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ABSTRACTS

An abstract of the thesis of R. Cigdem Akanyildiz for the degree of Master of Arts from the
Atatiirk Institute for Modern Turkish History to be taken September 2010

Title: “Perfect Bodies, Ideal Women:” Beauty, the Female Body and the Construction of
Femininity in Popular Women’s Magazines in Turkey in the 1990s

This thesis addresses a certain form of media, i.e popular women’s magazines that began to be
published in Turkey in the 1990s. These magazines were characterized by their emphasis on
beauty, the female body, sexuality and fashion. Therefore they were loaded with gendered
discourses, images and meanings from cover to end page. Presenting models and life styles to
their readers, they attempted to integrate a specific woman identity into a gendered social
space. This study primarily examines how these magazines, which have a specific discourse
of beauty and sexuality, played a role in setting beauty ideals and standards, and influenced
the relationship between women and their own physical appearance and body. At the same
time, the thesis intends to discover the meaning ascribed to beauty and the female body in the
1990s on the basis of the concept of gender. It also deals with how these magazines tried to
construct sexual subjectivities and pleasures. Paying particular attention to the economic,
social and cultural context of the 1990s, this study underlines the relation between the
publication policies and discourses of the magazines, and the economic and cultural values of
global capitalism. It endeavors to show how traditional male dominated regime, on the one
hand, and global capitalism’s market-oriented liberation discourse, on the other, coexisted in
the magazines. These magazines, which never limited their content to beauty and fashion
related issues, tried to contribute to the re-organization of gender relations via their
discourses. These magazines which had a discourse different than traditional women’s
magazines and attempted to construct a different type of womanhood produced a popular
version of feminism in their pages as a consequence of the social and cultural transformation
in the 1990s. While encouraging women to be stronger and active in private and public
spaces, they reduced women’s problems and gender relations that had a historical and social
dimension to psychological cases. Likewise, assigning new meanings to the concept of
“femininity”, they tried to define “the ideal woman”. One other objective of this thesis is to
display how the magazines addressed gender problems, the limits and contradictions of their
feminist discourses, and changing femininity discourses, symbols and codes.



Atatiirk Tlkeleri ve Inkilap Tarihi Enstitiisii’nde Yiiksek Lisans derecesi i¢in R. Cigdem
Akanyildiz tarafindan Eyliil 2010°da teslim edilen tezin 6zeti

Baslik: “Kusursuz Bedenler, Ideal Kadmlar:” Giizellik, Kadin Bedeni ve 1990’lar
Tiirkiye’sinin Popiiler Kadin Dergilerinde Kadinsiligin Insas

