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ABSTRACT

Just For Men: The Representation of Masculinities in Grooming Product Advertising

Casey Scheibling

The purpose of this study is to analyze advertisements for grooming products in order to
uncover what these texts communicate about contemporary men and masculinity. To
support the present research, a theoretical framework consisting of three sections is
provided. First, the concepts of ideology, representation and communication are
discussed, with regards to how tragerate iradvertising. Secondyitical social and

cultural research on theorizitige body is integrated. Third, theories on the social
construction of gender arshifting conceptions afhasculiniy are outlined and evaluated.
Next, a literature review gives insight to how men, masculinity asld Inodiesare

represented in magazine advertisinbhe examination of this researofakes clar the

timely relevance of exploring groomimgoductads specifically Cosmeticsonce

reserved to beautify the bodies of women, are now being aggressively aimed at men. This
begs the question of whether this shift in marketiagotesa break with ceria

normative gendered repregations within the mass mediahrdughconducting a

thematic discourse analysis on a sample of advertisements from 2011 to 2013, | argue
that advertising for male grooming products are coded assadggendered and

inheremt 'y Omawhiybe the act of grooming oneds
associated with femininityadvertisers often draw upon traditionally masculine

conventions, ideals and stereotypes. However, masculinities are also conssucted
heterogeneous ampduralized;as a fragment of the male identity that vaaesossages,
classesandethnicities
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INTRODUCTION

Over the past thirty yearherolesof advertisingn Western societiiave been
subjecs of interest and inquiry for social researchers from many acadbstiplines
(e.g.Williamson, 1978;Jhally, 1986 Wernick, 1991 Baudrillard, 1996Kilbourne,
2000; Soar, 2000; Leiss et al., 2005; Berger, 2011; Jackson, Nielsen & Hsu, 2011). Asiis
now well known, we live in a society that ighly saturated with mediand we are able
to read these images as represerdspuects of ouculture(Jhally, 19861 eiss et al.,
2005;Berger, 2011Hall, 2013. Advertisementsconsisting of both texdnd imayes, are
capable obignifying an array of messages and meanings (Barthes, 1972; Hall, 1982).
Media scholarsire often drawn tanalyzethe nunerous other messages embedded in an
advertisement besidés maost obvious profitmaking motive. In fact, our desire to
uncover meaning is not limited to advertising alone. British cultural theorist Rosalind
Gi | | (2003) ar gues turkpreoccupiedwath imteapvetng ibsélfc o me a
di scovering or producing meaning in anythi
advertising, in part due to its omnipresence within our contemporary mediated society, is
arelevantpoint of entry for the interpretation of various social, cultural and structural
phenomena. A particular sociocultural element that is very commonbsesgied in
advertising is gender. &My researchetsaveexaminechow advertisinghot ory depicts,
but alsohelps toconstructgendered identities (e.g. Goffman, 1976; BartheB8; Jhally
1990 Gill, 2007; Ross, P13). Certain social scientistsavespecificallyfocusedon how
men and masculinity anstructedvithin differenttypesof advertising(e.g.Kervin,

1990:;Kolbe & Albanese, 199Bordo, 1999; Dotson, 1999; Katz, 2002; Alexander,



2003; MacKinnon, 2003; Scbeder & Zwick, 2004 In addition,otherempirical studies
have sought to measure how media representations mayirélmerts understanding
and expectations of masculinity and male bodies (e.g. Stevenson et al., 2003, Agliata &
TantleftDunn, 2004; Giles & Close, 2008; Gill, 2008; Zayer & Otnes, 2012).

The purpose of this research iduather develoghecritical investigation of the
representation of men and masculinity in advertisements. Specifically, advertising for
male grooming producis the focus of analysis. As will be discussed, male grooming
products and their concordant ad campaigns havéeueded in recent years. Indeed, the
male cosmetics consumer market has lggewing rapidlyandis projected to become
the | argest category of mendhisexpamsiomafdi t i es
male grooming products can be easily observenlirdaily lives. If one walks through a
pharmacy, one is likely to see a vast supply of shampoos, soaps, creams and gedy spra
with cl ear | ogo As#&rasearcher, i it resessary to take ime acdount
not only the emergence of thisanket ancdhow male consumers are targetédt alsahe
ways in whichthese new products and associated practices have cultural implications.
To use the terms of British sociologist Tim Edwards (2003), this topic will be addressed
as both aofiendtardacutéextal phenomenono (p.
grooming products wilbe qualitatively analyzed asxts that represermultural
concepti ons of anthmasculinity.e\Wabasd howthesetexts
communicate about male groomiwgl beconsidereds apart of a historically specific
cultural phenomenon that is necessarily bound up with sdeialsandcategorizations

of gender, race, age, class, sexuality, health and bodies.



In order to provide necessary theoretical foundatiomsfoom and guide this
original research, Chégr 1 consists of a thrdeld theoretical famework. The purpose
of the Theoretical Framework is not only to elucidate concepts that need be understood
by the reader in order to comprehend the projelsaatl, but also to situate my work in
and through historical frames of academic thought. Put differently, the theories explored

in this section showcase, in a sense, my scholarly lineage and in turn, how | interpret my

own research. The firstpartofther a mewor k, e nt prasdntatbnaind deol og
Communication, provi des theoretical underpinning
advertisements. The second part, entitled

Ageodo, exami nes inparticubt, theemale bodyy have aetreorized
within critical social and culturalreseatch Lastly, the third part,
Construction of Gender and Masculinityo, o
something performed, rathdran something possessed. In &ddi historical archetypes
or conception®f masculinity are described in ordermiesent how masculinityas been
understood in Western cultuaeross aelevanttime frame.
Chapter 2 of this project consists of a reviaf literature on relevant topics.
Through the synthesis of theoretical and empirical studlesgih withexamining how
men and masculinity are represented in contemporary magazines and advdrtising
doing so, | pay particular attention to trendseunding the representation of gender
roles and relations, but alsthnicity and sexuality Then, | reviewiterature thathars
the rise of the exposed male body in the media. In addition, | address studies that
investigate the types of body maintecan or, bodyworki that men engage in, and also,

how men experience bodywork with regards to how they perceive masculinity.



Accordingly, I include a discussion of the social and cultural meanings attached to
grooming, and particular empirical data abgrgoming product sales and use.

The methodological approach adopted for this research is described in Chapter 3.
| begin with providing a description &squireMagazine, as it is the particular periodical
that the research sample was retrieved from. Then, the sample itself is described in terms
of selection, relevance and basic statistics. A number of tables and graphs are used to
illustrate various frequenayistributions within the sample. Next, two common
methodological approaches to analyzing advertiseniectstent and semiotic analyses
i areoutlinedand theidimitationsare highlighted. Following this critique, | sketch the
guidelines of a thematiastourse analysis and justify why it is the chosen method for
this project. Accordingly, the steps of this method, as provided by Braun & Clarke
(2006), are then applied to the current reseaochus

Chapterdenti tl ed AWhat Do ©bdhiewherethethts Co mmun
analysis ipresentednd crafted into five distinct thematic categories. They(&ye:
A B o Aegponsibility and Control{ 2 ) # Ma n  8Bxgiicit Bhpldplicit
Heterosexualityo; (4) #fAWor k hemmesdver& ami | y 0 ; (
developed with careful attentida and analysis of the sample of advertisements. They
are what the researcher considers to be the most prevalent five themes within the entire
sample. The categorifsemselves ardefinedand thena number ofads will be drawn
upon as noteworthy examples to illuminate and justify each theme. Animage of a
particular exemplar ad is included in the body of the text under each category, while the

other ads referenced araufal in the Appendix



Following the disourse analysis is an accompanying chapteHow Do These
Ads Co mmuinvhichalisces8es some of the structural properties of the sample of
advertisements. There are four separate sections. The first examines the physical
composition of the adssuch as: fonts, colours, lighting, and settings. The second
secton makes use of t he amwddesaimepHhow thi§ progessist er t e x |
crystalized within the ad sample. The third section puts forth the argument that
masculinity is pluralizeéh many of the ads. Multiple masculinities are defined and
separatedvithin and acrosproductbrandsin terms of implied and targeted ages, classes
andethnicities The lastseain hi ghl i g4mte s apgpitbach tidatrcertain ads in
the sample &ive adopted. This innovative marketing technique requires both a detailed
description and a discussion of how it promotes a specific interaction with the reader.

Finally, the conclusion consists of tyarts First,certain methodological and
theoretichlimitations of the project are outlined. In addition, some suggestions for
future studies are include&econdthe overarching findings and claims are briefly
reiterated. Following thidinal remarks are provided order toconsolidate th&ey

ideasdeveloped irthis research.



Chapter 1

THEORETICAL FRAMEWORK

1.1 Ideology, Representation and Communication

Language and behaviour are the media, so to speak, of the material registration

of ideology, the modality of its funatiing. These rituals and practices always

occur in social sites, linked with social apparatuses. That is why we have to

analyze or deconstruct language and behaviour in order to decipher the patterns

of ideological thinking which are inscribed in them.

-- Stuart Hall (1991)

This project is a sociological investigation of many roles that adver{ayg in
society. e first sectiorof the frameworkwill examine three distinct, yet
interconnected, concepts that are inherent to advertising. Téreganlogy,
representation and communication. The firstsettioni i On | d & bebislyy 0
exploring the notions of ideology in a primary source by Karl Marx and Friedrich Engels,
The German Ideolog§l 976 [1845]). Then, to provide a more contenappiapplication
of the Marxist oO0ideologyé, | wi-Mdxistori efl y
thinkers: Italian political theorist Antonio Gramsci, and French philosopher Louis
Althusser. The Marxist and nédarxist conceptualizations of ideology 6 c o mmon s e n:
and 6hegemonyd are explained and evaluated
sociologist Stuart Hall. Notable contradictions and weaknesses will be highlighted, and
how they are to be reconciled will be made clear throughblue. second subectioni
ARepresent ati MlaaniLag gaiodtlndwhatcSwartiHall€2013)

refers to as the Awork of representationo

commonly considered to be represeaptat of our culturesral lives, it is necessary to



provide a rigorous, operationdéfinition ofthetermé r e p r e s &mdérstainding n 6 .

someof the more intricatelinguistic properties of representation will be elucidated

through the key ideas of semioticians, Ferdind@8aussure and Roland Barthes.

Finally, moving beyond language and significaficepresentation will be posited as

form of what French philosopher Michel Fou
representations as a part of a particular hisgofic 6 di scour sed will al | ¢
contextualization and broader sociocultural arguments to be made. It is important to note

that in light of thecontradiction betweeNarxist and Foucauldian thinking, this
trajectory, fr om i§mapeedWith greatbcaution. VWhilei s cour s e 6
Foucauld s wlaes, kKo to spea@yerrideMarx and Engels in ternef anchoring my

particular researghheir insights will not be amdoned all togetheiThe third sub

sectionr iCommuni cati on: MhdAudiethdesi gill dibwsstioedi ng a
communicative functions of advertising. The model chosen to explain these processes is
Stuart Hall s canonical text, AEncoding/ De
concerns the production and reception of mass media in gensnaitii will be

complimented by studies that address advertising specifically. dsgdlss how
advertisemen with maanirgfulcales ara dhesdages, while taking into
consideration the role of individual ad designers. Next, | will explarathbguity of

0 d e c oidi, puigdiferently, deciphering messages from advertisements by

individuals and audiences. sAadvertising involves this communicatioetween

encoders and decodecseators and viewers, it is necessary to further unpack the
relationalnature of advertising. This will be done Jamge part, by investigating certain

roles that audiences play in the function of advertising. Although the analysis involved in



this project is on advertising texts and not audience receptisrhetpful nevertheless,
to considessome of the scholarship on the whwt audiencemfluence theproduction of
advertising content.

1.1.1 On Ideology

Il n Kar | Mar x and Fr iTeedGermanhdediogdpe6l s 6 c | as
[1845]), the notion of ideologig referred to at many different points and in many
di fferent ways. Il n fact, some would argue

not only vary throughout the book, but this term is actually constructed in a number of
contradictory ways (Barreti991). This is perhaps why the Marxist conception(s) of
ideology remains a subject okdussion and debate evEB0 years after the text was

written. For the purpose of this research, | will outline and briefly consider three of the

ways that MarxanEngel s® concegdn utal @ zfei ri sdte od loagpyt.er

Opposition of the Mat @gviark antl Engels (1876)dvrité,d e al i st

A Cons ci das Bemesdssicah never be anything else than conscious beiag [
bewusste Sejpand the being of men is their actual Hbeocess. If in all ideology men

and their relations appear upsidewn as in &amera obscurathis phenomenon arises
just as much from their historical Ifgrocess as the inversion of objects on the retina
does fom their physical lifgop r ocesso (p. 42). So, what
suggesting about the notion of ideology in this passage? While this definition is highly
philosophical and arguably difficult to unpactkere is noticeable emphasis the

met ap haramefr aa oifbaxcandrEagels refer to the physical process of how
the human eye seasobject to describe the relationship between consciousness and

ideol ogy. As objects that are viewed

by

a



ideology, then, is posited as the inversion of consciousness. Put differently, and perhaps
loosely, ideology is being defined in opposition to consciousness. Since, to Marx and
Engels (1976), consciousness i s dialnter wove
intercourse of meno ( p-:-matdrial)imaginaty.eBlucidatece ol o gy
byBarrett (1991), Athe train of thought goe
true interests, for example of the working class, and that in idetiegg are then
mystified by simple reversé@lso people see their interests as the opposite of what they
really areo (p. 5). And so, working from
opposite ofa real, material consciousned® type of consousness, it is implied, that
individuals ought to possess.

In the following paragraph, Marx and Engels (1976) build upon their initial
explanation of ideology. They write,
AThe phantoms formed in the braima of men
material lifeprocess, which is empirically verifiable and bound to material premises.
Morality, religion, metaphysics, and all the rest of ideology as well as the forms of
consciousness corresponding to these, thus no longer retain the semblance of
independence. They have no history, no development; but men, developing their material
production and their material intercourse, alter, along with this their thinking. It is not
consciousness that determines (pi4R)e, but | i
This conceptualization is similar to the first in how ideology is constructed as the
opposite of the materi al or differencesance al 6 . H
added details. For instance, the authors list specific examples afgaedloutlets
morality, religion and metaphysics. This provides a clearer sense of how such a
philosophical notion is crystalized in our daily, physical lives. In addition, it is worth

noting, that given Mar x 06s adresdhisovarksjttisn t o t h

definition then posits ideology as a neces



(Barrett, 1991, p. 6). Again, there is an implicit sense of consciousness as synonymous
with oO6real &6 or cor r e cldgyikconmated aschgngstificatioBorn v er s
put colloquially, brainwashing. Working with these definitions, one can think of

ideol ogy as a contributing factithevasty t he p
popularized and contested pdsarxist term ged to describB mi sr ecogni zi ngo
Ami sidentifyingo the nature of commodities
Proletariat classes (Jackson, Nielsen & Hsu, 2011, p. 259). Itis precisely this role of

class in the formation of ideology that becoraésoncern to the authors.

Later in the chapter is perhaps the most straightforward, pragmatic definition of
ideology. Indeed, at this point in the text, Marx and Engels apply ideology as within their
model of societyo6s syandbadically, Marxistthooghtr ecal | v
conceives of capitalist society as structured on opposition between a ruling class and a
subordinate class, the oppressor and oppressed, the Bourgeoisie and the Proletariat (Marx
and Engels, 2003[1848]). As such, ideolagycapitalism, represents the ideas of the
ruling, oppressing class in societyhe purpose of implementing such an ideology is to
ensure the reproduction of the labour foré&ey write,

AThe i deas of the ruling asliesteeclasswehichia ever
the rulingmaterialforce of society is at the same time its rulintgllectualforce. The

class which has the means of material production at its deposal, consequently also

controls the means of mental production, so thasé¢ who lack the means of mental

production are onthewholed j ect t o i t theéuling €ldss) egulate tdeu al s |
production and distribution of the ideas of their age: thus their ideas are the ruling ideas

of the epocho (1976, p. 67).

