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ABSTRACT

This thesisdeals with the phenomenon of skin whitening in the Unites States of
America and with way how African-Americanswere depicted in the skin whitening
advertisements. The thesis is divided into theoretical and analytical Paetsetical part
discusses the main reasons whichrenly AfricanAmerican womerto the idea of skin
whitening in tle USA andthe development of advertisements frahe 1920s till 1950s.

The practical part describesmore detaibdvertisements in the 1960s.

Keywords:advertisement, AfricaAmerican woman, skin whiteningolorism
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INTRODUCTION
Al n this | ar étyoo ua Kraisghetser wsakyi no ( Ebony, M e
ifo | ighten dar k ski n, o(Ebony, Septentcl®6i)s s peci fi

fiNew fasterworking Hydroquinone formula actually seaeshout and fades darker
p i g méhonyyJuly 1964).

These arghree examples of how skin whitening guectswereadvertised to African
Americans from the beginning ¢he 20" century unti the late 1970sProducts which
made oneEs ¢ avhiterlbecame gopularspesidly in the communities of
African-American womenThe motivation fowhitening the skin was simpléghter skin
was considerk more beautiful and promisdxbtter lifechancesSinceAfrican-American
beauy was influenced strongly byhite beauty standards, Africakmerican leauty was
very often put intoquestion. The following quotation frothe documentary Dark Girls
captues the feelings of many AfricatAmerican wonen | dan remember being in the
bathtub asking my mm to put bleach in the water, #tat my skin would be lighter, and so
that | could escape the feelings that | had about not being as beadifutceptableas
|l ovabl e. i

Skin whitening has a longaddition in the USA. AfricarAmerican women stagtl to
bleach their skirin the 19" century.Butit wa s n Et unt il {" heaturyp € g i n
thatsmall beauty companies starteddvelopandbegan tado businessn skin whitening
products. These prducts were uglly introduced and promoted througbrinted
advertisements in magazines designated for Afrisanerican people Becausethe
advertisementsvere aimed mainly a@frican-American women to bleach their skin (and
thus improve their looks) theyese very often less than complimentary. The identity of
African American women in these advertisements was dihedisand damaged.
Companies very often usedfending racistand stereotypicavaysof presening African-
American womepand to some extéalso AfricanAmerican men.

From the beginning of the $0century skin whitening advertisements were carrying
the same message: lighter skin equals beauty and success. This trend started to change
slowly during the 1960s, when the Civil RighMovement caene. The depiction of African
American mernand women improveth the skin whitening advertisements in thecond
half of the1960s.



TBU in ZI 2n, Faculty of Humani ti es 10

Even thaigh advertisements fowhitening products werealso targetedat White
women, | will focus in my thesis onlgntheadvertisements in the Africalimerican press.
These had a diot impact mainly orAfrican-American women, who were #ie centre of
so called AfricarAmerican beauty culture.

On the basis of my research, | will point out someial reasons which led Atan
American women to yearn fawhite skin. To be able to understand the phenomenon of
skin whitening it will be necessary to point out major historamans. Afterwards | will
focus onthe advertisements promoting skin whitening proddicisn the 192G till the
1950s. This part wilbe basd on my collected informian and will present the way in
which African-American women were depicted the skin whitening advertisemesbf
that particulaperiod.

The last part of my thesis will focus on the deswf my own analysis. | will
demonstrate through my researcbw the advertising of whitening productshanged
during the periodf the 1960s My main aim will beto uncoverwhetherthe Civil Right
Movement had some significaimhpact on he skin whienng industry and marketing
strategies

Thearchives of theenowned AfricaPAmerican magazin&bonywill be used 6ér this
part ofthethesis | will discuss the frequency of the advertisements, their agesand the
way in whichthe AfricanrAmerican womer(and to some extend also men) were depicted

in these advertisements. This regsbawill be based partiallgn the historical background
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. THEORY
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1 Skin whitening in the USA

The phenomenon of skin whitenir{gr skin bleachiny has a long tradition in &
world. Whiteners were usedery frequently already in Ancient Rone, during the
Elizabethan Era and iAsia (especially Japan or Chinsherewhiteningwasa part of the
cultural history. he phenomenon of skin whitening a currentissue even today
Egpecially inAsian and Africarcountriesskin whiteners antileaches are very commonly
used by many women and men.