Bu tez, belirli bir medya tiiriinii, bagka bir deyisle 1990’lar Tiirkiye’sinde yayinlanmaya
baslayan popiiler kadin dergilerini incelemektedir. Bu dergiler; giizellik, kadin bedeni,
cinsellik ve moda konularina yaptiklari vurguyla nitelendirilmekteydi. Bu dogrultuda, bu
dergiler kapaklarindan son sayfalarina kadar toplumsal cinsiyetle ilgili sdylem, imge ve
anlamlarla ytikliiydiiler. Okuyucularina modeller ve yasam tarzlari sunarak, belirli bir kadin
kimligini cinsiyetlendirilmis bir sosyal alana dahil etmeye calisti. Bu ¢alisma, 6ncelikle,
belirli bir giizellik ve cinsellik sdylemi olan bu dergilerin, giizellik idealleri ve standartlari
olusturmada nasil bir rol oynadiklarini ve kadinlarin kendi dis goériiniisleri ve bedenleriyle
kurduklari iligkiyi nasil etkilediklerini incelemektedir. Ayni zamanda, bu tez, toplumsal
cinsiyet kavram etrafinda 90’11 yillarda giizellik ve kadin bedenine yiiklenen anlamlari
kesfetmeye ¢aligmaktadir. Bu dergilerin nasil cinsel 6znellikler ve hazlar insa ettikleri de bu
tezde ele alinmaktadir. 90’11 yillarin ekonomik, sosyal ve kiiltiirel baglamina dikkat ¢ekilerek,
dergilerin yayin politikalar1 ve sdylemleriyle kiiresel kapitalizmin ekonomik ve kiiltiirel
degerleri arasindaki iligski vurgulanmaktadir. Bu tez, bir tarafta geleneksel erkek egemen rejim
ve diger tarafta kiiresel kapitalizmin piyasa merkezli 6zgiirlesme sdyleminin bu dergilerde
nasil yan yana yer aldiklarin1 gdstermeye calismaktadir. iceriklerini sadece giizellik ve
modayla sinirlandirmayan bu dergiler, sdylemleri araciligiyla cinsiyet iligkilerinin yeniden
diizenlenmesine katki saglamay1 hedefledirler. Geleneksel kadin dergilerinden farkl: bir
sOylem benimseyen, ayrica farkli bir kadinlik tipi ingsa etmeye c¢alisan bu dergiler, 1990’1arda
yasanan sosyal ve kiiltlirel doniisiimiin bir sonucu olarak sayfalarinda popiiler bir feminizm
tiirii iirettiler. Ozel ve kamusal alanda kadinlar1 daha giiclii ve aktif olmaya tesvik eden
dergiler, tarihsel ve sosyal boyutu olan kadin sorunlarini ve cinsiyet iligkilerini psikolojik
durumlara indirgediler. Benzer bir sekilde, “kadinsilik™ kavramina yeni anlamlar ytikleyerek
“ideal kadin1 tanimlamaya ¢alistilar. Bu tezin bir diger amaci da, dergilerin cinsiyet
sorunlarini, benimsedikleri feminist soylemlerdeki sinirlar1 ve geligkileri ve degisen kadinsilik
soylemleri, sembolleri ve kodlarin1 gdstermektir.
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CHAPTER 1

INTRODUCTION

| envied how beautiful and stylish the women looked. | loved to read
about the steamy romances and relationship problems. | read all the ads
that told me their products could make me beautiful too, and | did all the
quizzes to see if 1 was too selfish, or too shy. But most of all, | read all
about sex. As young teenagers, my friends and | would hide with a
Cosmopolitan or Glamour magazine, a little too old in content for us, and
read about how to please your boyfriend, or get lipstick that wouldn’t
come off while kissing, or how to know if your man was cheating, and we
giggled with excitement about what was to come for us. The magazines
showed us the glamorous, sexy women and we wanted to be like them
and look like them; have all those fun experiences. Here was a guide to an
identity, but not one as a daughter, or a Catholic, or a girl, but one of a
girlfriend, a business associate and most of all, a beautiful, sexy woman.

On a website on the Internet, giving her own experience as an example, a young woman with
the pseudonym “Fissyput” describes the function of popular women’s magazines as given
above in the quotation.' As clear from those statements, women’s magazines seriously
influence qualities of readers and their roles as girls, as women. Full of discourses on female
body and roles of women as mother and wife, such magazines, which became widespread in
the West in the 1970s and in Turkey in the 1990s, have attempted to teach female readers how
to have a desirable body and transform it into a social instrument and how to become
“feminine.” By the agency of these magazines functioning as role models for women and
advertisement heroines displayed on numerous pages of the magazines, women learn, or at
least they are expected to learn, how to dress themselves, care for their bodies, transform into

an object of desire in addition to the ways of being “beautiful” and “sexy.”

! FissyPit (pseudonym). 13 June 2008. Women’s Magazines: The Contemporary Guide to Feminine Subjectivity,
http://fissypit.wordpress.com. (July 2008).



http://fissypit.wordpress.com/2008/06/13/women%e2%80%99s-magazines-the-contemporary-guide-to-feminine-subjectivity/
http://fissypit.wordpress.com/

In this thesis | analyze the discourse and practices related to female beauty, body and
sexuality, and how the popular media and cultural forms were intended to construct
contemporary femininity in Turkey in the 1990s. In other words, the aim of this thesis is to
indicate how the popular women’s magazines that began to spread rapidly in the aforesaid
period influenced women with respect to beauty, body, and femininity. These popular
women’s magazines, as the main sources of this study, are Cosmopolitan, Marie Claire, and
Kadinca, which started to be published in the late 1980s and in the 1990s.

