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GENDER IN BLACKNESS: STEREOTYPING IN CHILDREN’S 
LITERATURE, MEDIA AND POLITICAL DISCOURSE 

Rosanna Masiola1 and Renato Tomei2 

Abstract: This paper features the strategies of gender stereotyping enacted by 
hegemonic groups in the sphere of institutional ‘dialogue’ and advertising discourse. The 
sequence of themes interfaces diachronic variation and cross-cultural differences (Italy, 
UK and USA). The stigma imposed on blackness in the Western world started with the 
translation of the Song of Songs, as perpetuated by the Latin translation Nigra Sum Sed 
Formosa, whereas the original gave: ‘I am black AND beautiful’. 

Keywords: gender; stereotyping; racism; black; ethnicity; translation; parody; 
institutional clash; advertising; colonialism. 

1. Cross-cultural dialogue and institutional clash 

 This paper is partly inspired by the tragic deaths of four hundred African 
refugees and asylum seekers in the Mediterranean (Island of Lampedusa, October 
2013). The deplorable episodes of intolerance flared at institutional level, before 
and after the tragic events, well account for the need to understand the dynamics 
of the process of racist stereotyping. These are examined with specific reference to 
gender and ethnicity in media and advertising.3  

The Naomi Campbell versus Cadbury case (June 2011) in the British press 
was globally resonant and received massive coverage in the press and on the web. 
The latter highlighted the power of group and consumers’ associations in the UK 
and US endangering and boycotting the launch of a new product. The event 
became ‘news’, and a case for Naomi’s furore at being likened to a chocolate bar.4 
It involved the Advertising Standards Association (ASA) in UK and the Operation 
                                                           
1 Professor in English language, linguistics and translation, Department of Human and 
Social Sciences, University for Foreigners, Perugia, r.masiola@libero.it. 
2 Assistant professor in English language linguistics and translation, University for 
Foreigners of Perugia, tomei.renato@libero.it. 
3 According to Roger Fowler “A stereotype is a socially-constructed mental pigeon-hole 
into which events and materials can be sorted…The formation of news events, and the 
formation of news values, is in fact a reciprocal, dialectical process in which the stereotypes 
are the currency of negotiation. The occurrence of a striking event will reinforce a 
stereotype, and reciprocally, the firmer the stereotype, the more likely are relevant events to 
become news” (Fowler, 1991: 17).  
4 “Britain’s advertising watchdog has dismissed a complaint by an anti-racism charity that 
an ad for a new Cadbury’s product, which referred to supermodel Naomi Campbell as a 
‘diva’, was racist in content. (http://www.thejournal.ie/cadburys-ad-ruled-not-racist-
despite-apology-to-naomi-campbell-159893-Jun2011/. The ‘Move Over Naomi there’s a 
new Diva in Town’ advertising a new chocolate bar, ‘Bliss’,  was launched in Europe, but 
then immediately withdrawn. (Last access 24 May, 2013). 



122 IJ
C

C
SE

C
 V

ol
um

e 
2,

 I
ss

ue
 2

,  
20

13
 

Black Vote (OBV). When a glamour icon reacts against racism, visibility is viral 
and pervasive.5 

These facts are better understood when examining texts and materials 
featuring the causes and factors underpinning the development of stereotyping in 
the institutional domain and media discourse. The items are sequentially drawn 
from mixed corpora, i.e. literary texts, children literature, and mainly advertising.  

2. Blackness and Gender bias 

Gender plus blackness have been negatively targeted connoting a full 
spectrum of caricatures and abusive representations.6 Zoomorphic metaphors 
evidentiate that this is recurrent in literature, whether derogatory or 
complimentary. It happened to the Queen of Sheba (goat-feet), Cleopatra 
(crocodile), and to women achieving a high status. The infamous ape-like simile 
plaguing the Italian media (Summer 2013) epitomized an attitude of intolerance 
masked as jocular ‘humour’. This occurred even at parliamentary level. It came 
from a former Minister, Mr. Calderoli, as he referred to a female Minister, Cécile 
Kyenge. It seems not to have subsided while presently taking a threatening turn. 