In the United Stags skin whitening productsere popular in theAfrican American
community mainly during the and 2¢' centuries. At tht time postolonial American
societywasdivided bya hierarchy based on skin color, according to which people were
assigned to certain social positi@i.the top of the hierarchyere white people holdingjl
the privileges.On the other handhcial goups (like AfricarAmericans) were at theottom
of this hierarchy. For this particular type of discrimination which digideople according

to their skin color, scholargsethetermcolorism.

1.1 Colorism as a Reason for Skin Whitening

The whole conceptaf ol ori sm i s based on damplexodi f f e
Robert Hall gives a concisalefinition: A T h e key characteri sti
distinguishing people with lighteskin hues over darkeskin hue individuals, based on a
higher value being plas on lighters k i nne d i (Hall 200§ 1d7 &ol usderstand
deeper the discrimination of colorism in the USA, it is necessary to give a historical
account, since the idea of oobm is inevitably connected witthe ideology of White
Supremacy.

White Supremacy, which in the words of Doct@lay expressedit h e Afmart dir al
divine superiority of Whites (Blay 2001 12), was an ideology prevalent in the United
States during the time of slaveaynd colonialism This ideologywas alsobased on the
superority of Whiteness oveBlacknessiiThe ideology of White Supremacy that European
colonists brought included the association of blackness with preméss, lack of
civilization, unr est r ai(Gleard2009 ¥69)uMatk Hitl glso p o | |
adds thatfiwhiteness became identified with all that is civilized, virtuous, and beautiful;
blackness, in opposition, with all that is lowly, sinful, and ag@hyill 2002, 77).

Coloristic tendencies were alreadysible in the years of slavery, wheflighter

skinned slaves were ginemore prominent work positions thaack skinned oneés
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(Russell2003 161). Even afterthe abolishment of slavery and after the turn of the new
century colorism did not disappedflany researches frorthe 1950s ad 1960sshowed

that AfricanAmerican women and men with lighter skin were likely to have better
socioeconomic statu@Hertel and Hues 199010§. As Lillie Fears pointed ouiicolorism

played an impdant role in many aspects African-American lives such as edation, life
opportunities, seltonsciousness or beaatfFears1998 30). To better ieir life chances,

many AfricanrAmericans started to use the skin whitening products, wihere intended

to make their skimil ess bl acko. Ld bgtter tifes potestil assimilptioro mi s

and acceptability.

1.2 The Influence of Colorism on Personal Appearance and Bauty
Colorismalsohad an important influe® onanother areaf AfricanrAmer i cans E |

apart from life chance3 hat was their personal appearand beautyLillie Fears stated,

thatficolorism also includes attitudes and beliefs suggesting, that Blacks are more attractive

and more intelligent when their hair textures and facial features resemble more closely to

that of Whites rathethan the tymal Afrotypic loolo (Fears1998 30). Thus whitening of

the skn started to be used by Africsimericans not only as a wépw they were gaining

their life opportunities and assimilation. It was also the way how they were trying to look

more beautiful o handsome in order to reachhite beauty standard$/any scholars

claimed thatfbecause the personal appearance and beauty is usually more important for

women in societies generally, it was AfrieAmerican women, who were mostly

influenced and affectedylithe coloristic ideas of beautyFears 199830, Thompson and

Keith 2001 339. AfricanrAmerican women weralso the main target dhe African-

American beauty industry ard skin whitening advertisements.

