Movement Rip-off/

Tiny Lady Syndrome
(Virginia Slims)

“ Here they go again. ‘Slimmer than
the fat cigarets men smoke.' If | had
the time, I'd be thoroly tempted to go
to the Federal Trade Commission
and say this is an erroneously
advertised product. There is nothing
about the size of a rolled cigaret that
makes it marketable to one sex or
the other. Their whole concept of
advertising is to market in a sexist
way, - aiming at one sex only.
Secondly, they're using the move-
ment to their advantage to sell the
product. And they're trying to

_portray the ‘new woman' as the
groovy, single swinger who runs off
with John Doe to Acapulco. And this
is what men seem to think of when
they think of a woman who's totally
free. It's not that at all. The free
woman is out there doing a ‘man's’
job. So what they're trying to say
ain’t what they're saying.
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The Super-emotional
Woman Syndrome
(Courant Fragrance)

‘over the fact that we're getting a
bottle of this cologne, or that if we
wear it, we're going to be crying and
sobbing and emoting all over the
stage. Why is it that the traditional
emotional response of a
woman—whether she's sad or

Men wear cologne, t00. Here we're
told that this is ‘the fragrance

capable of expressing what a
woman is capable of feeling,
and—awww—there's the woman
with a tear. | suppose they think
we're going to get totally orgasmic
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elated—is supposed to be tears? All
women cry. You scare 'em and they
weep. Why couldn't she be
laughing, or standing in the wind
having a great high?
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“Since you 're interested in meeting lots of
charming, successiul men, | suggest we
begin your trip with a Club Commuter to
New York.” .

Scoring:
(Just Us Girls Division)

(Uruted Air Lines Cluty Commuter)

They could not have put one more
ounce of sexist attitude into this ad if
they tried. This is the idea that
women are always chasing men,
and so the travel agent tells them
theyll find lots of men if they start
their vacation with a Commuter Club
flight. All women want to do is get a
man. And he's got to be a business
man with money, because after all,
women only marry a wallet: they
don't marry your heart. Incidentally,
those take me along commercials
United used to run made me throw
up. This is poor compensation
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Scoring
(Canada Dry Club Soda)

I've got a problem with this one. I'm
not sure what to think about it. |
suppose a good woman is one who
would stick by you. So | guess the
headline's okay. But when you get
to the copy, it seems to be saying
that a woman who feels good oris in
a good mood at the end of a
party—because she drinks this club
soda—will still be a possible score,
because she hasn'tpassed outyet. |
hardly even bother with liquor ads
anymore. About 80 per cent of them
have women in them, and they're
either in a totally sexy pose, or
hanging over his chair adoringly
while he drinks his scotch by the
fireplace.

The Brat-Boy Syndrome
(Birds Eye Combinations)
Their line is, ‘Inside every man lives
a little boy who didn't like his
vegetables.” Kids period don't like
vegetables. | didn't like vegetables. |
would go to great exiremes to hide
them under the table, under my
chair—anywhere. And it's always
Mommy who has to please the
brat-boy. Daddy cooks, 100. This
relates to a very basic position we
have in the Movement: that men and
women should share the traditional
responsibilities in, the home. We
have made this so clear. This
bothers me particularly because
there had been nothing about Birds
Eye advertising that bothered me in
the past. They had always adver-
tised on the basis of product value. It
blows my mind that all of a sudden
they've come up with a sexist
campaign. Aggh! It's like one step

forward and 85 backward.

The Tiny Lady Syndrome

(Accutron Watches)

There seems to be a rise in the use
of the movement, and at first glance,
this would appear to be great: A
woman has as much right to be
accurate as a man. We believe in
equal time for women . . . accuracy
to everyone regardless of sex. But
then they get into this business of
the diminutive watches for women. |
find it very offensive when they start
talking about ‘mini’ products espe-
cially for women, when a basically

For odors and germs. No job is t0o thick
(or 0o thin) for Lysol Spray

The speay that does it il Its Lywid. 4

Clean Freak Slave
(Lysol Spray Disinfectant)