The mandatory formal apologies from Mr Calderoli, the sequel of vignettes 
and caricatures, plus a flurry of incandescent telephone calls to radio stations have 
heated up the debate from the institutional domain to social networks. Negative 
coverage came also from European and international press, highlighting Italy’s 
colonial past and racist present: 

“The events of the last few weeks have proved, beyond doubt, that 
Italy has a serious problem. Bananas have been thrown at Cécile Kyenge, 
Italy's first black government minister. A (female) councillor for the 
Northern League has said she should be raped. A Northern League senator 
has likened her to an orangutan.” 7  

                                                           
5 Erving Goffmann in Gender Advertisements (1976) does not have any reference to 
Blacks. Guy Cook’s The Discourse of Advertising (1992), Judith Williamson’s De-coding 
Advertisements (1978) or Mark Tungate’s Adland: Global History of Advertising do not 
cover such themes. In Twitchell’s The Twenty Ads that Shook the World, Michael Jordan is 
a successful celebration of body power: “Michael Jordan stayed in the air with his legs 
apart for the last ten seconds of the commercial […].fusing spectators who had never been 
to a basketball game with the abiding fantasy of athletic virtuosity and escape.” (2000:207). 
6 On exploitation of Black women in the media in US, see also Erin Chapman (2012). 
7 Tobias Jones, ‘Why is Italy still so racist”, The Guardian, 30 July 2013. Online article. 
(Last access: 18 August, 2013). The gross and offensive language was unmistakably 
gender-connoted. The effects in this case seem to transgress the paradigm of ‘discourse and 
gender’ as posited by Deborah Tannen and Shari Kendall in their contribution (2001: 548-
567), stretching over to racism and discourse, as in Ruth Wodak and Martin Reisigl (2001: 
372-397).  
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All these facts enlarge the debate to historicity and colonialism, when the 
“specifics of discursive and historical colonialism, imply a relation of structural 
domination” as observed in Laura Donaldson’s Decolonizing Feminism: 

“Like the relationship of colonizer to colonized, Western culture has 
defined women as different in kind from men and has often used animal 
imagery to dramatize this difference.” (Donaldson 1992:5; the emphas is 
ours). 

Ethnic bias and negative stereotyping have developed not only within 
institutional and ideological frameworks. They also proliferate through literary 
canons and popular prejudice. Parody and mimicry are reciprocally 
interdependent, and cover a spectrum ranging from simply funny to the bleak 
gender hatred or sexual bias, and gross prejudice. What is generally dismissed as 
harmless parody if coming from institutional referents can dangerously strengthen 
hierarchies and social marginalization.8   

The selection of visuals and corpora presented in the following section 
focus the manipulation and distortions of Black identity based on gender. These 
are then indexed in terms of gender and evolving stereotypes. Consequently, we 
have tried to feature Europe and Italy, and its correlation where necessary to UK 
and USA. Reactions are slightly different: whereas in UK and USA there is a 
frightening threat to sabotage the market heralded by civil rights associations,9 this 
is hardly unlikely for the Italian market as yet. This type of ethnic marking and 
negative stereotyping, however, has deep roots in the cultural and historic past of 
Europe. What follows is a brief introduction to instances of ethnic bias in literary 
traditions, aesthetic canons, and popular tradition. 

The Song of Songs also known as the Song of Solomon has been recognized 
by many as the epitome of erotic poetry and has largely influenced literature 
through translations and adaptations. And yet, this beauty (female beauty) is 
somehow flawed as it starts with stigma imposed on blackness. At least this occurs 
in the translation of the original Aramaic Šir hašširim, as perpetuated by the Latin 
version by St. Jerome (540 d.C): ‘Nigra Sum Sed Formosa’ (Black am I and 
Beautiful) and the following ‘Nolite me considerare quod fusca sum/quia 
decoloravit me sol’(Do not consider me that I am brown, because the sun hath 
altered my colour). Being dark of skin is cause by the sun-tan. Whereas the Greek 
version translates: ‘I am black and beautiful’ (1:5). In the Hebrew text it simply is 

