¢, Como influye la
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8% del mensaje es recibido conscientemente

* Rance Cain, ex Senior Editor, Advertising Age SI Swedish
e Institute



Consecuencias alarmantes
de la publicidad sexista

- 5% vs 95% tienen cuerpos “ideales”

- Trastornos de la alimentacion: 3 | WARNING! Sexist
trastorno mas comun advertising seriously
-9/10 nifias se sienten mal sobre sus cuerpos harms you and others

debido a la publicidad sexista y 87% quieren around you.

cambiar algo de su cuerpo después de haber estado
expuestas a los anuncios

- Baja autoestima, enfermedad mental y depresion
- Sexismo y violencia contra las mujeres

- Menos posiciones de liderazgo por las mujeres

- Peor sexo

*Swedish Women’s Lobby survey 2013 SI. ﬁ,ﬁﬁg&ig



Investigaciones demuenstran que...

La imagen de las mujeres no solo
afecta a las mujeres, sino también a |a
forma en que los hombres las miran.

*Kilbourne
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Los hombres expuestos a imagenes
objetivantes de mujeres tienen mas
probabilidades de degradarlas en diferentes
contextos, lo que en el peor de los casos

conduce a un aumento de la violencia sexual.
*Kilbourne
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Juicios mas duros sobre el cuerpo de una
mujer (en su presencia) después de ver
anuncios o peliculas con mujeres con
cuerpos "ideales". *Kilbourne
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Objetivacion en los medios /publicidad

<puestos de liderazgo trabajo/ politica

SI Swedish
e Institute



iEncuentra las diferencias!

EXTRA! £708 TWhtamt s FIOAL

'.a 5l

-Jmnsxn AKX Y uOsr:.'mnn‘ ‘,{/\,‘li IORS .

0[1’ AR SOROUGY OM

STYVPAMILIEN™ JIAG INTE KAN AMMA"

.............

,/} NAR BARNIN VAKNAR 05,00 0
HITTA SOMNKRYTMEN — =iszry

= kadds relimipann
< griianim

NTAMXO SASUNI E&@V

R-MIN[“ & mm -~

oo Lo oo 0 e )

Martin Svrensson M—-‘

AL T

LADCYKELN GOR COM A L, ,;,, .

‘I'> L5

Tarvliy :q.

e R L 1 N

.,n.',‘;; )

O ALY s’.ﬂ/n Ll *'n

MARLYUS B ..
E "pe/w/'maf%ﬂfmi&e{ﬁz '."' k.. ek t Lo

MICKALL L0 “KEAY IV RATT (o wacdiorowe B OO




Diferencias en la representacion

The murder gaze

Hombres e Mujeres

an executive

or executor. Lo(k'mq eyes with

® . ou, without smiling. . .

Activo, aventurero, y Al ® Pasiva, feliz, prudente,

valiente, fuerte, . boniwie silenciosa,

competente, enojado f comprensiva,

g« T —— histérica.
. - not touchin ‘

® Atributos fisicos alto, wem;.lv'ef

fuerte ® Hermosa / fea

atractiva, delgada /

® .;Do6nde estd? Al aire gorda

libre, en el mundo
~.® Encasa, en el interior

® Retrato: Desde abajo \\
- é""—f ® Desde arriba

i : e surprise th
THE IDEAL FOR A MAN -as yoli'can tell by not being masculine enough, is it really a surp

P itted by men?
watching ads for razors, perfume or boxer shorts, or 70 per cent of suicides are committed by
covers of men’s magazines - is to look like a murderer.

P rwhat ther
An aggressive, emotionless stare straight into the ca- Why not let men be human? No matte

are
mera, like a wild animal establishing his dominance. dia tells you, men can be happy, sad, brave, sca

Foto: Tomas Gunnarsson



iHAGAMOS UNA PRUEBA!