Here are the boys sitting there
watching television and smoking up
a storm, and she's spraying every-
thing! Even the dog bed! Unbeliev-
able! The picture of the men just
makes me angry. It's bad enough
that this sort of advertising makes
women feel inferior unless their
homes are model-sterile. This per-
petuates the stereotype which says
the man sits and relaxes on Sunday
afternoon and makes his wife bustie
around getting his beer, his Reuben
sandwich, and his newspaper, while
he totally ignores his family and
plays king. A marriage should be an
equal relationship. But she doesn't
question it, because that's what she
does for her keep: she waits on him
like a slave. And after the boys have
had all their fun, she comes around
and sprays the room so that the
family wont come down with
houseitosis, or something.

useful product works equally as well
for both sexes. In the same vein,
there are so many products priced
higher for men. Women's fashions
are generally less expensive, sup-
posedly because we're capricious
and buy clothes a lot, while the more
mature male can make a suit last for
three seasons. | have big wrists and
| don't want to adorn them with
jewelry. The whole, fashion
industry—and walches, in this case,
seem 10 be a part of it—very cleverly
appeals to women's insecurities, on
the assumption that she needs to
feel chic and up to date. ”
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Scanning
the ads
with
Karen
Boehning

By Robert Cross

THOSE billboards seemed to be
all over town in the summer of 1970,
and they made Karen Boehning
extremely angry. “Every BODY
Needs Milk." The signs clawed at
her caffein-crazed nerves in the
rush hour traffic. They leered at her
from the sides of buildings like
some kind of inescapable obscene
joke. It was the picture that did the
trick: a gigantic, voluptuous wom-
an wearing a bikini. Get it? Karen

Karen Boehning at home.
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"Boehning got it, all right.

Here they were trying to sell a
product with sexual innuendo, she
reasoned. They were exploiting the
female anatomy to gain attention.

The billboards probably didn't
alarm most people, because most
people, when they encounter bill-
boards, have their mind on some-
thing else—like traffic. Hmmm.
Clever. Must remember to pick up
...uh. . .some. . .bikinisonthe
way home from—STAY IN YOUR
OWN LANE, CHOWDER HEAD!

Few billboards receive the de-
tailed analysis Karen Boehning is
capable of giving them. She had
become an active feminist by
then—an officer of the National
Organization for Women, Chicago
chapter: a sensitized, conscious-
ness-raised, ideologically-attuned
woman ready for a fight.

Boehning and some friends from
N. O. W. frequently talked about
the billboard, morosely assessing
its implications. The Women's
Movement had a measure of
momentum going for it then; there
had been some solid achievements.
Winds of change were blowing—but
not hard enough, apparently, to
knock down an outdoor advertising
sign. Segments of the ad business
seemed to be getting the movement
all wrong or ignoring it completely.
And advertising, after all, is an
important part of the environment.
Americans practically breathe ad-

vertising. It's the rare city dweller
who sees and hears less than a
hundred advertising slogans every
day. Commercials teach childrento
talk and sing. Ads indicate to people
how they should look, dress, feel,
and spend their money. Yet, an
astounding percentage of these
advertisements, Boehning and her
colleagues decided, were putting
women down.

Taking the long view, Boehning
and her sisters in N. 0. W. could
see how the commercial exploita-
tion of women (and men), the
perpetuation of sexist myths, the
reinforcement of chauvinistic at-
titudes all might lead tochaosinthe
years ahead. The day of true
equality for women was at hand,
written into ha'd law. Yet
advertising—the whole media envi-
ronment, in fact—was doing hardly
anything to get us ready for it.

Someday. women would be walk-
ing into personnel offices demand-
ing jobs as $7-an-hour welders.
Would personnel managers be pre-
pared? Just imagine the damage a
$7-an-hour welder might do to an
office where the mind-set has been
reinforced by a lot of the current
advertising and the personnel per-
son blithely tells the welder to apply
for that $3-an-hour secretarial
opening'

Will airline passengers sob in
despair, pound on the emergency
exits, and kneel in prayerful suppli-

cation when that seemingly famil-
iar coffee-tea-or-milk voice gets on
the p. a. system and says, “This is
your pilot speaking’?

Will hapless victims unsuspect-
ingly walk right up to muggers
because no one has told them that
the hand that rocks the cradle is
equally capable of wielding a
blackjack? It is happening even
now in London, Times Square. . . .

SOmelhing had tobedone. After a
few such conversations in the
summer of 1970, Boehning and
associates bought some purple
spray paint and began attacking the
offending BODY billboards. *‘This
Ad Insults Women''—scrawled in
purple haze—began turning up on
signs all over the Midwest.