1.3 Beauty Standards and Skin Whitening

What is clar from theprevious paragraph is the fatltat the ideal of Afrian
American feminine beauty was strongly influenced blyitev beauty standards at the
beginning of the 2B century. At that time éght complexionimpartedto womena certain
social statugn society A light complexion was consideredsn of prestigefiHaving light
skin implied that one was a woman of high
skin meant she did not need to work outdoors to make a diiRgndilla and Spickard

2007, 82). Since dight complexion representeahd promisedbetter living conditiongand
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standardsmany AfricarAmerican women started to valaed desirghe lighter hues of
the complexion. The following quote from the book bivlarita GoldenDoni play in the

Sungives a insight intohow African-Americanbeauty standards weperceivedin the

early 20" centuryfiThe equation is simple and compl e:

straight hair equals beauty. Dark skin plus coarse hair equals uglgaBkiskin plus long
thick straight hair and AWhiteo features
coarse hair equals uglyGolden 2005 18). From this quotation can beeduced that
African-American beautystandards were influenced byhite onesin many ways What

was desirable waa light complexion, Caucasian features, long straight hair aaskim
figure. Too dark skin, kinky hair or broad lips and nose wereapptroved of These
features represented in the eyes of many Whites andA&isan-Americans, what was
neither desirable nor beautifilo obtainthe desired look numbers ofAfrican-American
women begarto useskin whitening products order to become are beuatiful, successful
andacceptableThese productswere produced byevelopingbeauty companies andeve

later advertised in th&frican-American press.

1.4 The Development ofBeauty Culture and the Beauty Industry

Skin whitening ointmenthair products and other cosmetic treatments are often called
by scholars like lathy Peis or Susannah Walkerp a r t of so call ed
During the 18 centurythe use of cosmetic productgésuch as makep) was considered
immoral and only women agasy virtueusedthem. This attitudewas slowly changingby

the end of the 1®centry. fiin the early stages of the development cosmetics industry,

—

from the 1890s t o t he 1920s, WO men f or mu

remarkable extent(Peiss, 2011, 4)t was during this period thatomen started to set up
beauty salonswhere they offered beautyculture productsand treatments(mostly
manufactured by themselves). These beauty salons were the foundation stba¢veds

to become the beauty industry establisheth by White and AfricaAmerican women. In

the first twenty yars of the twentieth century the beauty industry developed and expanded
Early advertisements for beauty products couldooed in the local press. As the demand
for beauty culture products (including skin whiteners) inardabeauty salons began to
tun into smallfirms which started to growSome of them developedto successful

companies operating thrghout the bettepart of the 28 century.
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2 The Development of Advertisng

2.1 The Beginning of the Century and Skin Whitening Advertisements

Once thebeauty industry developedroperly it was only a matter of timé&efore
companiesnvested in advertising in the national prd3sspite the fact thataertisements
promoting beauty culture produasisted already at the end of thé"x@®ntury, itwas not
until the 20" century that the owners dfeauty companiesealized areal power of
marketing.

Sinceskin whitening products were becoming popular among Afrfsarerican women
advertisers developed successful marketing strategies ifiisan-Americanmagazines

and newspaper®roducts forskin whitening began to appear in the preggther withhair
straighteners and hair productss Doctor Audrey Kerr pointed oufihe paradoxically
Awhit eo st a n d a Afdcan-Anoerican bcenanuriitigs wiasn comhed and
promoted through ader t i sement s i(Kerr 200662). hHe advdetiseprdse s s 0
which were appearing iperiodicals such a8The Crisis TheColoured Americansr The
Chicago Defendé&r ( Go o d, 84 wekepranioting eplicitly or implicitly the white

ideal of beauty andery oftencarried theracist overtones The dentity of theAfrican-
American women was very often misinterpreted and the whole content of the
advetisements was influenced bgcial bias.

DoctorJacob Dorman arguesatiii adver t i sements for skin b
to consumer s Ed dractiveness, socia advabhoereunttayd-befa tt e r me n t
(Dorman 201156). In most of the advertisementdrican-Amer i can womenEs
l i ke cur |l y @amldarkfskni werk goosjderdd as snimg undesirable which
neeckd to be improved ogat rid of. In other wordsadvertisements caed the message
that the useof the skin whitening productwill improve the person using s a good
examplecan be usedHartona advertisement from thearly 20" century Hditona face
bleach will gradually turn the skin of a black or dark person five or six shades lighter, and
will turn the skin of mulatto person almost whii{gindsey2001, 107).

