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Project 2: Mediated Messages 

 

Advertisements showing people on airplanes or in airports are assumed to be business travelers rather than leisure 

travelers based on their business attire. 
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 In the article “Mediating Messages: Cultural Reproduction through Advertising,” author Seval 

Dulgeroglu Yavuz explains how advertisers take advantage of stereotypes—even if subliminal—to 

connect with target audiences, thus influencing the consumer’s decision to purchase or become 

affiliated with a product. Advertisers target vulnerabilities and craft their imagery and verbiage to pin 

point consumer “soft spots,” blurring the line between wants and needs. Yavuz notes that while 

consumers claim to be aware of the “unethical advertisers’” methods, their campaigns are still 

successful due to the creatives’ well-conceived and well-executed strategies.5 Attached are four 

examples of advertisements showing people on airplanes or in airports that are assumed to be 

business travelers rather than leisure travelers based on their business attire. In order to understand 

why the aforementioned stereotype connects with readership quickly and successfully, we must first 

understand the target audience(s) of the publications, define the meaning of “business formal attire,” 

and analyze the content, layout, and design of each advertisement. 

 The four example advertisements were featured in three publications: Architectural Digest,1 Travel 

+ Leisure,2 and Forbes.3,4  According to MegaMediaMarketing.net, the median age and median 

household income of the these publications’ readerships are as follows: 10 

− Architectural Digest: Median Age = 44.5, Median Household Income = $85,314 

− Travel + Leisure: Median Age = 48.3, Median Household Income = $79,697 

− Forbes: Median Age = 43.7, Median Household Income = $87,692 

While insightful, the above demographic information provides limited understanding of who is 

actually reading their publications and does not conclude that the audience regularly travels for 

business and/or wears business formal attire when doing so. Therefore, a successful advertising 

campaign must make some assumptions about their audience based on the data provided, then 

interject that data with existing stereotypes to formulate their campaign. For instance, Delta might 

deduce from the data above that their readership earns enough income to purchase high-end clothing 

and accessories. Therefore, the models in the campaign should reflect this conclusion. 

 According to Ettiquette-Tips.com, business formal attire for women is described as, 

…a dark colored suit with white or beige colored blouse or skirt-and-blouse combination. Lately 

though, conservative black, dark gray, navy, or earth tone wrap dresses or A-line dresses are 

acceptable. Trousers with creases and a coordinated blouse combinations are allowed too.9 
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And for men, the website adds, 

Suits are required business formal attire. If possible, choose one of a good quality, especially if 

you have to wear business professional clothing on a daily basis. Avoid wearing the same suit two 

days in a row. Keep in mind that trousers must always match the jacket. When shopping for a 

suit, consider buying a second pair of matching trousers as the dress pants usually suffer more 

than the jacket.9 

The same website also includes results of a 2007 Gallup poll on formal business dress. The poll 

concluded, “Only 9% of American workers were wearing business professional attire to work.”8 And, 

according to the US Department of Transportation’s 2001 National Household Travel Survey (updated 

in 2009), 40.6% of air travelers fly for business purposes, while 50.5% fly for pleasure/leisure 

purposes.6 Therefore, since less customers are traveling for business, and a much smaller percentage 

of that minority group is dressing in business formal attire, it’s critical for the advertisers to take 

advantage of what their audiences know or think to be true about business travel and capitalize on 

that information for the success of the campaign. 

 In the Delta “Legroom” advertisement,1 the female model is wearing a button-down blouse, 

slacks, a belt, and a pair of pumps. Her clothing looks clean and pressed, and her hair is neatly styled. 

Each of these wardrobe attributes points towards the stereotype of a business traveler. It’s unclear to 

the viewer whether she is coming or going from a business trip, but her peaceful facial expression as 

well as the relaxed position of her well-manicured hands communicate to the reader that the assumed 

business woman—most likely within the range of demographics listed above—is stress-free and able 

to enjoy the air travel time due to her extended amount of leg room in the Economy Comfort™ 

section of the airplane. If Economy Comfort operates like most benefits of airline frequent flyer 

programs, the woman has traveled a significant amount in order to gain the points needed to sit in 

this exclusive section of this plane. The advertisement therefore perpetuates the stereotype that she 

is a business traveler because of the attire she is wearing. 

 In the Delta “Sky Clubs®” advertisement,2 the female model is wearing a dark shift dress—a 

versatile and convenient wardrobe staple for business women—and her shoes look to be comfortable, 

yet classic pumps. Her relaxed posture and subtle smile hints this is a low-stress moment for her as 

she enjoys a drink at the Sky Club® bar. A few bar stools away, a man in a business suit does the same 

thing. Both appear to have left work behind—as the headline suggests—perhaps enjoying the evening 
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news or soccer game among the arrival and departure information on the flat screen panels in front of 

them. The Sky Club setting is most likely an exclusive area within the airport where frequent 

travelers can escape the chaos of an airport terminal. In addition to the stereotype that people in 

airports are assumed to be business travelers due to their business attire, this advertisement also 

perpetuates the stereotype that the same business travelers are reward level frequent flyers and can 

therefore take advantage of rewards programs. Note that the advertisement does not feature any 

leisurely dressed patrons in the Sky Club. 