                                                           
8 In Language and Gender, Penelope Eckert and Sally McConnell-Ginet define the 
approach on stereotyping, as ‘the relation between stereotypes and language providing us 
with crucial information about the ideological landscape in which language unfolds” (2013: 
59).  
9 Kerstin Brückweh (2011) refers to the ‘political public sphere’. Citizen consumers have 
two voices in the public sphere, one constructed by associations and movements, the other 
by opinion polls and market research.  
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a question of the conjunction /and/ which has an extended polysemy in the original 
Aramaic, fading also into restricted /but/.10 The Greek version known as the 
Alexandrine Septuaginta version had ‘melaina eimi kai kalé’  ‘black am I and 
beautiful’. 

Consequently, in the Latin version more commonly known as the Vetus 
Latina, /black/ has been used as a construct opposed to /white/.  

Furthermore: the ‘black…but beautiful’ female is sometimes erroneously 
identified as the Queen of Sheba. The Queen of Sheba, on the contrary, in the 
Ethiopian tradition she is praised for her wisdom as in sacred text of the Kebra 
Neghast (Glory of Kings).This adds a negative connotation to traditions describing 
her as having goat-like feet.11 Kate Lowe notes the choice of /but/ as adversative, 
in the Song of Songs: 

“The adoption of this model, first in Latin, and then in the major 
European vernacular languages, had a detrimental effect on how sub-
Saharan Africans were viewed in the period 1440-1650, enshrining negative 
expectations about what black skin signified.”12  (Lowe 2012:544) 

This did affect the Western canon of aesthetics and imagination as 
Shakespeare followed suit with his sun-tanned Cleopatra: “with Phoebus’amorous 
pinches black and wrinkled deep in time” (Antony and Cleopatra, V:33-34).13 

3. Stereotyping in children’s literature 

The downgrading of blackness is likewise reinforced especially in English 
popular proverbs dating to Middle English, as well as in colonial and postcolonial 
vignettes and caricatures.14 Little moors where featured on shop sign-boards 
advertising colonial products and anything connected to blackness since the 
seventeenth century in England (Heal 1988) and Europe, reinforcing the 
ambivalent logos of and/but ‘beautiful’(Fig. 1). The tradition of chocolate has a 
long history in terms of Blacks being used as puppets or caricatures. The language 
of metaphors ranging from ‘sun-tanned’, ‘ink’, ‘coal’, to ‘chocolate’ as colour or 
                                                           
10 For /black/ the Hebrew has sehorà (1:5) dark, followed by šeharhòret /brunette/. The 
original Aramaic הואנו ינא הרוחש sheḥovrah ani v’navah. Literally it is ‘Black I and comely’. 
The whole question relies on the construction of  /and/ /ו/ (the letter /vav/)  (Zatelli 2012: 
76-77; Beretta 1991:26-27; Ravasi 1992 ).  
11 Caprine features are part of the iconography of demons and satanic creatures. 
12 In various European languages this ‘black’ is translated with different connotations and 
meanings. It is translated as ‘soot’ in the Northumberland dialect of colliers of the Song 
(Tomei 2013). 
13 In the Renaissance, nigredo or blackness refers to alchemic phases of transmutations  
(rubedo, albedo) as may be symbolized in Shakespeare’s Antony and Cleopatra. (Rosini 
Masiola, 1988: 134-138). 
14 ‘Those that eat a black pudding will dream of the devil’  (Apperson 1993: 52) or with 
reference to sexual stereotyping ‘black men are pearls in beauteous ladies’ eyes’ 
(Shakespeare, Two Gentlemen of Verona, V, ii, 11). 