But how does one put similar
messages into TV commerecials and
magazines with circulations in the
millions? *‘Getting up on the bil!-
board and painting across the ad
was cool to relieve our frustra-
tions,” says Boehning, *‘but what
were we really going to do about
jez>

In August of that year, the
National Organization for Women
and other feminist groups were
preparing a list of demands as part
of the women's strike timed to mark
the 50th anniversary of female
suffrage. The list was a long one,
subject to the usual amount of
intra-Movement haggling, but
Boehning managed to insert one
more item, a manifesto ¢alling for
an end to “‘sex-sell'" advertising.

Soon Bohening was in charge of
N. 0. W.'s first “'media action™
committee (the "New York
chapter—inspired, says Boehning,
by Chicago's—formed its own
“image of women'' commitlee six
weeks later). Boehning, a hard-
headed **cause and effect person,”
soon realized that advertisers
would not change their habits
simply because of a hastily com
posed, and rather vague, demand

“Three months later, we decided.
no, it's not sex-sell that we're
worried about, because sex is fine
But we don’t want women sold,
exclusively, as sex objects. Sex is
fine, it's part of our culture, it's
groovy, but how come we don't see
menin bikinis? If we're going to do
that sort of thing, let's do it for
everybody!

“Then we realized that that
wasn't right, either. What we're
really after is the method by which
stereotypes are created by adver
tisers. The real problem is the
dollar. They want you to buy the
product; they want to make you
look at the ads and think about their
product. Sothey're going to appeal
to the American's sexual insecuri
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ty. We are traditionally the most
sexually insecure country on the
face of the earth. Advertisers and
marketers know this, and that is
exactly what they hit on to sell
things. They've been using that
method, successfully, since the
Huckster' days."

For two years now, Boehning has
been casting about for a wayto alter
what she considers the prevailing
attitude of business. By day, she is
the mild-mannered, twentyish
supervisor of some filing clerks at
an insurance company. By night
(and during lunch hour, coffee
break, and those periods of unemp-
loyment usually connected with her
feminist preoccupations) Boehning
functions as a sort of Counter-
Media Freak. So far, the most
frequent tactic employed by
Chicago's media-action committee
and New York's ‘‘image of women"’
panel has involved persuasion.
Letters were written to selected
offenders. Members met with the
‘creative people” at advertising
agencies. The New Yorkers gave
*Positive Image of Women''
awards to ads that best furthered
the cause, and they tendered *‘Keep
Her in Her Place"” or “Old Hat"
citations to those campaigns
N. O. W. considered especially
bad. ) ,

Al the meetings we held with ad
ageneies, the ereative people were
dynamite,” Bochning says. **These
are people with beautiful minds.
They were saying, ‘Yeah, I'm
digging it' and they were coming up
with new ideas for us, but they were
totally discouraged by manage-
ment in trying anything innovative
with the product, sothere they sat.”
At some agencies, N. 0. W.'s
elaborate slide presentation drew
only a handful of agency personnel.
And one industry-sponsored ‘‘semi-
nar' in which N. O. W. became
involved turned into a debate.
*They had a guy on the panel from
Penthouse magazine, and the ques-
tion was, ‘Does sex sell?’ They had
already preplanned it so we had to
he coming out of the bag that says,
no, sex doesn't sell, and that isn’t
the hag we wanted to be coming out
ol%

N. O. W. prefers to come out of
the bag that says advertisershave a
public responsibility which goes
beyond the exigencies of the mar-
ketplace. *The agencies have a
great line," says Boehning sarcas-
tically. **‘We don't set trends, we
follow the culture.' That's their
greatest copout. We've got to keep
hassling them so that a product is
sold on the basis of its merits and
not hecause it's supposed to appeal
to any other human instincts."
March 11, 1973

Boehning discussed tactics of the
future one evening with a male
guest who had dropped by for
dinner and some conversation.
While Boehning chatted with the
visitor, roommate Judy Lonnquist
—a labor lawyer and N. 0. W.
activist—did the cooking.

The man, predictably, had some
difficulty at first in grasping the
subtleties of Boehning’s reactions
to certain ads. She flipped thru a
dozen magazines fresh from the
newsstand, ignored the ads she
considered obviously sexist, and
analyzed those ads that seemed to
carry a more implicit, but nonethe-
less offensive, put-her-in-her-place
point of view. All that letter-
writing, all those calls to advertis-
ing executives, all those
meetings—and still Boehning could
scan the magazines and easily
select, atrandom, ads that offended
her (see box). To a person of her
sensibilities, it was a highly unap-
petizing pre-dinner conversation
topic.