In the 1990s in Turkey, women’s magazines became primary sources in the effort to
construct a female identity in accordance with the ideals of contemporary culture, determined
by consumerism and changing gender roles. These magazines had an important role in
making women as subjects in the pursuit of beauty, slenderness, fitness, and perfect
appearance. They also tried to provide women with the technologies of body management and
way of disciplining their body in conformity to the construction of contemporary femininity.
Through those popular women’s magazines this thesis examines how bodies are thought and
managed, and also to examine how a certain type of womanhood, under the name of “the New
Woman,” was sought to be constructed in the beginning of the 1990s in Turkey, a period

when neo-liberal policies and a new style of life became widespread.

The Role of Women’s Magazine in Constructing Gender Identities

Many scholars have emphasized the role of the media in constructing and maintaining gender
identities and roles. The messages and symbols presented by the media to its audience
obviously contribute to shape our value judgments and perspectives, and help to produce
meanings of masculinity and femininity, and produce ideal types of men and women and

make them internalized. By shaping how we dress, apply makeup, behave, and consume, the



media constructs the dominant social codes or legitimizes the dominant behaviors and
discourses and makes them adopted.

As Liesbet van Zoonen says, the media has always played a vital role at the heart of
feminist critique, blaming the media for constructing a certain image or model of women.?
The early popular culture studies of feminists emphasized the role played by the media in
reproducing male dominancy. These studies criticized the masculinist language and discourse
applied by the media and examined how gendered subjectivities were constructed.® In
particular, beginning from the 1970s, feminist studies began to be focused on commercial
media as an area in which ideal womanhood, femininity and gender symbols were constructed
and/or widespread. TV serials, films, advertisements, photo romances, women’s programs on
the TV and women’s magazines were assessed from this perspective and the significant role
they played in constructing gender identities was pointed out.” These studies, which dealt with
the function of the visual media in internalization of the subjectivities, desires and sexual
differences attributed to women, also addressed the actual spectators and analyzed their
respond to such cultural products. As an extension of popular culture criticism, the feminist
criticism of the 1970s argued that especially women’s magazines served the purpose of
consumption culture and contributed to commercialize the female body.”

In this respect, women’s magazines have an indisputable influence on the

dissemination of the dominant cultural codes and discourses in which they actually occurred.

Z Liesbet van Zoonen, Feminist Media Studies (London: Sage Publications, 1994), p. 11.

¥ See, for example, Myra Macdonald, Representing Women: Myths of Femininity in the Popular Media (London:
E. Arnold, 1995); Ros Ballaster et al., Women’s Worlds: Ideology, Femininity, and the Women’s Magazine
(London: Macmillan, 1991); Joke Hermes, Reading Women’s Magazines (Oxford: Polity and Blackwell Press,
1995); and Janice Winship, Inside Women’s Magazines (London: Pandora Press, 1987).

* See, for example, Angela McRobbie, Jackie: An Ideology of Adolescent Femininity (Birmingham: The Center
for Contemporary Cultural Studies, 1978); and CCCS Women’s Studies Group, Woman Take Issue (London:
Hutchinson, 1978).

® Sitheyla Kirca-Schroeder, Popiiler Feminizm: Tiirkive ve Britanya’da Kadin Dergileri (Istanbul: Baglam
Yaynlari, 2007), p. 26.



