the deep,
dark secret? That he's sleeping with both of them? Clearly the way to
get beautiful women is to ignore them, perhaps mistreat them.

“Two ways a woman can get hurt,” says an ad for shaving gel.
featuring a razor and a photo of a handsome man. My first thought



~ ‘hat the man is a batterer or
= s merely a “heartbreaker.”
“ile guys may continue to be
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date rapist, but the ad informs us that
The gel will protect the woman so that
a pain, shaving most definitely won't.”

“=sirable men are painful —heartbreakers at best.
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(who are “pussy-whipped”], and that disparages fidelity and commit-
ment (except, of course, to brand names),

seeking missiles, we rush inevitably to mutual destruction.

Men are also encouraged to never take no for an answer. Ad after
ad implies that girls and women don't really mean “no" when they sa+
it, that women are only teasing when they resist men’s advances, "NO~
Says an ad showing a man leaning over a woman against a wall. Is she
Screaming or laughing? Oh, it's an ad for deodorant and the seconc
word, in very small print, is “sweat,” Sometimes it's “all in good fun,”
as in the ad for Possession shirts and shorts featuring a man ripping the
clothes off a woman who seems to be having a good time.

And sometimes it is more sinister. A perfume ad running in severa:
teen magazines features a Very young woman, with eyes blackened b
makeup or perhaps something else, and the copy, “Apply generousl:
to your neck so he can smell the scent as you shake your head 'no.'” 1~
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shadowy figures almost obliterated by darkness and captions such as
“Some people embrace the night because the rules of the day do not
apply.” What it doesn't say is that people who are above the rules do
enormous harm to other people, as well as to themselves.

These ads are particularly troublesome, given that between one-
third and three-quarters of all cases of sexual assault involve alcohol
consumption by the perpetrator, the victim, or both." “Make strangers
your friends, and your friends a lot stranger,” says one of the ads in
a Cuervo campaign that uses colorful cartoon beasts and emphasizes
heavy drinking. This ad is especially disturbing when we consider the
role of alcohol in date rape, as is another ad in the series that says, “The
night began with a bottle of Cuervo and ended with a vow of silence.”
Over half of all reported rapes on college campuses occur when either
the victim or the assailant has been drinking.? Alcohol’s role has differ-
ent meaning for men and women, however. If a man is drunk when he
commits a rape, he is considered less responsible. If a woman is drunk
(or has had a drink or two or simply met the man in a bar), she is consid-
ered more responsible,

In general, females are still held responsible and hold each other
responsible when sex goes wrong—when they become pregnant or are
the victims of rape and sexual assault or cause a scandal. Constantly
exhorted to be sexy and attractive, they discover when assaulted that
that very sexiness is evidence of their guilt, their lack of "innocence."
Sometimes the ads play on this by “warning” women of what might
happen if they use the product. “Wear it but beware it, " says a perfume

"Wilsnack, Plaud, Wilsnack, and Klassen, 1997, 262. [All notes are Kilbourne's unless
otherwise indicated.|
2Abbey, Ross, and McDulffie, 1991. Also Martin, 1992, 230-37.



male violence against women ig Irrational and Commonplace. It is re-
assuring to believe that we can avoid it by being good girls, avoiding
dark places, staying out of bars, dressing “innocently. " An ad featur-
g tWo young women talking intimately at a coffee shop says, “Carla
and Rachel considered themselves open-minded and non-judgmenta]
people, Although they did dgree Brenda was g framp.” These terrible
‘udgments from other women are an important part of what keeps all
women in line,

If indifference in a man is sexy, then violence is sometimes down-
mght erotic. Not surprisingly, this attitude too shows up in advertising.
‘Push my buttons,” Says a young woman, “I'm looking for a man who
an totally floor me, " Her Vulnerability is underscored by the fact that
she is in an elevator, often a dangerous place for women. She is young,
she is submissive (her eyes are downcast), she is ina dangerous place,
2nd she is dresseqd Provocatively. And she is literally asking for it,

“Wear it out and make it scream, " 5ays a jeans ad portraying a man
1ding his hands under a woman's transparent bloyge, This could be a
seduction, but it could as easily be an attack, Although the ad that ran
2 the Czech version of Elle portraying three men attacking a woman
“78IMs unambiguous, the terrifying image is being used to sell jeans

- Women. So someone must think that women would find this image

-~
—
(==}
(=}
=
-
=
m
.

