. _' \ ‘ll"lﬂ!lﬂllll"l“

I 0 S,

1
ll"llmmull"

by ERVING GOFFMAN -
If

f

CONTENTS
65 Editor’s Introduction [ So/ Worl'th
69 Gender Display
79  Picture Frames

92 Gender Commercials

A PUBLICATION OF THE SOCIETY- FOR -THE ANTHROPOLOGY OF VISUAL COMMUMICATION .



E Reproduced in this paper are some commercial still

photographs—ads—featurmg human subjects. In addition,
“some use 1 made of news shots of “actual”’ persons, that is,
of models who are being pictured in their own capac:ty My
" assumption fs that anyone whose picture appears in media

print has afmost certainly cooperated in the procéss and |

therefore-whke a professional model—has placed this ap-
pearance in the public domain, foregoing the protection from
_ social analysis that persons, at least living ones, can strongly
claim regarding pictures taken for home constimption.

The pictures reproduced were selected at will from
newspapers and current popular magazines easy to hand—at
least to my hand.! They were chosen to fit tnto sets, each set.
to allow .the displaying, delineating, or mockmg up of a
discrete theme bearing on gender, especially female gender,
and arranged with malice within each’set to the same end.
Each set of pictures is accompamed informally by some

verbal text.

E g Some comments first concerning how pictures can and
can't be used in social -analysis. My-claim:is that the

themes-that can- be. delineated theough pictures have.a very

mixed ontological status and that any - attempt to legislate as

to the order of fact represented in these themes is Iskely to

be optimistic:
{1) The student of commerclal pictures can draw 2

. random sample from a magazine’s particular issue, or from a’
defined period-of issue, or from a specified list of magazines,
and disclaim characterizing other issues, perfods, or
magazines, even mare s¢ other sources of pictures, such as
newsprint, postcards, and the like, not even to mention

“actual Hfe jtself. Specifiable represmtativemess, then, is 2 way

that a collection of pictures could qualify®*—and a way the

pictures about to be analyzed do not. {Of course, findings

based on ,a systematic sample very often get their weight -

from the’ fact that the reader can be trusted to generalize the
findings beyond their stated universe, statistical warrant for
which would require another study, which, if done, would
induce a still broader overgeneralization, and so on, but that
is another -matter.) Observe- that -this -sort ‘of .repre-

sentativeness’ pertainis to picttiies as such dnd doesn't-tellus.

what e very often want to know, namely;-what agpacis-of

L And to that of 2 fellow student, Michi ishida.
_‘2 Far a recent example, see Robinsan (1376).

real-+ife- pictures provide us a fair image of, and what social
effect-commersial - picturing -has-upoq.. theifehat 5
purportedsplotured—a [FAiaton also of the purposely

selected pictures displayed here.

(2) Since there is little constraint on what | eiect to
identify as a theme (a-*genderism”), or which pictures |
bring together in order to display what is thus identified, or
on the way. | order the stills within a given series, it could be
taken that anything could be dep:cted that | can manage to
suggest through what appears to be common to a few
pictures. Success here requires nothing more than a small
amount of perversity and wit and a large batch of pictures to
choose from. The larger the initial collection, the more surely
the analyst can find gonfirming examples of what he thinks
he has found in one picture or would in any case like to
depict—a case of representativéness declining as the data base
increases. So effective depiction of a theme cannot in itself
prove anything about what is found in pictures or, of course,
in the world. Indeed, something like the method 1 use is
emptoyed by artful compilers of phgtggrap{f ¢ funny books, -
camera pranksters who match gesticulatory pictures of
famous citizens against animals and plants apparently
engaged in similarly characterizable postures, or who
superimpose , baflooned thoughts statements, these
formulated tol.define the situatidn as it never was in actual
fife, committing the protagonists to respor@a wildly
scuritous. kind. So, too, the texts accompanying the-pictures,
are cast in the style of generalization-by- pronouncement
found in the writings of freeiaaoewbadwvhngms& strayed
ethologists, and lesser journalists.

{3) The particular matters | want to consider raise three
distinct and general methodological questions that should’
not be confused: discevemyppresentatiomgrand=proof. Only
the first two will here be at issue, these two allowing me to «
exploit without a major research investment the very special
advantages of working with photographs, which advantages
are as follows:

(i} There is a class of behavioral practices—whatmight be
cafled *‘smatb=behaviors’~whaose physical forms are falriy
well codified even though the social implicationis or meaning -
of the acts may have vague elements, and which are reaiized
in their entirety, from beginning to end; ina.brief period &6f-
time and a small space. These behavioral events can be
recorded and their image made retrievable by means of aud:o,
and video tapes and camera. (Tape and film, uniike a stilly
provide not only a recoverab[e image of an actual instance c}f
the activity in guestion, but also an appreciable collection of
these records. More important, audio and video recordings of
very smalt behaviors facilitate micro-functional study, that'i is,!

* an examination of the role of a bit of behavior in the- streamn

which precedes, ce-ocours, -and follows.) The coincidence of!
a subject matter and a recording technology places the
student in 2n entirely novel relation to his data, forming theg
practical basis for “imicroanalysis. This spec:al researcht
situation should not be confused with the use of recordmg*

“technology to document a news story, provide a feel for a;

community, limn in the contours of a relatmnshlp, depict the'g
history of a nation, or any other matter whose meaning is
not linked to a fixed physical form which can be reatized in @
the round in a recordable space and time. ;
{i1) Pictures from any source are now cheap and easy:to
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reproduce in uniform slide form. A collection allows for easy
arranging and rearranging, a search and mock-up, trial and
error juggling, something between cryptography and doing
figsaw puzzies, a remarkable aid both to uncovering patterns
and finding examples, whether mere illustrations or actual
instance records.

{iii) The student can exploit the vast social competency
of the eye and the impressive consensus sustained by viewers,
Behavioral configurations which he has insufficient literary
skill to summon up through words alone, he can vet
unambiguously introduce into consideration. His verbal
glosses can serve as a means to direct the eye to what is to be
seen, instead of having to serve as a full rendition of whatis
at issue. The notion of a “merely subjective response” can
then be academically upgraded; for clearly part of what one
refrains from studying because the only appreach is through
verbal vagaries has a specific nature and is precisely
perceived, the vagary being a characteristic of onhe’s literary
,gpcapacnty, not one’s data,?