Popular women’s magazines that have emerged as an important component of cultural life
especially in the last 30 years, reconstruct certain female and male identities according to their
publication policies, and have played a remarkable part in leading the readers and spectators
as consumers from a hegemonic perspective. Angela McRobbie’s analysis of Jackie, the
British teenage magazine, is a good example of popular culture analysis in terms of ideology.
She concentrates on how media products, here a magazine, operate ideologically in a
hegemonic context. McRobbie indicates that the publishing company of this magazine and
many others are seeking profit and they also attempt to conform to the dominant order in
terms of “femininity, leisure and consumption.”® What is as important as this construction of
identity is that Jackie gives weighted importance to the “self-improvement” of girls. Fashion,
cosmetics and beauty are presented as central components of a girl’s life. Prescriptive
instructions are readily given to the service of girls so that they can glorify their bodies. This
is one other code of the magazine as to shape and manage a visible image of femininity.
Though not fully grown up yet, the adolescent female body still needs to be cared for and
improved.

Whether McRobbie’s study can be criticized or not from various aspects, she seems to
have pinpointed an essential core of the media by courtesy of a magazine to the extent that she
draws attention to the media’s role in constructing an identity on certain levels. It is
remarkable that no matter the time period and irrespective of the age of the addresses, there is
a continuous attempt to construct a recognizable image of femininity and beauty ideal. The
female body continuously and increasingly needs to be maintained and improved.” Therefore
one of the main purposes of this thesis is to analyze the specific role of popular women’s

magazines in constructing a certain type of womanhood in the 1990s in Turkey.

® McRobbie, Jackie, p.87, quoted in van Zoonen, Feminist Media Studies, p. 25.

" van Zoonen, Feminist Media Studies, p. 25-26.



The 1990s: Social, Economic and Cultural Context

This thesis is closely related to the economic and cultural context of the 1990s. As neoliberal
economic policies and the development of global consumption society are central to the
thesis, the economic and cultural context that characterized the 1990s will be discussed
separately below. Methodologically, I will look for an answer to the question of whether there
IS a connection between the economic policies that changed in the world and in Turkey after
1980, the transformation in global consumption patterns and the penetration of the private
sector into all parts of life, and the increased spending of time and money by women for the
sake of beauty and body. In the same vein, under what economic and cultural conditions these
magazines were circulated and acknowledged is associated directly with this context. To sum
up, | aim to ascertain whether there was an overlap between the economic and cultural
atmosphere in Turkey in the 1990s, and the publication goals, policies and discourses of these
magazines.

From the 1970s onwards, women increasingly took better control of their fertility as
birth control methods were enhanced. Women became more educated than ever before when
compared to previous periods. In parallel with the increase in educational and employment
opportunities, the number of women employed and the efficiency of women in business life
perceptibly increased. Thus women went beyond a life limited to housework and childcare
and they became much more visible in social life. Again in this period, women began to
consume more products other than those for household. Therefore, pursuing a career,
economic independence, participation in civil activities and consumption for their own sake
began to be an important aspect of the middle-class women’s identity. This change paved the
way for the emergence of a “new woman” myth in the media and other areas. This thesis is

also designed to discuss the part played by the media in the construction and adoption of this



new type of woman. However, I am interested not only in the media’s role, but also in
questions like what type of a woman this new woman was and what meanings were assigned
to her.

The social and economic transformation experienced by women radically affected
both production conditions and the consumption of gender-based magazines. An editor and a
board of writers who went through these conditions in person prepared these magazines for
publication. Depending on market opportunities, big media companies considered the
commercial value of popular women’s magazines and made large-scale investments. Under
the social conditions outlined above, the topics covered in the magazines were regarded by
women, both as consumers and females re-thinking their identities, as pleasant and enjoyable
to read. Correspondingly, women’s magazines acquired a big market beginning from the
1980s and especially in the 1990s.