1 know, that it isn’t ever going to
happen in my lifetime,’" she said,
“hut we've got tostart changing the
images portrayed so people will
hecome comfortable with the fact
that—regardless of sex—there are
multiple ways in which you can
decide to live your life, and multiple
roles that you can play.”

lt was a case, tho certainly not the
only one, of pragmatic women
butting their heads against the
intransigence of sound economic
principle and business tradition. A
“crealive person” at one Chicago
agency summed up the situation
neatly not long ago, when he told a
woman friend: *‘The agency that's
dealing with a $3 million to $10
million conservative client knows
that if it gets too far off the track of
what the client wants, some other
agency will be very happy to do
things just like the client says. The
giant agencies didn't get big be-
cause they kept arguing with what
their clients wanted."

Boehning has heard variations on
this theme time and again, and her
frustration sometimes hardened
her voice and her militance as she
sat on the sofa that night, browsing
thru magazines with the male
guest. Lonnquist, listening from the
kitchen, tried to lighten the conver-
sation with an arch commentor two
whenever Boehning began to lapse
into the strident tones of Movement
rhetoric. When the subject turned to
the Virginia Slims slogan, *‘You've
come a long way, baby," Lonnquist
said, *The proper response to that
is, ‘Thank you, massah.'" When
Boehning got to talking about her
distaste for femme fatale charac-
ters, such as the heroines of novels

by Victoria Holt, Lonnquist inter-
rupted.

**Waaaait a minute,” she yelled
from the kitchen. *‘I like Victoria
Holt.”

“*You're wrong,"”
shouted back.

Boehning then changed the sub-
ject again and explained that the
Movement was ready to ‘‘zero in’
on a single product and demon-
strate how 15,000 activists and their
sympathizers could really hurt a
company that used what they
consider flagrantly offensive ads.

**The only way we're really going
to getthemtochange," shesaid, *'is
to pick a product that is clearly
identifiable as sexist in its advertis-
ing approach—in other words, one
that’s advertised in such a way that
you won't have to be a heavy
Movement person to find the
sexism.

*It would have to be a product
that is purchased for many homes,
not something like a fancy brand of
scotch that's only purchased by
particular kinds of people with
particular lifestyles.

**It would preferably be anadver-
tiser who portrays multiple
stereotypes—not only women, but
men and women acting in a
stereotyped way.

It would have to be a product
sold in supermarkets, because the
key to the whole thing is to affect
one month's sales figures, so that
we can show in dollars and cents
how we have decreased purchases
of the product.

“Then you tell a major grocery
chain that you're going to be
boycotting the product. Now, what
they will do is call back their order
from the manufacturer so they
won't have an overstock in the
stores. That's how the chains
prepare for a boycott. The sales
figures at the manufacturer's end
are not taken from the purchases
you make at the cash register but
from the bulk orders. You've got to
show them the hard facts: We do
have buying power, and we can
engineer a boycott."

Boehning's guest asked her if the
media-action committee had
selected a target. “There is a
product,” she said, “‘and it meets
all the requirements I've just
outlined. But if I told you what
product it is and the word got out, it

Boehning

would be too much of a lead for .

them."”

Lonnquist came into the room
just then, catching the tail end of the
conversation. She smiled impishly
and purred, ‘Do you like coffee
with your dinner?"

Aller dinner and coffee (which
tasted so good, according to the

guest, that he hated to put it down),
Boehning returned to her
magazines and her sample ads and
attempted to raise the conscious-
ness of her male visitor. She pointed
out that none of the ads she had
selected for discussion contained
patently offensive copy, headlines,
or illustrations. Nothing, for exam-
ple, where women are depicted as
virtual love slaves because their
men used a certain brand of shoes
or after-shave. These she labels
Scoring advertisements. Ads that
promise Scoring imply with vary-
ing degrees of innuendo that the
buyer will find the product or
service helpful in sexual conquests.