(iv) A set of pictorial examples (whether illustrations or
instance records) of a commen theme provides more than a
device for making sure that the pattern in question will be
clear to the viewer. Often one or two examples would suffice
for that. Nor does the size of the set relate to the traditional
sampling-notion of showing how prevalent were cases of a
particufar kind in the sample and (by extension) in. the
sampled umverse Something else is involved. f?rﬁﬁere?at

idifferents GO

éispam«%resmvemwm xhibiting:: the=-:same;;des:gn It is the
depth and breadth of these contextual differences which
‘somehow provide a sense of structure, a sense of a singfe
organization underlying mere surface differences, which
sense is not generated simply by reference to the numerical
size of the-set relative to the size of the sample. Whereas in
traditional methods the differences between items that are to
be counted as instances of the same thing are an embarrass-
ment, and are so in the degree of their difference, in pictorial
pattern analysis the opposite is the case, the casting together
of these apparent differences being what the analysis is all
about: Indeed, something is to be learned even when an
advertiser in effect performs analysis backwards, that is,

starts with the same models and the same sales pitch and,

then searches out different possible scenes as vehicles for
them and it—all this in the hope of building product interest
through a mixture of repetition and novelty. For in

3The ear as well as the eye provides an impressive competensy, .2
and hére phoneticians {and lately those interested in conversationald
analysis) have made an exemplary effort to formulate notation

systems that can be printed on paper yet avoid the limitations of
ordinary orthography, thus providing a bridge between sounds and
publications. The problem is that although trained students can
produce the same transcription of a given spate of sound, the
formuiation they produce will equaily apply to expressions which
they would hear as significantly different. Given a recording to listen
to, 7 linguist's transcription can serve as a very adequate means of
directing the ear’s attention to a particuiar sound and with that the
full competency of the ear can be academically exploited. But written
transcriptions without recordings do not sotve the problem. (Nor, |
believe, does it help much o package a tape in the jacket of a book,
along with encouragement of do-it-yourself analysis.} The printing of
the analysis of videotape records presents still-greater probtems.

purposely setting out to ring changes on a set theme, the
advertiser must nonetheless satisfy scene-production require-
ments such as propriety, understandability, and so forth,
thereby necessarily demonstrating that, and how, different
ingredients can be choreographed to “express’” the same
theme. Here, certainly, it is emirely an artifact of how
advertisements are assembled that a set of them will exhibita
common underlying pattern, and here the student is only
uncovering what was purposely implanted to this end in the
first place. But how the advertiser succeeds in finding
different guises for his stereotypes still instructs in the matter
of how the materials of real scenes can be selected and
shaped to provide a desired reading.

(4) The pictures | have un-randomly collected of gender-

relevant behavmr can be used to ;og one’s consxderauon of
; ; ctual

/-._\

™,

)ﬁ

"i‘fframe “Altthough my prlmary interest is
ctual gendqg_:t; bavfo;r, the pictures are accompanied by
texiual glosses that raise questions of any order that might be
stimulated by the pictures. In any case, what will mostly be
shown and discussed is advertisers’ views of thwamemczan, -
be;‘.,_,g,x,gﬁ;‘tab,_l{-_m;;tj,gjgg‘ljed, My unsubstantiated generahzat:ons ‘
have the slight saving grace that they mostly refer to the way .
gender is pictured, not the way it s actually performed. o
(5) By and large, | did not look for pictures that
exhibited what seemed fo e to be.commen 1o the two ..
séxes, whether just in pictures or in reality as weil. Nor for
pictures that dealt with sex differences which | assumed were
widely and well-understood. The vast amount of what is—at
Teast to me—unremarkable in advertisements is thus vastly
underrepresented. (Something of the same bias actually
informs every ethnography; it is differences from one’s own
world and unexpected similarities that get recorded.) But
V given these limitations, once a genderism was identified as
one worth mocking-tip, almost all sex role exceptions and
reversals | came across were selected, 1t is to be added that
although the advertising business is focused (in the U.S.A.) in
New York, and although models and photographers' are
drawn from a very special population indeed, wm
tr othing-out-of-the-ardinary by viewers, somethi
_Jlly natural.” In brief, althoug T pictures shown here }:
. cannot be taken as representative of gender behavior in real |
* life_or _even representative of advertisements in general or
zz particular publication sources in particular, one can probably
) .51, make a, sm:nlf}cant ne ti tatemen'_c___qp,_out them, pamely
L Afso in the case of ea H' E?ﬁ“ﬁ"
Ses switched and’ imagining the appearance of what results; |
one can jar oneself into awareness of stereotypes. By keeping ¥
this switching task in mind, the reader can generate his ow JL
glosses and obtain a cue to the possiblg merit of mine, e
(6) A further caveal. Advertisements overwhelmingly and
candidly present make-beiieve scenes, the subjects or figures
debicted being quite different from the professional models
who pose the action.” Obviously, then, a statement about,
‘say, how nurses are presented in ads is to be taken as a
shorthand way of saying how models dressed like nurses and
t in a mock-up of a medical scene are pictured. (A fee
could persuade a real nurse to pose in an ad about nursing or

S
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allow a “caught” photograph of her in action to be used, but
ordinarily advertising agencies find that a real nurse in a real

MUnsatfsfacton!y typifies her kind.} T will on occasion  f

employ this simplification, speaking of the subjects of a
picture as though they were instantiations, namely, recorded
images of the real thing. The complication is thatm
an ad almost invariably involves a carryover of sex, female
models appearing as female figures, and male models as
males. (So, too, there is 2 carryover of broad ranges of
ge-grade.) It follows that any discussion of the treatment of
gender in ads happens to strike where a sense is to be found
in which model and subject are one. In statements about
sex-stereotyping, then, there is special warrant for falling

back upon simplified reference, An advertiser’s contrived
—

scene featuring a ‘‘nurse’”’ does TIOT present Us with a
BROTOSTApTIC Tecord OF 4 NUFSe, TRl 1s, an gciugl picture of a

‘real_nurse, but noneineless presents us with one of a realf
woman, at least in the common sense meaning of “real.” "

After the studio session is over, the mode! does not go on
being a2 “nurse,” but she does continue to be a “woman.”

{7) Finally, a word about the arrangement of pictures in
each series and other details. In general, subject matter
proceeds from chifdren to adults ard from actual pictures to
overtly contrived commercial ones. {An implication is thus
implanted that ritualized behavioral practices found in a
variety of contexts in real life come to be employed in a
“hyper-rituzlized” form in ads featuring women.) Depictions
disconfirming the arrangements argued here, i.e., depictions
of sex role reversals, are placed at the very ends of the series
to which ey belong and are marked off with a special
border. It shguld aiso be noted that throughout females in a
“feminine” stance will be seen to take up this position
_relative to another woman, not merely relative to a man,
strongly suggesting that gender stereotypes—at least photo-
graphic ones—involve a two-slot format, the important issue

being to fill the slots with role differentiated subjects, not -

necessarily with subjects of opposing sexual identity,

The pictures themselves have all been reproduced in black
and white for reasons of cost. Although it would have been
somewhat more accurate to reproduce the color ones in
color, | feel that not much has been lost. Each picture has
been numbered, Except for the final letter (denoting order in
the series), the number cotresponds to the one appearing
before the relevant verbal text; the text itself immediately
precedes the series of ilfustrations to which it refers. Pictures
as well as text have been footnoted, and pictures as well as
text appear in footnotes. The photographs have been
arranged to be “read” from top to bottom, column to
column, across the page.

1

Having considered reasons why my selection of
commercial pictures need not be taken seriously, |

~ want to consider some reasons why they should. S\,

The task of the advertiser is to favorably dispose viewers.
to his product, his means, by and large, to show a sparkiing

version of that product in the contéxt of glamorous events

Ry

The implication is that if you buy the one, you are on the
way to realizing the other—and you should want to.
Interestingly, a classy young lady is likely to be in the picture
adding her approval of the product and herself to its
ambience, whether the product be floor mops, insecticides,
orthopedic chairs, roofing materials, credit cards, vacuum
pumps, or Lear jets. But all of this is only advertising and has
little to do with actual life. So goes the critical view of these
exploitive arts. Which view is itself naive, failing to appreciate
wwhat actual life has to do with.