125 IJ
C

C
SE

C
 V

ol
um

e 
2,

 I
ss

ue
 2

, 2
01

3 
   

   

as merchandise is patronizingly connoted at its best. And, it was a ‘chocolate’ 
explicit reference on packaging connoting the ‘Diva’ (Fig. 2), against which 
British Jamaican top-model Naomi Campbell reacted.15  

Gender and race stereotyping is also present in children’s books and 
illustrations. There are countless examples of use of black caricatures. The 
following example is from a small children book, as it contains illustrations and 
very little writing, imitating the comic-strip style, for children who cannot read. 
The author is Grete Meuche (Leipzig, 1921). The book has had notoriety in Italy 
and featured several editions. The first Italian edition dates to 1944 and was 
approved by fascist Minculpop, Ministry for Popular Culture (ex-‘Ministero per la 
Stampa e la Propaganda’). The original title was Mampampebuche and in Italian it 
is known as La storia di Pik Padaluk. Pik Badaluk’s mother is a caricature 
inspired by the American fat Mamie, dressed in blue checkered calico. All the 
family members are intentional caricatures. The idea of blacks used as puppets 
used to amuse a white audience is a total contradiction in terms of cross-cultural 
pedagogy.16 The mantra stereotype is always ‘chocolate’. 

Illustrations feature the caricature of the black boy, his family and tribe 
members. Pik is alternatively called ‘piccolo moro’, ‘moretto’ and qualified as: 
‘”buono come il più buon cioccolato, nero alla pari d’un carboncello” (“good as 
the most goodie chocolate, and black as a small piece of coal”). The opening lines 
are: “C’era una volta un piccolo moro, che si chiamava Pik Badaluk” (“Once 
upon a time there was a little moor whose name was Pik Badaluk”). The 
characters bear similarity to other Black children as portrayed in European 
literature, in Germany and in Britain, notably to Little Black Sambo (1899).17 

Although Pik Padaluk’s characters are themselves derived from ethnic 
stylization of caricatures, other caricatures are in turn derived. The prototype is 
famous Aunt Jemima featured in packaging (Quaker Oats) for waffles and 
pancakes (Fig. 3). Jemima was actually the model for the Hollywood ‘Mamie’ 

                                                           
15 President Berlusconi used ‘tan’ as an interjectional remark (‘ed è pure abbronzato’.--> 
‘and he is even tanned’) intended to be a compliment to the looks of President Obama. 
Former Minister Roberto Calderoli iterated the remark publicly referring to Italian-
Palestinian anchor woman, Rula Jebreal. He meant to be offensive and deliberately 
manipulated the metaphor, as he also added ‘camels and the desert’.  
16 The first Italian edition did not mention the author, and attributed it to a ‘Mago Cif ‘ 
(Wizard Cif). There were further editions in 1974, 1994, 1998 and 2010. Today it is also 
downloadable in its Italian version in many reprints. In recent times it has been adapted into 
‘favola in musica’, where caricature is even more marked. Adaptation is by Marina Allegri, 
and director Maurizio Bercini, Gattatico (Reggio Emilia). In their words “Ci è piaciuta 
l’idea di proporre ai bambini delle scuole materne ed ai loro educatori questo sguardo 
ingenuo sull’Africa per riscoprire lo stupore verso un popolo ed un paese lontano ed assai 
differente,…” (“We really liked the idea of presenting to  the children of primary schools 
and their  educators this naive perspective on Africa to discover anew the sense of wonder 
towards a people and a country so far and so diverse”…). See 
http://www.caluogodarte.com/spettacoli (Last access 25 March 2013).  
17 Sambo is a censured book in the US (Notini 2006: 164). 
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(Figs. 4 and 5). Pik’s mother (Fi.g 6) generated in turn other family caricatures, as 
seen in billboard advertisement for cigarette paper (Modiano, Trieste 1930 ca) 
featuring a monkey-like kid stealing cigarettes from his father’s pockets (Fig. 7). 
The father is dressed in circus attire, typical of the black staff taking care of in 
charge of lions and elephants. Assumption may be reasonable as both book and ad 
were printed in Trieste. 
 
