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In looking through the Jet covers, the most compelling trope I found was the somewhat subtle sexual imagery present in drink advertisements. I say it is somewhat subtle because I have obviously seen advertisements for drinks before, but I never noticed the sexual and often outright phallic composition of these ads until I was looking at a lot of them at one time. These drink ads often have phallic components, as in there’s a woman wearing red lipstick, with her lips slightly parted, holding a bubbling/foaming drink in the vicinity of her mouth. There is also an interesting relationship between the male and female characters in the advertisement. The woman is sexy/seductive, aggressive, or dominating, and is physically placed above the man or in the foreground of the shot. The man, on the other hand, is smiling and gazing adoringly at the woman, but in a way that conveys that he is being entranced by her seductiveness. The drink is often not an integral part of the advertisement—it is just physically there, as it has to be. 


On some level, I would expect an advertisement like this for an alcoholic beverage, as there are inherently adult and, at least in the American imagination, lead to the occurrence of unspeakable adult events. In the case of the advertisement for the alcoholic beverage below, there is even a sexual innuendo included with the seductive picture. Thus, I was extremely surprised to find similar if not more blatant tactics used to sell an “innocent” drink, like Sprite. In this case, one can of Sprite is placed directly in front of the woman’s vagina, and the woman is holding the top of the can in a way that isn’t necessarily sexual, but isn’t crucial to the effectiveness of the advertisement. The woman is gazing down at the man, not in an attempt to intentionally frame her as dominating, although I think compositionally that is the effect it achieves. Lastly, and I think most importantly, the man is gazing up at her, smiling like an idiot.


I can’t help but think of these ads in terms of a heteronormative discourse. It is odd that these ads are using sexuality as a mode to sell beverages, but then more surprising that they are using blatantly heterosexual relationships as the basis of these advertisements. Thinking about Ferguson’s argument about non-heteronormativity in communities of color, I find it odd that a magazine catered to people of color would still employ these heteronormative relationships as a marketing tool, especially to sell something as inconsequential as beverages. As for its connection to Wallace’s analysis, I feel as though these advertisements subvert her argument by virtue of depicting a two people of color in an intimate relationship, as opposed to a Black man and White woman. This could be a manifestation of the backlash against her book when it was published. Regardless of what the reality of interracial sexual relationships might be, a respectable magazine like Jet would not depict an interracial relationship, because of the statement it is making about the excluded gender and intraracial dynamics as a whole. Ultimately, yes sex sells, but it is odd to find such intricate sexual and racial dynamics in an advertisement for a drink.
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