“«lANH 139 Ny NYWOM Vv Savm omi,

FINITOIA aNy INISILYTAQY



rruE women anp real Men & |§

< ol
| : 3\}'\‘"‘:0&;
| i
et Ml et Sl %
PG e
L o REUNAE

o s¥ 2
\Iﬁ‘

Atuery GoReound

compelling or attractive. Why would we? Perhaps it is simply designed
to get our attention, by shocking us and by arousing unconscious anxi-
ety. Or perhaps the intent is more subtle and it is designed to play into
the fantasies of domination and even rape that some women use in
order to maintain an illusion of being in control (we are the ones having
the fantasies, after all, we are the directors).

A camera ad features a woman's torso wrapped in plastic, her hands
tied behind her back. A smiling woman in a lipstick ad has a padlocked
chain around her neck. An ad for MTV shows a vulnerable youncg




AN ACQUIRED TASTE

i

man, her breasts exposed, and the simple copy “Bitch.” A perfume
.2 features a man shadowboxing with what seems to be a woman.
Sometimes women are shown dead or in the process of being killed.
=reat hair never dies," says an ad featuring a female corpse lying on
« ved, her breasts exposed. An ad in the Italian version of Vogue shows
: man aiming a gun at a nude woman wrapped in plastic, a leather
—=fcase covering her face. And an ad for Bitch skateboards, for God's
=ze, shows a cartoon version of a similar scene, this time clearly target-
=2 young people, We believe we are not affected by these images, but
=ost of us experience visceral shock when we pay conscious attention
* hem. Could they be any less shocking to us on an unconscious level?
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Most of us become numb to these images, just as we become numb
to the daily litany in the news of women being raped, battered, and
killed. According to former surgeon general Antonia Novello, battery is
the single greatest cause of injury to women in America, more common
than automobile accidents, muggings, and stranger rapes combined,
and more than one-third of women slain in this country die at the hands

v

La Borsa ¢ la Vita



lem for most women is simply surviving at home. The Global Report on
Women's Human Rights concluded that “Domestic violence is a lead-
ing cause of female injury in almost every country in the world and is
typically ignored by the state or only erratically punished, "4 Although
usually numb to these facts on a conscious level, most women live in g
state of sublimina] terror, a state that, according to Mary Daly,’ keeps us
divided both from each other and from our most Passionate, powerful,
and creative selveg. s

Ads don't directly cause violence, of course. But the violent images
contribute to the state of terror. And objectification and disconnection
Create a climate in which there is widespread and Increasing violence.
Turning a human being into a thing, an object, is almost always the first
step toward justifying violence against that person. It is very difficult,

objectification.

An editorial in Advertising Age suggests that even some advertis-
€Is are concerned about this: “Clearly it’s time to wipe out sexism in
beer ads; for the brewers and their dagencies to wake up and join the
rest of America in realizing that sexism, sexual harassment, and the cui-
tural portrayal of women in advertising are Inextricably linked, "? Alas,
this editorial was written in 1991 and nothing has changed.

d more serious issue than the objectification of men. Qur economic 5ys-
tem constantly requires the development of new markets. Not surpris-
ingly, men's bodies are the latest territory to be exploited. Although we

4

as never before. We often see nude women with fully clothed men in
ads (as in art), but the feverse was unheard of, until recently. These

’Novello, 1991. Also Blumenthal, 1995.

‘Wright, 1995, A2,

*Mary Daly: Radical feminist scholar and author (1928-2010), [Eds.]
"Weil, 1999, 21.

‘Brewers can help fight sexism, 1991, 28,

“Kilbourne, 1994, F13.
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bitch skateboards

himself as he walked towards the café car for a glass of cabernet. And
as he passed her seat, Maureen looked up from her book and thought,
‘Nice buns.'"

