
P a g e  | 31 

  

Analize – Journal of Gender and Feminist Studies • New Series • Issue No. 9/ 2017 

The Representation of Women in Cinema Magazine Advertising 
 

Oana-Maria MAZILU 

University of Kent 

omm6@kent.ac.uk 

 

Abstract: When examining the representation of women in Romania's communist society, the 

woman's magazine Femeia is often cited and used as a case study. My paper examines the 

representation of women in advertising that appears in Cinema magazine between 1968-1974, a 

periodical that aimed to address all those interested in film, regardless of gender.  

I first examine the context in which advertising appeared in Cinema, arguing that it was 

symptomatic of the beginning of the brief period of relaxation in Romanian politics of the time. 

As advertising is usually associated with the consumer culture in Capitalism, I consider the 

differences between the way advertising functions in Western magazines as opposed to how it 

functions in Cinema, a magazine published in the communist context. I use close textual analysis 

of specific examples of adverts from the magazine highlighting the central role that women had in 

them. I consider the representation of women in terms of the double burden as both workers and 

caretakers for the family but also in terms of how they are used to showcase specific products. 

In doing so, I hope to add to the area of scholarship that examines the representation of women, 

with a case study that has not been analysed from this perspective.  

Keywords: cinema, advertising, women, magazines, communism. 

 

 Between 1963 and 1989, Cinema was the only film magazine published in Romania, edited 

by the State Committee of Culture and Art from 1963 to 1974, and then owned by the Council of 

Socialist Culture and Education. Throughout its 26 years of publishing under Romania's 

communist regime, Cinema chimed with the historical and political backdrop. Given the 

magazine's publishing context and its connection to State institutions, scholars have often noted 

issues of propaganda and censorship in relation Cinema. Doru Pop considered the magazine “a 

propaganda tool for the political power of the Communist Party”1. While acknowledging the 

                                                
1 Doru Pop, “Report about the State of Film Studies in Romania”, EKPHRASIS. Images, Cinema, Theatre, Media. 9, 

no. 1, (2013):29.  
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political influence over the magazine, Nela Gheorghica pointed out that the popularity of Cinema 

was partially due to “the few articles which passed censorship and would bring news from the 

outside world”2. As fruitful as Cinema is in examining such tensions, my paper will discuss an 

element in the magazine which has so far been overlooked by scholars: Cinema's advertising page. 

My focus will be on the representation of women, as they were a constant and dominant presence 

in advertisements that appeared in Cinema for household products, food and beverage, holiday 

destinations, beauty products and clothing.   

My paper is thus an interdisciplinary study which draws from, and contributes to, three 

academic fields: film studies, periodical studies and gender studies. As highlighted in the previous 

paragraph, Cinema magazine has been useful for film studies scholars in examining issues of 

censorship, propaganda, attitudes and approaches towards the national and international film 

scenes. However, in film studies the approach to Cinema has largely consisted of selecting 

individual articles to be used in support of arguments, meaning that Cinema's advertising page has 

been neglected. The methodology proposed by the periodical studies field, emphasizes the need to 

treat magazines as self-standing, autonomous materials of study where advertising is considered 

an important aspect of the medium. Thus, approaching Cinema's advertising page through the 

periodical studies scope aids in a better understanding of the role of advertising both for the 

magazine and in the wider communist context. In turn, case studies of magazines published in the 

communist context have been a growing interest in the periodical studies field, as evidenced by 

Natalia Ermolaev and Philip Gleissner’s article “Periodical Studies-Why and How to Re-read East 

European Journals”3. Finally, the focus of this paper on the representation of women in advertising 

that appeared in Cinema   contributes to the field of gender studies. Scholarly materials that 

investigate the representation of women in Romania's communist period often cite the magazine 

Femeia given that, as its title suggests, it addressed women as the target readership. In these cases, 

Femeia has been fruitful material in understanding the images and roles of women that were 

promoted to women. My paper extends this area of scholarship by taking Cinema as a case study, 

a magazine whose target readership was not based on gender, but rather on interest in film. Thus, 

                                                
2 Nela Gheorghica, “Romanian Cinematography and Film Culture during the Communist Regime”, Euxeinos. Culture 

and Governance in the Black Sea Region, no. 11, (2013):10. 
3 Natalia Ermolaev and Philip Gleissner, “Periodical Studies-Why and How to Re-read East European Journals”, 

NewsNet-News of the Association for Slavic, East European and Eurasian Studies. 56, no. 1 (2016): 11-15     
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taking Cinema as a case study allows for a better understanding of the roles and images of women 

that were promoted to a wider readership.  