So,this passage implies that the ruling clasa pérticular perioccan and will possess

intellectual dominance over the lower class. The ruling ideas are both expressed and

imposed upotthe subject througldeology. Therefore, ideology is also the appasaby

1C



which the ideas of the ruling class are disseminaBad, how is ideology imposed®r
rather, why would individuals consent or welcome the subjection to the ruling ideology?
Mar x and Engels (1976) <cl ai m présentitsini n or de
interest as the common interest of all the members of society, that is, expressed in ideal
form: it has to give its ideas the form of
of thought. They arguehat individuals allow themselvés be subjected to ruling
ideologies, that paradoxically only favor the ruling class, because they understand these
ideas as universal, commgense or for the good of society. The concégtc o0 mmo n
sensed and its role inmrsusnt aihrei ncg edad mioma notf
explored further in sections to come.

The concept of ideas becoming universal or being reproduced as common sense is
vital insight taken up by many nédarxist thinkers. In particular, Italian political
theorist, Antonio Gramsci, builds upon this very notidDuring his stay in a fascist
Italian prison throughout 1929 to 1935, Antonio Gramsci wrote about life, philosophy
and politics within many notebooks. Publishedbatections from the Prison Notebooks
(A971)much of Gramsci 6s thought can be interp
Marxist understanding of ideology. Though his texts are rich with a variety of
phil osophical and political theories, | wi
sense@gambnylo. Keeping in mind Marx and E
universality of ideas is paramount to sustaining a ruling ideology, a discussion of
Gramsci 6s O0common sensed6 is complimentary.
sense as a fluid, complex aapti not simply, universal interests or ideas. He writes,

ACommon sense I s not something rigid and i

11



itself, enriching itself with scientific ideas and with philosophical opinions which have

entered ordinaryfie [ é] Common sense creates the f ol
relatively rigid phase of popular knowl edg
This is a dynamic and important definition, in part, because it stresses the transformative
natureof what is considered to be common sense. Itis not merely a set of rules or ideas

that transcend history; rather, common sense meanings are ever changing and necessarily
bound up with cultural, scientific, political and historical contexts. What is cmmm

sense to one society, class, group, or subculture cannot be applicabjantother set of

people, and this is a point that does not resonate with the grand theory of Marx and

Engels. In fact, this brief articulationasguably applicable to @ntrary, post

structuralist framework. Nevertheless, Gramsci does tend to stay within the realm of
Mar xi st thinking, and as such, he continue
ruling ideas and ideology. Spyea@&itfocatxplygr ¢

how certain structural and ideological formations aid in ensuring the domination of the

N

ruling cl ass. Barrett (1991)thewmlganizatidni e s ,
of consent the processes through which subordinated forntc®o$ciousness are
constructed without recourse to violence o
us to think about dominant ideology in a more contemporary setting. Hegemony is not
achieved through a repressive or violent Sovereign power.eRadgemony or
hegemonic ideologies are sustained by fAwin
groups who were subordinated within ito (H

conceivable that hegemony is not inherently violent, it is perhapsdifbealt to think

that it does not involve coercing individuals. Simply, how can the State and ruling class

12



dominate without any coercion? (Barrett, 1991; Hall, Lumley & McLennan, 2012). At
this point, it is helpful to look deeper into the varietymays and into the variety ofate
mechamsms that ideology is embedded iRroviding more contemporaexamples will
aid in making sense of how individuals consent to hegemonic ideologies in every day life.

In 1970, French philosopher Louis Althusserfiertadvanced the Marxist
conception of ideology in his essay, Al deo
towards an I nvestigation)o. Li ke Marx and

di fferent and not necessdareiol pgydmpl HMmen ma s

conceptualization being, Al deology is a Or
individuals to their real conditions of ex
where, then, woul d t Althssserodtinesmanunbeedhte at i ons 6

structures that he refers to as o6l deologic
such apparatuses are: churches, schools, families, laws, political structures, unions, media
and culture (Althusser, 2007[1970],408). Listing such concrete institutions as

ideological propagators allows us to consider the relevance and use of ideology in
contemporary late api t al i s m. Moreover, Althusseros
Engels crisp distinction of consciousnessezd and ideology as illusory. Itis
emphasized that although ideology itself m
through apparatuses and the actions of ind
material ideological apparatus, presgcrdomaterial practices governed by a material

ritual, which practices exist in the material actions of a subject acting in all consciousness
according to his beliefo (2007[1970], p. 2

ideol ogy as &dsud.se Icmdiswciidwalns do not &oédmi s

13



and actions due to ideological distortion. Rather, ideology can be both practiced and
believed, and this is necessarily a o6real o
providlesaocnci se explanation; Althusser makes U:
6real 6 or <«allednanideblegicad practees, bacause it affected their
out come. | t wa gealdnriteedfdctd bpca828. it Fivaal | vy,
that Althusser refers to ideologies as sets or systems of representation. We can consider
the mass media to be botnultijerepresentaionsl i ng o661 S
Some would argue that t he becadefhowite mai ns a
constructs so many seemingly édnatural 6 or
claims that the media shapes a fiwhole i1ideo
of things with Athat Oonatural 6 amiverdal,vi ne i
natural and coterminous with o6realityd its
ideology as a constituent of representations, but also about what kinds of ideological
representations are frequently reproduced in miediech as adveriisg. Accordingly,
thenextsulss ecti ons will further examine what &r
proceed to analyztheideological (and other) properties in advertising texts.

Beforemoving forward however, | wish t@onsidersome necessary critiques and
guestions concerning the Marxist/ABlarxist understandin@f ideologyand knowledge
production The fundamental shortcoming of this approach concerns human agency.
There is an underlying assumption that the dominant ideoldgpe received and
understood by individuals in the way that it is intended to be received and understood.
Hal | (1991) retorts, APeople are not irrev

theyoughtto think; the politics that thegughtto have are not, as it were, already
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i mprinted in their sociological geneso (p.
effectiveness or the particular reception of ruling ideas. For instance, what if individuals
choose noto give consento hegemony, the ruling class, and ruling ideas? How can
Marx or a neeMarxist explain how many subordinated classes across history have
resisted, deviated from, andappropriated dominant ideologies to define themselves?
(Hall, 1991, p. 94). While thinkingbout how particul ar O6common
ideals continue to be reproduced in society remains relevant and important, such broad
assumptions about collective and individual knowledge creation may need to be
reconsidered, or considered differently. order to better take into account how
historical, contextual, cultural and individual factors affect how ideas are created and
communicated, shifting attention torwards a
1.1.2 Representation: Language, Meaningnd Discourse
Althusser had claimed that ideology is a representation, and so, we must now ask,
what is a representation? More specifically, what is the definition of representation that
is most useful to socioultural analysis, and to the current resbgroject? To answer
this question, | turn to Stuart Hall ds com
(2013). In this text, Hall provides a historical account of how the concept of
representation has been defined and constructed by variouarschelds. In
evaluating existing theoretical and analytical approaches, he outlines what he believes are
the most advantageous tools for o6workingéo
clear that the concept of representation cannot sim@y s ynonymous with or
This is a point made by Hall in a number o

ReDi scovery of Il deologyo (1982), he procl ai
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notion from that of reflection. It implies thetave work of selecting and presenting, of

structuring and shaping: not merely the transmitting of an alreadying meaning, but

the more active labour ofiaking thingsmean (p. 64) . With this in

depart from Al t huremesentation andndéaogyswhizmirdplied g o f

reflection of ideasextbdbitnwére Nomgagtgdepaese

bound up with ideologies can be understood as actively contributing to the construction

of meaning and knowledge.h@&refore, rather than being a tangible replication or

expression ofomething a r epresentation i s a compl ex i

material, symbolic and relational qualities (Hall, 2833 1%13). Following this

constructionist approachiall outlines an appropriate research methodology for

analyzingrepresentatio®l However pefore discussing research methadis, necessary

to briefly trace how this concept was developed. This process begins with outlining key

insights from the field of semil ogy, and then turning to the
In the 1940s and 1950s, American social and behavioural scientists interested in

researching representations in the media were largely focused on calculating empirical

data on O6medi az2; 20f3. &ar éxaniple,(sthidees tended fio @tempt to

measure whether exposure to certain types of media would have particular effects on

individual viewers or a target audience. While this type of research is arguably useful

and still pacticed today, sth studies domot rigorously examine representations

themselve$ as an analyzable text. Then, beginnmthe 1960s, certain scholars turned

to the field of semiotics within linguistic studies to provide necessary tools for

investigating not what images texts do to people, but rather, what they communicate to

us Namely,adopting thevork of Ferdinand de Sausswakowsfor represetations to be
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analyzed with less focus on generating quantitative déaassure advanced the idea that
a particulaword, image or text will have a multiplicity of meanings. What he has labeled
the fisigno, consi sts fJiofh et wics iigmtiefriceornon eacntde d
(in Hall, 201% p . 16) . The fAsignifiero iwerdst he ma
orimagesand the fAsignifiedo are the variety of
implies(ibid, p. 1§. To betteclarifyand pr ovi de an application
work of French literary critic Roland Barthes is especially helpfulThe Elements of
Semiology(1967), Barthes uses the example of clothing to explain how different objects
connote a variety of different social and cultural meanings. While bow ties and gowns
signify o6formalityd and 0ply}acgtaimlaiceadk, | eans
casualness (in Hall, 20&3p. 22). In this way, clothing is a language of our cultural
expectations of dress. It is through the many different languages we use that meaning is
created. Moreover, it is these culturally underdtand takerfor-granted meanings that
are reproduced in representations across the mass media. As summarized by Barthes
(1967), signification and representation d
signified have a very close communication withtard, knowledge, history and it is
through them, so to speak, that the environmental world [of the culture] invades the
system [of represam24ption]o (in Hall, 2013
However, is this semiotic approach to representations sufficient for the social
sdentist? Put differently, can semiotics take into account how meaning, knowledge and
ideology are necessarily influenced by larger structural processes? Indeed, critics have
argued that semiotic analyses restrict the practice of representation to Eatpregy and

therefore, an approach that considers broader issues surrounding knowledge creation and
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power is needed (Hall, 2013, p. 27). To address these issues within an analysis of
representations, one must shift away from language and towards tlepicohc
6di scour sebd. 60 Di s c o lilbsoghér Micheld-outablis @away z ed by

of representing knowledge of a certain subject at a certain time in history. Crucial to this

definition is the specifioaadaubndéadfcoédaceptt
discourseemphasizesthei st ori cal and contextual nature
I n saying that discourse is fAhistoricized?o

only be Atrueo within lla2018ppe3d)i Asisach,tvithst or i c a
meaning now unable to be attributed to language alone, representations must be analyzed
while taking into account relevant, historically specific factors. For example, within this
framework, one can analyze not only sfggd meanings expressed in a media text, but in
doing so, one considers how and why these meanings were cliaserault
(2002[1972] writes,
fiThe field of discursive events, on the other hand, is a grouping that is always
finite and limited at any mometa the linguistic sequences that have been
formulated; they may be innumerable, they may, in sheer size, exceed the
capacities of recording, memory, or reading: nevertheless they form a finite
grouping. The question posed by language analysis of somesiNgcfact or
other is always: according to what rules has a particular statement been made, and
consequently according to what rules could other similar statements be made?
The description of the events of discourse poses a quite different questias: how
it that one particular statement appeared rather than and{peBD)
To do so, one must evaluate the role of influences outside of the texi gseli as:
social expectations, rules, institutions and audiences. This perspective gives way for a
number of useful inquiries. What are the cultural factors that contribute to a

representation appearing as O6common sensebo

how a representation is created? Who is the implied viewer or consumer of agrarticul
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representation? These are questiohsrent tgoerforming a discourse analysis of
representationsThus, a discourse analysis functions to relate texts to audiences, and
texts to society (Newcomb, 1991, p. 7This approach allows forrichersocblogical
investigation of the complex relationships between ideas, texts, individuals and.society
To summarize thus faMarx and Engels, and nédarxist thinkers provide an
important foundation for thinking about the production and disseminatioras ignd
knowledge in a capitalistic society. The notion of a dominant idedl@gydominant
ideologiesi remains a useful conceptual tool for making sense of how particular ideas or
images are continually reproduced. This is relevahbtw media and acrtising
communicateculturally understood or takefior-granted meanings througécurrent
imagesjanguageand stereotypeslin this way, media and advertising can be posited as
representing dominant ideologieldowever, a major shortcoming in MarxiSebry is its
reduction of knowledge creation to an issue of class structure. Although representations
may signify the dominant ideology, 6rf r a g me nt s 6 , ooeis uhableto ¢claihre o | 0 gy
that such representationdll benefit the ruling class, or evéypothesizéowan
individual will interpretthe ideas. Through the years, there have been notable strides
madein sudying ideology and representation. On the one hand, many empirical social
scientists have indeed attempted to measure how exposure to ideological imagery affects
individuals, but these studies overlook the textual properties of the representation. On the
othe hand, semiotics scholars examine text and image as wholly creators of meaning,
without taking into account historical and contextual significance. It is necessary then,
when concerned centrally with the notions of ideology and representation, to naterpo

both a textual analysis and a broader, more social consideration of knowledge creation.
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To do so, a shift to Michel Fodanedby t 6s con
Hall (2013) , fA[ Di scourse anal ysi s] heseobagpureayd r e pr ¢
formal theory and gave it a historical, pr
32). Accordingly, this research attends to the theoretical and methodological
underpinnings of discourse analysis.

1.1.3 Communication: En@ding, Decoding andhudiences

In this last suksection the work of representation is discussed from a more micro
perspective, paying particular attention to communicative aspects. As this research
focuses on what advertising communicates about gendenascllinity, it is fruitful to
elaborate upon how messages in advertising are produced by companies and individual
ad designers, and also, the ways in which advertisements can be interpreted by audiences
or individual viewers. In addition, one needs taerstand how these two componéints
the producer and consumer, the creator and viewer, the brand and the audrenice
di alogue with one another. To provide rel
groundbreakinfi Enc odi ng/ De c o didusefub Inthis @8, 613l owtlises & y
model to make sense of how meaning and value can be embedded in and derived from
media discourseSummarized simplyj e n ¢ oigtheriegrdto describe how producers
of media, whether consciously or unconsciousigate signs and symbols which connote
a variety of meanings within mediatexts Co n v er s dsthe procésd leyavbiathi n g 6
viewers of medianterpret particulamessageand meaningsHall (1980) identifies
three factors that inform both the enoaggland decoding processes. They are: (1)
AFramewor ks of knowledgeo; (2) @ARel ations

infrastructureo (p. 130). Each of these e
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produced and how it is interpreted, and thely wary in scope and shape for each
individual person. Thus, every image or sign within the media is subject to a wide array
of meanings or fAconnotationso and a dAwider
1980, p. 133). With this model in mind, wan now examine either side of the
communication process in advertising. We can consider how the aforementioned three
factors influence both the d6éencodersd and
society.

