Abstract
This study investigates the causal relationship between social and political events and
advertising. Focusing on a period of 1962 to 1965, this research studies the effects of the
assassination of President John F. Kennedy as well as the Second Wave Feminist Movement
on women’s perfume and cologne advertising conventions. Qualitative research was used to
analyze a sample of 800 women’s perfume and cologne advertisements across the four year
period. It was found that there was a decline in Upper-Class women portrayed in these ads
from 1962 to 1965. This may be attributed to the assassination of JFK in November 1963
and the fall of Camelot. There was also an increase in the portrayal of sexualized women
throughout the four years, which may be related to an increase in the availability of reliable
birth control during the early 1960s. Overall, this study found that advertising conventions
appeared to shift as a result of the social and political events of the time.
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Introduction
Advertising and market researchers have long examined whether advertising helps
shape society or whether society and events shape advertising. Roland Marchand, in his
book Advertising the American Dream, acknowledges that he is unable to prove
conclusively that the people absorb the values and ideas of advertisements or to prove that
consumers wield the power to ensure that advertisements mirror their lifestyles and
behaviors (Marchand 1985, xvii). However, despite the inability to prove conclusively the
effects that advertising and society have on each other, Marchand and many other experts
have researched the influence of advertising on society and the influence society has on
advertising (Scott 1994, Stern 1989 and 1996, and O’Guinn 2006)
This study, like studies completed prior to this work, addresses the effects of political
events and social movements on American advertising. Due to the difficulty in proving
causal relationship, this study focuses on one short period of time from 1962 to 1965. This
time period was selected due to its correspondence with the Assassination of President John
F. Kennedy on November 22, 1963, during the middle of these four years. This period also
witnessed the beginning of Second Wave Feminism. These two historical influences both
had major effects on American society, helping to produce what Ann Swidler coined an
“unsettled time.” During these “unsettled times,” differing cultural views fight for
dominance (Swidler, 282). The dominant cultural views that survive over the others will
become the views that will be sustained during settled times. Consequently, the 1962 to
1965 period features a clashing of differing viewpoints, the hopeful versus the cynical and
the traditional versus the progressive. The death of President Kennedy led to the death of the
idyllic and hopeful New Frontier, leaving room for new viewpoints to take over. Further, the
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rush of Second Wave Feminism produced new viewpoints about how and who women
should be, both within the home and outside the home.
The rapid cultural changes that occur during unsettled times makes this period ideal
for observing the presence of differing viewpoints in advertising over time as well as for
calculating the speed at which certain changes in advertising conventions occurred. The
speed at which certain advertising conventions change is an indicator of how sensitive
advertisers are to the current culture viewpoints as well as how important the current cultural
viewpoint is to the advertisers or the viewers of the advertisement. In the following study, I
will attempt to examine both the effects of a single event in time, the Assassination of
President Kennedy, as well as the effects of a broad social movement, Second Wave
Feminism and the introduction of the birth control pill, on advertising conventions in 1962
to 1965.
Methodology
For my qualitative research of the effects of political and social change on
advertising, I chose to investigate the changes in women’s perfume and cologne
advertisements. Perfume and cologne advertising was chosen because perfume and cologne
ads often utilize abstract messages to sell their product. They are similar in this way to
automobile, soft drink, and cigarette advertisements, which often use advertising to help
associate their product with values, such as success, youthfulness, or adventure (Zelman
1992, 109). However, unlike automobiles, soft drinks, and cigarettes, there is no commonly
understood vocabulary to fully express the particular compositional qualities of fragrance.
Consequently, perfume and cologne advertisements rely on abstract symbolism to sell their
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product and to link a particular scent to elements of the American dream (Zelman 1992,
110). Because perfume and cologne advertisements employ symbolism rather than
information about functional product attributes, perfume and cologne advertising
conventions are much more likely to change with shifts in societal values and norms.
Consequently, they are a better indicator of whether advertising changes as a result of social
and political changes.
To determine whether a single event could alter the advertising conventions in a
particular product category, I initially considered the four following events because of their
impact on American society. These four events were the Stock Market Crash of 1929, the
Attack on Pearl Harbor in 1941, the assassination of President John F. Kennedy, and Attacks
of the World Trade Center and Pentagon on September 11, 2001. These events differ
significantly based on the location of where they occurred and the financial and emotional
impacts that they produced.
Table 1: Four Recommended Events for Research
Event

Location of Event

Financial Impact

Emotional Impact

Domestic

Locus of
Cause
Domestic

The Stock Market
Crash of 1929

Very Significant

The Attack on Pearl
Harbor in 1941

Abroad

Foreign

Significant

The JFK
Assassination in
1963
The September 11
Attacks

Domestic

Domestic

Not Significant

Domestic

Foreign

Significant

Loss of faith in
financial system,
fear of not having
enough
Fear of war, loss
of American
security
Loss of a beloved
leader, “End of
Camelot”
Fear of terrorism,
fear of attacks
amidst America’s
prosperity.
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These four events were selected because they all shook American confidence. After
these events, almost all Americans, regardless of class, race, age, or gender, were affected
emotionally. American confidence in the United States’ economy and national defense was
challenged, leaving a place for American advertisers to present messages of encouragement
or to exploit American fears and losses. According to research by Roland Marchand, these
sort of occurrences happened in the midst of the Great Depression as some advertisers
became “cheerleaders for prosperity” that offered reassurance and advice and as others
began portraying Americans in the middle of frustrating situations, such as a father being
passed by other cars that have better gasoline while his son shakes his fist in frustration
(Marchand, 323,327). In this way, some advertisers became encouragers and others become
exploiters of American anxieties.
In keeping with the qualitative research of the visual advertisements, such as that of
Roland Marchand, a sample of advertisements from the 1960s were gathered to provide
insight into the years before and after the assassination of John F. Kennedy. In order to
gather a large enough sample, I traveled to the J. Walter Thompson Collection at the
Hartman Center at Duke University. The J. Walter Thompson Collection is a collection of
over 3,000,000 items — correspondence, publications, advertisements, photographs, slides,
films, books and serials — that document the history of advertising, sales, and marketing
during the 19th and 20th Centuries. The collection is housed in the Rare Book, Manuscript,
and Special Collections Library at Duke.
Before traveling to visit the Hartman Center, I spent a significant amount of time
browsing for perfume advertisements through the Hartman Center’s online Finding Aid
(http://library.duke.edu/digitalcollections/rbmscl/inv/). Initially, search terms, such as
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“perfume,” “cologne,” and “toiletries,” were used to locate possible perfume advertisements.
To gain an understanding of popular perfume brands and companies during my three periods
of interest—two years before and after 1929, 1941, and 1963—I visited the University of
Arizona Library and searched through women’s magazines. The magazines that were used
were Cosmopolitan (select issues from 1962, 1963, and 1964), Mademoiselle (May 1941),
and Ladies’ Home Journal (December 1928 and June 1930). The perfume brands and
companies that were found in these magazines were then entered into the Hartman Center’s
Finding Aid. Sixteen boxes of material donated by the J. Walter Thompson agency and other
smaller donors were located that had perfume-related information. I requested these boxes
and the reference archivists at the Hartman Center pulled these boxes in anticipation of my
arrival.
At Duke, I looked through each one of these boxes that the Finding Aid identified,
flipping through all the images and folders, looking for perfume advertisements. However,
many of these advertisements I found were undated. Most of the folders did not contain
actual perfume advertisements. Out of the sixteen boxes, only eight of the boxes had images
that were photographed and were added to my collection. Most of the images that were
photographed from the boxes were not from the targeted time period. However, they may
provide insight into advertising conventions across the 20th Century.
After searching through those boxes, Lynn Eaton, the reference archivist at the
Hartman Center, referred me to the Competitive Advertisements collections, a collection of
advertisements from 1956 to 1987 arranged by product category. These advertisements were
collected by the J. Walter Thompson Company for the purpose of understanding the
advertising of possible competitors. This collection is not all encompassing. The collection
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does not contain all perfume advertisements that were released during those years. However,
the perfume category collection does have a large sampling of advertisements from widely
circulated magazines, such as Mademoiselle, The New Yorker, Harper's Bazaar, Seventeen,
Glamour, Time, Good Housekeeping, Ladies' Home Journal, Esquire, and Life. Since
perfume is a luxury good, the perfume advertisements were highly concentrated in
magazines with upscale audience. See Appendix A for information on magazine circulation
and readership for the magazines in the sample.
Because the competitive advertising collection only provided ads for the 1962 to
1965 period and not for the 1928 to 1931 and 1940 to 1943, it was decided that the research
should focus on the 1960s and the JFK assassination. Beginning in 1962, all the perfume
advertisements were photographed using a digital camera and a copy stand. Frequently,
there were duplicate images in the folders. In this case, the same advertisement was
photographed multiple times. All of the ads in the collection were stamped by the collector
with the magazine it was taken from, the month of the publication, and the year. By the end
of 1962, 1963, 1964, and 1965, over 800 advertisements were collected, each in a jpeg
format. These 800 advertisements were coded by 42 different variables. The advertisement
codes were recorded into an Excel file. Statistical analyses were run using SPSS. These
variables and codes are listed below in Appendix B.
The information for the first 3 categories—magazine, month, and year—were taken
from the information on the stamp on each advertisement. The brands of each advertisement
were then recorded as listed in the advertisements
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Female depiction, which was a major focus in my research, was coded based on ten
categories. These categories were developed after a preliminary review of all of the
advertisements in the sample, choosing the most commonly occurring images across the four
years. I discovered the following eight archetypal images of women were incredibly
common. Of the 500 ads in my sample that featured women, 438 of those women depicted
could be placed into one of the following categories (Table 2).
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Table 2: The Characteristics of Female Archetypes Depicted
Female
Depiction
Femme
Fatale/Woman
as Animal