First, I will offer brief details of publishing and layout, and a contextualisation of the 

appearance of advertising in Cinema for a proper understanding of this material. I will then move 

to consider the role of advertising in the communist context, an important clarification to make 

given the association of advertising with Capitalism and consumer culture. Second, I will consider 

existing scholarship on the role and representation of women in socialist society, in relation to 

Cinema as my case study. Finally, I will provide an analysis of specific examples, taking into 

consideration the products advertised, the role of women and their positioning in these 

advertisements.  

 

The Appearance of Advertising in Cinema Magazine          

Advertising was present in Cinema from 1968 to 1974. Its appearance coincided with a 

degree of relaxation in the political backdrop. Dominique Nasta explains that this relaxation period 

was marked by less difficulty to immigrate to the U.S and Israel, the release of political prisoners, 

more freedom for artists, writers and intellectuals in general, opportunities to travel and collaborate 

with Western countries, the modernisation of important cities, and the return of Romanian 

expatriates, including notable cultural figures such as Eugen Ionesco, Mircea Eliade and 

Constantin Brâncuși4. The advertising that appears in Cinema magazine beginning with 1968, can 

then be viewed in relation to some of these aspects, particularly the development of the urban 

setting and the openness to the West.  

The political decision to transform Romania's “agricultural economy and largely peasant 

society into an industrial and urban system”5 created the necessary setting and demographic where 

advertising in magazines and other mediums could function and have an audience. I will develop 

on this relationship between advertising and the urban setting in this article, when I examine 

specific examples from Cinema's advertising. In terms of the openness to the West, it is not a case 

of advertising in Cinema magazine featuring foreign products. Actually, only Romanian products 

                                                
4 Dominique Nasta, Contemporary Romanian Cinema: The History of an Unexpected Miracle (New York: Columbia 

University Press, 2013), 18-19. 
5 Daniel N. Nelson, Romanian Politics in the Ceaușescu Era (New York: Gordon and Breach Science Publishers, 

1988), 7. 
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and services were advertised. Instead, the appearance of advertising in Cinema brought the 

magazine closer, at least on the surface, to the model of Western magazines. However, it is 

important to clarify the role that advertising played in Western magazines in comparison to its 

function in Cinema as a magazine published in the communist context. 

 

The Role of Advertising: Capitalism vs Communism 

In the field of periodical studies, scholars such as Sean Latham, Robert Scholes and Clifford 

Wulffman have placed considerable emphasis on the advertising in magazines6. On one hand, this 

comes from the initiative of treating magazines as autonomous materials for study that advertising 

is part of, and on the other hand as a result of the proposed methodology for approaching 

periodicals7. In this sense, advertising has been used to examine target readership, readership 

engagement with the periodical, branding, and financial sponsorship for magazines receiving 

advertising revenue. Sally Stein considered a magazine to be a “unified cultural artefact” and also 

a vehicle encouraging consumption, reflective of an “impulse in the history of corporate capitalism 

to mobilise consumption at a national level”8. For a magazine published in the capitalist 

framework, advertising plays a complex role. Its positioning within the pages of the magazine is 

important in both mobilizing consumption and shaping the media experience. Stein compares the 

process of reading a magazine to driving on a highway. She argues that if one were to employ 

complete tunnel-vision while driving on a highway, there would be no value in billboards. Stein 

states: “The car encloses us, the road directs us, and these conditions make ads especially welcome 

as points of reference and as emblems of our long-term goals”9. Stein's comparison is both creative 

and valuable in understanding the positioning of advertisements across pages of the magazine, not 

randomly, but in a calculated manner where the ads bear some connection to other material such 

as articles and images, thus acting as points of reference and shaping the media experience. Of 

course, Stein, Scholes, Latham and Wulffman's arguments and observations are quite clear when 

Western magazines are taken as case studies but raise points of debate when looking at a magazine 

such as Cinema, which was published in the communist context.  