The advertisement waaso supplemented with pictures af African-American woman
before and afteusingt he Har t ona c AficanrAmericam veomad lrodelvee r 0

looks more like a Caucasiaype ofwoman and has a pal&hite skin.



TBU in ZI 2n, Faculty of Humani ti es 16

2.2 1920si 1930si Lightness as a Way to Sumess

By the 1920s most of theAfrican-American press contained advertiesersent
promoting beauty products and skin whitenersesehwere succesfully sold #&frican-
American women all ovethe United StatesAccor ding to the John
advertiserents inthe AfricanrAmerican press from 1925, the most frequently occurring
advertisementsvere thosewhich were promoting beauty culture commodit{exluding
skin whiteners)(Johnson1925 2). The keauty industrywas turningout to be a very
promising lusinesavhich was developingta rapid speed.

Advertisements byosméic companies such as Nadinpluick-Bleachoor Poro,
were frequenly appeaing on pages of theAfrican-American periodicals These
advertisements weremphasizingthe importanceof African-Americanw o me mdod
appearance Suzannah Walker pointed out, tHatc o s met i cs adverti sin
women were constantly on public displdlyat their looks were continually being judged,
and that beauty was necessary for successeinflifalker 2007, 35). Advertiserchoseto
promoteskin whiteners toAfrican-American women as awdyo A1 mproveo t h
Light skin was depicte@s a way forAfrican-American women to succeed in society,
becane more popular amonigiends and earnmore money at workThis was thekey
messag®f most of the advertisements in 1920s and 30s.

The advertising slogans were verfgen offensive andin many casespenly citicized
the darkehues of theeomplexion.n one of the adertisementswhich Johnso citedin his
survey darker skin coloiss een as an fAobstacled which ne
of Bleacho creamfiLightens your skin or money badk SafeSureQuick-Bleacho. Be
more popular. Earn more money. Safely and secretly you can now eetime@\greatest
obstacle to your success. Bleacho is guaranteed to lighten youeghrdless of what is it
nowo (Johnsorl 925 2).

The connection between whifer light) skin and respeability in the eyef friends
and society waslemonstratedni the Nadinola advertisement fno 1929, which saysilf
you want a whiter, prettier complexion, you can have it with Nadinola! You can secure the
light-tone beauty that all your friends will admire and envy with this degbiek, extra
powerful bleach. Nadinal the skirwhitener, will bring you this new loveliness just as it

has done for thousands of attractivemerd (Dorman 201157).
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2.3 1940si 1950si Black & White Love
The beautyindustryhada strong position on the market the beginning of the 1940s

Production of the skin whitening creams wiasreasedby new developingcompanies
which were continuallyjoining the olderones As Suzannah Walker statédi n t he ye
between World War Il and the early 1960s, thenber of companies that produdesauty
poducts for bl ack women and advertised I
(Walker 2007,97). Apart from oldercompanies such a@oroand Nadinola, new brands
arose(e.g. Show White or Apexand came onthe market.The development ohew
companies assed an increasein advertising in African-American newspapers and
magazines.

Besides new companies hew magazwese alsofounded. In1945 John H. Johnson
establishedhe new Ebonymagazinefilt provided prosperous AfricaAmericans a place
to showcas¢heir successes and offered inspirational blueprints for others as they attempted
to reach similar heights(Rooks 2004131). The pages dbonymagazine (and lateetin
1951) weredirected exclusively at the Africamerican populationand reported on
achievementsf their most successful actors, writers or political activists.
On the other handsbonyquickly adgtedthe advertising trend and thaslvertisements
promoting skin whitening products started to appear on the pages of this popular magazine
The message of these advertsh@1940s was usually the same as it was during the 1920s
or 30s. In 194& Snow White advertisement was sayifigp just 3 minutes, Have the
complexion toe you want!Amazing Snow White Makt/p Cr eam Wor ks A Mi
Dark Skino (Flickr: vielles_annoncgsTherewereagai n t wo pi ctures of
Afafter wusingo effects. Wh a 't i's gquite inte
designated for dark skin, there are Caucasiamen featuring in this aévt who should
enhancehe beauty and necessity of the whkas