General
Expression
Sultry

Eye Contact

Age

Location

Direct eye
contact with
viewer

Late
Twenties

Lurking behind a
veil of leaves

The Girl-NextDoor

Coy,
flirtatious

Late Teens

At school or at
home

Wearing
casual
clothing

Woman viewing ad
through animus

The
Sophisticated
Upper-Class
Woman

Smiling
slightly

Looking to
side, or
directly at
viewer
Looking off

Late
twenties or
thirties

At dinner or the
opera.

Wearing hats,
scarves, or
evening
dresses

Woman viewing a
symbol

The copy in these advertisements
often does not include the word
"you" or an implied you

The Bathing
Beauty

Peaceful
and relaxed

Eyes closed
or looking
down

Early to
mid-20s

Unknown most of
the time, but most
likely in a
bathroom setting

No clothing

Woman viewing ad
through animus

Cannot determine social class, but
know the woman is not downscale
because of her peaceful
surrounding

The Young
Lover

Basking in
the
adoration of
her lover

Looking at
man, looking
down, or
looking off

Mid 20s to
Early 30s

Usually outside in
a park-like setting

Usually
daytime
dresses, but
sometimes
formal dresses

Man or woman
viewing an outside
scene

Always depicted with a similarly
aged man

Early to
late 20s

Usually in unusual
settings,
surrounded by
flowers and lace

Clothed in
lace, flowers,
or flowing
garments

Woman viewing a
symbol or a mirror

She is symbolic of femininity

Woman viewing ad
through animus

She is a victim of her own
irresistibility.

The Pretty
Woman

The Passively
Seductive
Woman
The Hand

Direct eye
contact or
closed eyes

Mid 20s to
Early 30s
Holding or
demonstrating the
product

Clothing

Implied Viewer

Misc. Common Traits

Woman viewing ad
through animus

Often depicted as a tigress, stalking
their prey at night.

Although the hand may not function
as a full character, it is important to
recognize the prevalence of the
hand in my sample.
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Outside of these eight categories, an “other” category and a “no woman present”
category were used for those ads with women who did not fall into one of the categories
listed above and for those without woman.
The degree of diagonals and the darkness or lightness of the background were coded
on an ordinal scale. Diagonals were recorded because diagonals have historically been
utilized by advertisers to direct the consumer’s eye towards their product and to create a
sense of movement and uneasiness (Marchand, 144-5). If the assassination of JFK caused
advertisers to portray a higher level of anxiety in their advertisements, then perhaps there
would be an increase in the prevalence of strong diagonals, which convey uneasiness. The
darkness of the background may increase also after the JFK assassination since the color
black in western society often signifies death and anxiety. Below are examples of
advertisements that fall into the different categories, based on the scale.
Figure 1: Examples of Diagonal Coding Scale
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Figure 2: Examples of Background Color Coding Scale

The implied viewer of the ads varied greatly across the sample. Implied viewer was
coded based on seven different categories. The implied viewer variable examines mostly
how women are being displayed and viewed. The table below explains each category.
Table 3: Implied Viewer Categories
Implied Viewer

No Clear Implied
Viewer

Male Viewer
Woman Viewing
through the
Eyes of a Man

# of
Ads

326

27

177

Actual
Viewer

Neutral

Male

Female

Subject

Additional Information

None

Only copy and bottles are portrayed. The
product is displayed against a backdrop. The
backdrop implies that this is not a naturally
occurring situation.

One woman

One woman is portrayed, usually in a closeup. She is portrayed as desirable and
beautiful. The copy is directed towards a
man and references gift-giving.

One woman

One woman is portrayed, usually in a closeup. The woman appears to be looking at her
romantic partner. She appears confident
and open. She oftentimes is lying down.
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Female Viewer
in Scene
Woman Viewing
Her Ideal Self in
Mirror

Outside Viewer
of a Scene

Woman Viewer
of a Symbol

40

53

157

20

Female

Female

Most Likely
Female, but
could be
Male

Female

A man,
children, or
a group of
people.

The woman is invited into the scene,
through the eye-contact of one of the
people portrayed. If a man is depicted, he is
looking lovingly at the woman. When
children are present, the children are often
looking away in the middle of doing
something. If a group is depicted, members
of the group are smiling and looking at the
viewer.

One woman

The woman in ads with this implied viewer
is idealized and is looking directly at the
viewer. The woman is always depicted
upright.

Usually one
man and
one woman

Ads featuring this implied viewer establish a
scene. There is usually either a romantic
encounter or application of perfume taking
place. However, it seems like no one would
be watching. For most of these, it appears
that the viewer, who is most likely female,
views the woman in the image as the ideal
version of herself.

One or
more
women

The woman or women in the ads with this
implied viewer are often portrayed against a
backdrop. They may also be drawn or
painted women who appear to be from the
Renaissance or from the 18th or 19th
centuries.