                                                
6 See Sean Latham and Robert Scholes, “The Rise of Periodical Studies”, PMLA 121, no. 2, (2006): 520-521.  
7 See Robert Scholes and Clifford Wulffman, Modernism in the Magazines: An Introduction (New Haven: Yale 

University Press, 2010), 146-148.  
8 Sally Stein, “The Graphic Ordering of Desire”, Heresies 5, no. 2, (1970):7. 
9 Stein, “The Graphic Ordering of Desire,” 8. 
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Broadly, many of the differences in the function of advertising stem from the different 

economic models in which magazines are published. Although the appearance of advertising in 

Cinema coincided with “rising living standards and increased access to consumer goods and 

cultural productions”10, it functioned in the context of a command economy11, as opposed to the 

market economy of Western countries. Cinema was part of “a media system free of the need to 

raise revenues” and in the context of a “planned economic production that did not create 

competition or the need for product differentiation”12. The magazine's state ownership meant that 

it did not rely on advertising for financial support, thus eliminating one of the crucial roles that 

advertising holds in the financial framework of Western magazines. The positioning of the 

advertising page in Cinema is also indicative of this. Advertising always appeared on the last page 

of the magazine, in black and white, and generally only one product or service was featured. This 

meant that it did not necessarily play such an important role in shaping the media experience or in 

the reader's “‘personal’ path through the magazine labyrinth”13. Instead, Susan Reid argues that 

“[t]he role of domestic advertising in a command economy, then, was not to generate inauthentic 

and insatiable consumer demand, as in the capitalist west. On the contrary, it was to promote 

‘rational consumption’ and to predict and manage popular desires”14. I would like to consider the 

following examples of advertisements from Cinema magazine in relation to Reid’s argument, 

which I would further like to compare with samples from Western Magazines. 

 

 

 

                                                
10 Jill Massino, “Workers under Construction: Gender, Identity, and Women's Experiences of Work in State Socialist 

Romania,” in Gender Politics and Everyday Life in State Socialist Eastern and Central Europe, ed. Shana Penn and 

Jill Massino (New York: Palgrave Macmillan 2009) 19.   
11 Ericson defines the command economy as ‘one in which the coordination of economic  activity, essential to the 

viability and functioning of a complex social economy, is undertaken through administrative means – commands, 

directives, targets and regulations – rather than by a market mechanism’. He further points out that ‘[a] command 

economy is hence a creature of state authority, whose marks it bears and by whose hand it evolves, exists and survives’. 

See Richard E. Ericson, “command economy.” in The New Palgrave Dictionary of Economic s, 2nd edn, ed. Steven N. 

Durlauf and Lawrence E. Blume (Palgrave Macmillan 2008). The New Palgrave Dictionary of Economics Online. 

http://www.dictionaryofeconomics.com/article?id=pde2008_C000219 
12 Elza Ibroscheva, Advertising, Sex and Post-Socialism: Women, Media and Femininity in the Balkans (Plymouth: 

Lexington Books 2013) 68. 
13 Stein, “The Graphic Ordering of Desire,” 7. 
14 Susan Reid, “Cold War in the Kitchen: Gender and the De-Stalinization of Consumer Taste in the Soviet Union 

under Khrushchev”, Slavic Review 61, no. 2 (Summer 2002): 218 

http://www.dictionaryofeconomics.com/article?id=pde2008_C000219
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Cinema Samples 

      

 

 

 

 

                 

 

1. Cinema, Issue 5, 1968 

Advertisement for Sanda 

hair spray 

2. Cinema, Issue 3, 1969 

Advertisement for Practic 

hoover. 

3. Cinema, Issue 10, 1969 

Advertisement for 

women’s dresses and 

coats 

6. Cinema, Issue 2, 1971 

Advertisement for Adam 

Matinal cologne 

5. Cinema, Issue 1, 1971 

Advertisement for 

women’s jewellery 

4. Cinema, Issue 12, 1970 

Advertisement for Cristal 

cologne 
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8. Cinema, Issue 7, 1972 

Advertisement for the 

opening of a fashion 

house 

7. Cinema, Issue 6, 1972 

Advertisement for fruit 

yoghurt 

10. Cinema, Issue 3, 1974 

Advertisement for 

Frigero refrigerators. 