Whatever point a print advertiser wants to make about his
product, he must suffer the constraints of his medium in-
making it. He must..present - something that. will - be,

- yreanifgful, easily so; yet all ‘he has spice to- work with will

be type - aridome: or v twe still photographs; - typicaily
eontaining . protagonists whose .words"\(if any seem to be

 spoken) are-unavailable. And although textual:-material

outside of the picture brackets will provide a reading of
“what is -happening’\ this is commonly a somewhat
duplicated version; the=picture-itself is designed to tell-its
little:story :without much- textual assistarice. -

How can stills present the world when in the world
persons are engaged in’courses of action, in doings through
time {not frozen posturings), where sound is almost as
important as sight, and smell .and touch figure as welf?
Moreover, in the world, we can know the individuals before /
us personaily, something unlikely of pictures used m?/
advertising.

Some of the solutions to this problem are obvious. A
scene can be simulated in which figures are captured in those
acts which staree;,_, ¥ epitomize  the.seguence fram

166 irom
) n—presumab!y because these acts are
identified as happenmg only in the course of, and
momentarily during, an extended action. Thus viewers are
/led to read backward and forward in sequence time from the
moment of vision.> Another solution-is-to-draw: omscenes
that- are~themselves- silent- and static in real life: -sleeping,
pensive - poses; window: . shopping; - and, importantly, the
off-angle fixed looks through which we are taken to convey
our overall alignment to what another person—one not
looking at us directly—is saying or doing. Another solution is
to-position-the characters-in-thepicture microecologically-so
that.their placement relative te-ene another will provide an
index. apping of. their presumed social position ‘relative
to-one another. "And, of course, there is the 'usé ‘6f5cenes and
characters which have«ceme.to.be steredtypically. identified
with=a -paréieuwlar-kind-ef=aetivity by -the- widest range of
viewers, thus -ersating--instantiticots recognizability..
cidentally, advertisers overwhelmingly select positive,
approved typifications {perhaps so their product will be
associated with a good world as opposed to being dissociated
from-a bad one), so that what we see are idealized characters
using ideal facilities to realize ideal ends—while, of coutse,
microecologically arranged to index ideal relationships.
Finally, advertisers can use celebrities as models, for although
hese personages are not known personally they are known

“

4(;hmlifications regarding the phrase “real woman’' are presented
in Gofffman (1974:284-285),

94

Sa point suggested to me some years ago by David Sudnow {see
Sudnow 1972),
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Interestingly, it is not merely commercial advertisers who
have recourse to these pictorial methods. Governments and
nonprofit organizations employ the same devices in order to

‘convey a message through pages, posters, and billboards; so

do radical groups and so do private persons with
photography as a hobby or a calling. {1t is rather wrong, alas,
to say that only advertisers advertise. Indeed, even those
concerned to oppose commercial versions of the world must
pictoriatize their arguments through images which are
selected aceording to much the same principles as those
employed by the enemy.)

} want to argue now that the job the advertiser has of

' dramatlzmg the vafue of his produgt is not uniike the job,a

~social situations with ceremionial

tlt:lpag;m torone-anothar. Both must use the limited “visual”
resolirces available in social situations-to.tell. a story; both
must transform otherwise opaque goings-on into easily
readable form. And both rely on the sarhe basic devices:
intention-displays, miereecological mapping-of social struc-
ture, approved typifications, and the gestural externalization

“of what can be' taken .to-be inner response. (Thus, just as a

Coca-Cola ad might feature a well-dressed, happy looking
family -at a posh beach resort, so a real family of modest
means and plain dress might step up their level of spending
during ten days of summer vacation, indeed, confirming that
a self-realizing display is involved by making sure to
Photograph themselves onstage as a well-dressed family at a
posh summer resort.) This is not to deny, of course, that the

" displays presented in stills are not a special selection from

displays in general. Advertisers, by and large, must limit
themselves to soundiess, scentless appearances and one-shot
moments of tirme, whereas actual ritual need not be restricted

_in these particular ways.
Which raises the issue of “social situations,” defining these .

as arrangements in which persons are physically present to
one another. Stills may, and often do, contain a solitary
figure, ostensibly not in a social situation at-all. But if the
scene is to be read by the viewer, then the subject must give
appearances and engage in doings that are informative, and
these informings are just what we employ in actual social
situations in order to establish our own stories and learn
about the stories established by others. Solitary or not,
figures in stills implicitly address themselves to us, the
viewers, locating us close at hand through our being allowed
to see what we can see of them, thus generating a social
situation in effect. And indeed, the photographer often
clinches matters by requiring solitary subjects to simulate a

L

-agns facilitating the orientation of pak

gestural response to a phantom hovering near the camera, a
forcible reminder of the place we the viewers are supposed to
inhabit. Observe, the solitary subject not only "externalizes”
information that wiil give us an understanding of what it is
that can be taken to be going on, but also quite
systematically fails 1o exhibit taboo and unflattering self-
involving behavior, even though these are just the sort of acts
that are likely to occur when the actor is assured he is alone.
(So perhaps a byproduct of commercial realism will be the
reinforcement of censored versions of solitary conduct.)

When one locks, then, at the presentation of gender in
advertisernents, attention should be directed not merely to
uncovering advertisers’ stereotypes concerning the dif-
ferences between the sexes—significant as these stereotypes
might be. Nor only examine these stereotypes for what they
might tell us about the gender patterns prevalent in our society
at large. Rather one should, atdeast in part; attend to how
those -who-compose {and pose for} pictures can choreograph
theanaterials: available in_social situations in order to achieve
their:-ends namely, the -presentation of a_scene that is
meaningful,-whose - meaning--can-be read at a flash. For
behind these artful efforts one may be able to discern how
mutually present.bodies, along with' nonhuman materials, can
bershaped ifitoiéxpressidn. And in seemg.mhat picture-makers
can make of situational materials, one can begin to see what
we ourselves might be engaging in doing. Behind infinitely
varied scenic configurations, one might be able to discern a
single ritual idiom; behind a multitude of surface differences,
a small number of structural forms.

Let me admit that these arguments about the relation of
ritual to commercial pictures might seem to be a way of
making the best of a bad thing, namely, using easily available
ads to talk about actual gender behavior. But | am not
interested here in behavior in general, enky.in the. displays
tratirdividials Fnanage -t inject’ into-social situations, and
surely -this-is-part-of what advertisers try to inject into the
seenes - they. . .compose * around the product and then
photograp'h:~ Commercial pictures are in the main entirely

posed, “mere pictures,” at best “realistic.” But, of course,

the reahty they presumably reflect distortedly is itself, in
important ways, artificial. Fer-the actuality here at issue is
how social situations are-employed as the scenic resource for for
constructing visuaily -accessible, instantaneous portraits - s Of
our claimed human nature. Posed pictures can therefore turn
out to be more substantal than one.might have thought,

being for students of a community’s ritual idiom something
tike what.a - written text.is for.students of its spoken
fanguage. | i
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I BELATIVE SIZE

T One way in which social weight—
power, authority, rank, office, renown—is
echoed expressively in social situations is
through relative size, especially height
This congruence is somewhat facilitated
among males through occupational selec-
tion favoring size—a form of circularity,
since selection often occurs in social
situations where size can be an influence.
In the case of interaction between parents
and their young children, biology itself
assures that social weight will be-indexed
by the physical kind.