To gain further insight into the period from 1962 to 1965, I also collected images
from Life Magazine, the most highly circulated magazine at the time after the less pictorial
TV Guide (Association of National Advertisers, Inc.). Between 1962 and 1965, Life
Magazine sold 7,231,000 issues on average annually. I observed the ways that men and
women were portrayed and paid special attention to the portrayals of Jacqueline Kennedy.
Further, I watched several full length films discussing and following the life of the
Kennedys during their presidency. In this way, I became more familiar with the notions of
the Kennedy Mystique and Camelot. Jackie Kennedy was one of the most fashionable and
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influential women in the early 1960s; consequently, it was very important for me to gain
insight into both her mannerisms and appearance. Further, I called upon some of the top
grossing films and the Academy Award winning films from 1962 to 1965 to understand the
popular themes and images of women during the four years and to understand who the
popular actors and actresses were, so I might be able to recognize their influence on the
advertisements.
Table 4: Popular American Films (1961-1965)
Film
Breakfast at
Tiffany’s
The Music Man
Cleopatra
My Fair Lady
Sound of Music

Year
1961

Leading Actors and Actresses
Audrey Hepburn, George Peppard, Patricia Neal

1962
1963
1964
1965

Robert Preston, Shirley Jones, Buddy Hackett
Elizabeth Taylor, Richard Burton, Rex Harrison
Audrey Hepburn, Rex Harrison, Stanley Holloway
Julie Andrews, Christopher Plummer, Eleanor Parker,
Richard Haydn

Figure 3: Posters for Popular Movies
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A Brief History of Perfume and Cologne Advertising
Perfume and cologne advertising has long employed the allure of intangibles, such as
desirability, beauty and love, to encourage sales. In the late 1920s and early 1930s,
advertisers used images of European aristocracy to convince women that they would be
cultured and sophisticated if they used their product. In the early 1940s at the beginning of
World War II, advertisers worked to convince women that if they wanted to ever be
desirable to a husband or a boyfriend, they must give off an enchanting and very pleasant
fragrance. Although the advertising messages for perfume and cologne advertisements have
changed throughout the 1900s, cologne and perfume advertising appears to share one
commonality. The early 1960s is no different from the late 1920s or early 1940s in that
advertisers attempted to appeal to the emotional desires of American women at the time.
For example, the 1920s focused more highly on the ability to mimic and become like
the upper-class, who during the Roaring Twenties was acquiring more wealth than ever due
to an increase in consumer spending. The top 1% of wealth holders owned as much as 30%
of the household sector wealth (Keister, 63). However, even in the years after the Stock
Market Crash in 1929, the number of upper-class women depicted remained surprisingly
high. This may be attributed to society’s desire to escape the growing financial pressures of
everyday life. For example, many advertisements for ordinary household goods portrayed
wealthy upper-class people as the user, as a way to for others to live vicariously through
them (Marchand, 292). It is no surprise that the late 1920s so consistently portrayed upperclass, wealthy women, especially when so many women were dreaming of a life free of
excessive economic pressure.
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Although perfume and cologne advertising uses ideals and intangibles to motivate
sales, the type of ideals and intangibles employed vary greatly based on the social, political,
and cultural climate of the day. In order to explore the relationship of social, political, and
cultural climate on perfume and cologne advertising, I have placed special attention on the
years 1962 to 1965. The period from 1962 to 1965 was marked by several notable influences
that affected perfume and cologne conventions. Two of the strongest influences from 1962
to 1965 were the changing roles of women due to the introduction of the birth control pill to
the U.S. market and the assassination of President John F. Kennedy, which signaled the end
of the New Frontier.
The Assassination of President John F. Kennedy
The second event that may have altered perfume and cologne advertising
conventions in the 1960s was the assassination of President John F. Kennedy. Few events
struck the hearts of the American public as much as the JFK Assassination on November 22,
1963 in Dallas, Texas. The election and inauguration of President Kennedy had represented
a turning point in American politics; JFK had presented America with the New Frontier. In
his inaugural address in January of 1961, he declared,
“We stand on the edge of a New Frontier—the frontier of unfulfilled hopes and
dreams, a frontier of unknown opportunities and beliefs in peril. Beyond that frontier
are uncharted areas of science and space, unsolved problems of peace and war,
unconquered problems of ignorance and prejudice, unanswered questions of poverty
and surplus.”
He challenged United States citizens to work together to fulfill America’s hopes and dreams.
When a writer at Time Magazine reminisced about the Inaugural Address after the death of
JFK, he describes President Kennedy as a “young man” with a “boyish grin” having the
“time of his life.” The writer comments that JFK had “delivered an inaugural address that
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crackled with the gusto of youth, yet had an eloquence that was ageless” (“All This Will Not
be Finished,” November 29, 1963). President Kennedy was only 43 years old at the time of
his inauguration. He was seen as a young leader, unlike the older Presidents Eisenhower and
Truman who had come before him. He was viewed as the leader who would bring strength
to the country.
Throughout his term in office, the media faithfully portrayed President Kennedy as
young, handsome, and strong despite his physical infirmities and weaknesses. He was a
leader who had successfully led the country through numerous dangerous political
situations, such as the Cuban Missile Crisis. If President Kennedy and UN Secretary General
U Thant had not convinced Soviet Premier Khrushchev to dismantle the nuclear missiles in
Cuba in exchange for an agreement not to invade Cuba, the world could have found itself in
the middle of a nuclear arms war. Consequently, people from foreign nations and the United
States regarded President Kennedy as a great world leader and a man of peace. Upon
hearing the news of the death of President Kennedy, Sir Winston Churchill of Great Britain
commented that the world had lost a “great statesman and a wise and valiant man." Mayor
Willy Brandt, the mayor of West Berlin said to an audience of students, “We Berliners are
poorer tonight. We all have lost one of the best," referring to Kennedy. Canadian Prime
Minister Lester Pearson, recognizing the hazardous international political environment and
Kennedy’s efforts to achieve peace, said, "The world can ill afford at this time in our history
to lose a man of his courage." (“How Sorrowful Bad,” Nov. 29, 1963). In his time of office,
President Kennedy had gained favor internationally and with the American public. During
his time in office, his average approval rating was 70.1%, the highest of any U.S. president
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since 1945 (Gallup, Inc.). This is even higher than President Obama’s 69% approval rating
during the first few days of his inauguration.
President Kennedy was also the first president to have a strong positive relationship
with the television media. This began during his presidential campaign in 1960 during the
Kennedy-Nixon debates. Kennedy had understood the importance of image and presentation
during the debates. Unlike Nixon, Kennedy wore television makeup and rested before the
debates, making him appear energetic and young, while Nixon looked tired and sick. Nixon
also had a high perspiration rate and the viewers perceived Nixon as nervous during the
debates. Those who watched the debates on television felt Kennedy won; however, those
who listened to the debate on the radio, a smaller proportion of people, felt Nixon won. It is
estimated that 73,500,000 people watched and listened to the debates (Kennedy Mystique).
Nixon wore makeup for the following debates. However, the viewership of the following
televised debates dropped by nearly 20 million people, meaning that those viewers still had a
negative view of Nixon and a positive view of Kennedy.
As president, Kennedy frequently was featured in interviews on the major evening
news programs, informing American citizens of current political situations. In this way,
through the increased use of television, President Kennedy drew closer to Americans than
any president had before him. His charm and youth coupled with America’s need for a
strong leader, led to his positive portrayal. America grew to see Kennedy as a son, a brother,
a friend, and a leader of a movement that hoped to bring change to a country that had been
living in Cold War fear (Kennedy Mystique).
Part of the success of President Kennedy was the elegance and sophistication of his
First Lady Jacqueline Bouvier Kennedy. Jackie Kennedy captivated the American public
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with her class and charm. Her love for the arts and refined sense of style gave her a refined
princess-like air. She spent more money than any first lady ever had before her on her
wardrobe and hired famous fashion designer Oleg Cassini to create her state wardrobe
(National First Ladies’ Library). Popular magazines, such as Life Magazine, frequently
featured spreads of the world’s most fashionable women. The women usually photographed
were European, Middle Eastern and Asian nobility, New England socialites and Jackie
Kennedy herself. During the 1960s, models that even closely resembled Jackie Kennedy
easily found work (Life). Jackie Kennedy’s look was highly commercialized.
Below are two examples of perfume and cologne advertisements that seem to have
been influenced by Jackie Kennedy and the images of her presented by the media. The first
is a comparison of an ad for Jungle Gardenia with a picture of Jackie Kennedy, President
Kennedy, and Vice President Lyndon Johnson at the Inaugural Ball in 1961. In these
images, Jackie and the Jackie figure are both wearing similar formal dresses with similar
sheer overlay. The both have slightly open smiles and hair that curls at the end. The men in
the images are turning to talk to her. The people in both images are sitting. This in itself is
unusual in that less that 1% of the 800 ads in the sample depict a man and a woman sitting.
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Figure 4: A Comparison of a Jungle Gardenia Ad to Photo of Jackie Kennedy

The second comparison is of a Chanel N.5 ad with an image of Jackie and the
President at the first state dinner held in the White House in 1961. In both of these images,
Jackie and the Jackie-esque figure are descending a flight of stairs. They are both wearing
similar white shoes and gloves as well as a one-shoulder dress with a ribbon around the
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middle. They also have similar hair styles that flip out at the ends. The hands and directions
of the men’s heads in the images are also strikingly similar.