9. Cinema, Issue 9, 

1972 

Advertisement for diet 

milk and yoghurt 
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Samples from U.S. film magazines  

                 

 

 

 

Regarding the samples from Cinema, I have tried to select the ones above as diverse as 

possible and from across the period in which advertising in the magazine appears. The samples 

from U.S. film magazines require further clarification in respect to their relevance to the 

examination of those from Cinema. First, it is difficult to provide advertising from a Western film 

magazine that is the equivalent of Cinema. This is because film magazines in the Western capitalist 

societies were diverse and with specific target readerships. Largely, they can be categorized as 

trade papers (periodicals addressing professionals working in the industry), fan magazines 

(periodicals focused on stars and gossip, predominantly addressing a female readership) and 

academic journals (periodicals that addressed scholars). As Cinema was the only film magazine 

published in Romania from 1963-1989, it presented aspects from each of these categories, in 

varying degrees across its publishing during the communist period. Thus, the samples of 

advertising from U.S. film magazine are from the periodicals Business Screen (a trade paper) and 

Modern Screen (a fan magazine). The Business Screen advertisement (Image. 11) is important to 

note in terms of the relation between the magazine and the product advertised, in the sense that 

promoting Byron’s services of video tape-to-film was relevant to the trade paper nature of the 

11. Business Screen, Issue 1, 

1971 

Advertisement for Byron 

Motion Pictures 

12. Modern Screen, February 

Issue, 1960 

Advertisement for Lane Bryant, 

p.65 
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magazine and its target readership. This is not the case for Cinema, as the products advertised bore 

no connection to the specialisation of the magazine as a film periodical. Instead, advertisements 

for fashion products, food and beverage and household items featuring women could be found in 

fan magazines, such as the Modern Screen sample provided above. The Lane Bryant women’s 

clothing advertisement (Image 12) goes a step further in its connection to the magazine and readers, 

through the coupon provided for the free style catalogue. Thus, the magazine itself was used as a 

vehicle that facilitated the purchasing of products, not just their promotion. While it can broadly 

be argued that through the appearance of advertising, a symptom of the wider relaxation period in 

Romanian politics that started in 1968, Cinema magazine drew closer to the model of Western 

magazines, there are notable differences between the two sets of samples.   

Looking at the advertisements from Cinema, Reid’s statement regarding the role of 

advertising in the socialist context being that of promoting ‘rational consumption’ is valid, 

particularly when looking at the price listings. Many of the advertisements in Cinema, and indeed 

from my selection, did not provide information regarding the price of the product. The Practic 

hoover (Image 2) and Frigero (Image 10) adverts are exceptions, but even so the price does not 

play the same role in these advertisements as it does in Western advertising. In contrast, in both 

the Byron and Lane Bryant advertisements, the price plays a central role. Byron boasts that its 

services have “America’s lowest prices!” while the text of the Lane Bryant advertisements also 

draws attention to the words “SAVE MONEY”, as well as clearly listing the price of the dress in 

the top right corner of the photograph. In the Practic and Frigero examples emphasis is not placed 

on the price. It does not stand out in any way in terms of design and it is not used as an element of 

competition. There is no sale, offer or price comparison in these cases. Simply, the price was what 

it was and the texts of these advertisements make this clear. While advertisements did not place 

emphasis on price, they did provide a considerable amount of information regarding the financial 

options for purchasing the product. In both the Practic and Figero advertisements, the text offers 

details regarding the cost of monthly instalments and deposits. This suggests that these products 

represented a long-term investment, rather than being easily replaced. Further noteworthy is the 

lack of superlative language in the texts of these advertisements. None of the products advertised 

in Cinema magazine were 'great', 'fantastic' or 'the best'. Instead, emphasis was placed on 

practicality. The text of the Practic advertisement highlighted the hoover's new technology, the 

Figero advertisement bore the slogan “Practical! Spacious! Aesthetic!” and the text of the fruit 
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yoghurt advertisement (Image 7) emphasized health benefits. Hence, the specific way of listing 

the price of products, if at all, and the lack of a superlative language in these advertisements offer 

validity to Reid's notion of 'rational consumption'.  