 Beyond the attire and setting of the models, Delta has taken a very sophisticated design approach 

to its advertising campaign. The graphic style of both the “Legroom” and “Sky Clubs” advertisements 

is systematic; large, clean, sans serif headlines appear in the upper half of the advertisement with 

succinct subtitles appearing directly below. The copy is highlighted by a white rectangular 

background, which fades into a very sophisticated grayscale image. The campaign imagery portrays a 

“slice-of-life” in either the cabin or the club. The models are seemingly candid, as if the audience has 

peered through a window into the model’s world. The settings around the models are simple and 

true-to-life—no extreme photo manipulation or extravagant plot lines to try and convey a message. 

Even Delta’s tagline, “Keep Climbing,” resonates well with the business crowd—the idea of “climbing 

the corporate ladder,” or climbing success. As a campaign, the ads work well to send a quick, clear 

message, while incorporating subtle stereotypes that speak to the business traveler demographic of 

each publication’s readership. 

 Although not an airline, Deutsche Bank3 chose to illustrate it’s theme, “Our ideas help businesses 

take off” via the business traveler as its subject matter. The presence of luggage and a small glimpse 

of a jet way and aircraft in the background are giveaways that the setting is indeed an airport 

terminal. The models are all dressed in business attire, the men in either sport coats or suits, slacks 

and dress shoes; the women in blazers, knee-length skirts or slacks, and conservative hair styles. The 

activity of the models includes reading the newspaper, carrying a briefcase, or rolling a small carry-on 

luggage bag, alluding to a short-business trip versus a long personal vacation. The models’ relaxed 

stances create a calming feel—no last-minute airport sprints or rushed cell phone calls. The time of 

day is not clear, either an early morning or early evening photograph due to the location of the sun. 

However, the amber glow of the sunrise or sunset is seemingly purposeful, supporting the inclusion 

of the word “ideas” in the headline. Perhaps it symbolizes the “creative light” that symbolically turns 

on when an idea is formulated—in this case, a business idea or strategy. The overall design is clean 
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and sophisticated utilizing sans serif fonts, hierarchy of copy, succinct headlines and body text, and 

an organized grid. Like the Delta advertisements, the Deutsche Bank advertisement is corporate in 

nature, and includes the stereotype that people in airports are indeed business travelers, with no 

references to any leisurely dressed, vacationing passengers. 

 The final advertisement example, “Experience the Pleasure” for Korean Air,4 approaches 

advertising in a more artistic and whimsical fashion than Delta or Deutsche Bank. Instead of a literal, 

slice-of-life image, the art direction includes a more imaginative concept in which the model is poised 

comfortably on a feather, as if to communicate that the passenger’s experience in Korean Air’s new 

premium business class seating will be as light, soft, and flowing as a feather. The young, female 

model featured in the advertisement is wearing a stylish, white business suit—paralleling the delicate 

color of the feather—and comfortable, yet on-trend pumps. She is less business-like than the models 

featured in the Delta or Deutsche Bank ads; her hair is casually styled and her attire is less corporate, 

albeit business formal attire. It is unclear whether she is coming or going from her meeting, but she is 

certainly happy to be flying over Hong Kong, a thriving business metropolis, in her premium seating. 

Like Delta, if Korean Air operates its frequent flyer program like most others, the woman has 

traveled a significant amount—most likely for business reasons—in order to have accrued the points 

needed to experience the new fully reclining business class seating. While whimsical, the 

advertisement is clean and organized well; the attention is on the image, and the copy is secondary. 

The design utilizes classic, corporate feeling sans serif fonts, all positioned on a well-constructed grid. 

The advertisement, like the other three, has an overall corporate appeal to it and perpetuates the 

stereotype of the well-dressed business traveler. 

 In Robert Bresler’s “The Sloppy Majority,” an article written for USA Today, Bresler notes, 

“Walk through an airport today and you have to strain to find a man wearing a jacket (forget the shirt 

and tie) or a woman in a nice skirt. If so, they clearly are over 60. The standard for dressing down 

continues to decline.”7 Bresler’s comments fall in line with the findings of the Gallup poll and the US 

Department of Transportation’s study concluding that few business people actually wear business 

formal attire anymore, and the majority of airline travelers are on leisure trips rather than business 

trips. However, due to the need to for target audiences to become aligned with a product, companies 

rely on the perpetuation of stereotypes to ensure their success in target markets. Statistics aside, 

Delta, Deutsche Bank, and Korean Air know their audience and perpetuate their comfortable and 

accepted norms.  
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