Figure 5: A Comparison of a Chanel Ad with a Photo of Jackie Kennedy

Jackie as America’s Celebrity Princess
During her time as first lady, Jackie set out to renovate the White House, turning it
into a place fit for the world’s dignitaries, with entertainment provided by the United States’
finest artistic and musical talent. President Kennedy and the First Lady frequently hosted
state dinners for statesmen around the world (Baldrige). Jackie Kennedy was viewed by
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some as a weapon in the Cold War because of her charm (Jackie Behind the Myth). When
President Kennedy and she met Soviet Premier Nikita Khrushchev in Vienna in 1961, the
press asked the two leaders to shake hands for a photo. Khrushchev replied, “I’d like to
shake her hand first,” referring to Jackie Kennedy (Perry, 2009). Jackie Kennedy traveled to
more countries than any other first lady before her, including France, Austria, England,
Greece, Venezuela and Colombia in 1961, India, Pakistan, Afghanistan, Italy and Mexico in
1962, and Morocco, Italy, Turkey, Greece, and France in 1963. During her travels, she
became acquainted with top world leaders, such as France's Charles De Gaulle, India's
Jawaharlal Nehru, Pakistan's Ayub Kahn, England's Edward McMillan (National First
Ladies’ Library).
Jackie Kennedy, despite her desire for a private life, charmed much of the world. Sir
John Montague Brocklebank, chairman of the famous Cunard Steamship Co. in England,
thought of naming the successor ship to the famous Queen Mary after Queen Victoria or
Jackie Kennedy (Time, November 1, 1963). There was a tradition of naming ships after
royal women. Jackie Kennedy in the mind of the British possessed enough elegance and
class to be a suitable name for the successor of the RMS Queen Mary, which had offered the
finest first class accommodations for passengers in the early 1900s and was the largest ocean
liner at its launch. Jackie Kennedy was seen as a modern noble woman, a political and social
equivalent to European nobility.
The press frequently ran articles about the dignitaries that had visited President
Kennedy and Jackie Kennedy at the White House. For example, Time Magazine featured a
story on April 5, 1963 about the visit of the King and Queen of Morocco to the White
House. The story described the initial greeting of the President and First Lady with the King
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and Queen. The writer describes the bouquet of red roses presented to the queen, the red
carpet and the honor guard, and the banquets and receptions (Time, April 5, 1963). It seems
as though the American public desired for United States to have leaders with all the class
and elegance of foreign leaders. Life Magazine frequently featured images of foreign queens
wearing elaborate dresses and the wealth and extravagance of foreign countries. For
example, in the November 1, 1963 issue of Life Magazine, Life features images of the goldencrusted carriage that Charles De Gualle traveled in during his visit to Tehran, Iran, as well
as an image of De Gualle bowing to the beautiful Queen Fabrah of Iran during a dinner for
the Iranian royal court. Before 1964, the press featured many luxurious images of noble
princes and princesses. Eastern royalty were glamorized and marriages of European nobility
were frequently noted in Life Magazine. The glamour of Jack and Jackie Kennedy coupled
with the exoticism and elegance of foreign royalty created an escape during a difficult and
stressful time for the United States, marked by increasing tension in Vietnam, the ever
present Cold War and nuclear arms threat, and escalating Civil Rights conflicts in the South.
The media could display the prosperity of the United States and the promise of the New
Frontier to balance the unnerving events that were taking place abroad and within the
country. In perfume and cologne advertisements, elegant upper-class and sophisticated
woman were often depicted, such as in this ad in 1962 for Jolie Madame Perfume that was
in the May edition of Harper’s Bazaar.
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Figure 6: Jolie Madame by Balmain Ad

Figure 7: Life Magazine Images of Nobility

Shortly after the JFK assassination, Life Magazine released an article entitled “For
President Kennedy: An Epilogue” (White, December 6, 1963). In this article, Theodore
White refers to the Kennedy administration as Camelot for the first time. The term
“Camelot” came from his post-assassination interview with Jackie Kennedy. Jack Kennedy
had been a prince of promise, a young prince who was slaughtered in the streets of Texas
(The Kennedy Mystique: creating Camelot). During his 1961 Inaugural Address, he had
promised to lead America in a “quest for peace.” He proclaimed his hope for a world
without poverty, a world where the oppressed go free, and where science and technology are
used for good and not evil. He and Jackie Kennedy, his queen, lived in the White House,
their castle. During the 1,000 days President Kennedy was in office, Jackie Kennedy would
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be the beautiful princess of Camelot who was cherished by the world for her beauty and
sophistication.
In the years following the assassination of President Kennedy, the number of
appearances of the noble elite seemed to decline in Life Magazine. Perhaps this was due to
the fact that the United States no longer had a President and First Lady who could rival the
elegance of foreign heads of state. President Lyndon and Ladybird Johnson from Texas
appeared old and uncultured compared to the youthful Jack and Jackie who had charmed the
world with their youth, beauty, and sophistication.
Figure 8: President Johnson with His Beagle

Perhaps, the decline in the portrayal of nobility was due to the public’s sense that
Camelot had died, that the New Frontier had died and with it the promise. The world had
grieved the loss of John F. Kennedy and maybe in the midst of tragedy, it did not seem right
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to portray luxury and extravagance. However, the decline in the portrayal of the elite and
sophisticated may be attributed to the mere fact that there was a decline in traditional
monarchies around the world throughout the 20th Century as more countries fell under
modernization (Huntington, 763).
It appears that the portrayal of nobility and the American upper-class also declined in
perfume and cologne advertisements between 1962 and 1965. Many advertisements were
featured that bore a likeness to the elegant Jackie Kennedy, such as the Jungle Gardenia and
Chanel N 5 ad shown earlier, prior to 1964. However, after 1963, the percentage of ads
depicting the Sophisticated, Upper-Class woman, the archetype most closely linked with the
image of Jackie Kennedy, dropped radically. Below is a graph portraying the decline in the
portrayal of the Sophisticated, Upper-Class Woman. The data is listed by half-years to
compensate for the smaller data sets in the third and fourth quarters of 1962.