I n terms of t he précess,therdis acorpiferablé dblmateo f t h e
surrounding issues of intentions, creativity and institutional constraints. On the one hand,
it is argued that the producers or Oencode
construct and proliferate represatmns that reinforce dominant ideologies and the
capitalist system. H a I-téller mbyde umesvar¢ dfthe8 2 ) , i J
basic elements out of which his particular version of the myth is generated, so
broadcasters may not be aware of ttet flaat the frameworks and classifications they
were drawing on reproduced the ideological
individual ad designer is posited as unconscious to the fact that he or she is reinforcing
the ruling ideology. Morever, Hall (1982) believes that even if the producers are
knowledgeable of such a concept, the dominant ideology or discourse will still
Aunwittinglyo speak itself through them (p
implied that larger institutinal processes outweigh the role or intentions of the individual
producer For example, oneds own opinions and
by the very fact that he or she works for

may too easily dey any possibility for agency and creativity among ad creators, his
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points cannot be wholly disregarded. Indeed, institutional policies and broader protocols
play a major role in determining what is permitted to be depicted, and thereforayiivhat
be sen in the media. An ad creais not ableo makejustany advertisement he or she
wishes. All commercial advertising is subject to a number of formal rules and parameters
that, in part, shape the very content of advertisements. These structuréibinsiae
simply unavoidabl@nd also perform particular ideological work within the system of
mass media

On the other hangomescholars are in stark opposition to Halbmmunications
scholar, Soar (200@rgues that the creative goals, intentionsxpeeences of the
individual producers of advertisements are not adequately and appropriately considered
by cultural andnedia researchers (p. 4448). When t he &éencodingd pro
considered, the 06encodedconsifered fibeascadmpanydti s e me n
large. However, there is a very pragmatic explanation for this alleged gap in media
studies. The reason is that advertisements, unlike nearly every other form of media, do
not include explicit authorshigifally, 1990; Soar, 2000)lhallyclaims that knowing
and understanding precisely who is creating these ads, would have a profound impact on
our interpretation. He writes, AStripping
by itself be of great value in demystifying the images plaaade before our lives and
through which we conceptualize the worl d a
the work of Jhally and this ingqy of authorship, Sog2000) argues that the main
audience of concern to the creators of advertisemeagsheir peer group, rather than
particular audiences targeted by their employer or dinsumer society at largp.(416).

Drawing upon his own data from interviews with graphic designerbyings to our
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attention the role of personal experience d&edatmosphere of the workplace as factors

that influence the very creation of advertisements. Similarly, as to be discussed at length

later,Crewad €003) research on the productionaddedMagazine, found that the

content of the magazine was largetjormed by the personal life changes of the editors,

rather than guided by pervasive cultural or economic expectatiutsto what extent

does such personal, individual experiences modify the broader societal function-of mass

produced magazines? Arguably, such media still communittegegdeological

inventories of their society.
Both sides of the debate make contipglarguments. For those who believe

Hal | 6s ar goomunédemminesdheenipeosssi bi ity of human ag

may be more appealing. However, as aforementioned, it is hard to overlook the very real

structural constraints that Hadl concened with. Hehighlights an absolutely vital

guestion when analyzing the media within social sciences. He asks,
ABut precisely how is it that such | arg
their 6freedomd to publiséagquwend be damne
spontaneously, without compulsion, again and again, accounts of the world
constructed within fundament aThlsigthd he s a
aspect of i deology under | i ber @a®lpcapita
98)

Taken togetherthe consideration of both perspectives has provided broader

understadi ng of the dédencodingd process. Whi | e

irreconcilableH a k ihsights are considered more applicablinéocurrent research

project.
Intermsoft he &édecodi ngoHaIfl éasd vmea d @ Is eanetnltisn e s

readings or positions that each viewer can adopgh.e f i r st i s <¢€al l ed th

hegemonicod position and this infers that t
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cdes of the representation (Hall, 1980, p.
and this infers that the reader resists the dominant messages to a certain extent and in turn,
modifies the messages to better reflect their own position (Hall, p983;7). The third
position is categorized as fAoppositional o
codes and provides alternative intetations (Hall, 1980, p. 138). Bugrtevery

i ndi vidual 6s oawaysfalldniomre of thespasitoas? Beehaps we can

| earn more about 6édecodingd6 through examin
on static theoretical positions. In fact, audience studies can advance our knowledge of
both 6éencodingd and O6decodi ngbd.

It has beenmadel ear that meaning creation requ

(@)}

equally involves the process of 6decoding
elements that meaning is produced, understood and reproduced. Thus, the viewer or
O6subjectd iealindgrmakmuwnagh tihnwaglsv meand as the pr
Foucaultdés discussion of t hé&he®ideref THihgsni nas o
(1970) to exemplify this point convincingl
paintingi and represent@n more generally is that the painting does not have meaning

in and of itself. Rather, the painting and its discourse require a viewer in order for it to

have any meaning attributed to it. Hall(281l3 s ummar i zes, AThe spect
say is pairgd into the position in front of the picture. In this sense, the discourse

produces aubjectpositionfor the spectatesubject. For the painting to work, the

spectator, whoever he or she may be, must
dscourse, and, in this way, become the pai.l
meaningso (p. 44). Thus, messages and mea
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communication, this necessary dialogue bet

Moreover, a painting, or advertisement, itself can consist of properties that intend to

shape itds 0O0i deal vi sodidogigts JacksénpNielsenxdsgmp | e, C

(2011) use insights from Russian literary critic Mikhail Bakhtin to explaimiqular

di al ogic aspects of media representations.

literature, they claim that the mode of address in media will imply what the viewer/reader

Aought to feel d and as suddn(p At tempts to c
It should be noted that when 6édencoder so

subject, this audience is both o6real é and

considered to be a conmdlity. As noted by Dallas Smythe (1994dvertigrs very

l'iterally buy target audiencesd attention

audiences themselves are commodities to the mass media{p/@69For example, a

mends grooming product company wilfdstydouy pa

magazine, which means that they essentially purchasingcertaintarget audience.

Conversely, the i maginary or fAi mplied audi

media has in mind and assumes they are addressing (Jackson, Nielser2&1Hsp,

260). There is, however, no sound way to be s

inevitably result in the same target audience. Despite the fact that advertisers often use

focus groups to help determine how to effectively communicate to dis@eaience, it

is not possible to assume that the ads they produce will elicit the same response in the

target market (Leiss, Kline & Jhally, 1986). Other issues on the topic of addressing

audiences in contemporary advertising are discussed in tleurereview in Chapter 2.
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1.2 Bodies and Embodiments in a Biopolitical Age

Mastery and awareness of oneds body can

an investment of power in the body: gymnastics, exercises, muscle building,

nudism, glorificatiorof the body beautiful. All of this belongs to the pathway

|l eading to the desire of oneds own body

meticulous work of power on the bodies of children or soldiers, the healthy bodies.

--Michel Foucault (1980)

Since his researcimvolves the examination girooming productand bodywork,
a briefoverview of how the body is theorized in contemporary timeeeded The first
subsectionl A The Body aisladdress textsdy AathonydGiddens and Chris
Shilling which conceptualize the body is an unfinished project that must worked upon in
contemporary times. I also briefly discus
has contributed to emerging consumer products and markets. Howevesugisis
discussed at greater length in Chapter 2. Next, in the secos@stitn, Michel
Foucaultdéds concepts of biopower and O6care
useful to this project because grooming, a form of bodywork, can be inest@®both a
responsibilizing, disciplinary practice, and a technology of the self in the biopolitical age.
Foucaultds concepts ar e el gutturabtleorist€broszhr ou gh
(1994)andHeyes(2006) In the final suksectioni A Emkd i ment vs. Disembo
| seek to examine bodywork and embodiment with respect to social and cultural
expectations of msculinity. SpecificallyBordo(1999)andNorman(2011)have
identified what tbhienyd & edfe rma sotueatsi omhowwyd otuhbd te

men and boys experience embodi mMeinndd df cl a

masculinity with regards to bodywodnd why it is a beneficial theoretical tool.
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1.2.1 The Body as a fAProjecto

The body, as a sociological intetiemay appear to have a relatively short history.
However, as identified bghilling (2007), the body has beepart of the sociological
imagination, albeit in varying degrees, from its conception. He traces the sociology of
the body back to the foundjrfathers of this discipline. Karl Marx, for example, brought
to our attention the function of the body in the labour force and Emile Durkheim focused
upon how moral and religious imperatives often target the body directly (Shilling, 2007).
However, fromhis historical outlining, Shilling admits that the topic of the body for
social scientists really only came into fruition in the 1990s. This was a result of a number
of factors, but there are two that are compulsory to note. First, in the early 18665, B
sociologist Anthony Giddens (1991; 1994) promoted the idea that living in an age of
Apetsrtadi ti onal 6 or | ate modernity has a nun
come to recognize the body not tads ian mwahti ucrha
the construction of the body is interconnected to the construction of the self (Giddens,
1991) . More specifically, bodies are unde
of our identities, and as such, must be worked upon (Giddenk, $BBling, 1993). In
conceptualizing the body as a fAprojecto, o
projects we engage in on a daily basis. From grooming and exercise, to diets and
surgeri es. But first, beéekpinedio greaterpglétail.old b od
his landmark textThe Body and Social Theof}993),Shilling contests thathe notion of
the body as an ongoing projeotbe maintained and refinedagesultof shifting towards
apostmodern latecapitalist society. Shilng (1993) procl aims, dAln

there is a tendency for the body to be seen as an entity which is in the process of
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becoming; grojectwhich should be worked at and accomplished as part of an
i ndi v setFiucd & mtsi-b).yladeed,@the ride of consumer capitalism has
brought about increased individualization, the body can be viewed as a site for crafting
and reflecting oneds unique self or person
contrast in saying that modern bodies andyborojects are also strongly bound up with
collective social norms and expectationgarticularly surrounding gender (p. 5).
Furthermore, one must take into consideration the role of health in shaping and informing
our body projects. Specifically, maaehealth expectations may be considered high with
individual citizens being increasingly held accountable for their ownlvetig. Shilling
(1993) explains, AAt a t igloEaldanpeesswearer heal t
exhorted ever more to takadividual responsibility for our bodies by engaging in strict
sefcare regimeso (p. 5). Body projects can
simultaneously, a personaitavity and a social directiveShi | | i ngbés point ab
responsibility for ar bodies will be taken up again in the next-sebtion.
When thinking about the body asedingto be worked on, we may be drawn to
think of about how, or by what means, we are able to perform such work. In many cases,
body practices are deeply reliamtinterconnected with consumer products (Featherstone,
1991; Baudrillard, 2005) Indeed, as put forth ®audrillad, consumers and
consumerism haverofound preoccupati@with bodies. He writes:
A The bodyds] oOr edi s c odsexuahilferation aftera s pi r i
millennial age of puritanism; its omnipresence (specifically the omnipresence of
the female body, a fact we shall have to try to explain) in advertising, fashion and
mass culture; the hygienic, dietetic, therapeutic cult whicioands it, the
obsession with youth, elegance, virility/femininity, treatments and regimes, and
the sacrificial practices attaching to it all bear witness to the fact that the body has

today become aobject of salvationlt has literally taken over thatoral and
ideological function from the soul. (Baudrillard, 2005(1998), p. 277)
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Moreover, Baudrillardhen emphasizes that this investment in the body takes on
both psychical and monetary forms. What this means is that the appearance of the body
has become not only something that occupies our thoughts, but consequentially, the body
has become a site farnumber of emerging consumer markets. A clear result being the
variety of goods and services pertaining to the maintenance of thé looghut simply,
bodyworki that have become commercial succes3é® individual body then can be
interpreted as a peesentation or reflection of the consumer practices that has built this
particular body type. As explained by Pat
the products of labor (body work) that necessitates consumption and the use of consumer
goods and simultaneously, through visualization, their bodies act as advertisements for
such | ab oWithin thereviev2d ldeyature in Chapter 2, the concept of

bodywork is revisited as | investigate the various types of bodywork that men tend to

ergage in.
1.2.2 Foucaultds Biopower and Care o
Shillingbs point on the regulation and

be complimented by theoretical insights of French philosopher Michel Foucault. Much

of Foucaul t 6 swhatbehks identfied s a shift i the form and function

of power in modern society. The end of the Sovereign regime gave way for a new system

of power with new mechanisms for operation. While Sovereign power had the right to

take life away from the gividual, our modern concept of power works to maintain life

and in effect, puts this responsibility largely into the hands of the individual. Foucault
calls this #fAdisciplinary power o, which foc

of bodiesHe wr i t es, ATheir supervision was effe
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interventions andegulatory controls: a bigpolitics of the populationThe disciplines of

the body and the regulations of the population constituted the two poles around which the
organi zation of power over | ife was deployed
regulatory controls are less overtly oppressive then tactics under Sovereignty, and are
therefore less obvious in their controlling nature. This form of disciplinary power

penetrées all forms of social life and is exercised, in particular, through social norms. It

is through this normalization that our bodies, actions and even desires are disciplined, but

al so defined. As summarized byrm&izatoaz (199
prevalent today, power, according to Fouca
desires and pleasures to create knowledges, truths, which may provide more refined,
improved, and efficient techniques for the surveillance and contradié$, in a spiral

of powerknowledgep | easur eo ( p. 146) . Thus, the mec
bodies and subjectify them to further regulation. Accordingly, one can easily consider

the ways in which various body projects are forms of regulatgiisgiplining practices.

As a result, wiptoHiin ia sy otre m ba fo pobnviea 6 r el i
upholding of health, much of our interest in bodywork may be influenced by various

soci al i mperatives that ercpuwumagdidadtyiovd C
2007, p. 1616) . Al t hough the ways in whic
bound up with regulatory social pressures, such disciplinary practices can also allow for a
greater understandi ng edevelopmenrd &f new skild. Trend c o
extent to which working on the body is either an act of conformity or agency is both

negotiable and often contested. In addition, this contestation may be most apparent in
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disaussions of gender difference across typdsoafy projects (e.g. Gill, Henwood &
McLean, 2005; Dworkin & Wachs, 20Q9)

Some of Foucaultos | ater work, however,
whichwec ar e f o r Inbisiapproach,de dutbnes how systems of discipline can
also be enablingn terms of creating new possibilities and capacities of selfhood. What
he calls the Atechnol ogies of the selfod ar
their own means, or with the help of others, a certain number of operations on their own
bodies and souls, thoughts, conduct, and a way of being, so as to transform themselves in
order to attain a certain state of happine
(Foucault, 1994, p. 146). With this in mind, we can now assume our bgdwes aholly
docile. Althoudqp t he ways i n whdnounselveemaglgone or owor K
discipline, this does not mean that disciplin@ndof-itself will be the only result of the
practice. Rather, disciplinary practice can allow for a greaterusde andi ng of o0 ne
and contribute to the development of new skills. Heyes (2006) emphasizes that self
di scipline in the care of oneself can fiexc
reduce, my possibilitesfdrei ng i n t h e However|hd point(that.Heyes4 6 ) .
ismakingisoftemver | ooked, and most contemporary a
refer strictlyto aspects o$elf-surveillance and docility of bodi€e.g. Bartky, 1988;
Bordo, 1993) Specifically, on the topic of by management, bodywork often
theorizedas a responsibility to uphold in light of normalizing disciplinary pressunes, a

rarely as dechnology for caringf the self.
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1.2.3 Embodiment anBisembodiment

At this point in the framework, | wish tatroduce a concept that allows us to
think about the connection between embodiment and gender. Put more precisely, a
theoretical device used to explain how masculinity informs and is informed by
embodi ments or bodywork.emBPodsmenia dbes o
as a synonym for Ophysical mani festationo.
phenomenological work of MerlegRonty(1962) He describes embodi
experi ence o fintimeaadspacedve body to MdeauPonty, is not
somet hing one merely has or can even Vview
i's inescapabl e. He explains, fAas for my b
that it would be necessary to have the disposal of anddmady which itself would not
be obsepMabl e®Pragmatically speaking, the p
(e.g. a body project) can be considered an embodied experience. Conversely
6deinsbodi ment 6 ,iefarsto dverlsoking orrdgimeg the experience of the
body. Rather than being both interested in and aware of a particular body experience,
someone who is disembodied nasny or resist doing bodywork for its own sake
Certain scholars have argued that masculinity has been tadiyprinderstood as inborn,
takenfor-granted anadharacterized bgisembodiment. For example, American
philosopher Judith Butler explains that male characteristics are often perceived as
Apresocial 6, Aprediscursi véepositbms@n a resul t
Crawshaw, 2007, p. 1608). Women, on the other hand, are typically construed as
i s o menmoeplogical,morecorporeal, andnorenatural than men (Grosz, 1994, p.