... para entender si lo gue vemos es sexistal
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Cambio de género







Foto: Tomas Gunnarsson
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Consumer Purchases by Women

Women account for 85% of all consumer purchases:

New Homes PCs Vacations Healthcare

New Cars Bank Accounts Food OTC Pharmaceuticals
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https://www.thefemalequotient.com/

BOYCOTT
SEXIST
ADVERTISERS

“El sexo vende” ya no funciona mas

La mayoria de los consumidores estan hartos de la publicidad
sexista y dicen gue NO van a comprar marcas que hacen anuncios
ofensivos y estereotipados

*Hanna Andersson & Emilia Schytt, Jonképing University, 2017- Sexism in Advertising, A Qualitative
Study of the Influence on Consumer Attitudes Towards Companies

* RMIT University Australia Sexual Objectification of Women in Advertisements The Influence of
Consumer Attitudes on Brand Image, Rebecca Huber & Linnéa Lindgren, 2018

* lllinois University, The effect of exposure to sexual appeals in advertisements on memory,
attitude, and purchase intention: a meta-analytic review, John Wirtz 2017
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TENDENCIAS
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GRETA
THUNBERG

THE POWER
OF YOUTH




H&M's & Other Stories Launches
All-Transgender Campaign

The Huffington Post Canada | By Madelyn Chung W &

coT |

Ynctard: NQI4AMNAIE AED An - -t e o4 NRMMAIDNIE A B nm EOYT
Posted: 08/14/2015 4:52 pm ELC | Updated: 08/14/2015 4:580 pm ED1

’|t19 ’ 10 1 0 0 e 2 SN t |

This. Is. HUGE.

H&M's sister brand, & Other Stories just launched their latest ad campaign for their
athleisure capsule collection, and it's a game-changer.

Not only do the ads feature two transgender models, Valentijn De Hingh and Hari
Nefstylist, but the creative forces behind the shoot -- photographer Amos Mac, stylist
Love Bailey and makeup artist Nina Poon -- also identify as transgender.







CARE MAKES A
MAN S+RONGER
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LIMITED EDITION DECEMBER 2, 2015 4:09 PM

The 2016 Pirelli Calendar
Breaks Tradition and
Stereotypes

Q000

Amy Schumer, Serena Williams, Tavi Gevinson, and others
posed for Annie Leibovitz in a re-interpreted version of the
modern pinup.

BY ANDREA WHITTLE
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Tomas Gunnarsson,
The Gender Photographer

genderphotographer.c



A city where men do
and women watch

These are images the City of Gavle used to advertise the city in 2012. If we were to go by these
images alone, it would be easy to assume that Gavle is mostly inhabited by physically fit and active
.. brave boys white men and boys, a couple of single mothers, several passive girls ... and a seagulll.
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I. Count women and men.

1\ 9 Boys reading
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comics

2. Who's active and who's passive?
25 ACTIVE MEN IN THE PICTURES, ONE 4IRL.
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BIKER

¢« FANNY
d road racer.

.« CARPENTER ~_
s  PRESGHOGLTEACHER

JESPER ¥

Preschool teacher. With Lamek in

the playground of Kallé preschool.
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ka kyrkan

Svenska kyrkan ==

Vigselgudstjansten Brollopets symboler Etikett i kyrkan Drop-in-vigsel Gifta sig utomlands »

Drop-in-vigsel

La iglesia sueca - bodas drop-in

9 ¢



[ U\S MERA B

Konsrollerna kastas om i nya Lazer MAD,

leksakskatalogerna S~y -

Pojkar pa dockavdelningen och flickor med laserpistol. Leksaksjattarna har gatt pa kurs
hos Reklamombudsmannen infor arets julkataloger.

Skjutspel med osynliga infraroda stralar. Med 2 pstoler, 2 headset

Ord. pris 449:-

] Vs wema

142842

Frisorbalte

Med handspegel,
leksakssax, locktang,
hartork och mycket mer.
Anvander 2 st. E-batterier.

2499°°

., ar traleksaker for sma och nyfikna
cker om att leka och lara.




FORLAG AB

Malin Lilja
Matilda Salmén




Foto: Johan Bavman,
Swedish Dads
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WE DON'T, ALWAYS
MARCH STRAIGHT.

But no matter where or when we march, we@ways stand Up foryour right tg
vant with whoe /0L nEReadimore about how we work
the way we live at forsvarsmakten.se

Foto:
Ejército sueco

FORSVARSMAKTEN
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COMUNICACION MAS EQUITATIVA:

1- CONTAR
2- INCLUYER
3- EVITAR ESTEREOTIPOS

Livia.podesta@si.se

@Livial3

sweden.se, si.se
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