Just as Duygu Asena, the feminist editor of Kadinca and Kim magazines in the 1990s,
said, the primary goal of popular women’s magazines is absolutely commercial.® Therefore,
they cannot be considered independently from capitalist market relations. However, these
magazines are related to capitalism not only because they are a commercial commodity. The
place they occupied in the advertisement market and their influence in the escalating global
consumption values sets an important dimension of market-media relations. There is high
correlation between the rise in consumption discourses and practices in Turkey and across the
world in the 1990s, and content and advertising strategies of the magazines. The beauty,
sexuality and values attributed to “new woman” that we find on the magazine pages are in
direct relation to the development of global consumer society. For instance, it is necessary to

note that beauty industry has become a giant sector.? Beauty has been managed and drawn by

® Interview with Duygu Asena by Kirca-Schroeder in Popiiler Feminizm, p. 270.



business in the last century. As Kathy Peiss says, selling beauty as a commodity after 1920
became much more self-conscious, systematic, and widespread.'® Mass media, companies,
televisions, shops and global firms presented beauty as a commodity and sold it as a
commercial service especially to women. Magazines, TV programs, newspapers, or leaflets
were all put to work in order to spread news about the new trends through incentive words,
vivid images, colorful ads, or prescriptions, keeping women busy with reading and applying
what they read.™

Janice Winship argues that gender definitions have been linked to the development of
consumer culture and emphasizes that women’s magazines set a good example as to how they
were used in the twentieth century to inspire and publicize certain forms of femininity by
representing the practices of consumption. She illustrates in a study of British women’s
magazines that women readers’ role constructed as mother, housewife or wife in the early or
mid twentieth century was transformed into a feminine individual with emphasis on
appearance, sexuality and glamour towards the end of the twentieth century.*? Therefore, it is
possible to argue that business enterprise was now combined with femininity and outer female
beauty. The case was no different in Turkey. Praising and appreciating inner beauty or moral
values, there emerged a concurrent tendency to highlight physical appearance with the advent
of consumerism and neo-liberalism which encouraged consumption.

The anxiety felt about physical appearance not only by celebrities and women of the

upper classes, but also by ordinary people to the extent that they turned it into a question of

° On economic dimensions of beauty, see Philip Scranton, ed. Beauty and Business: Commerce, Gender, and
Culture in Modern America (New York: Routledge, 2001); and Paula Black, The Beauty Industry (London:
Routledge, 2004).

19 Kathy Peiss, “On Beauty...and the History of Business,” in Beauty and Business: Commerce, Gender, and
Culture in Modern America, edited by Philip Scranton (New York: Routledge, 2001), p. 12.

1 bid., p. 9.

12 Janice Winship, Inside Women’s Magazines (London: Pandora Press, 1987) quoted in Celia Lury, Consumer
Culture (New Jersey: Rutgers University Press, 1996), p. 132.



existence has supported the growth of the cosmetics and aesthetic surgery sectors.
Advertisements, images and features full of beauty tips in the magazines that | have analyzed
so far encourage women, who are already under pressure to be beautiful, to consume more
and more. In other words, | think these magazines help the idea that beauty is an opportunity
that could be attained to be internalized, and that the female body needs to be re-shaped, re-
defined and reconstructed. It is definitely something to be worked on. Persuading more
women to diet, have plastic surgery and use cosmetic products is a development that has a
commercial and economic meaning all by itself. Consequently, one other aim of this thesis is
to consider the economic and cultural contexts together, and show how women’s concern for

beauty and body contribute to form an economic value.

Discourse on Female Beauty and Body in Popular Women’s Magazines

As indicated by the figures in Chapter 2, women have been intensely anxious about their
physical appearance especially since the 1980s. The number of women who do not feel happy
about their faces and body sizes and therefore resort to the extreme use of cosmetic products
and plastic surgery has dramatically risen. There lies, as mentioned above, the “beauty
industry” in front of our eyes. Fashion and makeup have almost become equivalent to being a
woman. What is more tragic is that concerns for physical appearance have given rise to new
types of diseases in our age: anorexia, bulimia, and other eating disorders. Stick thin models
as representatives of the idealized body sizes have actually become unapproachable physical
“objectives” for most women. As Bordo draws attention, women in western culture are more
tyrannized by the contemporary slenderness ideal than men are, as they typically have been by

beauty ideals in general. It is far more important to men than to women that their partner be



slim. Women are much more prone than men to perceive themselves as being too fat.** The
dominant beauty ideology that defines beauty standards and norms has redrawn the male-
dominant line which turns the female body into an object of pleasure for men.