Figure 9: Presence of Sophisticated Upper-Class Woman
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Over the course of the four years, 28 individual brands featured ads depicting the
Sophisticated, Upper-Class woman. The pie charts below are based on all of the ads
produced by these 28 brands. The total number of ads in review is 331 ads. Of these 331 ads,
64 of them depict the upper-class woman. It appears that over the course of the four years,
these brands—brands that wanted to portray their brand as high class—shifted towards an
advertising convention that did not depict women at all. This is not surprising since some of
the most expensive and exclusive brands of perfume did not advertise by depicting women
at all during the four years. These ads oftentimes only featured the perfume bottle. One
example is a 1962 Caron Fleurs de Rocaille ad in the New Yorker, which featured a bottle
garnished with a doily with the words “The greatest name in perfume at the top of the ad”
(1567). The portrayal of the upper-class woman declined dramatically after 1963 and the
death of JFK and the removal of Jackie Kennedy from the White House. It no longer was
appealing to depict the upper-class woman or the Jackie Kennedy type. Jackie had reached
celebrity status, yet the death of her husband tainted her glamorous status. Jackie, although
she still maintained her elegance, was a tragic figure, rather than an icon that American
women would hope to emulate.
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Figure 10: Female Depictions of Brands that Depict Upper-Class Women

The Effects of the Rose Symbol on Perfume and Cologne Advertising
On Friday, November 29, 1963, one week after the JFK assassination, Life Magazine
featured an article entitled “The Assassination of President Kennedy,” describing the
assassination and the swearing in of Vice President Lyndon B. Johnson. The article
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introduced the assassination through the use of a well constructed symbol—the red rose
(Life Magazine, Nov. 29, 1963). The red roses provided an emotional way to portray the
death of John F. Kennedy in a romantic and less gruesome way than showing close-up
details of the actual event. Jackie Kennedy had been given red roses upon her arrival at the
Dallas Airport on the morning of November 22, 1963. The red roses gathered even more
significance because the other three times that President Kennedy and Jackie Kennedy had
arrived in Texas, Jackie was given yellow flowers, referring to the famous song, “The
Yellow Rose of Texas” (“Camelot Interview” notes). However, upon their arrival in Dallas,
Jackie was given red roses instead. Below are the first two pages of the article. On the first
page are President Kennedy and Jackie Kennedy shown the Dallas Airport, the bouquet of
roses rests in Jackie’s arms. She wears a fashionable pink suit and her signature pillbox hat.
However, on the right is a black and white image of the empty car of Vice President Lyndon
Johnson that was part of the motorcade in Dallas. The yellow roses that had been given to
Ladybird are scattered on the floor of the limousine. Life uses the roses to create a powerful
image of before and after. In the image of before, the roses are held and possessed by the
First Lady, who stands next to her husband, the President. Their red color foreshadows the
bloody event that will occur with the next few hours. Afterwards, the yellow roses are in
disarray and America no longer has its charming President Kennedy. The fallen, wilted
yellow roses serve to represent the death of President Kennedy, who had seemed to the
American public to be youthful and strong represented by the vibrant, fresh red roses on the
left page. The use of color and black and white photography also serves to convey this idea.
The Kennedys are depicted as on the move, surrounded by vibrant colors—the pink suit, the
blue sky, the red roses. Yet, the image they chose to depict under the headline “The
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Assassination of President Kennedy” is lifeless, still, and colorless in high-contrast black
and white to portray the death of President Kennedy, the New Frontier, and the promise that
went with it. Although the car and flowers portrayed are not the car and flowers that were
possessed by President Kennedy and Jackie Kennedy, the Johnson’s car stands in the place
of the car where President Kennedy was shot, just as Lyndon Johnson then stood in the
position of being president.
Figure 11: Life and the JFK Assassination

The text in the article also helps to establish the red rose as a symbol of the JFK
assassination. The article begins with a reference to Jackie Kennedy. She had “roses in her
arms and a luminous smile on her lips” and “one hour to share the buoyant surge of life with
the man at her side” (Life, November 29, 1963). The introduction of this article emphasizes
the liveliness and youth of the couple. Her smile is luminous and they share a “buoyant
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surge of life.” The end of the first page also ends with a reference to the wilting roses that
were given to the members of the motorcade. The roses were abandoned in the midst of the
chaos. The roses became a symbol of the nation’s sorrow.
On December 6th, Life issued another story about the assassination entitled, “For
President Kennedy: An Epilogue,” an article that had been inspired by Jackie Kennedy’s
desire to have her husband remembered as a hero. In this article, which is based on the
“Camelot interview,” an interview Theodore White had with Jackie Kennedy on November
29, 1963. In this article, the Kennedy administration is first referred to as having been
similar to the legend of Camelot. However, also in this article was a reference to the
backseat of the car, which had been covered with red roses and blood. In this way, the red
roses were additionally linked to the bloodshed and loss of the death of John F. Kennedy.
After the assassination in November 1963, there was a decline in the percentage of
perfume and cologne advertisements that featured photographed flowers. The percentage
dropped from about 5.5% to around 3% and eventually increased again in the second half of
1965. It is possible that the image of the red rose as a symbol of the JFK assassination could
have led to the decrease in popularity of photographed flowers.
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Figure 12: Presence of Flowers in Advertisements
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*The sample size for the 1962 S2 is only 7 advertisements, meaning that the 0%
indicating on the chart is most likely not representative of the actual percentage
of advertisements depicting flowers.

When examining the presence of red roses in the sample, I found that there was a
slight decrease in the presence of red roses after 1963. Red roses only appeared in two
different ads during 1964 and 1965. The first ad, which ran in April 1964, was a Yardley ad
for brands “Red Roses,” “April Violets,” and “Lavender.” In this ad, the two red roses were
coupled with sprigs of lavender, violets and baby’s breath. Since the brand’s name was “Red
Roses,” it would be difficult to advertise the perfume without featuring the red rose. The
second ad that featured a red rose was another multi-brand advertisement for Dana perfume.
In this ad, five different colored roses were arranged in a vase shaped like the head of a
Greek goddess. One of these roses was red to match the corresponding Dana Ambush
perfume that came in a similar bottle. The flowers themselves in this ad look artificial and
the location of the flowers in the classical vase give them a surreal quality. This surreal
quality makes it less likely that the viewer would link the red rose to the death of President
Kennedy. The ad ran once in October 1964 and April 1965 in Mademoiselle.
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Table 5: Flowers and Roses in the Advertisement Sample
Total Flowers
(Photo/Drawn)

Year
1962

1963

1964

1965

Count
% within
Year
Count
% within
Year
Count
% within
Year
Count
% within
Year

Red
Roses

Total
Ads in
year

17

1

127

13.39%
23

0.79%
4

276

8.33%
11

1.45%
2

204

5.39%
19

0.98%
1

193

9.84%

0.52%

Yardley most likely eventually made a conscious decision to change their advertising
after the release of “The Assassination of President Kennedy” in Life Magazine. However,
they may not have realized the significance of the red rose as a symbol after the JFK
assassination or they may not have realized it soon enough. For example, in the December
13th issue of Life in 1963, two weeks after the “The Assassination of President Kennedy”
article was published in Life, Yardley ran an ad featuring a red rose held against the cheek of
a smiling woman. The writers for Life had clearly and repeatedly presented the rose as a
symbol for the murder of JFK. Visually, the flower is held at a similar angle to the bouquet
of roses in Jackie’s arms in the Life photograph. The woman in the Yardley ad is smiling
and her face is slightly turned to the right, just as Jackie had been portrayed in the
photograph of her and President Kennedy at the Dallas Airport. Jackie’s eyes had been
mostly obscured due to the shadows on her face; her right eye had been more obscured than
her left. The visibility of eyes is similar for the woman in the Yardley ad. The copy “If she’s
wild about flowers” seems to be somewhat insensitive if “flowers” refer to red roses and if
red roses conjure up the images from the JFK assassination in American’s minds.
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Figure 13: Comparison of Yardley Advertisement and Photo from Life

