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Outdoor Advertising and Graffiti: Gender, Fear and Public Space

Outdoor advertising and graffiti provide unique case studies, in that both mediums take advantage of the inescapable nature of ‘public space’ to create captive audiences whereby an individual’s capacity to avoid exposure to either product is completely inhibited. The unique and inescapable nature of graffiti and outdoor advertising demands that a different analysis of content is undertaken and that a different public policy response occurs. 

This paper looks at the parallels between outdoor advertising and graffiti – focusing specifically on the ways gender roles are amplified by the way each product makes use of public space. This research draws from the disciplines of criminology, architecture and feminist geography to argue that the continued sexualised portrayals of women in outdoor advertising works to not only illustrate but amplify the social inclusion of men and the social exclusion of women in public space. It argues that this situation parallels the situation graffiti creates by including men in the use and control of public space, and excluding women through the graffiti practice and through the graffitied environment.

This paper argues that outdoor advertising’s routine sexualised portrayals of women contributes to women’s feelings of fear in public space, paralleling the fear that the graffitied environment creates. It is argued that both products, in turn, force women to alter their perceptions of public space and to, as a result of their fears, pose limitations on their movements. It argues that such productions function to reiterate masculine ‘control’ of public space and to reiterate women’s lack of.

