Masculinity and Violence in Advertising
Violent behavior for men, including its rewards, is encoded into mainstream advertising in numerous ways.  Some common themes are:

Attitude is everything

· This theme appears most often in advertising geared towards young men.

· The messages of these “attitude” ads link the flaunting of authority to being a rebel – with “attitude packaged as a cool, desirable male trait.

· Although these advertisements don’t necessarily promote violent activities, they encourage “in-you-face” behavior in teenagers which can easily escalate into real life violence.

· Taken to its extreme, attitude can also include advertisements that depict a mean and nasty world, where vigilante violence is touted as a means of survival.

The Cave Man Mentality
· The “Cave Man Mentality” is the use of violent male icons or heroes from popular history to demonstrate masculinity in advertisements.  Roman centurions, pirates, ancient warriors, and even cowboys are used in this context.

· The message of these ads is that men have always been brutal and aggressive, that this is a part of their nature that they cannot change.

· In these ads, advertisers seek to associate the product with manly needs and pursuits that have presumably existed throughout time.

· Another negative aspect of these ads is that they often include dominance of women as a biological fact.


The New Warriors

· “The New Warriors” represent an advertiser’s use of military or sports figures to enhance the “manliness” of their products.

· These ads depict uniformed soldiers and players, complete with weapons and gear, to target young boys and adolescent males.

· The message here is that violence is cool, suave and acceptable, and consumers are presented with an adventurous, aggressive and violent image of manhood.
· Usually these figures appear in the ads for traditional male products, such as beer, running shoes or deodorant, but they are also used to enhance the masculine appeal of more feminine products such as “lite” beer.


Muscles and the “Ideal” Man

· Throughout this century, a rippling, muscular body had been associated with an image of ideal manhood.  Size and strength are traits that are valued by men across class and racial boundaries.

· A muscular man in an advertisement associates dominance and control with the product being sold.  Women who appear in such ads are usually depicted in a fawning manner.

· Sports and other magazines with a large mail readership are filled with ads for muscle-enhancing products – often equating muscles with violent power.

· Often, images of physically rugged or muscular male bodies are used to sell more abstract forms of power, such as financial institutions or cars.

· A more insidious form of violence that this archetype promotes is self-violence, whit men using drugs and extreme exercise in order to attain this “ideal.”

Heroic Masculinity

· The equation of heroic masculinity with violent masculinity is a by-product of Hollywood action movie promoters.  Often, more people see the advertising for a given film than the film itself, and the highlights used to sell the film often include the movie’s most violent and sexually titillating scenes.

· Condensed footage of actors like Arnold Schwarzenegger and Sylvester Stallone offer viewers, is a glamorized form of violent masculinity. 

· Often, in advertisements for these films, guns and other (often futuristic) weapons are used to signify the virility and power of the male characters.

                                                      Source: Advertising and the Construction of Violent White Masculinity, by Jackson Katz.