Fame and Infamy: Life and Juxtaposed Images of Mourning and Success
Unfortunately, Yardley did not seem to be the only perfume and cologne company
that failed to change their advertising to respond to the crisis of John F. Kennedy’s death.
Two weeks after the JFK Assassination, Life featured an article about the funeral of
President Kennedy. Jackie and the Kennedy children, Caroline, and Jack Jr., are depicted on
the cover of Life. This cover of Life is remarkable in its polyvocal portrayal of culturallyimportant emotions and meanings.
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Figure 14: Jackie Kennedy and Kennedy Children at JFK Funeral

Standing on the steps of the White House, the Kennedys wait to join the procession
to the Capitol for JFK's funeral. Jackie looks off and is partially shielded from the camera by
the honor guard standing between her and the photographer/viewer. This creates a sense of
respectful distance between Jackie and the viewer. The honor guards also make no attempt
to comfort the Jackie or her children. No one appears to be comforting the family. They
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appear alone as a family, yet they are supported by the distanced crowd. The pointing
bayonet of the honor guard points to Jackie, emphasizing that she is the central figure in the
photograph. The bayonet also points to Jackie’s chest, which possibly alludes to her own
suffering and broken heart. The depth of field in the photograph is narrow enough that the
observers in the background can be seen. However, they are not in focus enough to see their
eyes. This helps to place emphasis on the Kennedys and to also further the idea of respectful
distance from the Kennedy’s distinct emotional experience.
Jack Jr.'s contented look reminds the reader of the boy's innocence and of how
unfortunate it is to lose a father at an age where you cannot possibly understand the
absoluteness of death. Jack Jr. is the only figure in the photograph that is not obscured by
someone or something, and this helps to convey the innocence and openness of the child
despite the tragedy. In pitying Jack Jr., the viewer is once again reminded of Mrs. Kennedy
who has lost her husband. Caroline, who is slightly older than her younger brother, stands at
her mother’s side, imitating Jackie’s mournful expression. The presence of Jack Jr. and
Caroline also serves to emphasize the youthfulness of the decreased President Kennedy, who
had brought the promise of the New Frontier to the White House. Consequently, Life uses
an image that conveys tragic loss, the death of the New Frontier, and a respectful distance of
the mourning Jackie Kennedy.
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Figure 15: Layout of December 6, 1963 Issue of Life

However, when the reader of Life opened the magazine, the first image he or she
would see a perfume ad for Fame de Corday featuring a Jackie Kennedy-like model, staring
intensely at the reader. An less impactful ad for Ritz Crackers is on the left inside cover and
reads, “Nothing Fits the Occasion Life Ritz,” which seems distasteful since the occasion
being portrayed on the front cover of the magazine is the funeral of a the nation’s fallen
president.
On the right inside cover, the Fame by Corday model’s wide set eyes, coupled with
their similar eyes, noses, and face shapes and dark hair make it fairly apparent that the
advertisers for Fame de Corday had chosen this model because of her resemblance to the
iconic Jackie Kennedy. According to Life, models who even closely resembled Jackie
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Kennedy found themselves in high demand (Life.com, 2009). Consequently, it is not
unlikely that Fame de Corday consciously selected a model who had similar features to
Jackie Kennedy.
Figure 16: Comparison of Fame by Corday Model to Jackie Kennedy

This Fame de Corday model on the right inside cover seems to invade the distance
that had been created by the cover image between Jackie Kennedy and the viewer. If the
advertiser for Fame had known that Jackie Kennedy would have been depicted as an
honored and respected woman in mourning on the front cover, they might not have wanted
this particular ad featured. Instead, if they had time and the resources to change it, they may
have returned to an earlier ad they used in 1963, which featured a simple silhouette of the
Fame bottle and emphasized the French elegance of the perfume.
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Figure 17: Fame by Corday Ad without Model (1962)

After viewing all 800 of my sample advertisements, I would argue that this Fame de
Corday advertisement featuring the Jackie-esque model features the strongest eye contact of
any other ad in the sample. Her very prominent eyelashes and light skin focus the viewer’s
attention on her eyes. Although normally an oval-framed image combined with direct eye
contact would imply that the (female) viewer is viewing an ideal version of herself in a
mirror, the resemblance the model bears to Jackie Kennedy and the increase in emotional
press images of Jackie after the assassination make the Corday model appear more as a
Jackie Kennedy figure, rather than an ideal version of one’s self.
The whole nation had experienced loss. The nation had lost a friend, son, brother,
and president, yet only Jackie Kennedy had lost her husband and the father of her children
(The Kennedy Mystique: Creating Camelot). Only Jackie Kennedy had held him after he
had been shot. Only Jackie had “crawled for help.” Only Jackie had “said goodby with a kiss
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and a ring” (Life, November 29, 1963). When the President had been shot, Jackie had been
in the car with him and had crawled over the back of the car, trying to find help. When they
placed JFK’s body in the casket, Jackie slipped her own wedding ring onto her husband’s
finger and kissed him goodbye. The press noted these events, which portrayed Jackie as
clearly suffering but also as undeniably resilient in the face of tragedy. Jackie Kennedy
became a tragic symbol of America’s loss. Because the JFK assassination was still at the
front of America’s minds, it is unlikely that an image of Jackie Kennedy would have not
reminded the viewer of the assassination and the loss of the New Frontier. Although the
viewer might have been reminded of the class and sophistication of the Kennedys, she
would invariably be reminded of the murder of President Kennedy.
Before the assassination, the Fame de Corday ad might have reminded the viewer of
the glamour of First Lady Jackie Kennedy and the woman in the ad would have represented
an ideal and glamorous self. However, after the assassination, loss is connected more
strongly to the image of Jackie Kennedy, rather than sophistication and style. Therefore,
although the Corday model is clearly not Jackie Kennedy, there is a sense that the Jackie
Kennedy-like model with her many rings represents the glamour and prosperity of Jackie
Kennedy and the Kennedy administration. Therefore, discord is created by juxtaposing the
two images: the front cover image conveying grief and distance and the inside front cover
conveying prosperity and closeness that had been lost.
Because there is such a strong discord between the two images, it is likely that the
editors of Life consciously made the decision to place the ad on the front cover. Further,
perfume ads were not commonly found in Life and when they were they were rarely full
page ads. In the October, November, and December issues of Life in 1963, no perfume
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advertisement, other than the Fame by Corday ad in the December 6, 1963 issue, was
featured in a front inside cover. Also, Fame by Corday had no other advertisements in any of
the issues. If they were full page ads, they were very rarely on the inside front cover of first
page. Whether the decision was deliberate or not, the ad was released and was placed in
such a position where it might cause conflict within the minds of American viewers. They
were presented first an image of the tragedy that was and then an image of the glory of what
had been. The copy reads “There are two ways to a woman’s heart. One is Fame de Corday”
and she holds her hand to her face. Her expression is neither happy nor sad. Yet, if the
viewer were to view this image as a Jackie Kennedy-figure, the expression on her face could
quickly be interpreted as uncertain and slightly upset, and her ring-studded hand could be
lifted to her face in concern. The other “way to a woman’s heart” could be interpreted as
tragic loss. Versions of this ad appeared three times in 1963, two times in 1964, and one
time in 1965. Full page ads only appeared during November and December, most likely to
increase sales during the Christmas season.