The 1950s however brought some changes ile marketing strategies. Firstly
magazines such &bonyor Jetgavebeauty products promoters newportunities in form
of photos, colors ah big headings which coulde used when promoting their brands.
Especially popular became photos of models featuring in the skin whitening
advertisements. These models were allgudepicted asvery light skinned African
Americans or White women, whwere sipposed to demonstrathe power of skin

bleaching products. Nonethelegsse women looked more like just a distaifiiection of
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the real AfricarAmerican woman. Audrey Elisa Kerr even called thef c ar i cat ur e
black women (Kerr 2006,13).

Moreove, especially inthe 1950s companies like Nadinola, Apex or Black and White
bleaching cream startéd emphasize the ide¢hat women wit lighter hues of complexion
weremore likely to find a suitable mate. Th@acording to the advertisementise darke
the AfricanAmerican woman was, the smaller was her expectafionsove life, sex
appeal and personal hpiness. Audrey E. Kerr statéthatthe Aiimportant promise of these
advertisements was hei ghtened womanhood
attractive to meri and thus finding a good matewas the unstated aspiration, since
successful men presumably sought -famed womad (Kerr 2006, 13). Personal
popularity, professionakuccess and social positiarere partially replaced by the longing
for love and relationshipMost of the advertisements were putting darker African
Americanwomenin a bad light and wersuggestinghat without lighter skin, theyhave

no chance of a successfove life. Many advertisements were similar to these:

fiLighter skin leads the way to brighter evenings! The nicest things happerstaigirl

light, lovely complexion (Edye DelochHughes,Black Copy My Percepte Perspective,
comment postedahuary 8, 2012)

fil wanted these roses to see how lovely you are. Wohda | t hi ngs happen

compl exion i s cl| ea(FlickrlviellesgamtoncgsNadi nol a Li gt

There is annteresting diference inthe depiction of AfricarAmerican women and
men in these advertisements. Whereasféheale models featuredn the advertisements
were usually light lsinned or nearlyhite, the male modelsvere always d&-skinned with
typical AfricanAmerican features (darker shades of skin, broad rmmskdark curly hair).
Thus there isa quite explicit implication that AfricanrAmerican men are more likely to
choose a woman whose complexion is lightipale (even White)nstead of dark skinned
African-American woman.This sort of message could have caused a sense of fear in
African-American wanenthat if their skin is not ligh they would nofind a suitable mate.
Thesetypes ofadvertisements were based on the skestezeotypes which saw African
American men aafi s e x u al (Battle @d Bames2@09, 140)ewvenfii st uds 0 wh
possess supr ah uWweker 1992¢37)uvhd despdshiteemoroen.
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Il ANALYSIS
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3 1960si ATi me of Changes & fABlack is Be

The end of the 1950s and 1960sught many political changds the United States
and the60sin particularwereinfluenced by the&Civil Rights Movement. For many African
Americans these were the years of hwape an
oftenused as a mottby Civil Rights Movement activists as well ay ordinary African
American people. This motto should have celebratetheldifferent aspestof African
American identity: "black pride, black beauty, black achievement, black history, and the
used t he term ' WNeaaglo'id (0 alhasAfrical M@ ncanibeauty
standardespeciallystarted to change in theflection of the Civil Rights Movement. The
beauty companies producing beauty culture prodingsitably had to respond to the
changing valuesf society

The maingoal is to determine whethéne atmosphere ahe sixties hada crucial
impact on AfrcanAmerican beauty culte andindustry. My first aim is to discover
whether the production of skin whiteners continued and how the AfAocagrican women
and mernweredepicted inadvertisements.

As my source to examine the advertisementthef1960d have decided to use the
archives of theebonymagazine. The Ebony Corporation partners with gland offers
the possibilityof browsingonline tirough the archives of magazines from #960s up to
the present dayThis archive providesne with enoughinformation to show how the
African-American beauty culturechangedunder the influence of the Civil Right

Movement.
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From what was said on the previous page it might seenthindt%0s were the end of
skin whitening advertisements. Accorditg my research the truth tuut to be quite
different. The skin whitening advertisements promoting bleaching products (usually
ointments and creams) were present inEhenymagazine during the whotd# the 1960s.
The high number of advertisements rémed stable until 1966 when the frequency of these
advertisements decreased.