14). As a result, not only has the male body been considered a uniwezsabgt also
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men have historically been able to avoid the social, scientific and medical scrutiny that

womenods bodies have undergone (Bordo, 1993
The concept of masculinity as disembodied is advanced by Norman (2011) who

argues twuhatmefidasembodi mento is constructed

speech that positions masculinity as detac

const it u46d dlorrap (201%) pusports that the engagement in body projects

while activelyds avowi ng such activities serves to i

ensure the Aprivileges of |iving a disembo

is saying, in more practical terms, is that boys and men typically renounce or avoid

expressing intest in their bodies even while being thoroughly invested in activities that

alter the physical shape of the body. These paradoxical experiences exist for the very

reason that the requirements for constructing and maintaining masculinity are too often

contadictory. Gill, Henwood and McLean (2005gave made a similar observation in

their study ABodylRrzajte wmtns odheydatsieadzd thienri m y 0

findings by stating, fidespite davisuml fact 1t ha

modificationof the bodythere was only one occasion within the entire corpus of

interviews when they were talked aboutasthetipr act i ceso (p. 53).

simultaneouvody engagement and disavowal is a means of defining the boundaries of

appopri ate, normative, hegemonic masculine I

bodywork, these boundaries are typically made clear through the negotiation of

embodiment and disembodiment. To remain aligned with the historical masculine

expectation of beingisinterested in body aesthetics, boys and men who participate in

contemporary body proj#®ctingd mdy masgedi eandeo
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must reconcile being involved in the traditionally feminine practice of working on the

body 6s apeded9g, Narman, 2@1). This point is especially relevant to the

body project of grooming. Not only has grooming been typiadbociated with
femininity, many grooming products that were once made exclusively for women are
now marketed directly atem. Therefore, it is very interesting to examine how exactly
these products are advertised, and assess to what extent they reinforce or avoid this
6dotbhlnedd of masculinity. Do bodywor k
the contradictory notisof embodiment and disembodiment? Orildssenew ads

represent male grooming as @&bsoluteembodied experience?

1.3 The Social Construction of Gender and Masculinity

and

60Mascul inityd, to the extent thwa <can b

place in gender relations, the practices through which men and women engage

that place in gender, and the effects of these practices in bodily experience,

personality and culture

-- R.W. Connell (1995)

Gender is at the very essence of thsearch and so, it is necessary to explain
how | understand and intend to uke concept ofiender in this project. Being a
sociologist, | adopt a conception of gender that is influenced predominantly by social
constructionism. To define and expand miplois concep | turn to the work of Goffman
(1959; 1976), Kessler & McKenna (1978) dddtler (1993; 2004)n the first subsection.
Then, | turn to focus specifically on how masculiriitgr masculinities have been

theorized across academic literatuiThe central texdddresseth this second sub

sectionisC 0 n n &Mhasktubngies( 2 005 ) . Using Connell 6s
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her four theoretical models of masculinity with guidafroen scholars such as: Gill
(2007), Synnott (2009) ar@oles(2009) In the last susection, lexamine how
conceptions and ideals of masculinity have shifted across a historical. p&€hede sorts
of generalized models express the ways in which masculinity has been largely understood
and represented in and assdNestern culture. My particular timeline begins in the
1950s and continues until the present day. Sketching detailed historical discourses of
masculinity makes it possible to identify, historicize and contextualize particular themes
that emerge in theesearch analysis.

1.3.1 Performing Gender

As social scientists, many of us agree with the now commonplace argument that
gender isto a large exteng social construction. Gender theorists over the past 40 years
have been largely influenced by symbolic interactionism and have frequently utilized the
work of the Canadiaiborn sociologisEr vi ng Gof f man. Il n Gof f mar
The Presentation @elf in Everyday Lifé1959), he argues that human interaction and
selfpresentation are active performances. In further developing his theory, he uses
terminology from the world of theatre to e
di spl ay rwfaogr mairsc éipe on a fistageo in order t
about who we are as people (Goffman, 1959). Not exclusively innate or informed by
biology, gender can be interpreted as a performance that is created and reproduced in
social life. To enploy Goffmanian terms, one could say that we are actors who perform
gender on many different stageSuch stagesicludelocal public settingsandvarious
regional or global media outlets. Furthermore, later in his career, Goffman focused

specificalyam gender in advertising. He ¢l ai ms t
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performances are merely based upon the imitation of gender ideals, which are largely
constructed by popular culture. He writes
genderidenttyTher e i s only a schedule for the poi
8). In thinking about gender as a practice that is both necessarily different and separated
from biological sex, we can begin to understand how it is socially constructed in and
through many historical contexts.

Influenced by Goffman, Kessler BicKenna wrote a groutbreaking book in the
late-197G entitledGender: An Ethnomethodological Approgd®78) They were of the
first academic writers to reject the notion of gender beiobpgically determined and
argue that it is developed and maintained through social interaction. Throughout their
book, they define the difference between sex and gender, as well as the various ways
gender is felt, performed and attributed (Kessler & Makeri978). Notably, it is
argued that the way in which we attribute gender to each person is most influential in

maintaining a gender binary and reinforcing gender as determined by sexual difference.

They write, AWhet her s oneemnadenthegsourgseonan or a
interacting [é] in order to meaningfully i
role, and the relationship among them, one

McKenna, 1978). This text provided a new way of thinkingualygender as not only a
performance but also as a social norm. While it is often believed that biological
processes influence how gender is performed, we may seldom consider that the social
effects of gender play a role in shaping both our minds andgaltiyys. If gender did not
influence our bodies, we would not so easily identify bodies as either male or female and

rather, they would be considered merely fis
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McKenna, 1978, p. 165) .otonlKadlevedfe anepanslanK e nn a
of research on gender as a social construction but also acts as a resource for
understanding gender as something that can vary beyond sex difference.

Building from Kessler &cKenna, American philosopher JuditlutBer defines
gender not simply as a social norm, but rather as a multifaceted regulatory practice within
soci ety. She writes, fAGender is the appar
of masculine and feminine take place along with the intedstorms of hormonal,
chromosomal, psychic, and performative tha
with this definition, we can understand gender as a mechanism that governs the
normalization of sexuality. Her theory suggests that both gexmdksex are discursive,
learned and above all, actively repeated and reiteratedpposed tbeinginnately
bi ol ogical, insofar as our wunderstanding o
historicaland contextual (Butler, 1993).inllarly to Kessler &McKenna (1978) and
Connell (1987), she also believes that our understanding and use of gender is still largely
connected to sexual difference. When we internalizeegesmla part of our identity, this
contributes to thinking of owodiesasalreadygerdered, instead of thinking of our
bodies as a medium to perform or practice ge(8letler, 1993). FurthermoreButler
expresses that even resistance to a norm would actually reinforce it insofar as the norm is
still takenfor-granted within society. Skepp |l i es thi s t o gender in
of gender which do not fit the binary are as much a part of gender as its most normative
stance. To conflate the definition of gender with its normative expression is inadvertently
to reconsolidatethepavr of t he norm to constrain the ¢

So then, the only way to do away with the normativity of the gender binary would be to
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el iminate or fAundoo the binary altogether.
norms pecede and inform our bodies. From as early as birth (or even before birth), we
become subjects of gender and continue performing gender throughout our lives. Itis
manifested in human interactions, but also in and through various media such as

advertisimy.

1.3.2 Theorizing Masculinity

Over the past three decad@ustralian sociologist R. .Connell has been
researchingiender and has develapbighly influential theories omasculinity. In
resonating with both Kessler & McKenna and Butler, Conrd®87) recounts how much
academic research has either equated or compared gender to sex differences among men
and women. Moreover, she also emphasizes that our continued focus on scientific sex
Adi fferencesodo rather t hamthealtuslapprogriationmi | ar i
of masculinity and femininity as essentially opposites (Connell, 1987). This idea of men
and women as opposites has been manifested in a variety of artifacts from popular culture
and, has been both arcapted and marketablelemic.

For Connell, however, there exists a different single element that serves as the
primary influence on the various facets of
overall dominance of men over women in Western society (Connell, 1987; 2008. If
are living within a patriarchal system, this gendered power relation not only affects other
social structures (such as the division of labour), it sfepes the way in which
masculinities and femininities are consted and understoodConnell kelieves that
gender is defined largely through intersections with other social and cultural categories

(1987;2005) Thisica i s encapsul at ed btgexglamthe t er m o1 1
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necessity of examining the points or elements of intersectionafiayar cultural
phenomenon. As elucidated by Benwell (200
arising from popular cultural forms needs to assume a fluid set of interconnections
bet ween the various sites wexamplgin a O6circui
investigating issues surrounding gender, one must also take into account the role of race,
class and often, age, as factors that necessarily inform gender. This holds true for
examining masculinity i n paanydvendime the As n
class structure and gender order produce numerous masculinities stratified by
socioeconomic class, racial and ethnic dif
Within the context of the present research, it will be necessannsader howracialized
masculinitiesare depictedh the media (e.g. Coltrane & Messineo, 2000; Katz, 2002; Gill,
2003; Osgerby, 2003); the racialized history of soap and tledying(e.g. Vinikas,
1992; McClintock, 2005); and the stereotyping of men fdiffierent socioeconomic
classes in the med(a.g. Benyon, 2002; Gill, 200.7 Moreover, thelataanalysis of the
research project will be guided by the the@adtconception of gender being-co
constituted byhe cultural elements of race and class.

It is important to note that conceivimgasulinity as a topic of academic inquiry
had only become possible after the release of the aforementioned landmark texts on the
social construction of gender. Prior to t

subject to investigation and were largely understood as stable and/or biological norms. In

this sense, men and masculinity had been i
What Kimmel means is that by way of taking for granted the universalityeafand
mends experiences, we have avoided tracing
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gendered bodies. An implication of this, as argued by Kimmel, is that the invisibility of
men has sustained their powgnpraguces pri vil eg
inequality. And the invisibility of gender to those privileged by it reproduces the
inequalities that are circumscribed by gen
masculinity studies becoming a legitimated academic focus, one can make me
masculinity and mends bodies visible for <c
illuminate a number of larger social implications concerning power and/or privilege.
Additionally, it can promote a better, more complex understanding of who mandare
what masculinity is. What is more, we can denouheainiversality of masculinitgnd
seek to uncover the divergences among an arrmaetulinities

INnConnel |l 6s au Mdsalinities(2995; & ed. 2005)0 she seeks to
elaborateon he plurality of mendés gender perform
in and across various cultural perspectives. This text provides both a historical overview
of the ways in which masculinity has been previously theorized and also a new

framework br understanding masculinity not as a typology, but as a complex result of

numerous soci al i nfl uences. She writes, i
defined at all, is simultaneously a place in gender relations, the practices through which

men and women engage that place in gender, and the effects of these practices in bodily
experience, personality and cultureodo (Conn

acknowledges the limitatiored and complications with categorizing generalizable
mascuine identities, she chooses to define four types of masculinity for the sake of
developing a substantial theoretical framework. Briefly, they are: (1) hegemonic

masculinityi that which ensures the domination of men over women and subordinated
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men; (2) sbordinated masculinityy that which is oppressed by those in a hegemonic
position; (3) complicit masculinity that which accepts hegemonic ideals but does not
possess them; and (4) marginalized masculinttyat which refers to the masculinities of
subodinate classes or ethnic groups in relation to a hegemonic group (Connell, 1995, p.
768 0) . Connell 6s most <centr al theoretical
written most prolifically, is that of hegemonic masculinity.

Since first developedhe concept of hegemonic masculinity has been employed
by a variety of theoretical and empirical researchers dealing with studies of men and
mascul inity. As first stated by Connel |l (
constructed in relation to vaus subordinated masculinities as well as in relation to
women. The interplay between different forms of masculinity is an important part of
how a patriarchal social order workso (p.
elaborated upon to explaimow it can be perceived as the cultlyalominant ideal of
masculinity (as seen across a variety of media), rather than something that can actually be
possessed by men (Connell, 2005). As pointed out by Wedgewood (2009), hegemonic
masculinity isoftenuwesd as -fd ofaftieneg concept o, which may
Connell 6s historically specific formulatio
AOne problem with the notion of hegemonic
uniformity ard consensus in values about what form of masculinity is culturally valuable
and powerful at any one pointo (p. 31). A
connected to this category (e.g.: heterosexuality, power, aggression and technology) in
Genderand Power(1987), hegemonic masculinity is perhaps ewsed as a term to refer

to anything that is culturally accepted or endorsed as necessarily masculine. Other
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theorists have added to the list of hegemonic conventions to include physical muscularity
(e.g., Dotson, 1999; Coles, 2009); homophobia (e.g., Kimmel, 2009); and the fear or
repudiation of femininity (e.g., Kimmel, 2008; Dworkin & Wachs, 2009). While these
conventions could be all considered as culturally dominant among men of a particular
historical context, they may not necessarily be connected to the structural supremacy of
men overwomeinwhi ch 1 s a centr al constituent of
universality, ambiguity and changing definitions of hegemonic masgubrgr the past
twenty years haveften been the focus of acaderdabate andriticism.

It is now widely acknowledged that gender relations have dramatically changed
from the 1980s to todae.g. Atkinson, 2011; Rosin, 2012As a result, the defition
and use of theoncept of hegemonic masculinityay not beasapplicableas it once was
Many theorists, including Connell herself, have pointed out various flaws in the model
and how it may need to be redefined in the present (Connell & Messerschmidt, 2005; Gill,
2007;Coles, 2009). The underlying question pertaining to the relevance of hegemonic
masculinity is whether or not we continue to live in a patriarchal system. In stark
criticism of Connell 6s use of the fApatriar
pa ri archy benefits al/l men), Synnott (2009
as many men within patriarchy are disadvantaged through systemic discrimination in the
health, education, welfare and justice systems (p. 258). An example wbthgbe
involuntary conscription of men into wars. Furthermore, in 2005, Connell and
criminologist James Messerschmidtdeveloped the concept to take in to account the
rising equality of women and to place more emphasis on the agency of subordinated

masculinties as a means of resistance.
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I n revisiting the original backdrop of
number of questions. For example, could otherwise culturally normative and dominant
themes still be consi de metelandienserg thexdominatow i f
of men and the subordination of women? Perhaps a change of language is necessary. As
argued by Coles (2009), it may be more app
in which there exists multiple struggles and steggions of both dominant and
subordinate masculinities. The metaphor o
masculinities as relational and to explain
race, class and social institutions (Coles, 2@025). In this way, we can understand not
only complacency and resistance within masculinity, but also how individuals can adopt
domi nant positions even within a subordina
especially in terms of promoting the agg of typically subordinated groups and
necessarily complicates the oftsimplified theorization and categorization of
masculinities. However, in spite of the aforementioned complications with the model of
hegemonic masculinity, it remains an utilizabted recognizable theoretical tool for
sociologists engaging with research on men and masculinities. In fact, it may be ill
advised to enter into such a field of work and not employ this iconic model at some level.