Second Wave Feminism and the Introduction of the Birth Control Pill
The early 1960s witnessed the launch and growth of Second Wave Feminism, the
feminist movement where women were fighting for equal rights and pay and more
reproductive freedom. Feminist leaders, such as Betty Friedan, the author of The Feminine
Mystique (1963), began addressing the social inequalities experienced by women and the
desires of women to participate more freely in society. This movement followed the First
Wave Feminist movement in the late 1800s and early 1900s, which had advocating for
woman’s suffrage and had fought against de jure inequalities that women experienced. The
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introduction of the birth control pill corresponded with the beginning of Second Wave
Feminism and led to notable changes in the way women viewed their own sexuality, social
relationships, and educational and career opportunities. Enovid, the first birth control pill,
was approved by the FDA as a contraceptive in 1959. Many women had relied on other
forms of birth control that were far less reliable and that relied on male cooperation for
effectiveness. The pill when released was almost 100% effective in preventing pregnancy if
used correctly and gave women more control over their reproductive health than they had
ever had before. The pill was different than other contraceptives, in that it was taken once
daily apart from sexual intercourse. During the 1950s and early 1960s, there was a widely
experienced faith in science and many believed that the pill would solve all family planning
and overpopulation issues (Watkins 1998, 15). In 1962, 1.2 million women were using
Enovid and by 1963, the number almost doubled. In 1965, 6.5 million married women and
hundreds of thousands of unmarried women were taking oral contraceptives (American
Experience). This rapid adoption of oral contraceptives may have led to an increase in the
portrayal of sexual women in advertising since American women no longer had to avoid
sexual intercourse or use only moderately effective forms of birth control to prevent
unwanted pregnancies.
Some populations adopted birth control more readily. For example, over 80 percent
of married, white, non-Catholic college graduates aged twenty to twenty-four, had used the
pill by 1965 (Ryder and Westoff 1971, 141-42). Further, most of the original users of birth
control were married, white, middle class women who could afford oral contraceptives.
However, in the years to come, Planned Parenthood would work to provide the pill to lowerincome women (Watkins 35). The majority of unmarried women did not begin using the pill
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until the 1970s. Therefore, the median age of American women at their first marriage
increased only slightly in the 1960s, since the majority of unmarried women and their
doctors still did not consider it acceptable to use the pill as a form of birth control before
marriage (Watkins 1998). The median age of American woman at their first marriage
increased far more drastically during the 1970s and 1980s. However, the median age of first
marriage during the 1960s increased at a faster rate than it had during the 1950s.
Figure 18: U.S. Census Bureau Estimate of Median Age of U.S. Woman at First Marriage

Estimated Median Age of U.S. Women at
First Marriage (1950-1970)
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The introduction of the Pill in the early 1960s can be interpreted as one factor
contributing to an increase in the number of women portrayed as Femme Fatales and
Passively Seductive Women. Women taking the Pill did not have to worry about pregnancy,
which was a major concern when considering sexual intercourse. The Pill allowed women
more sexual freedom. In the past, men had far more sexual freedom both in and out of
marriage because they could have sex without becoming pregnant. If the women they slept
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with became pregnant, the effects could be negative, but those effects would not be nearly as
negative for the man as they would be for the woman. Yet, when using the birth control pill,
women could be the pursuer and there were fewer risks in initiating sexual relations.
Whereas before, if a single woman became pregnant, she would face judgment by those
around her for having sex out of wedlock, and if a married woman became pregnant with
another man’s baby, she would be seen as adulterous.
Consequently, there is a growing notion that women can be provocative and entice
men in a way that they were unable to before. Movies, such as Cleopatra in 1963, begin to
feature women who are more sexually assertive. For example, in Cleopatra (1963),
Cleopatra, played by Elizabeth Taylor, repeatedly attempts to entice Julius Caesar (Rex
Harrison). Once she boldly hides herself in a rug, so that she can meet privately with Caesar.
Caesar unrolls the rug and Cleopatra lies seductively on the floor for a moment before
composing herself. Another time, after noting that Caesar will soon visit her, Cleopatra
makes herself presentable for Caesar by disrobing and covering herself with a small, semisheer piece of fabric that her attendants must keep from falling off of her. In this way,
Cleopatra is empowered sexually and is very much the initiator of sexual relations.
This image of Cleopatra, a seductress, is very similar to the Femme Fatale/Woman as
Animal archetype that was identified in the women’s perfume and cologne advertisements.
Over the four year period, the presence of the Femme Fatale/Woman as Animal increased
around 5%. In the later years, 1964 and 1965, there is an increase in women hiding behind
plants, looking as if they are ready to pounce on their male “victim.”
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Figure 19: Example of Femme Fatale/
Woman as Animal Archetype
These women often are depicted as
tigresses, peering through leaves with exaggerated
green eyes. The one adjective that accurately
describes these women is bold. These women all
appear to be sexually forward, in the act of seducing
the viewer. Unlike some of the other female
depictions that present an image of a woman who
will attract a man by being pretty or beautiful, the
Femme Fatale/Woman as Animal is a female
depiction in which the woman, leveraging her own
sexual allure, will actively and directly ensnare or
trap the man.

% of Ads with Femee Fatale/Woman as Animal

Figure 20: Presence of Femme Fatale/Woman as Animal Archetype
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The presence of the Passively Seductive Woman in women’s perfume and cologne
advertising also rose during the period of 1962 to 1965. This archetype is one in which a
woman is subject to her own sexuality and allure. Whereas the Femme Fatale/Woman as
Animal uses her allure to her advantage, the Passively Seductive Woman does not seem
capable of controlling or possessing her own sexuality. It is an outside force that is acting
upon the male in the situation, and consequently, upon her. She becomes a victim of her own
sexual allure. The Passively Seductive Woman is oftentimes being pulled or being swept up
into a passionate lover’s arms. Although the Femme Fatale/Woman as Animal was the
aggressor and initiator in the other ads, in the ads depicting a man with the Passively
Seductive Woman, the man is the aggressor in these ads who is overwhelmed by an
uncontrollable and base desire to be with this woman. In ads not depicting a man with this
woman, the women often have their eyes closed or appear shyer than the Femme
Fatale/Woman as Animal because they often have their hand to their lips. This obscures
some of their face, making them seem less direct. This also causes them to be viewed as
more sexual.
Over the four years, the presence of the Passively Seductive Woman rose about 4%.
Perhaps, the women who were using birth control pills felt safe enough to be both passive
and alluring at the same time. The introduction of reliable birth control made it less
dangerous for women to dress provocatively and to be alluring. Before the introduction of
the pill, birth control relied heavily on the cooperation of both the man and the woman for
success. This meant that if a woman was too irresistible, a man could be swept up with
desire for the woman. This overwhelming desire, which is later portrayed by the men in the
ads with the Passively Seductive archetype, could lead to birth control methods not being
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used correctly, which could lead to an unexpected pregnancy. However, with the
introduction of the birth control pill, woman were now free to be irresistible and they were
now free to be caught up into a higher level of passion. This also meant that they would not
have to defend themselves from the desires and passion of men, but could be passive when a
lover or potential lover attempted to seduce them.
Figure 21: Presence of Passively Seductive Woman
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Both the Femme Fatale/Woman as Animal and the Passively Seductive Woman
archetypes are similar in that they are viewed by a Woman Viewing the Ad through the Eyes
of a Man. This means that the female viewer of the ad is looking at the woman in the ad as
if she is the woman in the ad’s male lover. There is a romantic or sexual relationship
established. The female viewer views the woman in the ad as she hopes her own male lover
would view her. There is an increase in the percentage of ads with an implied viewer of a
woman viewing the ad through the eyes of a man. In 1962, this implied viewer was used in
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3.9% of the ads. By 1965, the percentage was up to 7.3%. The increases in the Femme
Fatale/Woman as Animal, the Passively Seductive Woman, and the woman viewing the ad
through the eyes of a man can all be linked back to Second Wave Feminism and
introduction of the birth control pill, which led to more outward expressions of female
sexuality.