Besidesskin whitening advertisemengdso advertisements for hair products (such as
ointments and hair straightenersgre presenin the Ebonymagazine These were even
and mae prevalent. Though these were tfwe focusof my regarch | will mention them
later because they were part of the beauttfure and underwent importacttanges during
the mid and late 1960s.

3.1 Companies Producing Skin Whitening Creams
As mentioned aba in the first half of the 60s skin whitening adisaments were
very common inEbonymagazine. Despite the political changes which were taking place
during the first half of the decadsekin whiteners were very actively promoted tte
African-American population. Advertisements promoting skin bleaching productsewer
appearing in each issue Bbonymagazine and the frequency ranged from at least 4 up to 6
or more pieces per issue. Paradoxically, it was not rare to find an advertisement promoting
askinwhitener next taarticles celebrating Africamerican history or political leaders.
Despite the fact thadvertisements for hair and teeth products, cigarettes or whiskey
were more prevalentskin whitening advertisements were undeniably hard to oderlo
The sizes of advertisementaried: fromfull pageto not bigger than a column. But all of
them had the same themes and intestambefore; to persuade Africdimerican women
in particularto buy the product and use it in order to become more sfates beautiful.
The cosmetic companies which were repeatedly promoteig phoducts on the pages of

Ebonywerethefollowing:

Artra Mercolized Wax Cream

Black and White Ointment Nadinola

Bleach and Glow Cream Posner Es Skitona
Black and White Bleaching Cream PondEs Vanishing Crean

Dr. Fred Palmer Skin Whitener Vanishing Cream
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4 19607 19651 Bleaching Continuous

When looking at advertisements from the first half of the 1960s onenatilte that
theyechothose from the 1950s in many ways. The depictof AfricanAmerican women
and men remained practically the same, as well as the whole notion of advertisements. The
main message proclaiming that lighter skin is more beautiful stayed implicitly inserted in
all advertisements and was promoted to thecAfrAmerican populationThe siperiority
of white beauty standards was visibiianore or less every advertisement.

Skin whitening creams were still presented a&sedhod ofseltimprovemenintended
to helpAfrican-American women get rid of their daskini the most vivid feature of their
African-American identity. By removinglark skin womenwere supposed to acquire
certain social attributes which (according to advertisemehés) did not possess before
using the cream. This notion was reflected metthemes of advertisemendgpicting
African-American womenin different contextssituations First main theme was carried
over from the 40s and 50s and proclaimed the idea that light skiprescanditionfor a
successful love life. The second theatdressed théeauty of AfricarAmerican women.
Advertisements with thitheme were promoting the idélaat AfricanAmerican women
can feel good and charming when th@mplexion is lighter andlearer(a more personal
approach).

The commorattribute of # theseadvertisementsas, apart from the themdhe way
in which marketers were promoting the whiteners to Afri¢anerican women. The
beneficial results of the skin whitening creams were guaranteed by thehsmical

formulas added to the skin whiens.To be more persuasiyall the advertisements were

promising that the skin bleacherswérea s ed on fimedi cated i ngr ed
science knows no faster way of i ghtenin
proclaimingthat itsc r e a mtairfs acoammoniatetercuryypy ( Ebony, Februar

the contrary most of the products contairtdgdroquinone, (which is nowadays considered

as higly dangerous ands use iseven banned in certain countries (Melville 2009, 12).

Ot her A magindalo iwhgrcendis h o ul-Amerlcanwemermte gep e d .
their skin of dreams were Zinc PhMBo&G sul f
Plus action. All of theselaimed to creatéd ma g i dartk skennDespite the fatitat many

of them might lave been unreal the compan&ssertedt h a t they were dd

doctorso (Ebony, February 1960).
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4.1 Good Skin vs. Bad Skin

Most of the advertisements hadnarrative to demonstratee battle of theAfrican-
American women withi bad S keseée. fipebs DA apprsudsigedeffeat.
African-American women could identify witthepr ot agoni st s whose fb
as an obstacle in either their personal or professional life. The protagonist was usually
depicted as a clueless Africdmerican womarwho succeeded in her life after she used
the skin whienng product. None of the advertisement was saying that she could succeed
as a dark skinned woman.