While I broadly agree with Susan Reid’s statement, I would like to extend the use of the 

term ‘domestic’. I would argue that the advertising in Cinema magazine was domestic on three 

levels. First, I have briefly mentioned that only Romanian products were advertised but it is further 

interesting to note that advertisements for tourism and travel locations15 were also strictly within 

the country, the domestic holiday destinations. Although the appearance of advertising in Cinema 

coincided with a desire for opening up to the West, it appears that this did not go so far as to 

actively promote travel and tourism to foreign countries. Second, advertising in Cinema was 

domestic in terms of the products that were promoted and their function. These were food and 

beverage products, household products such as furniture, refrigerators or hoovers, beauty products 

for both men and women, clothing and tailor services, alongside the travel and tourism 

advertisements. Finally, the samples from Cinema show a dominant female presence in all 

advertisements, regardless of the specificities of products. In the next section, I will focus on the 

representation of women in these advertisements, and return to the term ‘domestic’ in relation to 

the role and positioning of women in the domestic sphere. 

 

The Representation of Women in Cinema Magazine Advertising 

From hoovers, fridges to fruit yoghurt and further to men's cologne, women seem to be a constant 

presence in the advertising present in Cinema magazine, regardless of the product being promoted.  

As advertising has been used by periodical studies scholars to determine target readership, it begs 

the question whether women were the target readership of Cinema magazine.  

In my interview with Ecaterina Oproiu16, editor-in-chief of Cinema between 1965 and 

1989, I asked her about the magazine's readership and who it aimed to address. This was her 

response, which I have translated in English: 

 

“Regardless of the specialisation of the editors, Cinema was and remained, from the 

first issue to the last, a magazine that did not strictly address film professionals. The 

                                                
15 See for example the advertisements in Cinema, Issue 11 (1970), Issue 2 (1972), and Issue 2 (1974).  
16 The interview was conducted via email and responses were received on 31/08/2016 
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idea (I could even say the ambition of the magazine) was (across its entire existence) 

for the magazine to be read (and-if possible-appreciated) by all those who loved film. 

The effort of those who were writing it- permanently- was to spread the love for the 7th 

art with added intelligence, culture and-if possible- scholarship, but an experienced 

scholarship expressed not in a hermetic language but in a less soporific way.”  

 

Ecaterina Oproiu's answer highlights that the magazine aimed to address all film lovers, 

regardless of gender. Camelia Mureșan’s study on Romanian advertising during the Communist 

period is further helpful in examining the dominance of women in Cinema magazine advertising. 

Mureșan provides a statistic in terms of the use of men and women in Romanian advertising during 

the communist period, noting that 26.5% featured women, 12.3% featured men, 13% featured both 

sexes and 48.1% did not feature individuals17. From Mureșan’s statistics, it seems that the 

Romanian advertising of the time in general featured women more often than men. This suggests 

that the adverts that appeared in Cinema magazine were in line with the wider advertising scene 

of the communist period, rather than being suggestive of a strategy to target female readers.   

While the ads in Cinema magazine chimed with the wider advertising scene through the 

dominant presence of women, the way in which women are portrayed to hold various roles was 

reflective of the wider social context. Massino notes the broad debate around examining the role 

of women in socialist society, highlighting the dichotomy between the ideological promotion of 

women’s equality and emancipation, and how this translated in practice:   

“[W]hile socialist policies such as guaranteed employment and universal education 

and healthcare may have been beneficial to women and their families, because these 

policies were more strategic than genuine, they were not accompanied by concentrated 

efforts to transform patriarchal attitudes and practices as they played out at home and 

on the shop floor18.”  