Conclusion
It is difficult to argue that one event severely and rapidly influences changes in
advertising conventions. Proving a conclusive, causal relationship between an event and
advertising is impossible (Marchand, xvii). However, based on my findings, there does
appear to be a strong relationship between the way women were depicted across the four
years and political and social movements and events during the period. Only two outside
influences were considered in this research and since this research is qualitative and
necessarily occurs outside of a controlled environment, there most likely were other events
that affected advertising conventions in women’s perfume and cologne advertising.
However, the scope and influence of the death of JFK and the introduction of the
birth control pill help to explain some of the changes that occurred during this short four
year period of time. During the period from 1962 to 1965, advertisers seem to have
considered the social and political culture that they were in. However, the usage of Jackieesque images immediately after the JFK Assassination and the failure of advertisers to
introduce sexually liberated women earlier in perfume and cologne advertising perhaps
allude to the slow response time of advertising agencies or to a male-dominated advertising
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industry’s resistance to feature women as powerful and sexual. Nevertheless, the effects of
these two influences can be traced through this sample of advertisements. It appears that,
although not all perfume and cologne companies changed their advertising across the four
years to adapt to the new viewpoints being adopted by society, many companies and
agencies changed their ads based on emerging cultural viewpoints. There was enough
perfume and cologne brands that changed advertising conventions for me to determine that
the cultural viewpoints created by the JFK Assassination and the introduction of the Pill had
a significant impact on women’s perfume and cologne advertising conventions.
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Appendix A

Magazine
The New
Yorker
Seventeen
Mademoiselle
Harper's
Bazaar
Glamour
Good
Housekeepin
g
Ladies' Home
Journal
Esquire
New York
Times
Magazine
Time
Magazine
Life
House
Beautiful

Number
of Ads

% of
Total
Ads

314

39.3%

142

17.8%

134

16.8%

72

9.0%

49

6.1%

11

Circulation
1962

1963

1964

1965

Avg. Single
Copy Price

445,252
1,102,57
3

466,103
1,129,33
8

465,243
1,227,37
4

469,334
1,302,66
0

609,422

589,254

620,194

656,567

479,881
1,103,63
7

458,541
1,176,44
5

441,024
1,210,65
0

432,244
1,228,11
3

1.4%

5,191,75
8

5,290,50
7

5,254,57
1

5,560,30
4

$0.50

9

1.1%

9

1.1%

7,013,64
4
876,205

6,640,51
2
882,235

6,596,73
1
899,625

661,100
939,937

$0.35
$0.60

9

1.1%
NA
2,773,46
4
7,110,69
5

NA
2,889,82
8
7,171,08
4

NA
3,050,15
9
7,274,19
8

922,477

946,443

977,486

6

0.8%

5

0.6%

4

0.5%

NA
3,182,27
3
7,367,77
6
1,021,20
6

$0.25
$0.50
.

Readership
Upper-class men and women, college
graduates in Northeastern United States.
Teenage girls, aged 12 to 19.
Young working women, aged 18 to early
30s.

$0.75

Married women, ages 20 to 50.

$0.30
$0.25

Magazine information was unavailable for 32 ads in the sample. Holiday Magazine, Look, Newsweek, and True Story Magazine each had one advertisement.
a
"Women's Periodicals in the United States: Consumer Magazines," Endres and Lueck
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Appendix B
Table X: Perfume and Cologne Advertisements Code Book
File Number
The number of the jpeg file.
Brand
The brand and company that manufactures the perfume or cologne.
Month
The month the advertisement appeared.
Year
The year the advertisement appeared.
Magazine
The magazine in which the advertisement appeared.
Subject
0 - No people in advertisement
1 - One woman
2 - One woman and one man
3 - One woman and multiple men
4 - More than one woman and more than one man
5 - One man, no woman
6 - More than one woman, no man
8 - More than one female and one male
9 - More than one man, no woman
10 - One or more children.
Female Depiction
0 - No woman depicted
1 - Femme fatale/woman as animal
2 - The Girl Next Door
3 - Sophisticated, Upper-class woman
4 - Bathing Beauty
5 - Young lover
6 - Pretty Woman
7 – Other
8 - Passively Seductive Woman
12 - The hand
Implied Viewer
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0 - NA (Just the product)
11 - Actual male audience
12 - Woman viewing through the eyes of a man (animus)
2 - Female in scene
3 - Woman in mirror
4 - Outsider viewing a scene (male or female)
5 - Woman viewing woman as symbol
Figure
0 – None
1 – Reflection
2 - Stuffed animals
3 - Painted or drawn women
4 - Classical figures
5 – Other
6 - Animals
Diagonals
1 – None
2 – Minimal
3 – Moderate
4 - Fairly Strong
5 – Strong
Background
1 – White
2 - Light Gray
3 - Dark Gray
4 – Black
5 – Color
Copy
1 - Perfume that "speaks for you" or "expresses you"
2 - If you wear this perfume, you'll catch him ("spell," "magic")
3 - Rare and exclusive, upper-class
4 - Makes you feel pretty and feminine
5 - Gift-related
6a - Long-lasting fragrances
6b - New bottle or product
7 - Hedonic pleasure and indulgence
8 – Other
9 - Unique, like you
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Location
1 - Dinner or the opera
2 – Bedroom
3 – Bathroom
4 – Garden
5 - Other (Outdoors)
6 - Other (Indoors)
0 – Unknown
When?
0 – Unknown
1 – Present
2 - Early 1800s to 1900s
3 - Medieval/Renaissance
4 – Ancient
Number of Bottles
Number of bottles in the advertisement.
Cap on?
0 – On
1 – Off
2 - NA (No bottle)
3 - Cap on, by box
4 - Cap on, in box
5 - Cap on, enclosed in box
Use?
0 – Not
1 – Held
2 – Spraying
Sealed
0 - Not listed
1 - "Sealed in France" listed
You, Girl, Woman/Women, Mommy, Man/Men, Him, He, She, Her, His, (You), We (12 Variables)
0 - Not listed in copy
1 - Listed in copy
Contrast
1 - Very low

54

2 – Low
3 – Moderate
4 – High
5 - Very high
Presence of Nature
0 - No presence of nature
1 - Leaves/branches
2 - Flowers (photographed)
3 - Drawn/painted flowers
4 – Trees
5 - In garden, forest, beach
6 - Reference to animals
Price?
0 - No price listed
1 - Price listed
Price per Ounce (Cologne)
The price of cologne. Can be the price of spray cologne.
Price per Ounce (Perfume)
The price of perfume. Can be the price of spray perfume.
Origin Claims
Where the product is from/made
0 – None
1 - "Paris"
2 - "France"
3 - "Europe"
4 - "International"
5 - "Far East"
6 - "London"
7 - "Spain"
8 – Other
Place of Production
Where the product is made/compounded.
0 – Unknown
1 – USA
2 – France
3 – Spain
4 – Other
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Hair Color
1 - Light blonde
2 - Dirty Blonde/Light brown
3 - Medium Brown
4 - Dark Brown
5 – Black
6 - Strawberry Blonde
7 – Red
8 - Multiple Women with Different Hair Colors
0 – NA
Woman's Eyes and Man's Eyes
0 – NA
1 - Closed eyes
2 - Looking down
3 - Looking at man
4 - Eyes in the shadows (can't tell)
5 - Facing away, can't see eyes
6 - Direct eye contact
7 - Looking up
8 - Looking off
9 - Looking to side, but eye contact
10 - Looking to side, no eye contact
Facial Visibility for Woman and for Man (2 Variables)
0 – NA
1 - Half face (1 eye/1 ear, etc.)
2 - Just eyes or nose and above
3 - Full face forward
4 - Full face, but not forward (can see everything but one ear)
5 - The "ear"
6 - Shortened half face (Kiss-related or head is leaning)
7 – Headless
8 - One eye
9 - Bottom Half
10 - Back of head
12 - Unclear (due to distance)
Object or Hand over Face
0 - Nothing over face
1 - Object, hair, or hand over face
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