In social inferaction between the
sexes, -biological dimorphism’ underlies
—-the probability that the male’s usual /
superiority_of status over the female will
be expressible in_his greater girth and
“height. Selective mating then enters to"
ensure that very nearly every couple will
exhibit a height difference in the ex-
pected direction, transforming what
would otherwise be a stalistical tendency
fnto a near certitude. Even in the case-of
mere clusters of persons maintaining talk,
various forms of occupational, associa-
tional, and situational selection markedly -
increase the biologically grounded.possi-
bility.-that-every malerparticipant iwill be

bigger than every-fernale:participant.

Now it seems that what biology and
social selection facilitate, picture posing
rigorously completes:

’Ewrrma_gsa :
ol weelhe (ol

' vv-PE

1a.

26

" differences -

1

8 1°2 And here exceptions seem fo prove §
& the rule. For on the very few occasions
when - women are pictured taller than
men , the men seem. a[m '
_not ronly  subordinate:

| craftbound servitors ‘who—it -might_ap-
pear—can be treated totally in the
circumscribed terms of their modest

Indeed, so thoroughly is it assumed that
in=size -will “correlate . with,

differences in:sacial. weight that relative
size -can: be routinely used as a means of
ensuring “that the* picture’s story will be-
understandable ata glance:

il d
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$#3. The theme of relative size is some-

times employed as a basis for symboliza-.
tion; that is, designing a picture whose
every detajl.speaks-:to.a. single thematic

fssuer o

3¢

I13d

Il THE FEMININE TOUCHE 7

ti\1 Women, .more than” men, are pic-
tured using.their. fingers and hands to
trace- the -outlines of. an" object: or to
cradle it or.tocaress its surface {the latter
sometimes under-the guise of guiding it},
or to effect 2 “just barely touching” of
the kind that might be significant be-
tween two electrically charged bodies.
This ritualistic touching is to be dis-
tinguished from the utilitarian kind that

PR I A R e é‘
Tt

IRETELI . Do 2R
Ht &
{continued)

SHere and elsewhere in conneétion with
the role of fingers (see V1-2 and VI3, pp.
125-126), | draw directly on observations made
by Michi Ishida, to whom | give thanks.
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112 Because nothing very prehensile is

involved in these ritualistic touchings, the
face'can be used instead.of a hand:

113 Self-touching  can-also-be involved,
readable as conveying a sense of one’s
body being a delicate-and-precious thing:

e
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1 FUNCTION RANKING

In our society when a man and a
{ woman collaborate face-to-face in an un-
dertaking, the man—it would seem—is
l:kely to perform the eXecutive role,
prov:dmg only that one can be fashioned.
" This arrangement seems widely repre-
sented in advertisements, in part, no

doubt, to Tacilitate interpretabilify af 2™
giance._l_

III=1 This hlerarchy of functions is,

pwpm

i1 o -1 h

FERY

.%
1.i~

é;mf}(fémﬂ nhc:ec!se’

TThe irony has been noted that an
appreciable amount of the advertising aimed at
selling suppties for women's househotd work
employs males in the depicted role of in-
structing professionals or employs a male
celebrity to tout the efficacy of the product
(see Komisar 1972:307).
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12 it-is--also pictured - outside of oc-
cupational. jalization: ...

¥ Chatfen (1975:94) reports that in his
American sample: “The male head of house-
hold used the camera most of the time. In a few
cases, a teenage son, who was learning about
cameras and filmmaking, took over this respon-
sibiliey.” :

>6ii

R

{continued)
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HI-S@rhenever an adult@éceives body-

addressed help or service from anothef,) It appears that women are_more.common-

T e = T TSRS T e e M N 'i;.
the resulting action is likely. to. involve ]Y_,__E"_CLU"EQ—W-Cﬁf”}ﬂgj‘th-ls--i@!“d—éfj-h@f-Pn«~v‘
~—from men than giving it to them and.aré....

collaboration. of - hands. The recipient om meh els eI "
guides the action and/or takes over at jts oL epicted: “markedly. - guying. their

terminal phases. {Examples: passing the _ePONSE:: oo i e
salt or helping someone on with his coat.)
In this way, presumably, the recipient’s
sense of autonomy is preserved. it is also
preserved, of course, by his acquiring
those skills through which he can ef-
ficiently tend to his own bodily needs.
Infants and children, however, must
suffer their hands being bypassed while
an adult gets on with the job of looking
after them.** It is understandable, then,
that when adults are pictured in real
scenes being spoon fed, they.are pictured
guVirigethesaction in-..some.-way, pre-
sumably so the self projected by the act
of being fed wili not be taken as a
reflection of the real one.

15 b ’ TRy

=
Wilkins and the Lindsaye: Surpris

1H-5 o

vies laviiie do

11/luzlrnittedh,r there is the popular notion
that members of the aristocratically inglined
classes traditionally engaged personal servanis
to obtain body-vconnected care that members of
the middle classes would want to provide for
themselves, ashamedness here being a support
of democracy. Of course, correlated with per-
sonal servicing was the nen-person treatment of
those who provided it. ¥ il B L
. HH-5 o
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_nurserys-and theliving room when.itis
being cleaned: One answer, borrowed
from—{ife srnd Fosibly underrepresented
is to plcture the“ I

_Lon-

*his is one of the best thing
made in Armearics

Hi-6¢
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‘_petence of _emaies—-the k:tcheﬂ,_. the

Bender
pnt e
Hanh s

at
p(-;_'ll\
wdfurl
e

Wl

gl
Sienes
Tast.
W Ve

17 ._An her . answer;—F—think, Is to
as ud:crous=or childlike,

(continued)



male” to_pursue the afien activity under
| the direct ap raising/scrutiny of_she who
| “can do _the_deed pfoperly, as-though-the”
! ay..of-being-a-tark

e or-the-face of the doer

or the watchey attesting-to-the essentially
erious essdyed.-character-of the under-

g Were 1L
Of a.dare,. a sm

.......... L WL L ELA

(continued)

12¢orespondingly, when females are
plctured engaged in a traditionally male task, a
male may (as it were} parenthesize the activity,
tooking on appraisingly, condescendingly, or
with wonder:
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1 Madras,
PN e O

A

Tuadw bt
T R T fie At

HI-8 6

tv THE FAMILY

The nuclear family as a basic unit of
social organization is well adapted to the
requirements of pictorial representation.
All of the members of almost any actual
family can be contained easily within the
same close picture, and, properly’ posi-

members can nicely serve as a symboliza-
tion of the family’'s social structure.
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tioned, a visual representation of the. |