It is thus my intention to analyze maeoming product advertisements to uncover what
visual or textual elements promote hegemonic ideals. At the same time, it is equally my
intention to investigate how these advertising texts diverge from the hegemonic

masculine archetype.
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1.3.3 Shifting Conceptionf Masculinity

| will now trace a history of thghifting conceptions and expectations of North
Americanmasculinity starting from the postwar period of th&A9up to the present.
This provides practical characteristics ¢fie cultural ideals of masculinity pertaining to
specific eras itNorth Americarhistory. Moreover, examplese used to illustrateow
these idealized models were, at least in part, created and maintained in and through
institutions of popular culturé suchasthe massnedia. This historical overviebegins
byexaminingwhati s r ef erred t o wawsetrgpiegsarelargelyi t i onal
associated witthe ongoing social expectations of men in America from the industrial
revolution onward until the elgr1960s (Kimmel, 2012; Milestone & Meyer, 2012). As
will be elucidated, the characteristics of the model of manhood include, but are not
limited to: work, production, family, breadwinning and homosociality. Next, as the
Western world saw a number of odwtionary movements and changes throughout the
1960s and 1970s, &w model of masculinity emerged hishas been widely defined as
t he O nevwsewariows virtues appear to be more sensitive and less traditionally
manly in nature (Nixon, 1996; Dais, 1999; Beynon, 2002; Gill, 2003). Finally, in light
ofthesubstanti al dirddifi e@maan d e gnardbaend, nwanetimeoridts
claim that men of the 1980s and 1990s were largely confused about what it means to be a
man (e.g. Kimmel, 2008;,012). Somehave noted that manyen were deeply opposed
t o t hi s (Beyneny2002)&dwards, 2003) and wexegered by growing equality
of women (Gill, 2003; Kimmel, 2008; 2012). And,so as a r et al i ati on ag
ma raidd an exaggerdi callt o t r adi ti on, (Ciewee2003Kedvgardg new | a

2003; Gill, 2003) and the thedd RAdHyymoaoi ¢ Ki, m
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emerged. These modalitieEmasculinity based primdy on anger and retribution have
contributed to the developentof whatmaypn r ef er t o a scridislofe cont e my
mascl i n(e.g. ptbinson, 2011; Kimmel, 2012).

There are certain cultural artifacts that can shed some light onto the expectations
of manhood in the 1959 Specifically, Michael Kimmel identé#s that masculinity in the
195G was still largely bound to the ideals of the men of the industrial revolution. This
industrious,workhungry Ameri can mal e arMadd yMend s |
(Kimmel, 2012). Theselinade manods | dé&onithecrgationafthe f or g e
United States of America, as ibwn nation now separated from Britain. Moreover, the
rise of Americab6s industrial revolution wa
work-oriented ideals of the sefiade man. Kimmgl 2 012 ) dTdescentralbes,
characteristic of being sefhade was that the proving ground was the public sphere,
specifically the workplace. And the workplace was a manly world (and a +adive
white manoso wWopr.l d2 Oajiade maalm e)alusseniork, competition in
the public sphere and economic prospdrdagremained central to the Amean ideal of
masculinity(Synnott, 2009; Kimmel, 2012).

And so, what were the social and cultural implications ofre@lle manhood?
Most essentidlo this identity is the gendered separation of public and private spheres. It
was not just that men were encouraged to participate in the public, working world; it was
onlymen to be allowed intei ar ena. Amer i c activityneam hood and
structually and socially defined by the separation of spheres. Kimmel (2012) explains,
foBecause women remain out of the world, m

hi storian, while another observes that Oby
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theguardians of virtue, the male was released to act amorally in the world outside the
home. 6 The separation of spheres thus bol s
and in the workplaceo (p. 40) . Therefor e,
alone. When looking at media thagpictsthe late1940s and 1950s, we can view the
separation ospheres in effect (Jackson, Nielsen & H8D11). Men can often be seen in
the workplace or other fimal edo i nsnmmortlyuti ons
seen bound to domestic responsibilities.

One could also provide some more practicalcdgtors of this model of the
6t radi t.i Aseumiarized by Milestone & Meyer (2012), he is often thought of
and represent ed a d, authsritative, hagd, aggresdive, vident, power f
competitive and rational, and | acking sens
description, one might think of any or all of these characteristics to be typically
masculine. This is because thiseyg masculinity has been both culturally encouraged
and proliferated in the media for numerous decades. Moreover, these adjectives are
largely bound to cultural conceptions of gender difference and should menthist fi
description, they may sufféedings of inadequacy. Men of the 19%@ndorsed this
imperative of gender difference and in turn, gender similarity was seen as a threat.
Ki mme |l (2012) writes, AThe trappings of ge
and American men discovered what happened to men who failediadlypee sons of
men who failed as breadwinners and fathers. They became homosexual, they became
juvenile delinquents, they became commuriisgsof t , spinel ess dupeso

possible then, that traditional masculinity continued to bourgeoarmypbecause men
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valued its roles, but also because they feared the consequences of failing or resisting
these norms.

In terms of consumerisi@t this point in time, shoppingnd the purchasing of
goodsweréd ar gely considered to be womends terr.]
thought of as the producers of commodities and women as the consumers (Wernick,
1991, Macki nnon, 2003) . A womanbés break f
participate in the giwing industries of commodity sales. However, there did exist
certain exceptionsaf r a d i t i o oominddities @anthfarlthe thost part, they were
goods that are closely related to their own activities in the public sphere. Namely,
alcohol has beenften understoodhs a masculine product. It is manly because it is both a
challenge and risk to ingest, and that our mastery of alcohol consumption is something
that we compare to other men within mptepulated bars (Mackinnon, 2003, p. 93). In
additonaut omobi |l es have also been understood :
mands means to get to his workplace and ha
a signifier of a mandés virility (Mackinnon
items were not the only goods that men bought in this early consumer era. They are
merely generalizations. Moreover, Osgerby (2003) argues that men have actually been
consumers of various pradts since as early as the 1920He does acknowledge,
howeve, that the popular cultural ideology at the time was that women were targeted and
encouraged more than men to become active consumers.

I n the 1960s and 1970s, the womenodos | ib
response to the gender roles governedesthe industrial revolution. These movements,

along with the rise of seconglave feminist theory, were influential on the commonplace
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gender roles and relations of memd women. As popularized Bgminist theorists, it
was unfair to confine women the domestic sphere while men were allowed to enter the
workforce (e.g. Friedan, 1963). Moreover, it has been argued that the amount of work
required to maintain a home and raise children was at least as demanding as paid labour.
Some were particularlyritical of female domestic responsibilities such as Betty Friedan
who described the daily I ife as a Acomfort
142). This backlash resulted in allowing women to enter the workforce thus, changing
the current geter relations. This era saw not only the inclusion of women to the
workforce en masse, but it also had a profound influence on our cultural perceptions of
gender, roles and expectations. Put <conci
feminism starte conversation about gender, power, work, sex, intimacy, nature and
cultureirand opened up a space where gender rel.
(p. 42). Expectedly, these phenomena have played a major role in the changing ideals of
masculinty at this time. The structural and social transformations have resulted in men
having to necessarily adapt and modify some of the facets of traditional manhood. This
point in time is considered by gender theorists to be a transitional period férsoee
seeking to retain more traditional customs, while others welcoming the possibility to
foster new identities. Moreover, men were forced to question what it means to be a man
and how a more judicious manhood could be achieved.

In light of the newfoud changes to gender relations, an archetype of a more
sensitive masculinity emerged in the 1980s. The model is whaliass refer to as the
Onew mano. Wh a tlike® ®ascribeld sirsply byrivVidestonm & Meyer

(2012), nAHe i semotonatlyiskilgd andsleareshousehededuties,
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including childcare. He is usually middle class and well educated, liberal in his political

outl ook and sympathetic to the feminist ca

clearly opposing that ofaditional masculinityand t hus co.feachder ed One

expectations appear to be far more progressive and egalitarian than those of previous eras.

However, there is a particular caveat in terms of this seemingly flawless conception. Not

only was the newnan a nurturer; he was also a narcissist (Beynon, 2002). New man was

attentive to the sensitivity of his demeanor but also to that of his skin. Men, more than

ever, were invited into the realm of consumerism and a number of markets were formed

totarget he fAnew mano i deal (Wernick, 1991; Dot

marked the starting point of when men began to be culturally encouraged to pay attention

to the appearance of their bodies. This emphasis was implied ttacagiety of means

including: the exposure of mends bodies in

Al exander, 2003; Schroeder & Zwick, 2004) ;

market in the UK and US (Nixon, 1996; Benwell, 2003; Crewe, 2003; Stevenson et al.,

2003)and the expansion of mends fashion indu:
It is necessary to emphasize the signif

contemporary construction and representation of masculinity. With the exceptions of

Esquireand laterPlayboymagazine, men had not yet had a large magazine market that

directly addressed them and sought to generate a male consumer identity (Nixon, 1996;

Edwards, 1997; Osgerby, 2003). Men now had at their disposal a variety of different

guides on how tbe a man such assQ or Arena(Nixon, 1996; Crewe, 2003). What is

more, they were now exposed to the multiplicity of products and pradiesggned to

constructorrefin®@ n e 6 s m@amddiarculiural studies scholéarc Lafrance
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claims,filt isn'tjust the fact of being a famighanor a providethat defines being a man
anymore.Rather, it ipractices of consumption that now allow him to take on a certain
i mageo (i n Mor i nthatBaQakide} consist@fogh quantiteaf i n g
advertisnggme no6s | i festyle magazines are perfect
commodities targeted at men. Moreowsncethe magazine itself is gendered, one
would expect advertising withih to beaimeddirectly and exclusivelat men. Wernick
(1991)né es, fAHow ads have come to encode masc
femininity), then, partly reflects the way
identification, in sometimes unprecedented contexts, with the standpoint of consumption
itsel f®nepco4®)d. argue that the rise of the
of advertisements therein) is likely connectedhe rise of consumer goods marketed
overtly 6 ]jThesetmayfnot be amm@imddnethod to measure such a tionnec
However,we candraw on statisticstoseeh et her or not the menods
mends ¢ 0ns umprtpioducts have rispnanrunisort u | a

One could safely assume that aitmencoulde | at e t o t hi s | i fest
ma n I fact, due tdis extraordinary break with traditional masculine norms, one could
alsoassumethate n may act i v elcpnventiossi Astpointetieby e o6 ne wb
several t heor anghisaccortirnyg enedatecktidealsnisanat 6nly an
adapt at i ogliberaton, Wwut itmaay aso be thought of as an aberr&tom true
manl i ness. wds lofeen adondemmed msaan idauthentic or unnatural form of
masculinity (Crewe, 2003; Gill, 2003; Milestone & Meyer, 2012). A result of this
profound rejectionwas the emergence of another form of contemporary mascidooty

to be flourishing withirconsumer society of the 1990s. This new archetype has taken on
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a number of | abel s snecdidatsass i tmpd yo Thegw ylsadd 6
primary charadristic of this discourse of masculinity is that it is akb@gh to both the
ewv  mgBeynon, 2002) and, teminism and increasing gender equalityhe public
sphergGill, 2003). There exists an explicit nostalgia foore traditional, libidinal
manhood from a time whemale power was more stable &hd emancipation of women
and homosexualsad not yet occurredCorrespondingly, this was a model of manhood
that is largely influenced by anxiety, anger and resentment (Kimmel, 28%Xuch,
contenpor ary manhood had been often considere
Summari zed by Atkinson (2011), AThe splint
across institutional landscapes is generally believed to be the cause of the masculinity
cri (@.i6s o

It should be noted that these male ideals have been largely marketed to and
adopted by a younger male audienfhe than th
surrounding social world of tlse currenfyoungmen is whakimmel (2008) calls
AGuyl &esdmomarizes:

AGuyl and is the world in which young me

undefined timespan between adolescence and adulthood that can often stretch for

a decade or more, and a place, or, rather a bunch of places where bagsogat

be guys with each other, unhassled by the demands of parents, girlfriends, jobs,

kids, and the other nuisances of adult life. In this tapsyy, PetesPan mindset,

young men shirk the responsibilities of adulthood and remain fixated on the

trappirgs of boyhood, while the boys they still are struggle heroically to prove

that they are real men despite al/l evid
't i s made aréywungmen Wwha aire dedjcatgdstodproving their manhood
while paradoxically avoidig the various obligations of becoming an adult. What

Ki mmel explains |l ater in his book is how t

displayed through engaging in risky activities. These types of activities and motivations
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are the observable and met&ble conventionsofiti s mascul i ni ty. 6Lad
@Guylan d 6 noa meeely characterized by more traditional masculine practices but by an
exaggeration or glorification of them. Milestone & Meyer (2012) compile a number of
various traits such as druskness, sex, aggression, machismo, misogyny and
womanizing (p. 118). As aforementioned, it is not surprising that these expressions are
birthed out of anxiety and angein addition to mere raucous, drunkeehaviour, a
number of researchers have noteat rites of passage for young men tend to be
increasingly violent (e.g. Kat2002 Kimmel, 2012). The encouragement of violent
homosocial behavior among young men, along with the increased portrayal of male
violence in the media, could be, in part, ednitive to the fact that 86% of all violent
crime in the United States isromitted by men (Katz, 2002 In this way, the
contempor ary O cismnosonlgaitheardticalmensepttlisioften t y
supported through empirical data on the risgsiy and vident behaviour among young
men. While certainly not all young men of the 1990 2000snay be interested in or
affected by these rites of manhood, a growing consumer market and media depictions
pertaining to this type of masculinity becanaenpant.

Sel |l i ng tdarebe founeiwa varetyg @ avenues in consumer culture.
Most notably, however, the mends | ifestyle
createtitlesspei f i cal |l y mar k et edrewe,@003).r Theddlets,h e o new
such adoaded, FHMandMaxim, promote their manly authenticity throutite rejection
of t he s ensandthespoomaiionefith md md ement i oned trait
| aadd The most prevalent c¢ompanamshed emmpghasis he s e

on heterosexuality and heterosexual conquest (Crewe, 2003; Gill, 2003; Attwood, 2005;
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Milestone & Meyer, 2012). In effect, with heterosexuality as being so central to this type
of masculinity, others have argued that homophobia issadgoding feature (Kimmil,
2009). In addition, ile d wa 1893)6t udy o n memdies thdt whdeitheon, h
0 n e w is b @eattidn of the style o n s c i 0 u s, théreageva numédar @ clothing
brands marketed towards this masculine identityhil®\tesigner clothing and attention
to fashion mar kedofmider foed ama delothimgfiansl nwW e r k
an ideal consumer in the Anew |l ado (Edward
Bordo (1999) -gayl 6 aéh b dbrdeaniopeotsHo@dbe noted,
in light of the present research, that grooming and grooming prodeat®@as highly
valued for the O6new | ad&dl 2@083). Hovweeey, it ddenote f or
take new persuasive marketing campaignaricourage these men to continue to
consume typically manly goods. As advocates of all thiragstionally masculine, the
6new | ads @weresencduradgeg to gperil their money not on their appearance but
at bars, at sporting events and on autoneskiMackinnon, 2003; Gill, 2003; Milestone
& Meyer, 2012).

It is useful to continue tancover the cultural ideals of what it means to be a man
and how they are manifestedtwh i n popul ar ¢ u bfhagemenic Whi |l e ¢
masculinity (singularfontinues to be spoken about at length, there are arguably a
number of other masculinities (plural) in flux. Considering that there has not been such a
solidified archetype since the finew | ado,
masculinities as moreomgicated and flexibleBenyon (2002) i nquires,
we are currently witnessing at the start of th& @intury is nothing less than the

emergence of a more fluid, bricolage mascu
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versions of théd maa | i ne 6 0 iqcprrect, Gvécan begih tirejettemplistic,
generalized understandings of masculinity, which could, in turn, help to eradicate certain

long withstanding cultural expectations and stereotypes.
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Chapter 2

LITERATURE REVIEW

2.1 RepresentingMen in Magazines and Advertising

Empirical studies addressing the representation of men and masculinity in
magazineshalee en an fiarea of arguable neglect ir
2003, p. 27).0Over the past twentyears, however, thefeave been several studies that
providedata orthe contentome n 6 s | i f e s, &and of menmmadyeartsingmore
generally. First,in 1990,Kervin performed a fareaching content analysis on
advertisements froresquireMagane from the 1930s to the 1980s. She found that male
model s across this period tended to be bot
1990, p. 63). These terms borrowed from Robert Brannon (1976) are used to describe
men depicted as saiéliant hardvorkers, and successful in terms of business and social
status. A notable change found in content from the 1980s was that there now tended to
be younger male models withore exposed bodies (p.-63). Overall, however, there
were relatively few variatios in representing masculinity across this time period. She
c o n c | cedansstereofypes from the beginnindesfjuirefifty years ago still survive,
suggesting that they fulfill some need or answer some congegm, haps rel ated t
sense that thel asindividualsi do not holdp o w épr 68).