One deodorant ad, for example,
seemed to be telling Penthouse

. 1

readers that it would make them
more potent. Another ad, for United
Air Lines’ Club Commuter routes
(see box), depicts a travel agent
who advises a couple of young
women that they should begin their
vacation by taking a Club Commu-
ter flight if they're interested in
meeting ‘‘charming, successful
men."” An ad for men’s suits urged
its audience to write the manufac-
turer “and we'll tell you the store
that will help your score.” “Wow,”
said Boehning, *‘they’re not even
subtle about it.”

*This ad was in Penthouse,”’ she
continued. **I've noticed that a lot of
the ads in Penthouse and Playboy
seem to revolve around women but
appeal to men. In magazines for
women, the reverseistrue: It's how
to please your man. Sowomen get it
no matter which market the adver-
tiser's after. If it's an all-male
market, the women get
stereotyped, and if it's an all-
women's market, women still get
stereotyped.” Lonnquist excused
herself to watch a television show
“starring my favorite male sex
symbol, George C. Scott.”

Another approach Boehning de-
tests is what she calls the Brat Boy

Syndrome. Numerous examples 24
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4 23 Ads

Ad agencies
cite the amount
of research that
goes into each
product, and the
reception by
housewives.

can be found (see box), but most of
them, she pointed out, depict boys
as lovable rascals who get their
clothes dirty a lot, track up the
kitchen floor, and require enorm-
ous amounts of nourishing food and
Tender Loving Care. From Mom.
While Boehning doesn’t quarrel
with the accuracy of such ads, she
feels that girls also are perfectly
capable of slovenly behavior,
hunger, and the craving for affec-
tion. And why is it mother who must
always worry about the family’s
cleanliness and nutrition?
Speaking of domestic responsibil-
ity, Boehning finds Clean Freak
Slave ads particularly annoying.
“Soaps and detergents should be
advertised solely on the basis of
product value,” she said as she
ripped an offender (see box) from
the Saturday Evening Post. *‘ Just

say that the product gets your
clothes cleaner, or makes your
house smell good, or whatever. Why
make it a status race among
housewives? But my main objec-
tion to this kind of advertising is
that it tries to make women believe
they're not worthy housekeepers
unless everything is ultra-clean.
I'm sure there have been a number
of women who were driven insane
by the desire to have everything
spotless.”

Now, another thing. Boehningis a
big person. She wears unisexual,
aviator-style glasses. Her shirts,
sweaters, slacks, and accessories

are the sort that men could wear
without provoking ridicule. People
exactly her size drive trucks, build
skyscrapers, tend bar, write or-
ders, and engage in every other
form of human activity, altho none
of them would qualify as jockeys.
Therefore, Boehning resents what
might be called the Tiny Lady
Syndrome that crops upin advertis-
ing quite a bit. This includes ads for
products which, in their basic form,
could be used by men and women:
watches, pens, cigarets, clothes,
and certain toiletries, to name a
few.

Obviously, a backless, floor-
length ball gown is intended for sale
exclusively to women. That’s fine,
says Boehning, but it's still
clothing, and so advertisers should
watch their copy. She found among
her magazines just such an ad. The
copy said, “Femininity is back in
fashion,” and Boehning replied,
‘“‘Romantic clothes may be back in
fashion, but femininity does not
mean sex appeal in the traditional
sense of sex appeal. They’re talking
in this ad about a romantic style of
dress from a romantic era. That
does not mean femininity. Mencan
dress in the same vein of
fashion—velvet jackets, ruffled
shirts—that’s a styleof dress.” The
male visitor was beginning to
understand how subtle these dis-
tinctions can get.

'rhen, of course, there are adver-
tisements that defy precise label-
ing, usually because they cross
several categorical lines at once.
Boehning is content to define these
as Multiple Bull----,

The classic example, now a
well-publicized controversy of 17
months’ standing, is the campaign
for (and against) Virginia Slims
(see box). According to Boehning,
they are Tiny Lady in their ap-
proach because, as the ads say,
these cigarets are “‘slimmer than
the fat cigarets men smoke." Also,
the Virginia Slims ads constitute
Movement Rip-off, Boehning said,
because they allude humorously to
women's rights and carry what
Boehning considers a patronizing
slogan—*‘You've come a long way,
raby."

*Using the growth and impor-
tance of the women's rights move-
ment to sell a product really
aggravates me more than any other
thing," Boehning said. She was
scanning a Virginia Slims ad that
told the story of ‘‘Mary Patrick,”
who, in 1913, was kicked off a train
for trying to light up a cigaret.
Another part of the ad showed a
model wearing a Beene Bazaar
pink pants suit and fearlessly
holding a smoldering Virginia Slim.