Ideals of beauty essentially are shaped by social relations and institutions, by other
cultural categories and practices, and by politics and economics. Fostered by cultural,
historical, or social contexts, the perception of beauty or beautiful can differ and attribute
alternative meanings or values to these concepts.’* This thesis also is designed to show the
function of popular women’s magazines in the establishment of idealized beauty standards.
Not only do they set the standards but also convince the readers to absolutely have them, and
guide them accordingly. Therefore, in this study, | aim to find answers to questions such as
how beauty norms have been developed by contemporary culture; how certain social,
political, cultural, and personal experiences of women have been constructed by beauty
standards; and what role beauty standards and ideals defined by these popular women’s
magazines have played in the construction of feminine gender identity in the 1990s.

What | want to present as an argument in the related chapters of my thesis is that the
female image shaped and idealized in visual culture and the media influences millions of
women, and transforms the relations they establish with their bodies and faces, and forces
women to change themselves. Features and photography oriented to the body proliferate the
idea that female body is an object of display and invite every woman, but especially those

from the middle-class, to be aware of and be conscious displayers of the display.

3 Susan Bordo, Unbearable Weight: Feminism, Western Culture, and the Body (California: University of
California Press, 1993), p. 210.

Y peiss, “On Beauty,” p. 9.



Sexuality in Popular Women’s Magazines

Helen Brown, who developed Cosmopolitan into its present line, essentially dealt with sexual
issues and was first to cover women’s sexual life in a bold and daring way. There are those
who believe it conveys “a half-feminist message.”™ It is no doubt that it is the message with
respect to dealing with the female body and sexuality beyond conventional limits. Just as
McMahon states:

In Cosmopolitan, sex was discussed as a function of the public sphere, in the

context of the workplace, and in explicit terms of the marketplace. While

sexuality was no longer defined exclusively in terms of the home, as domestic

and procreative, may be considered as a step toward more freedom for women,

talking about sex as a function of market exchange may not be liberating.*®
Sexuality, which had become an indispensable theme of popular women’s magazines since
the 1960s, characterized a significant dimension of the “new woman” image. The demand to
experience female sexuality freely was presented by the magazines as an indicator of female
independence. Going beyond conventional family-oriented femininity discourses, they
highlighted the emancipation of women from subordination in terms of sexuality.

Criticizing a study conducted in this field may help to better demonstrate certain
points. It is highly problematic that Sitheyla Kirca-Schroeder, who has analyzed the feminist
discourse of women’s magazines in Britain and Turkey, attributes the fact that popular
women’s magazines, Cosmopolitan in the first place, covered sexuality more than ever before

to feminism’s influence on women’s magazines. It is more interesting that she claims that

they even surpassed feminists in this respect, as, according to her, the second wave of

!> The New York Times Magazine, 11 August 1974, quoted in Kathryn McMahon, “The ‘Cosmopolitan’ Ideology
and the Management of Desire,” The Journal of Sex Research 27, no. 3, special issue: Feminist Perspectives on
Sexuality (August 1990), p. 382.

18 1bid.
10



feminism was inclined to restrain discussion of issues like sexual desires and pleasures *" It

would be somehow understandable if she had limited her comment to Kadinca issued in
Turkey but, in my opinion, it is quite a notable mistake to confirm and fail to question the
approach of magazines like Cosmopolitan to sexual desires and pleasures. Kirca-Schroeder
takes that these magazines lead women to greater success as a pro-feminist attitude.'® She is
also aware of the problematic relation that such magazines established between being
successful and being sexy. For her, these magazines treat being sexy and feeling oneself to be
strong correspondingly as qualifications that bring self-confidence to women in order to
succeed in all person-to-person and business relations.*