4. Spreading racial and gender discrimination in advertising 
 

A domain often exploited for fun was that of the Circus and American 
vaudeville: favourite black characters were often real clowns (i.e. Rastus) or toys 
(the British Gollywog). Using emancipated blacks in distinctive attire was aimed 
to warrant genuine products from the plantation complex. Most of this 
paraphernalia is now longer used as market brands, or has been ‘gentrified’ like 
the new Mamie, yet there are still examples which can be found in shop-windows 
and on display, from Chinese gollywogs dolls sold in Hong Kong to the Mamie 
mascots advertising chocolates in Italy (2012). But what is interesting here is the 
development and markedness in stereotyping.  

Blackness has been branded as a product for the Western world, something 
to be ‘commodified’, branded and globalized, evolving from the stereotype of the 
black savage and criminal, to deformed clown, down to the present day where 
emphasis is essentially on physical power and body (Perilli 2012). The film 
industry and commercials featured taglines and cartoons where ‘stunted’ language 
became even more prominent in the dubbed versions. Conversely, today a black 
body (female) is displayed as ‘silent’ or voiceless  ‘showcase’ for luxury items. 
This may be seen in the display ads from glossy magazines featuring a naked 
body, or part of a body with no facial features (Fig. 11-12). Here black bodies are 
merely used as holders for the advertised object, usually a jewel or gold, with 
reference to a condition of slavery and subjection. It seems then that global beauty 
is thriving on black bodies and physical beauty (Jones 2012). Conversely, identity 
and any cultural or intellectual feature is annihilated and rendered ‘invisible’, 
recalling Ralph Waldo Ellison’s The Invisible Man (1952), only that it is not 
America in the fifties: it is display ad for the launch of jewel design in Italy 
(2007).18 

The same stereotyping of the Black Mamie as a good house servant as a 
clumsy or a very fat lady with big eyes has been featuring endless chocolate 
packaging and cooking products (Goings 1994; Manning 1998). A contribution 
came also from the Hollywood industry with the stunted accents and voices of 
Blacks, and the matrix of stereotyping in film-making was with ‘Mamie’ in Gone 
With the Wind (see Figs. 3 and 4). There is a circular intertextuality in terms of 

                                                           
18 Agency Armando Testa (2007) for Pasquale Bruni Jewels Collection ‘Anima e Cuore’ 
(Body and Soul). Black display ads are no longer accessible online, and have been 
presumably withdrawn since 2011. Testa is one of the leading Italian advertising agencies. 
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Black stereotyping, where a musical vaudeville character inspires packaging, 
packaging inspires films, and in turn films inspire packaging and commercials.19  

Examples of negative stereotyping in advertising are equally found in 
European countries such as the UK, Germany, France and Italy.20 Packaging and 
gadgets were still very common in the sixties and even if more rare, there are still 
mascots to be seen in Italy advertising chocolates either with Mamie  and her 
‘funny’ and big smiling faces with big red lips  (Figs. 8-9) or more sad and 
realistic, reminiscent of plantation and slavery (Fig.10).    

Our last example is an Italian cult commercial featuring a Mamie (see 
Appendix), where intratextual references denote a binary ethnic opposition, where 
Blacks are subservient to the patronizing ‘master’ class, albeit in a jocular way.21 
For sure what seemed innocent in the fifties is perceived today as markedly racist 
and offensive. 22 

This last Italian Mamie adaptation is from a famous tv commercial, aired in 
Italy in the sixties featuring a house servant, ‘Matilda’, played by singer Edith 
Peters of the ‘Peters Sisters Trio’. The perception today is that of maximization of 
ethnic and cultural clash, albeit totally unperceived as such at the time.23 It is 
                                                           