Boehning would like to put her on
the 5:15 to Larchmont.

*Look," she asked her guest, ‘is
this supposed to mean, ‘You've
come a long way' just so you can be
a groovy chick standing around in
the latest fashions? Why isn't she
sitting in a stock brokerage house,
smoking while she's getting the
quotations from the Big Board?
Why don't they show her out
running for office, or working as a
bacteriologist, or just sharing a
marriage with a person—sharing
the raising of children, sharing a
life together? I could dig it if they
got rid of the ‘slimmer than’ line,
cut off the ‘baby’ and showed the
modern woman smoking in some
previously traditional male strong-
hold.” The guest could not come
up with an answer, and anyway, he
wasn't sure if one was required.

im Oates also had difficulty
framing a reply. He sighs when he
hears charges such as those made
by Boehning—and as the account
executive who supervises the Vir-
ginia Slims campaign at Leo Bur-
nett, Oates does hear them occa-
sionally.

I can't believe we're sexist,’" he
said while pulling on a fat cigaretin
his Prudential Building office. *'I
cannot believe we're sexist."

Oates believed it might be in-
structive to explain how Virginia
Slims were started in the first
place. In 1968, he said, client Philip
Morris asked the agency how it
would advertise small-caliber
cigarets like Silva Thins, a com-
petitors’ brand that had recently hit
the market. So the agency people
bought a few cartons of Silva Thins
and began to free-associate.

**We found out,” Oates said, *that
when you feel the cigaret, it feels
thinner. I guess the guys who
developed the brand associated
thinness with ‘fashion' and
‘feminine.’ It has the length of a
feminine cigaret, too: More women
smoke 100-millimeter cigarets than
any other size." Even so, the
agency did not hit upon a “‘women
only" theme immediately. They
first tried a “'low-tar story," Oates
said, and brainstormed potential
names like Pace, Fact, Today, and

Minimum. But the tobaccoindustry
had found that health stories hadn't
been selling cigarets very well, and
there was even more compelling
market research coming to their
attention.

*A study by Pierre Martineau
told us that cigarets are masculine
or feminine,” Oates said, ‘“‘but
they're never successfully neuter."
The names came forth again. Trend
... St. Moritz . . . Virginia. Vir-
ginia who? ,

“We knew by this time that we
were working with a primarily
feminine brand,” Oates explained.

*So we came up with the idea
of the first cigaret for women only
We had beenkicking that around for
many years and this was the
product form that seemed to fit the
idea.”

The rest. of course, is history
Early test markets in San Francis-
co proved receptive. The brand
soon commanded a respectable 2
per cent of U. S. cigaret sales. And
“You've come a long way, baby"
was a familiar idiom nation-wide.

“There have always been com-
plaints about the slogan.” Oates
conceded. **and one of the things we
feel may be a problem is the word
baby." Yetl we have researched it,
and we've found that most
women—tho not necessarily those
in women's groups—take that word
as an endearment. It's like
‘honey.” We meant to spoof the
antiquated attitudes toward women
and remind women that considera-
ble progress has, in fact, been
made. It was not intended to
suggest that women have arrived."

Naturally, Oates does not believe
Virginia Slims represents a callous
“*Movement Rip-off™ either. "I've
always had afeeling—and it may be
just my own opinion—that Virginia
Slims may have helped the wo-
men’s movement.” he said. *We've
put a lot of dollars behind this one
theme. It promotes awareness of
women in particular. It is a
woman's product. And the ads did
portray the suffragette move-
ment."”

The modern, fashionable woman
depicted in the ads is deliberately
doing nothing, he said. She is poised
for action, ready for anything
—traditionally male-dominated or
not. “We try to get across an
attitude. The girl could operate in
any situation. She isn't necessarily
a stockbroker. She could be a
banker, the president of a corpora-
tion. . . . She is a totally modern
woman."

At General Foods, the Birds .Eye
Combinations people have decided
to drop the current ad campaign
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(see box). but not because of the
half-dozen complaints they re-
ceived from women upset by the
Brat Boy Syndrome. The story
about the boy who wouldn't eat his
vegetables unless Mom made up
fairy tales about them was just too
complicated, said Richard Sharoff,
associate product manager for the
Combinations brand.