T——

Vel Turning to mocked-up families in
advertisements, one finds that the alioca- :
tion-of -at least one girl and at-least one
boy ensures that:a symbolizatiofi-of the
fulb-set.. of--intrafamily : relations:-can be
effested. For example, devices are em-
ployed to exhibit the presumed special

" bond between “the ‘girl and-the .mother .

and the boy and ‘the father; sometimes in
the same picture:

T,

(continued)



ey e

Vo2 Although in commercial scenes a \
unity-is symbolized between fathers and
sons and between mothers and daughters, 7
there is a suggestion that different types /
of unity might be involved. in a word, |

there* is “a: tendency ~for- women--to. be - i

pictured.- as. more. akin to. their, daughters i

{and to themselves in younger years) than |
is-the case: with: men. Boys, as it were,
have: to.-push . their- way into-manhood,
and-problematic effort is involved:

V14

IV2a )
Girls merely have to unfold:

Can bz be zruet
ke gamfortable than w

ring nothin,

(continued)
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V=3 Often the father (orin-his absence,
a son) stands-a:dittlecoutsidethe physical
circie of*the-otherinembers:of.the:family,
as wif-toeexpress.arelationship . whose
protectiveness is finked with, perhaps
even requires, distance: s

(continued)
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W37
{continued)

13 An interesting contrast is to be found in
turn-of-the-ceatury portrait poses of couples,
wherein the effect was often achieved of
displaying the man as the central figure and the
woman as backup support, somewhat in, the
manner of a chief lieutenant. | cite from Lesy
(1973):

LY

Perhaps the
contrast be-
tween  past
and  current
portraits less
betokens a
change in un-
derlying soci-
al  organiza-
tion than in
conventions
of expression
within the
picture  for-
mat.

V3me T W3 fne
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o stop gcmg up?”

i3

hytleets i _‘
Vi o botier

Ayl

VY

V THE RITUALIZATION OF SUB-

ORDINATION

respondingly, helding. the body:

thethead-high is stereotypically.a: mark: of :
unashamesdness, superiority, and disdain..

Advertisers draw on {and endorse} the |
o

claimed universality of the theme:
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V<1 A classic stereotype of deference is

that of lowering oneself physically in
some form or other of prostration. Cor-

e ro o Bl Pl 3 et

Tueon flurimbe 58 fa i, Gobe b, e Laaifgn Mt Siuant

{continued)
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V2 Beds, and. floors provide places in V2c
social situations where incumbent persons
will be lower:than:anyone sitting on a
chair-on, standing. Floors also are as-
sociated with theless:clean, less pure, less
exalted-parts. of a room—for example, the
place to keep dogs, baskets of soiled
clothes, street footwear, and the like.
And a recumbent position is one from
which physical defense of oneself can
feast well be initiated and therefore one
which renders one very dependent on the
benignness of the surround. {Of course,~
lying on the floor or on a sofa or bed |
seems also to be a conventionalized ex- |
pression of sexual-availability:} The point
here is that it appears thatwehildrensand.-
e dre plctured: on " flooFs-and- beds
mere:than-are: men.

V2 r

{continued) ,
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B V-3 Although less so than in some,
Melevation seems to be employed indica-
1 tively in our society, high physical place
- symbolizing high “social place. (Court-
rooms provide an example.) In contrived
scenes in advertisements, meft terd—tobe
located Righer than women, thus allowWin
elevation-to-beiexploited as a delineative
resourcea © A certain amount of contor-
TG T4y be required. Note, this arrange-
ment is supported by the understanding
in our society that courtesy obliges men
to favor women with first claim on
hatever is available by way of a seat,

V2 h T - v-2/

V2 i

AT 2 3
g, sanating, i g, Fediotss oty
-ﬁm:&nmwlht_h frdt-froded
1w oy one cigareits ddinTs. .

[ [ PR ) s

{continued)

4
- — e W o
Motk hiatio wor o chbix died dScan?
rsrinste Lun i amiina i
[ Shmaiinihmnat,,
lras Rrazd IS 4 kyve, Bk pe Tosvso g 1
et "

Y a such pictures as | have of actual scenes,
the same tendency holds.
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“{continued)
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(continued)
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\ﬂ
V4 _Women frequantfy, men_very in-

goodwill of anyone in the surround who
could offer harm. Observe—as will be seen
throughout—that a sex-typed subject Is
not so much involved as a format for
constructing a picture. One fernale in a
picture may perform the gesture and
another serve as the support that allows
the performance. So a two-role formula is
at issue, not necessarrly two sexes:

BosTtre that seems to presuppose the’

GENDER ADVERTISEMENTS
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Vo5 Having somewhat the same distribu-
tion in ads as the knee bend aré:canting
~ postures. Although a distinction can be
made between body cantand head cant,
the consequences seem to be much the
i same. The level of the head is lowered
: ;‘ relative to that of others, including, in-
b directly, the viewer of the picture. The
« resulting configurations can be read as an
" acceptance-of ssubordination, ‘an -expres-
i  sion of-ingratiation, submissiveness, -and
| appeasement: !

LN

V51 Body cant: Vo5 ii Head cant:

Y5 ¢rom Darwin {1872:53, Fig. 6).
{cantinued)
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Vo6 Smiles, it can be argued, often
function as ritualistic mollifiers, signaling
thats=nothing “agoristic Is  intended . or
invited; “that" the' méafiing of the other’s
act-has. been understood -and- found. ac-
ceptable;--that indeed; the "other is ap-
proved. and .appreciated. Those who
warily keep an eye on the movements of
a potential aggressor may find themselves
automatically smiling should their gaze be
“caught” by its object, who in turn may
find little cause to smile back. In addi-
tion, a responding smile {even more so an
appreciative laugh) following very rapidiy
on the heels of a speaker’s sally can imply
that the respondent beiongs, by knowk
edgeability, at least, fo  the speaker’s
circte. All of these smiles, then, seem
more the- offering: of. ferior.than a
superior.. In any case, it appears that in
cross-sexed encounters in American soci-
ety, womenismile:more,:and-more expan-
sively; than=men;! © which arrangement
appears to be carried over info advertise-
ments, perhaps with little conscious
intent.

3
E?; (30 ! ! t
e robe adlostid by Nudev. sy, Slinirmna'ef the

(continued)

16See the comments in  Weisstein
{1973:49).
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V7 Given the subordinated and in-
dulged position of chifdren In regard to
adults, it would appear that to present i
oneself in puckish styling-is to"encourage ?
the -corrésponding-treatiefit. How much
of this guise is found in-real life.is an
open question; but found it is in ad-
vertisements.