Kolbe andAlbanese conducted a content analysis of ads found in five different
mends magazine titles published in 1993.
ways in which printed advertisementgdz a single, solitary man. What they identify

t h e -maaloddie fimage of a man, functioning in isolation without éissistance of
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ot h e r adepicliod pf American manhood deeply rooted in hisaoiy laden with
symbolic mean7Tngp. (Xbbpbe, -BOBedal by-sethi bn:
collar occupations or in outdoorsmen type roles (p-&2%). In addition, this study
provides other relevant data BsquireMagazine. For exampl&squirehad the largest
average nu-mbéeebothdésahd the second Highest
magazines in the sample. 819.

One year later, Vigorito &urry investigated portrayals of masculinity across
popul ar magazines not exclusi vereteas t he men
findings concerning the differences in representations of men and women. Men and
women, as depicted in 83 popular American magazines released in 1992, were most often
seen in an occupational role (Vigorito & Curry, 1998, p. 143). The secondrempstnt
representation was men in an outdoor setting and womarasa@arent or family
member §p. 143). In addition, it is specified that within magazines targeted to a male
audience, portrayals of men tended to express dominance, control, canldess
emotional repression (p. 148). On the other hand, magazines targeted to a female
audience included ads that show me@aimore sensitive manngr. L49). This may be
unsurprising as magazines actively choose and organize text and images thagaeel desi
to be appealing to their implied and target audientteshould be noted, howevehat
the Osensitive maled was becoming increasi
popul ar culture more gener al lcomprelensivbeu nd t hi
study of television ads from 1994 to 1996
appearing more often than in earlier eras (p. 535). This trend was not limited to

advertising. As noted by Sal zmnmasn, Mat athi
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increasingly tilting t oiwometihtemphésizést ed ver si
sensibility and sensuality over power and

In 2000, Coltrane &8Messinegerformed another type of quantitative analysis
that is also relevant to this researdthey conducted a content analysis on television
commercials with the intent to reveal how race and gender are communicated. From a
sample of 1699 televised ads frd®92 to 1994, they found that 86% of all characters
depicted were White (p. 375). Moreover, White men were most likely to be represented
as Opowerful & and Bl ack men were most |i ke
Other ethnic groups were sarely viewed that they were not included in the thematic
coding. Asian Americans made up 2% and Latinos only 1% of the sample (p. 382). As
such, this research reveals a notable ungl@resentation of ethnic minorities in
advertising. Other studies lafound that when Asian Americans are shown in
advertising, they tend to be positioned within very specific business and technological
settings (Frith, 2003; Leiss et al. 2005). In addition, Hispanics continue to be the most
underrepresented group in aghtising (Frith, 2003, p. 129).

To provide a more receatcount ofjualitativeresearch on representing
masculinityinmaga i nes and advert i analysigoMeAn Gesx aHedael rtohs
magazinas useful She claims that masculinity, as presentatlimmagazine, is
something that is brandédt is constructed as obtainable through the consumption of
particular brand name products (p. 53%his notion is familiar as it posits the body as a
Oprojectd to be creat e diousaormsuntereggbodsieedd t hr ou g
practicesTo summari ze, Al exander (2003) writes,

displays found in contemporary popular culture is exposed as capitalist hegemony in the
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form of branded masculinities purposely constructechbitinational companies for the

purpose of increasing sales and profitso (
masculinitiesodo do not convince men to be c
Rather, they promote consumption as a solutontomes f eel i ngs of anxi e

inadequacy (Alexander, 2003l is, therefore, not surprising thsthe found that the most
prevalent images in her saraplere of a muscular male body.
In the UK Attwood (2005)performed a similagualitativeanalysis on a vaaty
of lad magazinege.g.loaded FHM, Nuts, Maxim Similar to the more theoretical
claims made by Crewe (2003)chaGill (2003), heranalysis found that lad magazines tend
to depict and encourage heterosexuality and heterosexuatyaabeve anythinglse (p.
92). Roviding empirical weight t@ t h eheoeetical claimge.g. Crewe, 2003; Gill,
2003) she found that lad magazines typically promote more traditional masculine ideals
through their textual content She writes t hatlricolade efshese maga z i
familiar and ratherold as hi oned signifiers of mascul ini
fightinglddéed( g.hed Dnew | add archetypeedi s str
ideals and characteristics. Such conventamesindestood as aejection of the interests
of the dédnew mand or metrosexual . This is
concern with style and grooming and towards more stereotypically masculine interests
such as sport, gadgets and machineso (p. 8
Finally, in 2010, CanadiarociologistRicciardelli,Clow & White sought to
examine the representation of hegemonic ma
available in Canada. Sifarly to Alexander (2003), themost general finding was that

masulinity was presented as something that can be achieved or enhanced through the use
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of consumer products. More specifically, they claim that masculinity, in their sample of
magazines, iIs often directly assoddhatat ed wi
men should beesponsible formproving their bodies in order to attain a desirable

Il i festyl e. They not e, Areaders gain the i
particular manner in order to be successful, although the look variesdilegpepon the
desired form of masculinityo (p. 77). Thi
that multiple masculine identities are marketable and marketed within the media. What is
more, unlikeprevious researclheyfound that grooming products and aesthetics were
notable within the magazine content. Al t h
years prior, her analysis found that 0% of the advertising in her sample was devoted to
grooming (p. 549). Conversely, Riacdelli, Clow & White (2010) recorded that 6% of

all advertisements in their sample was for male cosmetics such as moisturizers, facial
cleansers and fragrances (p. 74). These statistics show an increase in the advertising of

male grooming productandfurthervalidatetheimportanceof this study.

2.2 The Exposure of the Male Body

Traditionally, mends bodies were | argel
duties that they were to expected uphdliutlinedby Glassner (198%ndlater by
Dworkin & Wacls (2009) the military and political speeches played a major part in
promoting an idealistic male body in a less media saturated age. Men needed to be in
shape for everyday I|life but also fit enoug
nation througt hei r bodyo (Dworkin & Wachs, 2009,

profession typically played a hand in sculpting the shape of his body. For example, much
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of the manual labour taken on by many men required a body that is physically capable of
performing sub work. However, as technology and globalization transformed the
workplace, they simultaneously transformed the male body. The office and service jobs
that are now prevalent in our culture do not have the same physical demands as manual
labour of a morgraditional society (Connell, 1983; Bordo, 1999). Consequently, the
media since the 1980s has acisd replacement for constructing the ideals of a male
body (Bordo, 1999; Dotson, 1999, Alexander, 2003; Schroeder & Zwick, 2004). This
new exposure of timale body in the media has historical significance. Having the body
on display puts men in a position that was once reserved exclusively for women and in
turn, permits the male body, for the first time, to be gazed upon by women and other men
(Bordo, 199; Patterson & Elliott, 2002¥lackinnon, 2003; Gill, 2007). While there have
been a variety of changing social dynamics in the contemporary Western world, one
could assume that the aforementioned women
1960s and 19&have played pivotal roles in normalizing the exposure of male bodies in
the media (Gill, 2007).

So, what did this newfound male body ideal in the media look like? The male
body ideal, proliferated in the media, is one that is in stark contrast tof tiat female
body ideal. Rather than an archetype of slimness, the male body is typically sanctioned
as sculpted and muscular (Dworkin & Wachs, 2009; Mallyon et al., 2010). Muscularity
continues to be a common exhibition of how manhood is embodied ¢,al®B83;
Glassner, 1989) and it is an aesthetic bodily norm within media representations (Bordo,
1999; Labre, 2002; Hatoum & Belle, 2004; Dworkin & Wachs, 2009). Some believe that

the role of muscularity has come about precisely to strengthen gendetdy in an
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era of shifting gender relations. Hed3¢ ber (2006) <cl ai ms, @AToda)
CEOs of top companies and higdmking military officers, so men may feel that, more

than ever, muscles define manho@WPargue. 197
that mends drive for muscularity may be ce
also as retaliation to womenodos | iberation
reasons for why muscularity is central to contemporary nadg bmage, it has been

identified by many researchers that muscles are a prevailing constituent of the male body

ideal proliferated in the media.

However, muscles are not the sole indic
in the media are typicallgonstructed with a variety of potentially contradictory bodily
features. As summarized by Gill (2007), i
young, they are muscular and slim, they are usually «dbamen (with perhaps the
exception of a little desiger stubble), and they have particular facial features which
connote a combination of softness and strengtinong jaw, large lips and eyes, and soft
|l ooking, clear skino. From this sunimary,
muscular and 8h, softness and strength. Indeed, the male body ideal often attempts to
incorporateparticular paradoxical elements. As noted by Bordo (1988)ng a body
that is simultaneouslif h ar d 0 asrifficuli § rotfimpossibleto obtainand such
idealsarticulatethe contradictory demandd$ contemporary masculinitiedt appeas that
menare subjecttoanongoilge got i ati on of fAhardnesso and
personalities and their bodies.

Additional ly, i n an@nimsstriotiovedook®erintiusisn de s c

of race She goes on to mention thahif¢ bodies are ovaepresented across most
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forms of media (Gill, 2007, p. 99However,when norwhite bodies arshownin the
media,they tend to benoreexposed in a litetsenseAfricanAmerican male bodies, for
example, are typically shown as muscular, but also moredbaexualizedhan White
male bodiegJefferson, 1998; Gill, 2007). n S o0 a r @nalysi¢ d Qile 2 )
advertisements from 1970 to 1995, he found that, in later ads, more Black skin tended to
be shown (p. 52) . Across his whole sampl e
are: very little clothing, large expanses of swladen skin ad an unfettered, closap
view of the athletebds body either in actio
advertising, Black male bodies are most often used to portray athletes (Soar, 2002; Frith,
2003; Leiss et al., 2005). So, while Btanales are generallynderepresented in the
media, they are overrepresented in this particular elite profession. Such an occurrence
can be considered problematgoar (2002argues fit he cont emporary pr
black male sports starsinadvering [ é] creat[es] a formidab
disjuncture between the overwhelmingly disadvantaged experience of racially
mar ginalized groups and their distant coun
39).

Certainscholars have notetie increase of less muscular, thinner male bodies in
media and while the exact causes may not be calculable, they hypothesize that it may
have been a result of the mainstreaming of queer culture and the homoerotic gaze (Nixon,
1996; Dotson, 199%ender2006;Gill, 2007). It is clear then that when investigating
the representation of the male body, one must be attentive to not only how the body is

racialized, but alseexualized.
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2.3 Male Bodywork and Grooming Products

We nowv have a general idea obWw masculinity and male bodies aypically
represented imediaand advertising Although one can expect to see bodies of different
shape and size, we would most often encounter bodies that are White, muscular and
flawless Thi s mal ei @ ebadgseitsnaytnot,.ol cgnnaa, be easily
obtained or maintained by actual mérhe media, and advertising more specifically,
makes use of this body ideal to promodamsumption of specific products and reinforce

the cultural imperative for men toork on their bodiesSchroeder & Zwick (2004) note,

AMen are increasingly encouraged to view t
management: Oconsumer® bodies are the prod
consumption and these of consumergod s 6 (p. 25) . However, on

the rise of exposure of the male body in the media in a way that igliesg onnotions

of ideals and imperatived.s decl ar ed by PatThenegtaion & EI | i o
and renegotiation of male idegtres is made all the more possible by the increasing

visualization of male bodies in advertising andriedia. These institutions of consumer

culture provide men with both templates for their body/identity projects and, facilitate

their experienceof mut i pl e subject positionso (p. 341
working on the body not merely as social pressure that men are now subjected to. Rather,

as emphasized by Heyes (2006¢an be considered an opportunity for sl#ficovery

While much sholarly attention has been paid to the bodywork of women, there is

arguably a larger gap in literature pertaining to male specific bodywork. However, in

recent years, critical masculinities scholars have increasingly paid attention to how men
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sculpt andnaintain their bodies, @how physicality might shapeande f | ect oneds

masculinity.
Mends bodywor k, |l i ke womends, consi sts
productgo facilitate either practiceMal e i nvol vement in typical!

begs tle question of whether or not we are beginning to loosen or blur our gender norms.

Are men becoming more like women due to the fact that now it is socially acceptable for

them to diet? Is our gender binary eroding as men now are expected tcwasic/nand

control their body shape€ommercial dieting programs, for example, that are addressed

to men posit bodywork as implicit to a sculpted, muscular ideal. Waghtprograms

for men are often successful when they focus on losing weight in order tonforen

muscle (Mallyon et al., 2010). Fear of fat is not because men are expected to be thin, but
rather because fat signifies that they have been unsuccessful in building muscle. The use

of | anguage tends to be a notsadolbabodyi ver gen
management and this serves to strengthen the practice as necessarily masculine or

feminine (Hess@iber, 2006; Dworkin & Wachs, 2009). The stigma of being feminine is
effectively eradicated in assuring men that what #iveydoing is purglmasculine.To

useWeight Watcheras an example, this lucrative organization recently developed a

weightl oss program specifically for men. The

promises to show how men can lose weight while retaining their (bmadifimanhood

(Weight Watchets Apri | 2013) . They contest that i
food and enjoy beer, and ensures menthatwtights s i s a fAscienceo r a
(Weight WatchersApril 2013). Similarly, in Mallyoret al . (2010) d6s stud

textual elements in promotional dieting pamphlets targeting men include typically manly
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subjects, such as 0s cinempbasizingthelalldgedc hnol ogy o
manliness of body management, such practices would bégtt, working on both
oneds body and oneb6s manhood.

Bodywork is not only abouaiboriousphysical activities like fithess drdieting, it
is also aboutlaily personapractices like cleaning and groomingistorically, grooming
and grooming productsalie been linked to health and cleanlinegmikas (1992) shows
that keginning in the 1920s, the American cosmetics industry, in large part, created social
anxiety surrounding hygiene and in turn, p
cleanlines was constructed though tropes of morality and thus, a visual lack of basic
grooming became socially deviant (Vinikas, 1992). However, most grooming products
that were produced were indeed aimed specifically at female consumers. By 1927, 7000
differenttypes of female grooming products existed (Vinikas, 1992, p. 59). This industry
continued to expand and diversify over the next 70 years, lgeiyaremained a
womanos mar ket . ofvever,hemate greomingapduets ihddistry) s , h
has beemooming. According to Euromonitor International, a market data firm,
American consumers spent $2.4 billion in 1997, and this amount was doubled by 2009
(Newman, 2010).Today, cosmeticsnay be becoming the largest market of male
commodities in the Westemorld. Tungate (2008) provides a market predictor, which
states that theombined salef male grooming products in Europe aidrth America
would accumulate approximately 40 billion dollars in 2010 (p. 13). Male grooming
products would include, but an®t limited to: shaving creams, razors, soaps, hair gels,
andskin care In fact,the subdivisionome n6s s ki n car eshavimdhi ch r ef

goods like facial cleansers, moisturizers and exfoliants, has grown more than fivefold
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over the period of 199to 2009, from $40.9 million to $217 million (Newman, 2010). So,
what are the reasons that men are interested in daily maintenance and modification of the
body through the use of these new produ@ePnetheorists argue that it is certainly not

out of aconcern for bodily healtbr cleanliness Rather, it is a response to the now
omnipresenyouthful andbeautfied male bodies in the media. Berger (2011) points out
thatcontemporaryadvertisements for cosmetics tend to play upon our anxieties
surrounding age and beauty (p.@). One could say that the growing exposure of male
bodis has Or aorisceasedtthe enpdotance ®f a favorable male physicality.
Thus, cosmeticsanhelp achieve this bodily ideal.