*Our research shows that the
housewife wants you to tell her your
message and then shut up.” The
message—that Combinations are
inherently interesting—will still be
aimed at housewives, however,
because General Foods is certain
that housewives comprise 90 per
cent of its customers. Most of them

buy ‘‘interesting” vegetables in an
attempt to please their families,
Sharoff said, so the new-ads will tout
‘‘vegetables for a husband who
would rather wait for dessert.”

At Lehn & Fink Products, man-
ufacturers of Lysol Spray Disinfec-
tant, product manager Len Suskin
was reluctant to discuss the genesis
or motivation behind an ad that
Boehning believes was meant for
Clean Air Freaks (see box). ‘‘She
felt the boys ought to clean up their
own smoke?"" Suskin said. “‘Well,
who is to say that that portion of the
ad was not directed at men? Whois
to say that the purpose wasn't to
entice men into using Lysol
spray?” Suskin, however, did not
reveal, after some questioning,
whether that was the advertise-
ment’s original intent or not.

When Bulovarecently discovered
a way to reduce the size of its
Accutron movement, the ad that
resulted (see box) was not intended
to patronize the Tiny Lady, said
Simon Kornblit, the Bulova account
supervisor at Doyle Dane Bern-
bach. “The fact is that standard-
size Accutrons had been on the
market for 10 years,” hesaid. “‘And

in that period, of the millions of
Accutrons sold, probably no more
than a couple of hundred were
bought by women for their own use.

“Let’s face it,” Kornblit said,
‘“‘whether Ms. Boehning likes it or
not, women’s wrists are generally
smaller than men’s wrists. And
when a woman spends from $135 to
$1,000 for a timepiece, she wants it
to be more than an accurate
watch—she wants it to be a beaut-
iful piece of jewelry.”

Altho the advertising industry in
general does seem genuinely con-
cerned about the charges leveled at
it by feminist groups (a few

exceptions in the business deliber-
ately take the abrasive approach
because it draws attention®, agen-
cies and clients usually svund
bewildered when they talk about
the problem. Besides, the stan-
dards of the N. O. W.-Chicago
media-action committee are not
always the same as those set by
N. O. W. in New York, a situation
which confuses advertisers even
more.

Last summer an advertisement
for Pampers won the N. O. W.
New York ‘Positive Image of
Women' award because it showed
a picture of a diapered baby gir:
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under a headline that said, ‘“The
future President of the United
States deserves a drier bottom."”
The people at the Pampers ad
agency, Benton & Bowles, were
delighted, of course, and flat-
tered,” said a B & B spokesman,
**but the women's liberation move-
ment really didn't enter intoit when
we created the ad. That’s not the
market we're looking for. We sell
Pampers to mothers and house-
wives."

Boehning hadn’t agreed with her
sisters in New York, anyway,
because she interpreted the Pam-
pers ad as another Movement
Rip-off. “I really resent anybody
taking advantage of a serious social
movement and being flip about it.”’

Almost as much as they dislike
alienating large segments of the
buying public, advertisers con-
stantly live with the fear that they’ll
put people to sleep. The ultimate
nonsexist ad ‘might be one that
shows the merchandise and simply
says. “Our product is good. Please
buy it,"" but of course most advertis-
ers try for added impact. ““The
women's movement tends to take a
very, very serious approach,” says
Jim Oates of Virginia Slims. “We
try to have alittle fun with what we
do.

Similarly, United Air Lines tries
to paint its own portrait with a
broad. funny brush. United has
been criticized by feminists for its
men-only Club Commuter flights
(long since integrated), its ‘‘take
me along™ commercials (in which
women pleaded with their men to
include them on their next business
trip), and the current TV campaign
(featuring a high-kicking chorus
line). “We don’t intend anything
derogatory by it,”” said John
Zeeman, United’s advertising di-
rector. “‘The whole Club Commuter

series (see box)is acaricature, and
because of the style in which it’s
presented, I think most people will
realize it. We want to make sure
that people realize we are not a
bland airline. As soon as you do
that, I suppose, you take the risk of
offending somebody.”