V6"
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(continued)
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V8 The note of unseritusness struck by
a childiike: giise” s struck by another
styling of the self, this one perhaps
entirely restricted to advertisements,
namely, the use of the'entfre body as a
playful " gesticulative . device; a sort of
body clowning:

Apa Tl R

e
e )

T

.

i
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-
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fupave

{continued)
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V9 The special unseriousness involved
in childlike guises and clowning suggests a
readiness to be present in a social situa-
tion garbed and styled in a manner to
which one isn't deeply or irrevocably
committed. Perhaps reflected here is a
readiness to try out various guises and to
appear at various times in different ones,
T any case, in adveriisements, at least,
there seems to be an unant:cnpated dlffer-
ence between men and womnen Men arg”
displayed in formal; business;. .and in-
formal-géar, and although it seems. under-
stocd “that_the:same:  individual-wilt-at
different times appear in:alk:these guises,
'@ach_gmie_sge.ms_tq.aﬂom,h_mn_ﬁgmgthmg
" he is totally setious_about, and..deeply™
:dentrfied With, as though wearing a skin,
not-a- ~costume: EVER in the case of the
cowtoy garb that urban males affect
recreationally, little sense that one's
whole appearance is a_lark would seem to
be present. Women in ads seemn to have a
different relafionship _to their clothing
to the gestures worn with it, Within

& —cach Broad category (formal, BUSIAESS,

informal} there are choices which are
considerably different one from another,
and the sense is that one may as well try
out various possibilities to see what
comes of xt/As though fife werfe a series
of costume balls. THUS, GAe can cccasion-
Iy mock one’s own appearance, for
identification Is not deep. It might be
argued ~“then, mitﬁmeMma_hke

ments locates~women:as-oless: ..seﬂously ‘
present in sacial situations:than men,the
seff*preserrted*th’@agh*get‘ﬂtﬁ’ﬁé“lﬁ” itseif
ing. Observe that..
the extensron of this argument to real life
need not |nvolve a paradox. It is a{

more- of thelr time an;:f concern in
shopping - for- clothes and .preparing. for
appearances - than- -do ~men; and - that
women -set . considerable ..store. on  the
appreciative or depreciative:response they .
produce thereby. But, of course, so does
an actor in a part he will never play again.
A concern over carrying ah appearance
off does not necessarily imply a deep and
abiding identification with that appear-
ance. (This argument fits with the fact
that women’s styles change much more
rapidly than do men’s,)
{continued)



e marmie 1

-,

R
V+10  Adults ;)lay @ock assatm games
with children{*games such as chase-and-
capture and grab-and-squeezey The child |
is playfully treated like a prey under !
attack by a predator. Certain materials |
{pillows, sprays of water, light beach~—-
balls} provide missiles that can strike but
not- hurt. Other materials provide a
medium into which. the captured body
cart be tirown safely—beds, snow banks, i
pools, arms. Now it turns out that men .
play these games*with women, the latter |
colfdborating....through: - ~a... display —of |
attempts to, escape and fhrobgh-eries-of. |
alarm; fear;.and.. appeasement. (Figure
dancing provides oceasion for an institu-"~/
tionalized example, the partners who are
swung off their feet never being men.} Of
course, underneath this show a man may
be engdged in a deeper one, the sug-
gestion of what he could do if he got
serious about it. In part-because mock
assaultzis=#fun’ and more likely in holi-
day scenes than in work scenés, it Is much
represented in advertisements:

A

i,

ST

AT AT R

{continued)
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Vi10/

BARGE
a5

s

V-i0

{continued)



17\ A male pietured with a female
: f,somet-imes».»»app'ears:».-- to- employ an. .ex-
{ terided A ineeffect marking- the
boundary= of = his# sogidl property and
guarding”it-against:encrodchment. A sug-
gestion is that this miniature border
patrol is especially found when the fe-
male at thé same time is engaged in a
pursuit-which accords her authority.

™~

T Afteradl,if.
A pleasuret

ch i coultd takes picrares ke this?

“SplashiFlash! You gotit!

V10
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V12 There seem to be four main
behavioral arrangments of pairs of per-
sons which provide what is taken to be a
physical expression that the two are a
“with,”” that is, together as a social unit
with respect to the social situation in
which they are located. (In al! four cases,
note, the work these dyadic tie-signs do
in defining ‘the relationship between
figures in a picture would seem to be
much the same as the work they do in
- real soclal SItuatlons )

V-12: Flrst a matter of mlcroecotogy
sitting wors 3 I' igsi

with _ o
rangement is symmetr al in  physical
character and social implication, no dif-

ferentiation of role or rank being in itself

conveyed:

Vi2ia

nos Eaack, U.S.A. Leanard McCombo  Lifa

Va2ic
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V*12ii The “arm lock™ is the basic
tie-sign in Western societies for marking
that a woman is under the protective

custady of the accompanying man. Al-

though most commonly sustained
between husband and wife, no sexual or
legal link is necessarily advertised through

% it; father and grown daughter, man and

best friend's wife may also employ it. The

8 sign is asymmetric both in terms of its

physical cenfiguration and what it in-
dicates. Mowever nominally, the-waman. .
shows herself-to be receiving support, and
both the man’s -hands -are free for what-
ever.insirumental tasks may arise:

Viliia

RN

AN LITDITNG W14, 10 CURLMNY

{continued)



V12 i The ‘shistldér Hold” is an aSym-
metrical” configuration ok br7 léss re-
quiring that.the-perso
than-the-person.held;-and-th
person accept..direction. and, constraint.
Typically the arrangement seems to be
dyadically irreversible. When employed
by a cross-sexed adult pair, the sign seems
to be taken-to iridicatessexually-potential

- ey

! i S Warhners b v ey,

.\r}f::’u")mjd‘}l; T it s Bl it by Foomaras, i o ViR ok
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Ve12iv Finally, hand-holding. When
employed between adult male and fe-
male, hand-holding appears to be taken to
indicate a sexually - potential,’ exclissive
relationship.' 7 A relatively symmetrical
tie-sign presumably expréssing relative.
equality. Physical asymmetry is to be
detected in the tendency for the male to
hold the female hand, this allowing the
indication that he is presumably free to
let go quickly should an emergency arise
and free to guide and direct. The physical
fact that the back of his hand is likely to
be facing what is upcoming can faintly
symbolize protectiveness:

Cant gpelnt
fecrie:

' Tie-signs in general and hand-hotding in
particular aré considered in  Goffman

< {1971:188237).

The directing potential of hand-holding
can be made apparent in ads:
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Ve12iv#

So also another theme, that of the male
providing a safe tether:




Vi<iii Fear:

VI LICENSED WITHDRAWAL

Women,-more. than men, it seems, are
pictured engaged in involvements which
remove. ‘them=psychologicaily . from. the
social - situation. . at . large, leaving them
unoriented in it and to it, and
presumably, thereforéi dependent-on the
protectiveness.:.and..-goodwil] of others
who-are -(on.might-come . to be) present.,

VI*1 When emotional response causes an
individual to lose control of his facial
posture, that is, to “flood out,” he can :
partly conceal the lapse by turnihg away
from the others present or by covering his
face,-especially his mouth, with-his hands.
Ritualization of the kind associated with
the young is involved, for the act cannot
conceal that something is being con-
cealed, and furthermore requires
momentary blindness to everything
around oneseff—this being a particularly
empty and maladaptive response when
the withdrawal is itself a response to a
real threat,

o R e Tk A Yet
' s 3 e Fain

VIs1i Remorse:

{continued)
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Irue LOontessions
ofan Olivetti girl.