At first blush, the use of cosetics by men seems contradictory to traditional
masculinity. However, advertisers may use these more traditional traits to market such
typically feminine productsinBar t h e | (1988)06s extensive an:
advertisements released in the 1980g, came across certain cosmetic ads aimed at men.

She describes in great detail how such womanly products are transformed as masculine:

ABesi des such 6grooming geard® as per ms
suppliesd and Oskhawvipng ardsoaunviemnl 6 sThay
bal di ng, and tihéeproord dcat sp hwiltohs ogp hsyibngul ar
perforimaonmced& fective O6bodycare. 6 | f they
butflowers: musk, woods, spices, citrus, and surf are all aaiokep And the

names must be manly, whether symbolizin
power (fAGiorgio VIP Special Reserveo, A

men, 0 fAiadlrsttde pri(pideged fewod). o

The purpose of such stereotypit | vy &é man| y distbensuggthatgqnencann ads
feel comfortable using certain product withowwtompromising their masculinity.
Dworkin & Wachs (2009¢larify, AThe stigma of the feminine

working out and engaging in consunceitture in a number of ways, for example, by
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linking practices to unquestionably powerful male pursuits such as sports performance,

the militaryomalei dent i fi ed | o branotasifmifarstudy,Xjrkham &M or eo v e
Weller (1996) examined advertisingdapackaging of Clinique cosmetic products. They

found that the use of colour is central to distinguishing between products marketed either

to women or to men (p. 197). Accordingly, while female products were advertised and
packaged in many colours, maeducts tended to be limited to black and white. The
avoidance of colour provides a fArational 0o
manliness of the advertisement or product (p. 19Hese masculine themes are also
reinforced through speciicanguage and | abeling that sign
Ascienceo, Arational i s (pd98). Deefalf, Kifkharm& cy o and
Weller (1996) claim that these products are inherently gendered dibjextgh how they

are labeled, packagedamdla er t i sed. They summari ze, it
the production and use of male toiletries are evidence of the blurring, if not breaking

down, of what have been rigid gender bound
the advertisingandgpc k agi ng practices which distingui
6f emal ed products draw heavily on gender s
202-203). With this scholarship in viewt will be fruitful to explore how contemporary

grooming prodct advertising addresses men and represents masculinity. Do they

typically draw on traditional masculine conventiagisiilar to the findings of Barthel

(1988) and Kirkham & Weller (1998)Or, do they promote a more sensitive masculinity

characteristcbt he 6énew manodé or metrosexual ?
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Chapter 3

METHODOLOGY

3.1 Sample

The samp# analyzd in the current researcbnsiss of print advertisements for
male grooming productontainediime n6s | i festyl e magazi nes.
these magazines tend t@is in on a specific maleriented topic, rather than addressing
a variety of aspects pertaining to male lifestyles. For example, we can find magazines
that are largely concentrated on health and fitnessNleegn 6 s He al t h);sexMen 6 s
and heterasxuality (e.gFHM, loaded, Maxim, Nujsand various periodicals that are not
explicitly advertised as fAimends | ifestyl e
typically male hobbies, interests and professions 8ngrts lllustrated, Road & Track,
Stuf). These topkspecific magazinetend toinclude advertising that is also topic
specific, rather than consumer adMehds a p
Fitnessincludes ads related to fitness, such as workout equipment, nutritional
suppements and athletic clothing. While magazines such as this may include
advertisements for a wide array of products, tthegiot necessarily include many ads
that are specifito male grooming. Apreviously notedy Attwood (2005t he &énew | a
lifestyle does not place a high emphasis on grooming and therefore, lad magazines (e.g.
FHM, loaded, Maxijimay not feature a large volume of grooming product ads.

In order to avoid the more narrow scope of tegpecific magazines, | have
chosentitlsthatf ocus mor e gldestged abt y 6 oo bfWWesteenéof | i f

men. Two of themost widely successful magazines that are devoted to a broader
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definition of male lifestyles arEsquireandGQ. Both present themselves as essential
guides to all tmgs masculine and serve as a form ofBelp advice on issues such as
sex, fahion, health, work and familyEsquire founded in 1933, was the first magazine

to consciously create a male consumer lifestyle and it continues to be the most
recognizable nae as a magazine for men (Barthel, 1988; Kervin, 198€afeale, 1994;
Osgerby, 2003)The sample of advertisemetas beemrawn from every issugEsquire
magazine released inokth America from 2011 to 2013. W reference to statistics
accumulated byungate (2008), the male cosmetics industry was projectexpendn
recent years. If the industry has indegadwn, it is expectethat thereare not onlymore
advertisements included but also, a wider variety of brands and products presémted
magazine than in earlier studies (e.g. Barthel, 1988; Kervin, 1990; Kolbe & Albanese,
1997) All ads that prsent a grooming product have besed. Grooming products
include razors, shaving cream, soap, shampoo, body wash, body sprays, deodorant,
lotions, moisturizers, hair gelsair dye and hair removal kits.e@ain exemptions
includeadvertising for cologne, dental care and nutritional supplements. Cologne, for
instancemay not be commonl y caambe vievedrineagproduct 6 ¢ 0 s me
catggory of its own(Kirkham & Weller, 1996) In other words, it iSeen asiota
6grooming product 0 apadofthesrecert prafiferatibnefsmeticor e, n
productsd f o r inedvert@ing. Furthermore, dental care products, as goods or in
advertisements, do not tend to be gendered male or female. Nutritional supplements,
although highly gendered, are products that modify the body, rather than groom it. For
these reasons, comnites such as these are moinsidered to be male grooming

products and therefore, have not basriuded in the sample of advertisememdter the
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sample was collected, it wasethodicallyorganized. In accordance with Altheide &
Schneider (2013)6s guide to quawsitative me
categorized following their guidelines for analyzipgint media photos. Every adas

listed numerically anthcludes the following information: source, date, page number,

photo caption, source and descriptiorhisTorganizational protocécilitates the coding

process.

3.2 Methodological Approaches to Analyzing Advertising Texts

The most popular method fanalyzing advertising texts content analysis (Rose,
2001; Gill, 2007; Krippendorf, 2012). A content analysis is Weedterpret texts or
imagesbyneans of quantitative met hodsysis Rose (
was concernedtoanalyseu | t ur al texts i n accordance wi't
and natural science met hooauantfioatopnénd (p. 54) .
frequencycounts aigin creating a precise, descriptive set of categories that have been
interpreted from the sample (Rose, 2001). The purpose of a content analysis, however, is
not limited to description. One commonly uses content analysis to make laiges ¢
about social and cultural phenomena. The interpretatidrextractiorof meanings or
isymbolic qualitieso is a nec¢éKsippendoyff, part of
2012, p. 38).However, the utility of a content analysis within researett ithlargely
guided by theory is highly critigued-or example, Rose (2001) argues thatobjective,
guantitativemethod of analysis cannot adequately supganjective or theetical
arguments.In a similar way, Leiss et al. (2005) argue that coraeatyses tend to

Auniversalize meaning, thus di minishing ou
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play of differences within advertising tex
objections, this particular methodpssed amsufficientfor the current project

In looking back at the work of representation by Stuart Hall in Chapter 1, we are
reminded of a methodological solution. As emphasized by Hall (2013), an analysis of
6di scoursed, rather t haabroaderhistorinpataecht or of
contextual investigation of representations (p. 32). Since this research is informed by the
notion of meaning as contextytie discourse analysis is a more appropriate method.
Gender and the Medig007),Gill describes thee main purposes or criteria for a
discourse analysis. First, this method is concerned with a particular text in and of itself
the content and organization of text #Ain i
emphasized by Stuart Hall, this anadyis attentive to the construction of language as it
creates and connotes various possible meanings (p. 58). Third, discourse analysis is
concerned with the fAori eitiseohceroedwithlbofa di scou
given text is part of a sodipractice within a particular historical context (p-58). An
advantage of such an approach is that one is not limited to producing only quantifiable
data. Rather,the f | e x flthis méthod allows for a wider range of analytical
options to intepret the contenwith regards to wider socioultural phenomengBraun &
Clarke, 2006, p. 97)However, such a flexible and less quantitative analysis also means
that one must make more modest claims, as they cannot be backed up with substantial

numerichdata (Rose, 2001).
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3.3 Thematic Discourse Analysis: An Overvievand Application

A thematicdiscourseanalysis is used to interpredaertisingtexts and develop
theoretical arguments from the findingds aforementioned, this analygkaces less
emphasis on quantification and is moomcerned with the creation of thematic
categoriedased on the data sample. The themes that are extracted by the researcher
must beused to suppothe theoretical claims being mad&ccordingly, thisresearch
folowst he detail ed fAiPhases of Thematic Anal
(2006). The six phases are as follows: (1) Familiarizing yourself with the data; (2)
Generating initial codes; (3) Searching for themes; (4) Reviewing themes;fi@inhe
and naming themes; (6) Producing the report (p. 8fice the themds advertising for
male grooming productsave been discerngthey are2achthoroughly defined and
described.Within the analysisit is made cleahow particulathematic repreentations

arenecessarily intertwined with historical, contextual aotlural conceptions of gender,

Yy S

race and classKeeping in mind the conceptf 6di scour sed, the them

considered to bdiscursive fields that are overlapping and nalljuconstitutive.
Moreover,argumentspecific tomale grooming products amaacticesareput forthand
supported through a synthesis of theoretical and empirical data. Finally, with the
constructiorof these themesformed byscholarly theory on masiinity, propositions
aremade about contemporary Western men, masculinities, and male bodywork.

3.31 Phase I: Familiarizing Yourself With Your Data

In this first phase of analysis, as outlined by Braun & Clarke (2006), it is
necessarytoreadandmead oneds data and take note of

this is a study of advertisements and not of verbal responses, a traditional transcription of

12
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data is not a requirement. Howeveading advertising texts does reqursimilar level

of atention and engagement. Accordingly, each advertisement of the sample was read at
three different times over the course of a month and during these times, all notes and
ideas were recorded. To start, each advertisement was organized by brand and magazine
issue (month, year, volume, issue number and page numibeetotal number of
Esquiremagazines released over thgehr span was 33. All issues from 2011 to 2013

were included in this sample. 30 were found in two local libraries in Montreal, Quebec,
Canada. The 3 remaining issues were purchased online through www.ebay.com. The
total number of magazines that featured grooming product ads was 29. The total number
of grooming product ads was 6Rlext, basic descriptive statistics were calculated. First,
frequency distributions of advertisement&EsquireMagazine by year are represented by

bar charts in FIGURE 1, 2 and 3:

Bar Chart:
Frequency Distribution of Grooming Product Advertisements
in Esquire Magazine 2011 (N=19)

B Number Of Advertisements

Grooming Product Advertisements

January  February — March April May June/July  August  September  October November December

Esquire Magazine Monthly Issue

FIGURE 1. Frequency Distribution of Grooming Product AdvertisemeriEsduireMagazine 2011
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In 2011, 9 of 11 issues &squirefeatured grooming product advertisements. The issues
that did not include such ads were the months of March and October. The total number
of grooming product ads in 2011 was 19. The monthly idsatenad the highest number

of ads was November 2011 with 4. The average number of ads found in each issue of

Esquirein 2011 was 2 (19 11 = 1.72 ~ 2 ads).

Bar Chart:
Freqency Distribution of Grooming Product Advertisements
in Esquire Magazine 2012 (N=18)

¥ Number of Advertisements

Grooming Product Advertisements

January  February =~ March Aptil May June/July  August  September October November December

Esquire Magazine Monthly Issue

FIGURE 2. Frequency Distribution of Grooming Product AdvertisemerEsduireMagazine 2012

In 2012, 10 of 11 issues Bfquirefeatured grooming product advertisements. The issue
that did not include such ads was December. The total number of grooming product ads
in 2012 was 18. The monthly issue that had the highest number of ads wash®&eptem
2012 with 4. The average number of ads found in each isstsxafrein 2012 was 2

(18+ 11 =1.63 ~ 2 ads). Although the number of ads from 2012 was one less than 2011
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more issues from this yemrcluded grooming ads. Unlike 2011, where theresver
monthly issues without grooming product ads, only December did not feature any such
ads. Therefore, although the frequency of ads was less in 2012 than in 2011, the

distribution of ads was spread across more issues.

Bar Chart:
Frequency Distribution of Grooming Product Advertisements
in Esquire Magazine 2013 (N=25)

B Number of Advertisements

Gtooming Product Advertisements
[3¥)

January  February ~ March April May June/July  August  September October November December
Esquire Magazine Monthly Issue

FIGURE 3. Frequency Distributiosf Grooming Product AdvertisementslsquireMagazine 2013

In 2013, all 11 issues @&squirefeatured grooming product advertisements. The total
number of grooming product ads in 2013 was 25. The monthly issues that had the
highest number of ads were May and August with 4. The average number of ads found in
each issue dEsquirein 2013 was 225+ 11 = 2.27 ~ 2 ads). Although the average

number of ads in 2013 is the same as in 2011 and 2012, the total number from 2013 is
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considerabhyjhigher (25 vs. 18 and 19). Additionally, unlike 2011 and 2012, there were
no monthly issues without groomipgoduct ads. Therefore, both the frequency and
distribution of ads was higher 2013 than in 2012 and 2011 hé&se statisticsdicate
the increased presence of male cosmetic ads in 2013

Next, he ads were each given a title. For some, the title was obvious in that it
was the overarching text included in the ad. For otheletermined a concise, but
descriptivetitle. The specification of titles not only allows for preliminary descriptions,
but also makes it easier to identify when certain ads were repeated aceentisues
(which was often). Following this stepshort, purely descriptive paragraph was written
for each advertisement. This process functions as a formal transcoptiendata. If an
ad featured text, it was recorded verbatim and other visual content was described with
high attention to detail. As aforementioned, this process was repeated three separate
times and the notes from each reading were kept, rathergp@ced. The purpose of
repeated viewing was to become thoroughly familiar with the data and to provide several
opportunities for interpretation.

3.3.2 Phase Il: Generating Initial Codes

Once faniliarized with the data set, thaitial coding procedurgvasperformed.
In this phase othe analysisthiscoding processerves to organize data into potentially
meaningful groups (Braun & Clarke, 2006, p. 88nly in the next phase is the sample
analyzed andoded for signs that may transi into broadethemes The first way in
which the sample was coded agrduped was by brandlhis serves largely as a means

of sample organization; however, it also provides statistics concerning brand prevalence
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within Esquiremagazine.The distribution of ads by Bnd name is represented in a pie

chart as seen in FIGURE 4:

Pie Chart:
Grooming Product Advertisements by Brand
in Esquire Magazine (2011-2013)

B Gillette

B Pyl Mitchell

B Shea Moisture

® Art of Shaving

¥ Nivea

B Axe

¥ Clinique

® Dove

B [ead & Shoulders
M Tab Series

Con Air

B Unilever

FIGURE 4. Grooming Product Advertisements by Brand in Esquire Magazine-2201B)

Here we can see that Gillette is the most advedtisend of grooming products %4

while all otherfeatured brands constitute 13% of the sample or udteralso worth

noting that Gillette is the only brand that was featured across all three years of the sample,
and thus, has both the highest frequency and widest distribution. In fact, ads tig Gille
were only missing in 8 issues out of the entire sample of 33 magaZihissmay come

as unsurprising considering thaillette is the oldest and most wdthown commercial

male grooming company North America(Tungate, 2008) The second most prelesat

brand was Paul Mitcheltaking up 13% of the total samplélowever, ads by Paul
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Mitchell were only found in issues from 2011 and 20T8e third most frequent brands
were Shedoisture and Art Of Shaving whiasach consist of 8% of the sample. &he
Moisture ads were only present in issues from 2013 and, Art Of Shaving campaigns were
only found in 2011.