Although these ads are often funny, it is never a goad thing for
human beings to be objectified. However, there is a world of difference
between the objectification of men and that of women. The most impor-
tant difference is that there is no danger for most men, whereas objec-
tified women are always at risk. In the Diet Coke ad, for instance, the
women are physically separated from the shirtless man. He is the one in
control. His body is powerful, not passive. Imagine a true role reversal
of this ad: a group of businessmen gather to leer at a beautiful woman
worker on her break, who removes her shirt before drinking her Diet
Coke. This scene would be frightening, not funny, as the Diet Coke ad
is. And why is the Diet Coke ad funny? Because we know it doesn't
describe any truth. However, the ads featuring images of male violence
against women do describe a truth, a truth we are all aware of, on one
level or another. :




When power is unequal, when one group is oppressed and dis-
riminated against as a group, when there is a context of systemic and
aistorical oppression, stereotypes and prejudice have different weight
and meaning. As Anna Quindlen? said, writing about "reverse racism”:
“Hatred by the powerful, the majority, has a different weight—and
oiten very different effects—than hatred by the powerless, the mi-
nority."*® When men objectify women, they do so in a cultural con-
=xt in which women are constantly objectified and in which there
=fe consequences—from economic discrimination to violence—to that
cbjectification.

For men, though, there are no such consequences. Men's bodies
=e not routinely judged and invaded. Men are not likely to be raped,
-arassed, or beaten (that is to say, men presumed to be heterosexual
=re not, and very few men are abused in these ways by women), How
—any men are frightened to be alone with a woman in an elevator?
~low many men cross the street when a group of women approaches?
“ackson Katz, who writes and lectures on male violence, often begins
s workshops by asking men to describe the things they do every day
2 protect themselves from sexual assault. The men are surprised, puz-
~=d, sometimes amused by the question. The women understand the
cusstion easily and have no trouble at all coming up with a list of re-
ponses. We don't list our full names in the phone directory or on our
=zilboxes, we try not to be alone after dark, we carry our keys in our
=2nds when we approach our cars, we always look in the back seat be-
Te we get in, we are wary of elevators and doorways and bushes, we

:ITY pepper sprays, whistles, Mace.
Nonetheless, the rate of sexual assault in the United States is the
=ohest of any industrialized nation in the world.1! According to a 1998
zdy by the federal government, one in five of us has been the victim
rape or attempted rape, most often before our seventeenth birthday.
nd more than half of us have been physically assaulted, most often
the men we live with. In fact, three of four women in the study who
=sponded that they had been raped or assaulted as adults said the
=petrator was a current or former husband, a cohabiting partner or a
“=t2.”? The article reporting the results of this study was buried on page
=nty-three of my local newspaper, while the front page dealt with a
=g story about the New England Patriots football team.
A few summers ago, a Diet Pepsi commercial featured Cindy Craw-
-d being ogled by two boys (they seemed to be about twelve years
Z1 as she got out of her car and bought a Pepsi from a machine. The
vs made very suggestive comments, which in the end turned out
De about the Pepsi's can rather than Ms. Crawford's. There was no

‘Anna Quindlen: Novelist and Pulitzer Prize-winning journalist who often writes
It women's issues (b, 1953). [Eds.]

“Quindlen, 1992, E17,

‘Blumenthal, 1995, 2.

-Tjaden and Thoennes, 1998.
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outcry: the boys' behavior was acceptable and ordinary enough for a
soft-drink commercial.

Again, let us imagine the reverse: a sexy man gets out of a car in the
countryside and two preteen girls make suggestive comments, seem-
ingly about his body, especially his buns. We would fear for them and
rightly so. But the boys already have the right to ogle, to view women's
bodies as property to be looked at, commented on, touched, perhaps
eventually hit and raped. The boys have also learned that men ogle pri-
marily to impress other men (and to affirm their heterosexuality). If any-
one is in potential danger in this ad, it is the woman (regardless of the
age of the boys). Men are not seen as property in this way by women.