{ef, Howachange .
in typewriters
changed my life}



VIt iv -~ kaughter:,

EADY! AlM! TEE HEE!

Whos 30 gind

VIe2 Just as covering the mouth with
the hand can be an attenuation of cover-
ing the face, so a-finger-brought td the
mouth i bean “attenuation-of ‘€overing
it with~thehand. But here another ritual-
ization seems more common: the at-
tenuation of sucking or biting the finger.
The impression is given that somehow a
stream of anxiety, rumination, or what-
ever, has been split off from the main
course of attention and is being sustained
in a dissociated, unthinking fashion. in
any case, the face is partly covered as
though one.could see but not be seen and
were therefore free to engage hand and
face outside the stream of face-to-face
address:

R . Vilive

VIstive B ViZa

{continued)
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(continued)
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VI-3 Finger-to-finger positioh appears to
carty the same dissociated self-com-
munication as is expressed in finger-to-
mouth gestures but in a still more at-
tenuated form. Displacement from mouth
is a thinkable possibility.

. Vi3 g
(continued)

GENDER ADVERTISEMENTS

131




VI8 In real social situations and in
pictured ones, the:individual:gan
draw his: gaze “from. the scéne
(with: the-dependency and.trust that:this
implies) and-lock: it in: such-a- way as-to
givexthe. impression of havin i
dissociated-concern . withwhat:isy
seemreventay hisimind hiay wanderedfrom
-everything. }n~the\§|tuat|on, psychological-
lysehe-ig away. ./ {Doodling  and middle
distance [ooKs are examples, afthough it
should be keépt in mind that these two
practices can also figure in' another ar-
rangement, - the one in which the in-
dividual aurally attends to what is being
said by another while making it apparent
that nothing he can see is competing for
attention.)

VI6 b

134  STUDIES IN THE ANTHROPOLOGY OF VISUAL COMMUNICATION

PR W S e

Rt

;mhn Lo e
Navar e

VIEF



‘M7 In advertisements women. are
shown “‘mentally = drifting  from the
physical scene around them (that is, going
“away”’} while in close physical touch
with amale, as though his.aliveness to the
“surroundeand-his-readiness- to. cope. with
“anything=that-might:present-itself-were
enough+for:both-of:-them. (At the same
time, the male may well wear a wary,
monitoring look.) Thus, “anchored
drifts.” Various points of visual focus are
found. :

An interesting object on which to lock
an away look is the hands, for this focus
not onty can convey some sort of self-
enciosure, but also can require a down-
ward turning of the head, submissiveness
being: ampossible” tonsequent’ intéfpreta-
tion:

VI7 i Middie-distance:
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VI’? ii¢
(continued)
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VI ii

 (see also VI-5 /)

VI-7 i Awtwistable- part.of. the -male’s
clothingt.. '
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VI-10 It has already been remarked that
in ads wormnen, more than men; appear to

VI Maintaining a telephone conversa- | withdraw themselves from the social situ-
tion necessarily means some withdrawal , | ation at hand through involvements, in-
of attention from the immediate scene at § 4 cluding emotional response. Significant

hand, with attendant lack of orientation § V9 n advertisements, women are not § here are the..responses..of .pleasure,
ta, and readiness for, events that might § only posed lying on the floor or in a bed, § delight;laughteryand glee--states:of:being
occur therein. This can be controlled by § but also at the same time bending their § transported:-by:-happiness. Perhaps the
fimiting the length of calls and one’s I legs as though that part of the body were [ implication is that a woman—iike a child
involvement in what is talked about. In § being employed in a dissociated way, as § with an ice cream cone—can find some
advertisements: wsemetimes § in doodling, except here the dissociated [ sort of final satisfaction in goals that can
shown -luxuriating:in.;a-call.dmmersing ¥ behavior is large scale, as might therefore § be fully realized in the present.?® In
thernselves” in"a "dreamy ahd-presumably § be the attention it withdraws from the i consequence, a consummatory “flooding
prolonged way, o | scene at large: 1 out’:

{continued) V0

© 2%A simitar argument s suggested by
Komisar {1972:306-307):

if television commercials are to be
believed, most American women go into
uncontrollable ecstasies at the sight and
smell of tables and cabinets that have-Been
lovingly caressed with fong-lasting, satin-
finish, lemonscented, spray-on furniture
polish. Or they glow with rapture at the
blinding whiteness of their wash—and the
green-eyed envy of their neighbors. The
housewife in the Johnsan’s Wax commercial
hugs the dining room table because the
shine is so wonderful; then she polishes
herself into a corner and has to jump over
the furniture to get out. Bold detergent
shows one woman in deep depression be-
cause her wash i not as bright as her
neighbor's.

Observe that in advertisements, instead of our
being shown a woman's flood of pleasure upon
receipt of a present from a man, we may be
shown the scene that might have just preceded
that one, namely, the “Guess What?” scene,
wherein the man holds something beyond the
vision of the woman (sometimes by obliging her
to cover her eyes) and teasingly invites her to
guess what her (ife is about to be enriched by,
the prospect of which is seen to throw har into
a state of joyous torment, Ancther version has
the giver spring the surprise withaut warning, in
conseqguence of which the recipient
momernttarily loses all seff-control, breaking into
a flutter of pleasure. These teasing uses of
indutgence are, of course, commonly employed
by parents in connection with their children,
and are to be considered zlongside of another
playful threat to equilibrium, one already
touched on, namely, mock assauit.
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2 A corollary is that when a male and

female are
th !

meh—-both'

pictured in a euphoric state,
08 likely.. to..be. exhibiting a
i xpressions-than- is the
turn: fitswith-the argu-
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lread%.‘made;-and;.;ilE_u.s_.t,r.at:ed- that in
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VI-10 1

Vii0o

VI411 It is possible to look in on a social
situation from a distance or from behind
a one-way panel—a “participation
shield"—and be little seen oneself, in
which case one can, in effect, partake of
the events but not be exposed to scrutiny
or address, A splitting up thus results
between some of the gains and some of
the costs of face-to-face interaction, |
might note that when one’s participation
is thus shielded, simultaneous main-
tenance of dissociated side involvements
would seem to be facilitated, since these
could hardly intrude between oneself and
one’s availability to the others in the
situation—one not being available at all.

A ritualization of participation shielding
accurs when one presents oneself as if an
theredgerof-thesituationwor=otherwise
shielded-fromitsphysically, when in fact
one is quite accessible to those in it. Still

further ritualization is found in-com= -

mercial posings.
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VIsiliv From behiid-a person (with the
consequent apportunity to overlay dis-
tance with a differentiating:expression, in

the extreme, collusive betrayal of one's
shield):
liv und;er )
camaral N
R ar T
ek s
i
x it Wity |
Song and Dance Man %
- : e Font "n‘r-;«-r
R Diana Rigg aad Menachem Guelfen “ i
Vi‘live Vifliivg

(continued)
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VITive

14

VI vz

224t should not be assumed that mere
physical placement is involved here. Men are
routinely “ pictured in a rear position in a

Jmanner . implying - anything +but- .coyness -and
-dependence -{see, for example, the pictures in

fV+3 and V-11). As typical in these matters, the
same verbal description of relative “physical®
position "could be equally applied to cover
radically different effects. For the. effective
reading of his text, the writer depends upon
effective viewing by his readers—words here
serving to point, not specify.