 

Massino and Penn argue that the strategic emancipation and persistence of patriarchal 

attitudes resulted in a ‘double burden’ (role) for women, as both labourers and caretakers of the 

family19.  Women thus continued to hold a key role in the domestic space as their integration into 

the work force did not change patriarchal attitudes and expectations. The advertising in Cinema 

                                                
17 Camelia Mureșan, “Advertising During the Communist Period in Romania. Case Study:  Almanacs,” Journal of 

Media Research- Revista de Studii Media, no. 2, (2008): 101.  
18 Massino, “Workers under Construction,” 14.  
19 Shanna Penn and Jill Massino, ed., Gender Politics and Everyday Life in State Socialist Eastern and Central Europe, 

(New York: Palgrave Macmillan 2009) 2.   
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magazine reflects this duality of the woman as both keeper of the domestic space and the woman 

as the employee, in a developing urban environment. With this ‘double bourdon’ come messages 

of the traditional, the family, the domestic, mixed with those of practicality, technology, the 

modern and the new.  

In the advertisements that I have selected, a number of them place women within the 

domestic sphere while at the same time highlighting the modern. The Practic hoover advert is an 

example of this. The advert functions on the contrast between the old and the new. “Abandon the 

old ways!” the capitation exclaims as the woman in the advertisement is seen throwing away a set 

of old brooms in favour of the Practic hoover. The text of the advertisement emphasizes how 

technology comes to the aid of housewives, promoting the hoover for its modern, efficient, time-

saving technology. The clothes the woman wears also reflect the old versus new theme. Cut above 

the knee line and with a geometrical pattern on the chest, the woman’s dress is simple, yet elegant. 

In contrast to the modern style of the dress is the apron, the obvious clothing article suggestive of 

the domestic space, and even more interesting, the basma or head kerchief. The head kerchief, 

traditionally worn by women in the countryside, further extends the contrast to that of the urban 

versus the rural. Massimo argues that while the emancipation of women promoted in socialist 

states did not fully translate into gender equality, “state socialism broadened women’s social and 

cultural world, luring them away from the countryside and into the industrial towns and cities”20. 

The head kerchief then becomes a stronger sign of the domestic and the traditional, in the 

Romanian context, than the apron. At the same time, its contrast to elements in the advertisement 

that stand for the modern, such as the dress and the Practic hoover itself, reflecting the wider 

context of industrial and urban development.  

Although the Frigero advert also places the woman within the domestic space, specifically 

the kitchen, it is missing the dual message of old versus new, traditional versus modern contrasts 

in the Practic advert. There is a question here in terms of which of the two advertisement features 

the woman interacting more closely with the product. In the Practic advert, although she is not 

even touching the hoover, the woman is central to drawing out the above observed contrasts. The 

Frigero advert emphasizes the product’s practicality, spaciousness and aesthetic and features three 

women directly touching the three different fridge models. However, in the Fridgero advert, these 

women are used to determine the scale of each fridge model thus becoming visual aid for the 

                                                
20 Massino, “Workers under Construction,” 14.  
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spacious quality emphasized in the text. Both adverts emphasize practicality and this common 

message is in line with the concept of 'rational consumption' as well as the long-term investments 

the payment method through instalments generated.  

If the Practic and Frigero adverts placed women within the domestic space, the fruit 

yoghurt advert places the woman within the domestic role, as a mother. This role is made clear by 

the presence of the child alongside her. The fruit yoghurt is then framed as a product for the family, 

the text of the advertisement noting its health benefits and that it is the ideal yoghurt for anyone. 

In contrast, the diet milk and yoghurt advertisement (Image 9) moves the message from the 

domestic space and role of the woman as a mother, to the female form. This is made clear through 

the female silhouette standing on a podium in the background. It is interesting then to notice how 

different dairy products from the same enterprise (The Enterprise for the Industrialisation of Milk) 

targeted specific audiences, even in the context of a command economy where the advertising 

promotes rational consumption. The diet yoghurt is no longer framed as a product for the family, 

rather a product specifically for women. The advertisement's message of “Grace and Suppleness” 

resembles those from the beauty and fashion products advertisements (Images 1, 3, 4, 5, 6, 8). 

Although the advertisements mentioned so far place women in a central role in terms of 

their design and message, the products featured were not strictly for women to use. The hoover, 

the fridge and the fruit yoghurt could be used by and for the benefit of the family, rather than the 

individual. Turning to the advertisements that featured beauty and fashion products for both men 

and women, it is interesting to observe the presence of women in advertisements of products for 

men. The cologne advertisements are good examples in this sense. In terms of imagery, the Cristal 

cologne advert (Image 4) features a shaded woman's profile, alongside the bottle of the product. 