"I always lower ny eyes to see if a man is worth following, " says

the woman in an ad for men's pants, Although the ad is offensive to
everyone, the woman is endangering only herself,

Even little girls are sometimes held responsible for the violence

“Two men and a baby, 1990, 10.
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who are most at risk. Young girls, of course, are especially vulnerable.
In the past twenty years or so, there have been several trends in fashion
and advertising that could be seen as cultural reactions to the women's
movement, as perhaps unconscious fear of female power. One has been
the obsession with thinness. Another has been an increase in images
of violence against women. Most disturbing has been the increasing
sexualization of children, especially girls. Sometimes the little girl is
made up and seductively posed. Sometimes the language is suggestive.
“Very cherry,” says the ad featuring a sexy little African American girl
who is wearing a dress with cherries all over it. A shocking ad in a gun
magazine features a smiling little girl, a toddler, in a bathing suit that
is tugged up suggestively in the rear. The copy beneath the photo says,
“short BUTTS from FLEMING FIREARMS, " Other times girls are jux-
taposed with grown women, as in the ad for underpants that says "You
already know the feeling.”

This is not only an American phenomenon. A growing national ob-
session in Japan with schoolgirls dressed in uniforms is called “Loli-
con,” after Lolita.! In Tokyo hundreds of “image clubs” allow Japanese
men to act out their fantasies with make-believe schoolgirls. A maga-
zine called V-Club featuring pictures of naked elementary-school girls
competes with another called Anatomical IMustrations of Junior High

4Herbert, 1999, WK 17.
15[ ojita: The title character of Vladimir Nabokov's 1955 novel, Lolita is a young girl
who is sexually pursued by her stepfather. [Eds.]



School Girls.'® Masao Miyamoto, a male psychiatrist, suggests that
Japanese men are turning to girls because they feel threatened by the
Jrowing sophistication of older women, 17

In recent years, this sexualization of little girls has become even
more disturbing as hints of violence enter the picture. A three-page ad
‘or Prada clothing features a girl or very young woman with a barely
oubescent body, clothed in what seem to be cotton panties and per-

someone watching her., [ Suppose this could be a woman awaiting her
wover, but it could as easily be a girl being preyed upon.

The 1996 murder of six-year-old JonBenet Ramsey'® was g gold
—me for the media, combining as it did child Ppornography and vio-
=nce. In November of 1997 Advertising Age reported in an article en-
“led “JonBenet keeps hold on magazines" that the child had been on
“Enough to capture the Cover Story
=2d for the month. The pre-adolescent beauty queen, found slain

~ple play [italics mine] in the National Enquirer, and one-time appear-
==ces on People and Siar."19 Imagine describing a six-year-old child as
ore-adolescent.”
Sometimes the models in ads are children, other times they just
20k like children, Kate Moss was twenty when she said of herself, “I
ok twelve, "2 She epitomized the vacant, hollow-cheeked look known

“Schoolgirls as sex toys, 1997, 2E,

“Ibid.

“JonBenet Ramsey: Six-year-old beauty-pageant winner who was sexually molested
- murdered in her Boulder, Colorado, home in 1996, [Eds.]

“Johnson, 1997, 42,

~‘Leo, 1994, 27,
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as “heroin chic" that was popular in the mid-nineties. She also oflen
looked vulnerable, abused, and exploited. In one ad she is nude in the
corner of a huge sofa, cringing as if braced for an impending sexual as-
sault. In another she is lying nude on her stomach, pliant, available, an-
drogynous enough to appeal to all kinds of pedophiles. In a music video
she is dead and bound to a chair while Johnny Cash sings “Delia’s
Gone."

It is not surprising that Kate Moss models for Calvin Klein, the fash-
ion designer who specializes in breaking taboos and thereby getting
himself public outrage, media coverage, and more bang for his buck. In
1995 he brought the federal government down on himself by running a
campaign that may have crossed the line into child pornography.*! Very
young models (and others who just seemed young) were featured in las-
civious print ads and in television commercials designed to mimic child
porn. The models were awkward, self-conscious. In one commercial, a
boy stands in what seems to be a finished basement. A male voiceover
tells him he has a great body and asks him to take off his shirt. The
boy seems embarrassed but he complies. There was a great deal of pro-
test, which brought the issue into national consciousness but which also
gave Klein the publicity and free media coverage he was looking for.
He pulled the ads but, at the same time, projected that his jeans sales
would almost double from $115 million to $220 million that year, partly
because of the free publicity but also because the controversy made his
critics seem like prudes and thus positioned Klein as the daring rebel, a
very appealing image to the majority of his customers.