Could any form of feminist approach, popular or not, associate the female body and
sexuality with personal or social success? It means to turn a blind eye to misemployment by
the media and the market of female sexuality that started in the 1970s and nearly deached its
highest point in the 1990s. The following sentences, quoted by Macdonald from
Cosmopolitan, summarize how the editors who represent the New Woman conceive of
feminism: Feminism “is not about dungarees and hating men. Feminism is... Relevant.
Positive. Powerful. Sexy.”?° However, Macdonald, well read and quoted by Kirca-Schroeder,
interprets this feminist perception of Cosmopolitan as “struggle is out: sexiness and power are
in.” According to her, despite its feminist claim, “the tone is distinctly post-feminist,” as the
terms used in these magazines in which sexuality were discussed were not primarily those of

feminism.?*

7 Kirca-Schroeder, Popiiler Feminizm, p. 163-164.
'8 Ibid, p. 165.

* Ibid.
% Cosmopolitan (British edition), October 1993, quoted in Myra Macdonald, Representing Women, p. 172.

2 Ipid., pp. 171-172.
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Kirca-Schroeder says that she brings forward the question of whether these magazines,
prioritizing sex appeal, define sexuality from men’s or women’s viewpoint but gives a
paradoxical answer. On the one hand, she observes magazines cover issues related to
sexuality that have not come to light yet as a form of feminist boldness and, on the other hand,
she claims they do not aim to change prevailing patriarchal values “despite this optimism.”?
However, examples analyzed in magazines such as Cosmopolitan, Marie Claire, and Votre
Beaute indicate that sexuality is defined in masculine terms and from the viewpoint of males.
Could we say that questions like “how do you make your man fall in love with you?” or “how
do you please men in bed?” and advisory articles giving codes for these are a part of a
liberating discourse about female sexuality? Is it a liberating discourse to only say “women
have their own sexual lives”, or “they also need to be pleased”, or “they also have the right to
do something forbidden and enjoy themselves”? To approve of it as such means failing to see
the continuity of the sexist and consumerist discourse in the magazines.

Therefore, what I want to highlight in this thesis based on the data in women’s
magazines is that the “liberation” discourse challenging unequal sexual discourses and
practices at first sight has been unable to escape the male-dominant interpretation. As Janet
Lee puts forth, reducing female liberation to sexuality and love affairs means the construction
of women’s struggle for emancipation as to serve men’s sexual desires.”® In the same manner,
popular women’s magazines lacked a standpoint to define female sexuality independently
from masculine terms and the male viewpoint. Put another way, they failed to escape from
being a ground on which masculine values were reproduced. For that reason, this “liberating”
discourse was limited to male dominancy on the one hand, and market rationale and

commercial concerns on the other.

22 Kyrca-Schroeder, Popiiler Feminizm, p. 165-166.

% Janet Lee, ““Care to Join Me in an Upwardly Mobile Tango?’ Postmodernism and the ‘New Woman,” in The
Female Gaze: Women as Viewers of Popular Culture, edited by Lorraine Gamman and Margaret Marshment
(London: The Women’s Press, 1988), p. 169.
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The coverage of sexuality to the limit that it extends to pornography is not valid for the
magazines analyzed in this study, but the common point is that sexuality is the primary theme.
On the one hand, it refers to a challenge to the tradition in the sense that female sexuality is
freely discussed, and to an absolute transformation of the female body into an object of
display, on the other. Regarding women as sexual objects, or as eye pleasing objects has long
been conceptualized by these magazines along with many other media components. What is
more, this consumption object has been, and still is, a tremendously profitable commodity
within the market principles. Hence, the most important point | want to emphasize is that the
role of gender-based media lies at the point where function of women’s magazines dealing
with “free sexuality” in turning woman into an eye pleasing object, and its objectification as a

consumption product overlap.