STUDIES IN THE ANTHROPOLOGY OF VISUAL COMMUNICATION
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VI-12 Snuggling: among primates the
very young turn, or are turned, into their
mothers' bodies for comfort and protec-
tion, sometimes further cut off from the
surrounding situation by enclosure within
her arms. Perhaps the"suckling'position is
thevprototype, although for a child any
adult in-a parental role seems qualified as
something to snuggle into.?> As the child
grows up, the insulation.:this.practice
objectively provides from the surrounding
scene decreases progressively; eventually
the withdrawal achieved this way can
only be ritualistic. Whatever the biologi-
caluropts-ofsthis snuggling-practice, itis a
resourcewin...the formulating of com-
merciakpictures. '

V112§ 'Chi'!d.ren:

VIM2ia

(continued) -

23 An ethological position on these postures
is presented in Eibl-Eibesfeldt {1972:120-124).
L am very grateful to Professaor Eibl-Ebesfeldt for
permission " to reprint these three pictures
{V<7a, VI-1iii g, and Vi-11iii b} from Love and
Hate. )
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V912 i o

(continued)
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ViI12 v Standing:

VIit2iv e
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VI-13 Nuzzling—apparentlty an at-
tenuated form of snuggling—involves
employment of the face and especially
the nose as a sort of surrogate or sub-
stitute for tucking in the. whole body.
Nuzzling, then, would seem to constitute

a form of partial withdrawal from ful
availability to the situation at large, Wha?"7
one finds, in pictures at least, is that
women nuzzle children but men ap- ,(
parently do not. Indeed, women are |
sometimes  pictured nuzzling objects.,w)
And, -of course, women are pictured
nuzzling men.
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Vi*14 The process whereby an individ-
§ ual snuggles into another seems anything
d but impersonal, and yet is (I fee[) related
to something that has an impersonal cast,

namely, thesuse-of-another's body as if it
were~something that -could 'be “used at
willy - witheutwapparent-reference: to -its
possessor, as-an-object-to.lean-on-or rest
one’s «limbs-sonsin-short;:as+a physical:
resource; net a socially responsive one. In
many cases, note, such leaning use of
another seems to be an attenuated, very
ritualized, form of snuggling. Note afso
that a non-sexual implication is present in
the contact, and that, in advertisements
at-least>women (much as do children
with respect to adults) apparently have
licensewtosuse~more-of-a-man’s.-body in
this-utilitarian-way-than.the.réverse. . The
assumptlon seems 1o be that a- woman -is
less-likely-fowhave:sexual |nterat .than.a
man;-+and  that=her-use -of-his body A8
therefore-tesssuspect-than-his:use of hers.

(Of course, an added. factor is the under-
standing that he wall be able to bear her
weight much easier thaf she his.) Note,

the conﬁguratlons here considered in-
volve individuals in a personal relation-
-ship; -typically a sexually potential one,
Among the less close, the licehse to touch
follows a different pattern. Men can
- punctuate. their - verbal “inferaction with
_women’ by showmg support protective-
ness, good will, and parent-like affectton .
through' the !aymg on of the hand, a
license apparently less available to women .
(and other subordinates) in their dealings
with men {see Hentley 1973).

VAREN-

mkvqﬁbmck&whilal'w
L
NEW BALLGAME]

Vi-ide
{continued)
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Misib A very standardized two-person
asymmetrical configuration observable in
real life and often in pictures is the “‘grief
embrace.” All combinations of sex are
found in the two roles, except, apparent-
ly, that women are not pictured providing
this sort of comfort to men.2* Whether
in life or in pictures, one is provided here
with a nice example of formalization—the
reduction of multiple configurations to a
rather set ritualistic maneuver:

VIS5 b
{continued)

“4This distribution is not, | think, the basic
ohe in our society, For there are many ritual
practices of a supportive, bending kind that
women can extend o women of men, that men
can extend to women, but that men can’t
extend to men. Kissing and terms of endear-
ment such as “honey,” “dear,” ‘'love,” are
examples. Indeed, 2 wide range of supportive
practices may have.a common, natural social
-history, beginning 3s something adults extend
to children and then moving on through the
following sequence of accretions: women-to-
‘women, women-to-men, men-to-women, men-
to-men.

_GENDER APVERTISEMENTS 151



VI-16 The grief embrace appears to
manifest iiself in an attenuated, hyper-
ritvalized form, namely, arm-support
given ‘a5 evidence '6f somé: sort of com-
mendation or-maral ‘approval. Again, in
commercial pictures, women do natseem
fo -be shown giving this support to men.
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Commercial photographs, of course, involve carefully
.performed poses presented in .the style of being “only
natural.” But it is argued that actual gender expressions are
artful poses, too,

From the perspective of ritual, then, what is the differ
ence between the scenes depicted in advertisements and
scenes from actual life? One answer might be “hyper-ritual-

{ Tization.” The Standardization; exaggeration, dnd simplifica-
tion - that ‘characterize: ritual§ ii ‘general -are in Cormmersial--
osings_-found .to, a egree,. often. reKeyed..ag
\ babyishness,-mockery;- ~forms.of “unsetiolisress.
Another answer is found

in the process of editing. A
commercial photograph is a ritualization of social ideals with
all the occasions and senses in which the ideal is not
exhibited having been cut away, edited out of what is made .
avaifable. In ordinary life we conspire to provide the same
kind of “natural” expressions, but-we can only do this by
means of behavioral style or at particular junctures in our
course of activity—moments of ceremony, occasions for
giving sympathy, sudden access to friends, and similar
junctures in the daily round, as determined by a schedule we
know little about as yet. So both in advertisements and life
we are interested in colorful poses, in externalization: but in
life we are, in addition, stuck with a considerable amount of
dull footage. Nonetheless,” whether we pose for a picture or
execute an actual ritual action, what-we are.presenting:is 4
commercial,-an ideal-representation tinder the Auspices aitts

characterizing the- way things-really.are, When a man ifi real

lifé tigt igaretfe Tor a woman, the presupposition is that
females are worthy objects, physically lirmited in some way,
and that they should be helped out in all their transitions.
But this “natural” expression of the relation between the
sexes, this little interpersonal ritual, may be no more an
actual reflection of the refationship between the sexes than is
the couple pictured in the cigarette ad a representative
couple. Natural expressions are commercials performed to
sell a version of the world under conditions no less
questionable and treacherous than the ones that advertisers

tace.

~Henley, Nancy -

By and large, advertisers do not create the ritualized
expressions they employ; they seem to draw upon’ the same
corpus of displays, the same ritual idiom, that is the resc_i'urce
of all of us who participate in social situations, and to the
same end: the. rendering: of glimpsed: action readable. |f
anything, advertisers conventionalize our conventions, styfize
what is already: a stylization, make frivolous.use of what is
already something considerably cut .off -from contextual
controls: Their-hype is hyper-ritualization.

S
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