Next, informed by previous scholarship on gender and race, each ad was coded
for gender ad race distributionsThe distribution of gender is regsented by a pie chart,

as seen in FIGURE 5:

Pie Chart:
Gender Distribution in Grooming Product Advertisements
in Esquire Magazine (2011-2013)

¥ Men Only

B Non-Human

B Men & Women
¥ Men & Children

¥ Women Only

FIGURE 5. Gender Distribution in Grooming Product Advertisements in Esquire Magazine2@03)L

The oded categories for gendare (1) Men Only; (2) Women Only; (3) Men and
Women; (4) Men and Children; drf5) Norrhuman. While certain categories do not

elucidate gender pee (e.g. Men and Children, Néfuman),they are a constructed the
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way they are in order to enable me to express particular arguments relating to norms and
values of masculinity The pe chart shows that over half of the ads in the sample (58%)
featured only men. This statisticimportantandsupportghe ndion that grooming
productsaradverti sed aAfteré me s t, thddeapridighestimberof

ads depicted no huans at dl(18%). For example, a large numloéradsdid not include

any human modelsnd instead tended to portray images of grooming products. alone

Few ads included scenes of men with women (10%) orwigh children (8%). Onla
smallnumber showvomen only (6%) and as will be discussed in the following chapter,
ads that featured women aéotend to depict them ingarticularand homogeneousgay.

In FIGURE 6, the racial distribution is shown in a pie chart:

Pie Chart:
Race Distribution in Grooming Product Advertisements
In Esquire Magazine (2011-2013)

B \White Only

B Black Only

B Non-Human

B Other Only

" Mixed Group

FIGURE 6. Race Distribution iGrooming Product Advertisements in Esquire Magazine (ZDiB)
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The coding for race is as follows: (1) White Only; (2) Black Only; (3) Other G4a)y
Mixed Group; and (5) No#fuman. While | acknowledgehat the codification of race
may be difficult, ifnot contoversial,the sampled advertisements teéagresent male
and female actors of an easily identifiable ethnicity (e.g. White or Bfaoke ofterthan
other racial minoritiesFor example, ads that feature only White individuals make up
39% of tke sample and ads that feature only Black individuals make up 29% of the
sample. Ethnicities that are not identifiable as White or Black represent 8% of the sample
and even less common are depictions that feature multiple ethnicities, taking up a mere
6%. These distributions are noteworthy. Although Black individuals are the second
ethnic category most commonly depicted, other racial minoatesotably
underrepresentedAsian individuals, in particular, are not found in any advertisements in
this sanple. However, such underrepresentation of ethnic groups was expected as earlier
studies have had similar distributions (e.g. Coltrane & Messineo, 2000; Leiss et al. 2005).
Perhaps even more interesting is the rigid segregation of race in the advetssemen
While we are able to see individuals of different races in grooming product ads, we rarely
see ads where individuals of different races are depictedher

3.3.3 Phase llI: Searching For Themes

In the third phase, each advertisement and ad descriptiondadeavith great care
and attention to detail. The-reading of each advertisement allows for preliminary
themedriven codes to be determined. There was no restriction on this set of codes,
rather, any interpreted ideagrconsolidated into singlerord thematic codes. For
example, if an ad prominently featured a man and women in an endearing embrace, one

code attributed to it would be: fAsereual ity
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singular code. Instead, the purpose of this stage of analysis is to develop as many

potential themes as possible, to be narrowed down later (Braun & Clarke, 2006, p. 89).

In general, each ad had between 3 and 5 initial thematic codes. They inélddied;
AggressionAlcohol; Celebrity; Class; Control; Family; Fatherhood; Health;
Heterosexuality; Homosociality; Leisur e; L
Muscl es; Nostalgia; Power; Responsibility;
Women; Wak; and Youth.Following the suggestion advised by Braun & Clarke (2006),

| il lustrated these preliminary themes in

map is shown in FIGURE 7:

Authenticity

o

Alcohol Leisure

[ Advice ] [ “Mind and Body" ]

FIGURE 7 Initial Thematic Map

The map is designed to organize themes and also allows for the researcher to illustrate
how the themes are connected to one another. Moreover, having a visual representation
of the largenumberof initial themes can help illuminate what codes calfapseinto a

broadertheme, and which codes can be discarded all together.
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Once tle researcher has determined whact the most predominant codes, both
in terms of frequency in the sample anl@vance to theoretical approaghnew map can
be created. Ithe developed thematmap, many initial codes are eliminataad less
pertinent themes ap@acedinto broader categories. In my particular developed thematic
map, shown in FIGURE 8, we can see that the themBsool y Responsi bil ity
AManni ng d&lp®i a @, N afD e X @ategomeb with a number of sub
themes . For example, the codes of fAaggressio

are includedvithinthec at egory of AfAManning Upo:

Body Responsibility

FIGURE 8 Developed Thematic Map

3.3.4 Phase IV:Reviewing Themes

However, the developed map still includes too many themes and the fourth phase
in the analysis demands more streamlining to be performed in order to decide on the final,
formal thematic categories. Again, one musta&d the ads and descriptions
systematcal |y and establish which few themes n
Afit t oget h é¢eodetical approachetbe aatagBrauh & Clarke, 2006, p.-91
92). In doing so, | developed five formal thematic categories,amiythe most

pertinent subthemes. Shown in FIGURE 9tise final thematic map:

82



[T00|3 J [Falherhaod J

"Vintage" Style

.Y
" F Y

| Aggression || Physicality I | Control || Health |

FIGURE Q Final Thematic Map

3.3.5 Phasé/: Defining and Naming Themes

Once the final themes are chosen, they must be identified by concise names that
accurately describe the largancepts they represent. In FIGURE 9, we can see that
AWork and Familyo, ANostalgiad, AManning U
AHet erosexual ityo therfimalthematic categarieFo awidang en f or
confusion or ambiguity surrounding thenma, each thematic categomusthave an
accompanying operational definition. These definitions are provided in the first
paragraph undezachcategory in the analysis.

3.3.6 Phase VI: Producing the éport

The final phase of this method is the practicateaup of the report. In doing so,
one must show ample evidence of the prevalence of themes in the data. Such evidence is
presented, in large part, within the text of the analysis. However, | have also chosen to
include a percentage to represent tiegdiency of each theme in the sample. In addition,

the particular ads described and referenced in the analysis were selected as the most vivid
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and useful examples to justify each theme. The overarching guideline, provided by

Braun & Clarke (2006),istorpovi de extracts AdAthat compelll]i
are telling about your data, and your analytic narrative needslieygmaddescription of

the data, and make angumentn relatontoyour esear ch questiono (p.
methodobgical potocolnow meticulously outlinedhethematic discourse analysis for

thisresearch projecs applied and demonstratedChapter 4
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Chapter 4

WHAT DO THESE ADS COMMUNICATE?

411 B o Responsibilityand Co #®@%) ol o

FI GURE 1 0fi R@\i wielaidzse Your , qdiréi\/lagmine ¥al. 156 5Ne.1a eSeptember 2011

Theme Definitoni Body Responsibility and Contr ol
sample ofgrooming product advertisements, refers to being responsible for controlling
the asthetics and processes of the body

Detailed DescriptionThe exempl ar presented-in FI GU
Civilize Yourselfo advertisement from 2011
standing in a parking lot. We are able to see his dnddg. He is standing with his
torso twisted and knees bent. He has short shaved hair and a small goatee on his chin.

He is looking away from the camera with eyes slightly squinted and mouth tightly closed.

85



His clothing is casual and well fittéda whte collared shirt, grey Wieck sweater and
crisp blue jeans. In his right hand, he is holding a mask that is the face of a Black man
with an Afro and large beard. Itis clear now that this man is in an action pose where he
is in the process of hurlingihmask across the parking lot. In large white writing
spreading across t-Qieviplaigze Yveurcsael frde aan di Rier
is the Nivea |l ogo with a slogan that instr
Damno. On therearerthreg Nivea pralgtshaving gel, face scrub and
aftershave balm. They stand out in front of an all blue background. There is also a short
narrative and description in white writing above the products.

The dominant message communicatethagtieing hairy and unshavenaguated
with beinguncivilized. The reader is drawn to recognize that the mask the man is
throwing is indeed his own face before bei
consisted of a large Afro and beard. However, now hke@n and civilizedvith very
short hair and a mimal amount of facial hair. His body language shows that he is about
to throw this mask forcefully and combined with his facial expression, he looks angry
and disgusted with his former look. What is more, this imagery is highly racialized. The
ad suggestthat a natural and common AfricAmerican hairstyle (e.g. the Afro) is
uncivilized, wild, savage and unacceptable. Constructing Black males as exotic and/or
savage and/or undomesticated are recognizable stereotypes that have proliferated across
the medh for many years (Snead, 1994; McClintock, 1995; Leiss et al., 2005; Hall,
2013[ b]) . Arguably, this particular ad is
advertising for soap in the early 1900s, where such grooming products were often posited

as means tolean and domesticate ndvhite individuals (Wernick, 1991; McClintock,
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1995) . As such, -¢chv ol deH éhiS indminemds vemovehise or O
African-American body aestheticthrough the use of grooming commodities. Moreover,
onecould argue that this ad suggests that becoming civilized reguBlsk marto

look more like a White manThis is a bold claim but one that is worth consideration. Do
White men typically have Afros? -Are White
cvilizingd? Does the Black man in the adve
clothing style that is more often found on White men?

The writeup on theright sideohte ad speaks aboutihhow to
this particular textdeal meare sid to valudooking good over feeling good. This is
unexpected as caring abdogautyaesthetics or 6 | o o K isnoftypigatlya gait
ofdi scour se on haRathtemthibrderissimitartaha hadketimgeoh
theme t r o s enxeuva | maonr 6 6o Howevieresinde & @8k8ssexplicit reference
t o b ei,thgcodmaadcchnibe readaabridging of metrosexual and traditional

masculinevaluesThe practices of the O6new mand (e.

{®)

being as autheically manly. Rather than being antithetical to authentic masculinity,
contemporary masculinitieanbed br i col ageo of di fferent hi
(Benyon, 2002). In additionhe pr oc|l amat i on &bbolutely il ooki ng ¢
i mp e r adcéswaensidenablgressure upon readers. Grooming is therefore a social

expet ati on and f aciolnutrrei btuot eésl otook ,agaadsdédsta f ai | ur
proper citizen As aforementioned i f gr oomi ng r epthea,#snt s bei
clearly posited as a social and cultural responsibility for men to upAasithese

imperatives to beauty become more commonpiacentemporary Western society

mends physical beauty expe Suclatpressurtesmagr e | i k
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contribute to increasing narcissism among men, and in turn, a growing market of
cosmetic users and products.

Another telling example is Gilletteds i
Appendix). Init, weseeaclosep of a White manodosytshrest who
In the center of his chest is a very particular sweat stain. This stain outlines a caricature
of a basketball player jumping in the air with the ball held far above his head. It is

signifying a player ab outthetbatonmoéhisshirtan 6 s| am

similar grey writing are the words, AGreat
stop youo. A white banner with small bl ue
freshnesso, runs across the bottom inch of

Wha is first noticed, at the focal point of the advertisement, is the silhodette o
the basketball player. This pairisggrooming and athleticism is commoiProfessional,
competitive sports, like basketball, are acceptable male activities and culapaioved
sites for the expression of dominant masculine behaviouurn, using athletic imagery
can successfully removbe feminine stigmas surrounding the use of grooming products
(Dworkin & Wachs, 2009) Therefore, a readerrisassured that he it beautifying his
body for narcissistic purposes. Rather, he is controlling and stopping the unwanted odor
that results 'om his manly, athletic pursuits. In additjadhe sentengéi Don 6t | et odc
st op,isypwarrong. It makes the reader respblesfor the control and elimination of
his own odor. 't i s implied thaonedsr can
succeseas nd possi bl y Thus, falure to elinmateht avill redulhin negative
social and physicalonsequences. This ad tells men that Gillette has the necessary

products to stop foul smells, but it is up to the every man to do the right thing. The right
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thing, in this instance, is to use Gillett
Sinceodor is an inevitable part of physical activity but it is framed as a problem, the use
of grooming products are considered a necessity. There exists an imperative to freshness
or cleanlinesslt is posited that aturally acurring human odor candsop a social
stigmawhere it is, at best, unappealing, and at wanstygienic andinhealthy.

Many other ads of the sample draw on a similar overarching message of body
responsibility and control. However, there are a number of variations in thesraag
texts. For example, Axed0s fAnKeep Your Cool
straightforward. 't di splays the product
Such a command corresponds with particular ideals of hegemonic masceityare
often told to Okeep their coolé in a varie
refer to the repression of emotions and/or refraining from aggresSwerall it implies
staying in control. Therefore, it is directly implied that Axequcts carbe used to stay
incontrol and to keep control over your bod
Pasto ad from 2012 (AD 3 in Appendix) has
the pasto. Mo st | gtheability koleffectively tonceammpatks oms i ma
the skin. But thinking more abstractlycanimply a variety of meanings. For instance,
the word Ai magineod al ongs i doactually bveihsueht ur ed
an advanced age where we eapdle of erasing the past. In the currbrdpolitical era,
consumer products and procedures #iiar the physical bodgan be used tbelprepress
personal memories and experiences of the pdeteover, thaext connotes a
convergence of body arslfi erasing physical imperfections but also the unfavorable

memories attached to them. Thispadsentgrooming as aopportunity to work orthe
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physical body but al s.oFnally mis alsb gommedithat p sy c hi
transforming thghysical bodywill erase the past and, this notimayundermne varied
complex relationships between the body and self, physical and mental.

Summary.Theads inthis categoryndicatethati Body Responsi bil ity
Co nt r adhievedthraigh groomirand using the correct kinds of grooming
products. But, this is not simply posed as a suggestion. Rather, most ads include texts
that express an order or command. The technique of using such direct and commanding
statements, in part, helps to assert thatproducts and practices are unquestionably
manly. Rules, commands and threats are linguistic tools the¢raneiscent of the male
archetypes of the drill sergeant or sports team coach, and this mode of hdipetes
remove thédeminine stigma ofising grooming products. And so, it is incessantly
communicated that men need to be responsible for controlling how their body looks; or
else they wilrisk beingc onde mned and sti gmBdeniareed as not
represented as needing to disciplineit bodies through grooming, in order to abide to
the standards and expectations of contemporary masculinity. Thus, sucaedsful
desirablemasculinity is seen to rest gnooming responsibilities

This responsibilizationf working on the body immediately reminds us of
Foucaultdés theory of biopower, as outlined
grooming, isconsidered to ba form of disciplinary power. The incentive to groom
relies heavily on evokinganamty ar ound not .bWhatsgiorg bodyr eal 0
control is also informed through a health imperative. As introduced by Foucault (1978)
and emphasized by Shilling (1993)da@rawshaw (2007), bodywork in tkentemporary

biopolitical erais oftenimfuenced by our culceruwite 6s over whe
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maintaining health andtality. Many of these ads make cl ea
health that can be eradicated through groomigch textual cues to emphasize the

responsibility of cleanlinedsave been included in grooming prect ads in 1920s

(Vinikas, 1992 and the 1990s (Kirkham and Weller, 1996&rooming productsin the

past and preserdre advertised as@mmonsenseonsumer choice to abide

expectations ofontrollinginappropriatébodysecretions To summarize, grooming is
represented as a means of aesthekcsandfuncterssponsi b
Men are commanded to oblige to this duty, otherwise their health and masculinity will be

in jeopardy.

4.2 fiManning Upo (23%)

FIGURE11.RA u | Mi t chel |l 6s fi MesquireMiggazind\bl 166 /tNo. 5, ®ecembér 2011
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