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Who is AXE?

AXE is a body spray company that also makes 

products for skin care. Their products are mostly aimed 

towards men, and this can be best seen in their ads. 

Men will think that they will get any type of women, 

even the really beautiful ones if they buy the product.Many of 

them who use this product actually believed that it would 

make them more attractive and get more dates.  



Objectifying Women in their Ads

● Axe sexualize females by embracing and admiring 

the man,

● Portray as if ready to have sex.

● Men get tricked by this because sex sells.

● “Sex sells because it attracts attention. People are 

hardwired to notice sexually relevant information, so 

ads with sexual content get noticed” (Why Sex 

Sells…More Than Ever).



Objectifying Men in their Ads

●  Make the men question themselves.

●  From society’s eyes, a real “man” is someone 

who is very confident, attractive, young, 

muscular, and strong. 



Typeface

●  “sans-serif fonts give off a feeling of 

being casual, informal, friendly, and very 

approachable. Companies who want their 

brands to appear more youthful and 

relatable tend to use sans-serif fonts.” 

(Lavine The Psychology Behind Serif and 

Sans Serif Fonts).



Color

● “ Organisations which want to portray themselves as 

completely trustworthy and serious, such as legal firms, may 

opt for black and white designs in their marketing materials.”



Works Cited

Mulvey, Laura. “Visual Pleasure and Narrative Cinema.” Film Theory and Criticism : 
Introductory Readings. Eds. Leo Braudy and Marshall Cohen. New York: Oxford UP, 1999: 833-44.
http://www.composingdigitalmedia.org/f15_mca/mca_reads/mulvey.pdf

Lavine, Sean Paul. “The Psychology Behind Serif and Sans-Serif Fonts.” Ooligan Press, 3 Mar.

2020, https://ooligan.pdx.edu/serif-sans-serif-typography/.

Santos, Miguel Raminhos Gonçalves. Axe’s Brand Personality and Equity Consumers’ 

Perspective on the Brand’s Personality and Equity. 7 July 2013, 
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.993.4760&rep=rep1&type=pdf.

“Psychology of Colour in Advertising: New Design Group.” New Design Group Inc., 20 July 

2018, https://www.newdesigngroup.ca/graphic-design/psychology-colour-advertising/.

Nakayama, Tom. “Images of Men in Advertising.” Images of Men in Advertising | Center for 

Media Literacy | Empowerment through Education | CML MediaLit Kit ™ |, 
http://www.medialit.org/reading-room/images-men-advertising#bio.

http://www.composingdigitalmedia.org/f15_mca/mca_reads/mulvey.pdf
https://ooligan.pdx.edu/serif-sans-serif-typography/
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.993.4760&rep=rep1&type=pdf
https://www.newdesigngroup.ca/graphic-design/psychology-colour-advertising/
http://www.medialit.org/reading-room/images-men-advertising#bio


Works Cited

Paul Rand, Good Design is Goodwill (1987)

László Moholy-Nagy; Typophoto (1925)

“Why Sex Sells…More Than Ever.” Business News Daily, 24 Feb. 2020, 

https://www.businessnewsdaily.com/2649-sex-sells-more.html. 

Ember, Sydney. “For Women in Advertising, It's Still a 'Mad Men' World.” The New York Times, 

The New York Times, 2 May 2016, 
https://www.nytimes.com/2016/05/02/business/media/for-women-in-advertising-its-still-a-mad-men-world.html.

Ngoshi, Hazel Tafadzwa and Anias Mutekwa. "The Female Body and Voice in Audiovisual
Political Propaganda Jingles: The Mbare Chimurenga Choir Women in Zimbabwe's Contested Political Terrain." Critical Arts: A 
South-North Journal of Cultural & Media Studies, vol. 27, no. 2, Apr. 2013, pp. 235-248. EBSCOhost, 
doi:10.1080/02560046.2013.784388.

https://www.businessnewsdaily.com/2649-sex-sells-more.html
https://www.nytimes.com/2016/05/02/business/media/for-women-in-advertising-its-still-a-mad-men-world.html

