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The prevalence of Masculinity in jean commercials


	While observing commercials from the naked eye, a person may just see a typical one minute promotion about a product or service. Looking specifically at commercials in today’s climate, they also address certain topics and issues that are prevalent now to increase the appeal of their products, such as: feminism and masculinity. With hypermasculinity, certain commodities try to deliver the thought that the use of certain products can make a man more masculine. This topic of masculinity is most common in its depiction alongside commercials revolving around elements more commonly associated with men such as: cigarettes, jeans, or trucks. Throughout this paper, it will discuss the illustration of hypermasculinity as a tool of attraction in a short video commercial created by Lee’s Jeans. Lee’s is a longstanding denim company headquartered in the American Midwest since 1889. In the commercial, Lee’s goal is to provide the desires that men have when buying jeans. They suggest that wearing their product can increase the appeal of a man and serve to enhance one’s image. This paper aims to conduct a study on how effective the use of hypermasculinity to increase the product’s appeal is in the commercial with: promoting functionality within masculinity, using their jeans as a product of a status of masculinity, along with using the product as a tool of differentiation with women.
As the commercial progresses, one noticeable feature of the commercial are the descriptions that are used for the jeans. Specific adjectives like “stronger” , “softer” , and “comfort” are used to describe the item. Lee’s preaches functionality over aesthetics with its wording in the commercial. This is similar to the example that Dr. Baker went over in class about the Marlboro ad.  It also pans to images with the men accompanied with women right away with the narrator saying “whenever guys wear Lee’s, they don’t have to settle at all”. Lee’s idea is that spending your money on their product, can buy the feelings of “stronger” , “softer” , and “comfor[table]” denim and also attract women towards you. This specific relation of attraction between the man and woman, reflects Craig’s point that “commercials are designed to take maximum advantages of gender specific fantasies” (Craig, 1993, p. 12). It is representing the social ideology of a well dressed man can pick up an attractive female. Moreover, it objectifies the woman as just an object that is effortless. She does not carry any status or influence as a person in the ad, rather being considered something that will be easy to get if you have a pair of Lee Jeans. The jeans represent the status of masculinity that one can achieve and women are attracted to, which is possible if they buy the pair of jeans thus increasing its appeal.
When first watching through the Lee’s jeans commercial, many observations can be identified in the thirty second clip. Most of the observations link to how masculinity is prominently shown throughout the commercial. One key aspect of the video is how Lee’s uses its jeans to represent a status that men should strive for. This is using the product for representing ‘masculinity as a status’. Throughout the commercial, the narrator says that “guys don’t settle for less for comfortable fit” (0:07). This is giving men who specifically wear Lee’s jeans status compared to others who do not wear Lee’s denim. This status is also portrayed through the different roles each of the men have. Each man portrays the typical “hegemonic male… of being strong, successful, capable and authoritative man who derives his reputation from the workplace” (Feasey, 358). The first man is wearing sunglasses while loading a convertible, which exudes a status of wealth. The second man is seen riding a motorcycle, which signifies a status of power and toughness. Even observing their outfits refers back to the traditional hegemonic view of a man with leather jackets, sunglasses, and a more traditional look compared to a more metrosexual male. The norms of the hegemonic view of the traditional male are reinforced here in the Lee’s commercial. As Feasey states, “masculinities are created by the cultural environment” (Feasey, 358) which is how Lee Jeans develops the masculinities in its commercial with the different types of men and settings each of them have. Lee’s usage of the jeans as a representation of a status because it creates a desire that men can achieve through its jeans. The jeans represent the status of masculinity that one can achieve, only if they buy the pair of jeans thus increasing its appeal.
Another element of the commercial which is evident, is the anti-feminist tone that can be heard which in turn deepens the feelings of masculinity in the commercial. Comparisons to women’s behaviour are made at the beginning of the commercial with sayings of: “guys don’t spend more on jeans than women do” and “guys don’t wear jeans to get noticed”. Masculinity is more known as “a man means not being like a woman” and that “anti-femininity lies at the heart of historical conceptions of manhood” (Feasey, 358). Lee Jeans is establishing that with their jeans, that there is a certain code that should be followed for men. Within the thirty second commercial, the jeans commercial condenses it so within a few seconds, gender codes are identifiable and also ‘deemphasize [certain] aspects of gender displays’ (Jhally 1990, p. 135). It establishes behaviours that women should only do, and what men are expected to do differently compared to them. Particularly, masculinity is used within the commercial as a tool of appeal when they present a woman as wearing jeans just to attract a guy’s attention, which has been a “prevailing cultural value” (Feasey, 359) about women. With these feelings made clear by Lee Jeans, it eliminates progressive conceptions of metrosexual men or even masculine androgyny and draws a line with what a man should be which is more in line with the hegemonic view of a man. This anti-feminist viewpoint, or attitude of hypermasculinity is also one that creates an appeal of people looking to buy Lee Jeans. It draws on gender codes of how men should act and do. As a result, this enlists a form of masculinity onto those who purchase the commodity. 
Commercials today are not anything similar to what they used to be. Now it is a place where companies can pitch their products to the public while also tackling issues that are relevant to the times. The Lee Jeans ad is an example where hypermasculinity was brought forth and used as a tool for increasing appeal towards men. This paper identified how Lee Jeans identified hypermasculinity as a medium to increase their reach to men as their target. Their goal through the commercial was to increase appeal for their product by promoting hypermasculinity. This was achieved in the fact that they promoting functionality with their jeans, they used the jeans as a product of a status of masculinity, along with using the product as a tool to show the ideological distinction between a man and a woman. The ad of Lee Jeans raised the issue of gender and hypermasculinity, and thus used it to further advance their appeal to their audience of men. 
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Link to Video: https://www.youtube.com/watch?v=-0wtdX2be1k