The fibad skino was wusually described as
pimplesad spots. The figood skind on the other
lovely, fair, glowing and radiant. Imost cases advertisementsrey not saying out loud
that dark skin was ugly or not nice. Nonetheledsie to the connotations of words
describing bad or good skithe reader subconsciously createdig or hermind the idea
which skin or womarwas considered more beautiful and which nAt.more detailed

description otheseadvertisements will be discussedtfie following chapters.

4.1.1 Promoting White ldeals

Though most of the advertisements were not expressingflditieat the dark skin was
unattractiveor bad, there wer@onethelesexceptions which occasionally appeared on the
pages ofEbonymagazine. These advertisements did not emiwords and quite explicitly
suggested #it darker hues of complexion wemet desirable and can be removed. It is
rather interesting that these advertisements were thehater 60s (specifically from 1964
and 1965).

The alvertisement for the new Geam Palidia cream enuragedwomen to lighten
their skin in order to get better (lighter) look. To stress more the difference between white
and dark complexia®) a white modelwas featured in this advertisement (though the
advertisement was imn African-American magazine). Parts of her body where she

obviously used the cream were ofai ght er hue and the rest (

Zoneo) was dar k. The headi iLightetnrwBask Skjrui t e
FaceéNeckéHand Spot s éUgICyplor Erbblemsves Blic@smetics D
Befor( Ebony, July 1964). The text in the ad

be lightened! Now dull complexion can be brigkbony, July 1964).
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In 1965 the Ultra Nadinola Company chose a wdisturbing approactio promote
their product. The cream promisddi scol orati on effects on on
featured acolor photoof a woman in four different stages of using theaon. In the first
picture she waslepicted as a dark Africaimerican andn the kst one she looketiore
like a Caucasian type of a woman. This advertisement was very openly promoting the
white standards of beauty and quite openly urged women, to think about bleaching their
skin with the headi ng #f Brhis rgher polysemeusaeading Eb o n
could be understood in a variety of wayBright idea might have been interpreted as an
idea of the light skin in connection with the picture. At the same tiheereader might
have deduced from the ddanomattihat exprgédrgsin

brilliant idea.

4.1.2 Lighter, Fairer Promise

Advertisementdrom previousthe chapterwere however extremes.The majority of
advertisementswere selling skin bleachers to women in a less expressive way.
Neverthelessall of them were implicitly promoting the white standards of beauty through
premeditatedcombinations of texts, headlinesnd pictures. Here are sontgpical

examples of skin whitening advertisements from the first half of the 1960s.

ALIighter, rf sikrneré,s ol ewesliiley yours with Bl eact
1960)

ANow you can htehankgsteo,theveéwewonder of
April, 1960)

fiLighter, brighter skin may be yours in 7 daygbony,July 1962.
Lighteskilhobelaiuery o tora ypEbonyidgikldcz A

Di scover Ultra Nadi nol a-toredook iraall these bgauty e r , |

N

=]

area® ( Ebony, September 1964)

It is possible to notice, that no advertisement was directly séiywdh i t en tyour
be more beautifal . Il nstead, al |l a digh érequency ef mads such c o n
as: lighter, brighter or lovelier. These adjectivespecially incombination with the theme
of the advertisements and pictures of smiling womeing thee creams created

subconsci ous i deas i n t he r e a dde frofnsthe mi n d
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advertisements that light cota skin is something that makesparson better and more
successfulMoreover, all advertisementsere formulated to makehe reader to believe
that every woman (even Africeamerican) carhavea light skin Every AfricarAmerican
woman couldbe beautiful and loveable because all she had to do whsythe cream
(usually for a veryeasonabl@rice) and use it.

