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https://www.youtube.com/watch?v=WlUvQkW4B1k&feature=youtu.be

 

 

It is estimated that an average person can potentially encounter 5,000 advertisements in 

any form a day but I want to believe that I probably see around 9000s every day. When you think 

about the Super Bowl you think about the halftime show and the commercial. In this project, I 

will explore the topic of sexism in Super Bowl commercials. I will explore this by using an 

example of an ad that once sparked controversies, I will conclude this project by explaining the 

role sexism plays in sports advertisement. 

 

https://www.youtube.com/watch?v=WlUvQkW4B1k&feature=youtu.be


From casting women as nags to making burger eating nearly a sex act are some of the 

controversial Super Bowl ads we have seen over the year. Portraying women as strong, equal 

characters during the Super Bowl has not, to say the least, been the priority thus far for 

advertisements. The big game has more often been a playground for, if not abject sexism, 

stereotypical images of females. For example, the ad above is an example of how advertisers use 

sex to sell food and use that to target males audiences who are watching the game. Throughout 

the ad, the model Charlotte Mckinney only looks at us (the viewer) and the men in the ad. She 

never looks at any woman or has any woman look back at her. In the ad (0:30), it shows that all 

the men in the farmer’s market are gazing at the revealing model, while the woman who is just 

next to her right does not even notice her existence. This suggests that the ad is for male 

audiences, and not necessary for female. Furthermore, before the model reveals that she is 

actually wearing a bikini, the ad intentionally makes her into appearing naked. This plays with 

the male audiences’ imagination and desire to look at the ‘naked’ model as they would keep 

watching and see whether the model is really naked or not. 

Throughout the ad, Mckinney wears a bikini top and a short, but the men around her are all fully 

dressed. This not only suggests masculinity but also the dominance of men over women. 

Watching sport and gazing at beautiful women by male audiences, they are sharing the 

experience of dominance and “as a means of confirming and defining their own maleness” 

(Jackson, 2014). By watching male athletes play a hypermasculine game at first, and gazing at a 

woman wearing bikinis in the ad, the male audience is constructing their own maleness. This is 

an example of how advertisers use sex to sell products, and Carl’s Jr. is one of many food chains 

that use this model. In most cases, advertisers that use female bodies as a vehicle to deliver their 

main messages the product are successful because of marketers called the pleasure of seeing and 



the pleasure of eating together. In other words, the two unrelated subjects – a supermodel and a 

burger – is now the signifier of pleasure. 

 

 The role sexism plays in sports advertisements can date back to many decades, and 

advertisers continue to use it because it works. When an ad that is specially designed to show 

during a hypermasculine game like the Super Bowl, it becomes clear that the women in those ads 

are not a human, but objects, or a desire (Chacko). It’s no doubt that sport has been identified as 

a supremely male activity that we see little of female participation. Therefore, advertisers use 

supermodels to induce men’s sexual desires that primarily make the woman sexual objects or 

sexual agents. Women experience systemic oppression at all levels, whether it’s the issue of 

sexism in advertisements or the portrayal of female athletes in sports journalism or magazine, to 

young girls being told that their job is to be mothers.  Society has always sexualized female and 

female body parts for the pleasure of males. 

 

In conclusion, it is a question of whether sexism in advertisements has decreased after the 

boycott movement like the #MeToo movement, or has it stay the same? However, it is time for 

people to take a stand and stop advertisers and media from exploiting females’ bodies and female 

images for profit. Gender inequality and gender representation in the media is still an ongoing 

issue in society, and it definitely requires more people to put attention on to it. 
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