19 Actress Hattie McDaniel was awarded the Oscar (1940). She was the first Black 
American woman to sing on the radio. Yet, even more surprisingly, one of the many Aunt 
Jemimas on stage was played by an singer of Italian origins, Therese ‘Tess’ Gardella (1894-
1950). Another case of a member of a minority community with a caricatured black mask 
the Jewish singer Al Jolson (1886-1950), famous for his song ‘Mamie’. It seemed that 
prevailing taste was to have minority groups performing as Black Africans (or even Indians 
in films). 
20 See exhibit Négripub. L’image des Noirs dans la publicité depuis un siècle.  Bibliothèque 
Forny, Paris, 1987. See also Rapisarda (2013) for packaging and ads related to Abyssinian 
and Ethiopian campaigns (www.rivistacharta.it/2013/05/nigrizia/. Last access May 24, 
2013). 
21 As the commercial cannot be shown, there is a segmentation of the single items and a 
multimodal analysis (multimodality) following Vasta (2002) and Baldry and Thibault 
(2006). See also Gunter Kress and Theo van Leeuwen and their much-cited Reading 
Images: The Grammar of Visual Design (1996) illustrating paradigms to decode visual 
advertisements. 
22 The commercial advertising olive oil Sasso was broadcast in 1965 and directed by 
Corrado Farina, (Studio Testa Agency) Male actor is Mimmo Craig. Edith Peters is made to 
speak in Venetian dialect, to mark subordination to her ‘white master’ who gives her 
orders: “Cossa ghé xe paròn?” (Whassop Mastah?), mimicking the silliness of house 
servants of the ‘commedia dell’arte’ typical of Carlo Goldoni’s (1750). ‘Matilde’ and 
represents daily routine and grim reality to an alluring and elusive blonde appearing in a 
dream. It is divided into two parts, ‘dream’ and ‘awakening’ (see Appendix). The music 
chosen for the dream is Edvard Grieg’s famous ‘Awakening’ from Peer Gynt (1875). The 
black and white television enhanced the effects. 
23 As noted by Ron Scollon: “Any attempt to work out how discourse representation is 
accomplished in advertising is frustrated by the fact that rarely are there any real speakers 
or writers communicating to a real audience. That is to say, the discourse representation of 
advertising is among fictional players in constructed scenarios, not between the producers 
of the discourse and those players.” (Scollon 2004: 163). 
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worthwhile noting that very sadly, Edith Peters (1926-2000) was a sophisticated 
Afro-American singer, performing repertoires in Ella Fitzgerald’s style, such as A 
tisket of tasket or A rainy day (1947). A juxtaposition of two images may do 
justice to her (see Appendix image and Fig. 13). These were the fifties and sixties 
in Italy, in institutionalized broadcast commercials (one and only channel) as 
television was under governmental and party control. 

Again the words of Naomi Campbell may well stigmatize the perception of 
the black community when connoted as chocolate in the Cadbury’s Dairy Milk 
Bliss campaign:  

 “I am shocked …It’s upsetting today to be described as chocolate, not just 
for me, but for all black women and black people. I do not find any humour in 
this. It is insulting and hurtful”.24 

Then, in terms of marketing and management she was even more abrasive: 
“They should avoid causing offence in the first place, which is best achieved by 
having greater diversity at board and senior management level”. 
 
5. Conclusions: dialogue and identity 
 

Michael Cronin in his Translation and Identity prophetically noted that: 
 “The danger is that culture is simply perceived as politics without the pain. 

It is easier, in other words, to promote upbeat images of cultural diversity and deal 
with racial violence on a piecemeal basis than to address the structuring effects of 
racism on national societies.  The emergence of multiculturalism, interculturalism 
and cultural diversity as issues for many societies in recent decades is to do with 
the increased scale of migration attendant   on economic and political 
developments and demographic changes but the prevalence of the debate on these 
topics is also linked to the implications of living in a world of global 
connectedness” (Cronin 2006: 49). 