The attempts to dramatize and
entertain do lead to unintentional
offenses, according to Boehning,
because so many punch lines and
scenarios depend on the public
having a conventional view of the
world. Despite the movement's
rapid growth, it still sometimes
takes a while for eager new
activists to erase stereotypes from
their own minds, so, inevitably,
even the most sympathetic adver-
tisers willtake much longer tocome
around. Even now, after a full
decade of talk about the black
experience and black pride, some of
the advertising aimed at blacks
continues to promulgate ‘‘white '
standards of beauty and social
conduct. Despite widespread at-
tempts by hyphenated Americans
of various national origins to make
known their human dignity and to
protect themselves from defama-
tion, members of ethnic groups are
still portrayed from time to time as
funny-sounding people who fall
victim to their own childish be-
havior and odd customs.

The makers of Courant Fra-
grance by Helena Rubenstein were
trying to sell their cologne (see
box), but Boehning believes the ad
went too far by implying that
women are hyper-emotional. *“This
is a woman’s fragrance,” coun-
tered Jeanine Cullen, the Courant
account executive at Kenyon &
Eckhardt. *“In our visual, we were
trying to get a tear and a Mona Lisa
smile—to show that there is arange
of emotions that everybodyhas. But
we are selling a woman's frag-
rance. It’s not a musk base; it’s too

Division of Liberty Builders
7400 North Waukegan Road, Niles




flowery for men. We realize that all
people have ranges of emotion.”

In her encounters with the adver-
tising business, Boehning has found
that she cannot often get a direct
response. Arguments tend to be-
come circular, and the answers she
receives almost always are based
on the premise that advertisers
have no business pushing the public
with ideas not directly relatedtothe
product. Virginia Slims' suffraget-
tes used to get involved with
political action, but now the ads
show suffragette types, punished
because they dare tolight a cigaret.
“*More recently,” said Oates, *'we
have been staying with old-time

smoking situations, because that’s
what we sell.” For the most part,
advertisers are sympathetic but
unwilling to change campaigns that
already do the main job—sell the
product. Why should Virginia Slims
alter its ads when they sell several
billioncigarets a year and whenthe
mail is overwhelmingly favorable?

During her evening with the
magazines and her curious male
guest, Boehning wasn't concerned

with demonstrating to him how
callous some of the advertising can
be. She was seeking out subtleties,
borderline cases, and so it seemed
useless to pause at the many liquor
ads employing sexy women and
dominant males. But Boehning did
happen upon what might be consi-
dered a borderline case—an ad for
Canada Dry Club Soda (see box).

In it, a beautiful woman with a
soulful expression in her eyes
raised a glass to her lips. “A good

Most advertisers
areunwilling to
alter ads thatdo a
selling job.

club soda is like a good woman: It
won't quit on you,” said the
headline. ‘““The only thing better
than a club soda that’s full of life at
the end of a party (the ad con-
tinued) is a girl who's full of life at
the end of a party.” The copy went

on to claim that a bottle of Canada
Dry might retain its carbonation for
as much as 48 hours, even with the
cap off. “It may not do wonders for
your love life. But it cando wonders
for your drink.”

It was not a liquor ad, tho it
seemed to follow the genre. (“Li-
quor ads can be verychauvinistic,”
concedes a man close to the
distilling industry, “and that’s
because they definitely are aiming
at men. They’ll show a woman half
undressed sometimes. Men usually
have control of the bar at home and
dictate the brand, even if the
woman makes the actual purch-
ase.”’) Were mixers now taking the
same approach?

Bill Mattes, Grey Advertising’s
account executive for the Canada
Dry brand, denied that they were
reaching for the ‘“‘male” market.
*‘As far as our marketing strategy
is concerned, our story is long-
lasting carbonation—and that’s
all,” Mattes said. “‘Wedidn’tintend
to be offensive to women.”” Enough
club soda is bought by women to
make advertisers wary about
alienating them, he said, but re-
search did show that mixers, like
liquor itself, “have a definite male
skew.”

And that makes Boehning curi-
ous. If men and their sexual
hangups are apparently so impor-
tant to the beverage industry, she
wonders, then why do statistics also
show that fully half of the 500,000
alcoholics in Illinois alone are . . .
women? She thinks about that while
monitoring a frustrating array of
magazine advertisements, televi-
sion commercials, and billboards,
and begins to get the feeling that
perhaps the high rate of alcoholism
among females isn’t so hard to
understand after all. At that point,
she isready to conclude that women
know a few things that advertisers
don’t. B
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