Having learned from this, in 1999 Klein launched a very brief ad-
vertising campaign featuring very little children frolicking in their un-
derpants, which included a controversial billboard in Times Square.*-

2Sloan, 1996, 27,
2 Associated Press, 1999, February 18, A7.



Many boys gIow up feeling that they are unmanly if they are not
~ways "ready for action,” capable of and interested in sex with any

439

|

‘&

i,

* INYNnogTy

“«l¥NH 139 Ny) NYWom v SAVM omd,,

IINIT0IA aNy INISILEIAQY



£
TRUE WOMEN AND REAL MEN @ |g

THE
indian:
The
LBGEND
all that

In the past few years there has been a proliferation of sexually gro- -
tesque toys for boys, such as a Spider Man female action figure whose
exaggerated breasts have antennae coming out of them and a female
Spawn figure with carved skulls for breasts. Meantime even children
have easy access to pornography in video games and on the World
Wide Web, which includes explicit photographs of women having in-
tercourse with groups of men, with dogs, donkeys, horses, and snakes:
photographs of women being raped and tortured; some of these womern
made up to look like little girls.

It is hard for girls not to learn self-hatred in an environment in whict
there is such widespread and open contempt for women and girls. I
1997 a company called Senate distributed clothing with inside labels
that included, in addition to the usual cleaning instructions, the lin=
“Destroy all girls.” A Senate staffer explained that he thought it we:=
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<ind of cool."? Given all this, it's not surprising that when boys and
=rls were asked in a recent study to write an essay on what it would
== like to be the other gender, many boys wrote they would rather be
“=ad. Girls had no trouble writing essays about activities, power, free-
2om, but boys were often stuck, could think of nothing.

It is also not surprising that, in such an environment, sexual harass-
==nt is considered normal and ordinary. According to an article in the
curnal Eating Disorders:

In our work with young women, we have heard countless accounts of
this contempt being expressed by their male peers: the girls who do not
want to walk down a certain hallway in their high school because they
are afraid of being publicly rated on a scale of one to ten; the girls who
are subjected to barking, grunting and mooing calls and labels of * dogs,
cows, or pigs” when they pass by groups of male students; those who
are teased about not measuring up to buxom, bikini-clad [models]; and
the girls who are grabbed, pinched, groped, and fondled as they try to
make their way through the school corridors.

Harassing words do not slide harmlessly away as the taunting
sounds dissipate....They are slowly absorbed into the child’s identity
and developing sense of self, becoming an essential part of who she
sees herself to be. Harassment involves the use of words as weapons to
inflict pain and assert power, Harassing words are meant to instill fear,
heighten bodily discomfort, and diminish the sense of self.2
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It is probably difficult for those of us who are older to understand
=ow devastating and cruel and pervasive this harassment is, how dif-
=rent from the "teasing” some of us might remember from our own
~ldhoods (not that that didn't hurt and do damage as well). A 1993
=port by the American Association of University Women found that 76
w=rcent of female students in grades eight to eleven and 56 percent of
==le students said they had been sexually harassed in school.? One

“'Wire and Times staff reports, 1997, D1,
-*Larkin, Rice, and Russell, 1996, 5-26.
—*Daley and Vigue, 1999, A12.




high-school junior described a year of torment at her vocational school:
“The boys call me slut, bitch. They call me a ten-timer, because they
say I go with ten guys at the same time. I put up with it because I have
no choice. The teachers say it's because the boys think I'm pretty."2¢

High school and junior high school have always been hell for those
who were different in any way (gay teens have no doubt suffered the
most, although "overweight” girls are a close second), but the harass-
ment is more extreme and more physical these days. Many young men
feel they have the right to judge and touch young women and the
women often feel they have no choice but to submit. One young woman
recalled that "the guys at school routinely swiped their hands across
girls’ legs to patrol their shaving prowess and then taunt them if they
were slacking off. If I were running late, I'd protect myself by faux shav-
ing—just doing the strip between the bottom of my jeans and the top of
my cotton socks."??