Multi-integrationalism should perhaps be the key issue for the future, 
following the Australian example. Italy today hosts many different Black 
ethnicities. Such communities are multi-lectal and multi-lingual. Solutions and 
cultural assets rely on implementing all resources enhancing multi-
integrationalism. 25  

Yet the question of cyclic emergence of racism and nationalism calls for a 
re-appraisal of the significance of gender and ‘black’. Africa and the Euro-

                                                           
24  Campbell sent a written statement to CNN (online, accessed July 2013).  Extracts are 
reported also in The Independent, “Naomi Race Row: Leave our Sweets Alone”. 
25 In terms of Black semantics, the distinctions exist in the press and the media. Subtly, 
constellations of meaning depend also on spelling. As for the ‘Oranguntan’ injurious 
similitude as well as the American and British ‘chocolate’ terms for Blacks is strongly 
offensive. In her listing of African-American terms which have impacted on American 
English,Geneva Smitherman notes the difference between ‘nigga’ defiant in attitude, to ‘the 
nigger’ , compliant and eager to please the institutional system. (Smitherman, 2006: 49). 
See also recent Articulate While Black, on language and race in the US (Alimi and 
Smitherman 2012). 



129 IJ
C

C
SE

C
 V

ol
um

e 
2,

 I
ss

ue
 2

, 2
01

3 
   

   

Mediterranean area are the actors in dialogic and heteroglossic construction of 
new identities, fluidity and multiple identities, in full respect of female 
subjectivity.26 With regard to actual facts, the African Holocaust has presumably 
totalled one hundred and sixty millions victims, while the African Diaspora to the 
Mediterranean reached thirty-five thousand in only fifteen years.  

A dialogue-driven change in the public and private sphere has been long 
overdue, and to put it in the very clear words of Naomi Campbell’s mother: “Do 
these people think they can insult black people and we just take it? This is the 
twenty-first century, not the fifties…”. 
 
VISUAL REFERENCES: 

 

Fig. 1 - Black and/but Beautiful – Colonial Packaging by Samuel and Henry Harris 
(London 1850). http://www.stgite.org.uk/goodmansfields3.html 

                                                           
26 In her view, Carole Boyce Davies focuses on the problem of intellectual and physical 
migrant subjectivity. “Employing a variety of meanings of subjectivity, I want to pursue the 
understanding of the resisting subject and apply it in different ways to the diasporic 
elsewheres of a radical Black diasporic subjectivity” (21994: 37). Two decades ago this 
was a virtuoso furthering in Black gender studies and ‘female subjectivity’. Today the real 
challenge is African women and their often fatal journeys towards Europe.  
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Fig. 2 - Cadbury’s Packaging (London, 2011). (http://jezebel.com/5806989/naomi-
campbell-declares-chocolate-ad-racist-threatens-to-sue). 
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Fig. 3 - Vaudeville Aunt Jemima. (http://en.wikipedia.org/wiki/Main_Page.) 

 



132 IJ
C

C
SE

C
 V

ol
um

e 
2,

 I
ss

ue
 2

,  
20

13
 

 

Fig. 4 and 5 -  Actress Hattie McDaniel Mamie in Gone With the Wind (1939). 
http://oldhollywood.net/the-beginning-of-the-end/. 

 

 

Fig. 6 - Pik Badaluk’s Mother (1921) (photo credits: authors’ collection). 

 



133 IJ
C

C
SE

C
 V

ol
um

e 
2,

 I
ss

ue
 2

, 2
01

3 
   

   

 

Fig. 7 - Modiano Cigarette Billoboard, Trieste, Italy (1930) (photo credits: authors’ 
collection). 

 

 

 

Fig. 8 - Venchi Nougatine Chocolate Mascot, Porcelain Statue, Italy (2011)  
(photo credits: authors’ collection). 
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Fig. 9 - Venchi Chocolate Paper, Italy (2013) (photo credits: authors’ collection). 

 

Fig. 10 - Stainer Chocolate Packaging, Italy (2011) (photo credits: authors’ 
collection). 
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Figs. 11-12 - Pasquale Bruni Jewels, ‘Anima e Corpo’ Series, Display Ads Studio 
Testa, 2007 (credits: authors’ collection). 

 

Figs. 13. Edith Peters, singer and actress.  http://heyse-
online.de/spencerhilldb/darsteller.php?darsteller=64. 
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