To be mordrustworthyand persuasive many advertisements featured famous African
American personalitiesA good example can bBondEs adver t iwhgment
wassayingh Li ght up vy our (Emrky,iMarchwib6tl)hhis tvas theneagirg
and also the upte of the main protagonist of the advertisemieten Williams, who was
a famous model in the 1960s. This light skinned besepgatedly promoted the uskthe
whitening creams andias supposed to demonstrate the result of using the skin whitener.
Her statement about lighting the skemcouraged the impressidhat AfricanAmerican
women can be successful dmehutiful whertheir skin is light.

Helen Williams was not the only famous AfricAmerican personality promoting the
practice of skin whitenigp COther famous AfricatAmerican women featuredn the
advertisements were famous light skinned actresses Barbara McNatitildadSimms
Barbara McNairespeciallyappeard in several advertisements f@osner and usually
promotedthe modern ways of bleaiciy to helpwo men t o fAdi scover the
skino (Ebony, September 1961).

Many advertisements were very similar to thasentioned above. Generally they all
indirectly promotedskin whiteners ina quite unimaginativemanner. Nonethelesshedre
were also advertisementghich were more inventive andontained metaphorical or
idiomatic expressionwhich were creating in the mind of the reader the idea that light skin
IS better

The heading of Bleachnd Glow skin whitener statedi Co me diwet sdifadio ws
(Ebony, February 1962). This advertisement contained a wesgagve picture. The
background of the picture was very dark (almost black) with the slightly visible shadow of
the main protagonist, a very light skinned Afrieamerican model. Théightness of her
skin was put inta contrast with the dark backgroutml emphasiz¢he obvious difference
between these two colors. Therefoseadow in this advertisement can be understood in
two ways: either as a real shadow or asedaphoric expressn for dark skin. The word
shadow automatically evokes in the reattheridea ofdarkness, discomfort and sometimes

even anxiety or fear. It is usually something everybody warasda This advertisement
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might have givenAfrican-American women the feelg that it waspossi bl e t o
from the shadows adark skin and become a bettkghter) person.

Anotherexampleis D r . P aabivertisentest which saidEnjoy the light side of
l' i fed ( Ebony,ThiLavertisersent wasYdhylayinaive andrelied on the
knowledge of the readefhe heading includec play on the idiomatiexpressionthe
Abright side of | ifed which i sThews vl@ighby i nt
was r¢l aced by Alighto, Wdti skirh coler ansthisrparticear r i n g
advertisementThe fact thathese two adjectives were cleverly switched may have caused
thatsomeonevho knew the original idiomatic expression connected the original meaning
with the rew one. Therefore thgerson cou deducethat lightskin leads to detter life.
The advertisemenfeatured an unnaturallfight skinned AfricarAmerican woman

surrounded by black background.

4.1.3 Be Lovely, Light and Loved

Apart from the advertisements promoting personal beauty, thenre advertisements
stressing the importance of ligekin in relationshipsThesewere very popular in the first
half of the 1960slIn particular,companies like Nadinola, Bleaching cream or Adsad
this type of promotion very frequentliyhese advertements werg¢he only ones in which
both AfricanrAmerican women and meappeared.

The nale characters werepictedas dark skinned AfricaAmericanswvho fell in love
with the female character, who was much lighter than themselves. Whsreagainthe
stereotypic notion that Africahmerican men tend to seeadut lighter skinned women.

Thus light skn in women (not dark) wasonsideredo be thekey to the heart of eveman.
All advertisements were similar to the following ones.

In a Nadinola advertiseent the protagonist wagsortrayed as sayingi He never ¢
me a second Il ook. . .till (Ebbayd$eptemiber 19603 Vvilee me
advertisementontinted with adescription of howdark and dull complexion can deprive
woman of popularity and low. There was a ery dfective picture includedin this
advertisement. To stress the main message (that Affosrican men are likely to
choose a light skinned woman) there was a picture of an AfAcaerican couple looking
at the engagement ring on theo ma n E s It i possiple to observa certain contrast

between these two protagonisthie AfricarAmerican woman ifight skinned and dressed