The female profile is as important to the advertisement as displaying the product is. The text of the 

advertisement strengthens the connection between product and female presence, and addresses 

both men and women. The first line most clearly aims to draw the attention of men, with the 

exclamation “Attention men!” but then the text moves to integrate the female presence by stating 

“She is thinking of Cristal”. This first half of the text frames the product as being desirable for 

both men and women, framing the female interest in the Cristal cologne as an impulse for men to 

purchase the product and receive equal attention. The second half of the advert moves to addressing 

women, not directly calling their attention as it had previously for men, but by framing the product 

as being a perfect gift, thus placing the female reader in the position of a buyer. In this way, the 
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Cristal advertisement presents a dual message, primarily addressing men but with a secondary 

function that frames the product as a suitable gift to be bought for men. Nevertheless, in the 

interaction between the visual elements and the text, the woman is once more central, both to the 

message and as a possible consumer. The same can be noted for the second cologne advertisement, 

the Adam Matinal (Image 6) advertisement. Although it does not contain text, visually the 

advertisement features both a man and a woman, interacting as a couple. It is the woman who 

holds and displays the Adam Matinal cologne, as she look directly to both the camera and potential 

consumer. It is this look that invites the purchasing of the product, arguably by both men and 

women. The Adam Matinal cologne bottle is placed at the centre of the couple both visually and 

in terms of their relationship.  

The examples given so far have demonstrated diverse functions, positions and roles which 

women are attributed in relation to products that are not solely, or at all, destined for female 

consumers. From these, a variety of images of the woman in socialist society can be observed: the 

woman as the housewife, the woman as a mother, the woman as desire for men or the woman as 

part of a couple. I will now turn to the beauty and fashion products for women to examine the 

female image as it is constructed for women through products designated for their own use. 

Massino notes a change in the representation of women beginning with the mid 1960s (when 

Ceaușescu came to power): “Whereas, under Gheorghe Gheorghiu-Dej, images of burly tractor 

drivers and plain looking textile workers were the norm, after Ceausescu took power, images of 

female labourers became increasingly beautiful and glamorous”21. To illustrate Massino's 

observation in relation to Cinema's advertisement of beauty and fashion products for women, I 

will refer to the Sanda hairspray advert (Image 1), the jewellery advert of 1971 (Image 5), the 1969 

advertisement for clothing (Image 3) and the 1972 advertisement of the fashion house opening 

(Image 8).  

Massino's observation regarding the promotion of a beautiful and glamorous image of 

women during this period is valid in the case of the advertisement in Cinema, the Sanda hairspray 

advert and the jewellery advert standing as evidence of this. However, these advertisements, in 

their design and message, contrast with the advertisement for clothing and that of the fashion house 

opening. Rather than emphasizing beauty and glamour, the latter focus on modernity and the 

modern design of products.      

                                                
21 Massino, “Workers under Construction,” 19.  
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The Sanda hairspray advertisement of 1968, the first to appear in Cinema, is one of the few 

to feature color. It is not a striking use of color, but closer attention allows for the observation of 

the discreet beige background. Its use allows for the female partial profile to stand out. The partial 

profile is the visual centre piece of the advertisement. The circle of flowers frames the female face 

and is an element of design which elevates the profile to a portrait, the kind that would not be out 

of place as a framed photograph on a beauty stand or in a locket. Of course, the element that stands 

out in this female portrait is the elaborate and elegant hairstyle which is directly related to the 

hairspray product. Displayed underneath the portrait is the product itself, the bottle of Sanda 

hairspray taken out of its box. A similar circle of flowers surrounds the Sanda hairspray, thus 

creating the direct visual link between portrait and product. The text of the advertisement further 

emphasizes the promotion of the female image as elegant and glamorous, stating that “An 

impeccable hairstyle is characteristic of an elegant woman”.  

A similar image is promoted in the jewellery advertisement. Once more, it is a profile 

photograph of the woman however, on this occasion the framing allows visibility of the shoulders. 

