
My Body, My Choice.  

Imagine a woman that’s hot but not beautiful. Now imagine a woman that 
is beautiful but not hot. Most people have no problem in doing so, and 
that’s exactly the problem with today’s concept of sexuality. Hotness and 
beauty are by definition two somewhat related, but distinctive traits.  

Sex sells very well in all media. Whether it is a fashion commercial or a 
burger advertisement, a woman is often portrayed as seductive, vulnerable, 
and playful, with her mind detached from her body. In other words, such 
advertisements depict a greatly distorted and unacceptable concept of 
‘femaleness’.  

As fashion represents trends and is a form of manifestation of personality, 
it has a huge impact on society. Fashion ads create an unrealistic image of 
women and the group that is harmed the most is children. In the words of 
Madonna Badger, an advertising executive and founder of ‘Women Not 
Objects’ campaign, ‘little girls are growing up thinking that how they look 
is more important than how they feel and who they are and little boys are 
growing up thinking that it only matters how a woman looks.’ This leads to 
some serious consequences such as girls’ negative self-image, mental 
illnesses, sexual assault, and rape. They often think that their sexuality is 
for others, so as they enter womanhood, they feel that they’re becoming 
more visible to society as sexual objects. Quite often, it eventually leads to 
women objectifying themselves permanently. Therefore, when we’re 
captivated by beauty, we should not stop at the superficial. We should not 
stop where society tells us to stop.  
 
Instead, we have to distinguish between empowerment and objectification. 
I recently saw a YouTube video entitled ‘Is provocative clothing truly 
empowering for women?’ In it, a man talked about how women objectify 
themselves and provocative clothing is only empowering to them because 



they can ‘control and manipulate’ men. Sadly, this is the kind of thinking 
we see worryingly often. It all boils down to the idea that a woman looks 
pretty because she wants to get attention from a man or she looks sexy 
because she wants to seduce him. Many people don't understand that 
women want to look beautiful for themselves and are often empowered by 
their own bodies. Moreover, what we don’t acknowledge most of the time 
is the impact that advertisements have on such thinking.  

Have you ever seen a perfume advertisement with a woman that’s almost 
naked in silk sheets and a man instantly seduced by her after she uses the 
scent? Ads like this convey no other message than ‘use this perfume and a 
man will desire you’ instead of ‘use this perfume to smell beautiful for 
yourself and love yourself’.  

Society is organised along the lines of patriarchal ideology, as gender roles 
and inequalities are primarily socially constructed and not based on 
biological differences. One feminist sociologist, Walby, recognises 6 
structures embedded in patriarchy. These include ‘the state’, i.e. policies 
are primarily in men’s interests; ‘sexuality’, i.e. there are different 
standards of behaviour for men and women; and ‘cultural institutions’, 
such as church, media, and education, which reinforce patriarchy.  

We can perfectly see how this is reflected in the current situation in 
Poland, where women were recently deprived of their right to abortion, the 
fundamental right that allows them to decide about their bodies. However, 
it doesn’t stop there. Women in Poland also rebel against 
oversexualisation, male gaze and false image of natural beauty that media 
presents to them. It can be seen in women’s strikes or some of the 
campaigns that have been launched recently.  

One of the most famous Polish models and activists, Anja Rubik, did a 
special Vogue January issue called ‘Women Power’. On her Instagram, she 
said: ‘I am naked in the photos. In patriarchal systems a woman's body is 
sexualized, it’s shamed and it’s shown as something wrong and indecent. 



Hence, nudity has become a symbol of the female revolution. Currently in 
Poland, the state is depriving women of their reproductive rights and the 
right to decide about their own lives and bodies.’  

Many people from the fashion industry, like Anja, also strongly stand 
behind women. There are a great number of fashion brands that actively 
support women, such as MLE Collection: ‘Not everyone is against the 
government’s decision; however, remaining silent just because we may 
make less money is not our style.’ LAU Jewellery decided to support 
women’s strikes financially: ‘Dear women, we’re here for you and we will 
support you as much as we can.’  

There are also special collections and special products launched by brands 
in order to support and show solidarity with women’s demonstrations in 
streets throughout Poland, e.g. Umiar made earrings with the logo of the 
women’s strike and Nago decided to print and sell t-shirts with the logo. 
All profits from selling those products went towards the women’s strike.  

The influence that fashion can have and already has on women’s 
empowerment is evident. 

It could be argued that fashion became political. It supports and unites 
women. The massive protests resulted in women dressing similarly in 
order to show their solidarity, i.e. they started to wear black outfits that 
symbolise grief and anger towards the government, as well as the death of 
the Polish democracy. In other words, fashion reflects the society we live 
in. It is always influenced by social changes, social problems, terrorism or, 
most recently, pandemic. That is why, as most advertisements exploit 
women’s sexuality, fashion itself can help them to express themselves and 
rebel against it. The fashion world is no longer focused merely on ‘pretty 
clothes’, but something deeper, more meaningful that brings about change. 
Its main focus is on provoking conversations, not ‘provoking men’.