Sexual battery, as well as inappropriate sexual gesturing, touching,
and fondling, is increasing not only in high schools but in elementary
and middle schools as well.?® There are reports of sexual assaults by stu-
dents on other students as young as eight. A fifth-grade boy in Georgia
repeatedly touched the breasts and genitals of one of his fellow stu-
dents while saying, "I want to get in bed with you” and "I want to feel
your boobs."” Authorities did nothing, although the girl complained anc
her grades fell. When her parents found a suicide note she had written
they took the board of education to court.?®

A high-school senior in an affluent suburban school in the Boston
area said she has been dragged by her arms so boys could look up her
skirt and that boys have rested their heads on her chest while mak-
ing lewd comments. Another student in the same school was pinnec
down on a lunch table while a boy simulated sex on top of her. Neithe:
student reported any of the incidents, for fear of being ostracized b-
their peers.® In another school in the Boston area, a sixteen-year-olc
girl, who had been digitally raped by a classmate, committed suicide.

According to Nan Stein, a researcher at Wellesley College:

Schools may in fact be training grounds for the insidious cycle of domes-
tic violence....The school's hidden curriculum teaches young women to
suffer abuse privately, that resistance is futile. When they witness ha-
rassment of others and fail to respond, they absorb a different kind of
powerlessness—that they are incapable of standing up to injustice or
acting in solidarity with their peers. Similarly, in schools boys receive
permission, even training, to become batterers through the practice of
sexual harassment.??

26Hart, 1998, A12.

“Mackler, 1998, 56.

*Daley and Vigue, 1999, Al, Al12.
#Shin, 1999, 32.

Daley and Vigue, 1999, A12.
#Daley and Abraham, 1999, B6.
28tein, 1993, 316-17.



This pervasive harassment of and contempt for girls and women
constitute a kind of abuse. We know that addictions for women are
rooted in trauma, that girls who are sexually abused are far more likely
{0 become addicted to one substance or another. I contend that all girls
Jrowing up in this culture are sexually abused —abused by the porno-
Jraphicimages of female sexuality that surround them from birth, abused
oy all the violence against women and girls, and abused by the constant
harassment and threat of violence. Abuse is a continuum, of course, and
T am by no means implying that cultural abuse is as terrible as liter-
zlly being raped and assaulted. However, it hurts, it does damage, and
< sels girls up for addictions and self-destructive behavior. Many girls
wurn to food, alcohol, cigarettes, and other drugs in a misguided attempt
‘0 cope.

As Marian Sandmaier said in The Invisible Alcoholics: Women and
“lcohol Abuse in America, "In a culture that cuts off women from many

f their own possibilities before they barely have had a chance to sense
Dem, that pain belongs to all women. Qutlets for coping may vary
‘idely, and may be more or less addictive, more or less self-destructive.
“ut at some level, all women know what it is to lack access to their own
nower, to live with a piece of themselves unclaimed, "33
Today, every girl is endangered, not just those who have been phys-
cally and sexually abused. If girls from supportive homes with positive
ole models are at risk, imagine then how vulnerable are the girls who
“ave been violated. No wonder they so often go under for good —end-
2g up in abusive marriages, in prison, on the streets. And those who
“0 are almost always in the grip of one addiction or another. More than
=alf of women in prison are addicts and most are there for crimes di-
-=ctly related to their addiction. Many who are there for murder killed
=en who had been battering them for years, Almost all of the women
ho are homeless or in prisons and mental institutions are the victims of
—ale violence 3

Male violence exists within the same cultural and sociopolitical

-ontext that contributes to addiction. Both can be fully understood only

:thin this context, way beyond individual psychology and family dy-
=zmics. It is a context of systemic violence and oppression, including
“2cism, classism, heterosexisim, weightism, and ageism, as well as sex-
:m, all of which are traumatizing in and of themselves. Advertising is
2ly one part of this cultural context, but it is an important part and thus
- a part of what traumatizes.
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ENGAGING THE TEXT

1. What parallels does Kilbourne see between advertising and pornography?
How persuasive do you find the evidence she offers? Do the photos of the
ads she describes strengthen her argument? Why or why not?