In this way the jewellery products themselves are displayed, a set of matching earrings and 

necklace. The haircut is not as complex as the one in the Sanda hairspray advert because a different 

product is advertised, but it is still part of an overall elegant image. If in the Sanda hairspray 

advertisement the product is correlated with the complexity of the hairstyle, as evidenced by the 

text, in this jewellery advertisement the woman is used as a cross reference in terms of the value 

of the product. This is made clear by the text in the advertisement which states “Nothing short of 

veritable jewellery”. This line is followed by three traits, applicable to both the product the woman 

in the advert, and promoted to the consumer: “Charm, Distinction, Personality”.  

The examples of the Sanda hairspray advertisement and the jewellery advertisement indeed 

illustrate the shift to the beautiful and glamorised images of women, through the imagery and text. 

However, also noteworthy is the fact that the hairstyles of the women from these advertisements 

have a nostalgic element to them, a reference to the past through the cameo brooch style of the 

Sanda advertisement portrait and the golden age Hollywood glamour of the jewellery 

advertisement. This glamorous style in both cases comes into contrast with the advertisement for 

clothing and the one announcing the opening of a fashion house, as these are ones which no longer 

promote glamour with a hint of nostalgia, but the modern. 
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Elaborate hairstyles, neat curls and expensive jewellery are no longer part of the style of 

the women in the clothing advertisement. What they wear is meant to display the newly available 

clothing products and styles. For both skirts and coats, the text of the advertisement is more 

informative than promotional, offering details about the fabrics used, emphasizing that the clothing 

requires washing but no ironing. However, the text for the coats mentions their modern style. The 

message of the modern in this case is different to that in the Practic hoover advertisement. It is no 

longer based on technology, the modern way to clean the house instead, in this clothing 

advertisement the modern extends to the style of the woman herself. In this way, a contrast between 

the domestic and urban space is created, perhaps more clearly evidenced by the advertisement 

announcing the opening of the fashion house. Opening in a central area in Bucharest, on Victoriei 

Boulevard, the fashion house is announced to contain multiple departments for beauty and clothing 

products and services for men, women and children. Although the fashion house itself offers 

services for everyone, visually only women are placed in the advertisement. The two women who 

frame the photograph of the urban setting once more lack the glamourized style of those from the  

Sanda hairspray and jewellery advertisements, their style being what the previous clothing 

advertisement deemed as modern. The photograph of the urban space shows a tall concrete 

building and a crowd of shoppers surrounding it. This particular image perhaps moves away from 

the overall promotion of ‘rational consumption’ but is indeed reflective of the desire to promote 

the urban development taking place, and women as an active demographic part of both this setting 

and the domestic one. 

 

Conclusion 

To conclude, the advertising that appears in Cinema magazine between 1968 and 1974 was 

symptomatic of the wider political context. However, advertising held a different function and role 

in comparison to the capitalist West. The samples of advertising taken from Cinema magazine 

demonstrate that emphasis was placed on showcasing and offering information about products, 

indeed promoting ‘rational consumption’ as opposed to encouraging competitive purchasing. 

Although Cinema magazine did not specifically address women as the target readership, they held 

a central role in the advertising that appeared on the last page of the magazine. This central role 

stands as evidence to a complex discourse regarding the role of women in socialist society. As 
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much as communist ideology demanded equality for women, it translated into a ‘double burden’ 

for women. Women are thus often positioned in the domestic space and the domestic role, but are 

also used to showcase modernity through clothing, practicality of products and as active 

participants in a developing urban space. At the same time, advertisements themselves used 

women in a number of ways to address potential consumers, either by extending the male desire 

for women to the desire for a product or as value and scale comparison to product. While true, 

Massino’s observation regarding the shift towards more beautiful and glamorised images of 

women is perhaps insufficient. Elegance, beauty, charm, glamour were indeed key messages and 

images of women for the advertisement of certain products, but equally important was the message 

of the modern. The advertising that appeared Cinema magazine demonstrates that these messages 

did not only appear in magazines with women as the target readership, such as Femeia, but were 

present in a variety of periodicals with diverse specialisations and readers.    
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