Popular Feminism, “Feminine Feminism” or Post-feminism?: Contemporary Construction of

Though Cosmopolitan and Marie Claire allocate a significant amount of space in their layouts
to elaborate on sexual relations, the magazines never are limited solely to beauty and sex.
Business life, personal development, health, city life, travel, trends, hobbies, etc., are among
essential issues. The female image in sexual existences is incorporated into the to-be-adopted
identity presented to the reader. Based upon this very basic point of analysis, | argue that the
women’s magazines of our time, or those that belong to the time period on which this study is
focused or earlier times, promote and invite their reader group to adopt a recognizably shared
series of styles, likings or tastes. The femininity constructed in these magazines is leveled to
achievement in career, social and personal life, beauty and glossy physical appearance, never-

ending youth, and sex appeal. Most of them are important components in constructing a
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certain type of female identity, as frequently said, the “New Woman.” I discuss what this new
type of woman is and how it is constructed, and its economic and social context, the editors’
role and related topics in the section on the construction of femininity or the new type of
middle class woman in 1990s Turkey.

As the image of the dominating woman, the “New Woman myth” emerged in the
1970s. Though the New Woman image, and the values and meanings ascribed to her change
with the new period, as a cultural construct she has always represented a social change and
carried the message of the possibility of upward mobility. As Carolyn Kitch says, she
conveyed opportunities for upward social and economic mobility and new social, political,
and economic possibilities for womanhood.?* She also served as a model and as “a cultural
commentator through whom certain ideals came to seem ‘natural’ in real life.”?

The magazines always emphasized that they paid regard to “the actual needs of present
time women”: beauty, health and happiness, good state of mind, success and satisfying sexual
life. Subtitles that come under these are makeup, cosmetics, beauty centers, fitness, diet, yoga
and meditation, psychological support, personal education and so on. Here it should also be
stressed that issues such as domesticity, child care, and motherhood take up very limited
space in the magazines unlike earlier versions of popular magazines in which women were
represented as ideal wives and mothers.?

As will be discussed in the related chapter, the new type of woman promoted by the
popular women’s magazines of the 1990s was more “feminine.” I believe there is a close
relationship between the glorification of a new type of “feminine” and hostility towards

radical feminism in the media. The second wave feminism that gave radical criticism to topics

2 carolyn Kitch, The Girl on the Magazine Cover: The Origin of Visual Stereotypes in American Mass Media
(Chapel Hill: The University of North Carolina Press, 2001), p. 8.

2 bid.

% For a comparison between women’s magazines in terms of women representations and gender roles, see Ros
Ballaster, et al., Women’s Worlds: Ideology, Femininity, and the Women’s Magazine (London: Macmillan,
1991), especially pp. 98-102; 144-148.

14



such as the commercialization of the body, beauty ideology, and male dominated sexuality
was faced with severe criticism and mockery in the media in the late 1980s, but especially in
the 1990s. The dominant media was then applauding the feminine type of woman, but not the
feminist one, and was caricaturizing the radical feminists. Also in Turkey, the female figure
called the feminist in TV serials was portrayed as a freak that was a defiant all the time and
did not care about her physical appearance. Therefore it is noteworthy to underline the enmity
of social and cultural environment that transformed feminism against the second wave
feminism. In an article that appeared in Time magazine was proclaiming that “much of
feminism has devolved into the silly...a popular culture insistent on offering images of grown

27 Tt announced in the late 1980s that “feminine

single women as frazzled, self-absorbed girls.
clothing is back; breasts are back; motherhood is in again.”?® Kitch properly asks “why did
the ‘death’ of feminism make the cover of a national magazine?”” The claim put forth by
Times and other forms of popular media that feminism was transformed into femininity sets a
good ground for a discussion on the hegemonic woman type promoted in the 1990s. As Kirca-
Schroeder states, feminist discourses based on liberation and independent women gained such
a presence in popular women’s magazines that the contrast between femininity and feminism
became more flexible and ambiguous.? It is striking that McRobbie has argued that the
previous form of contrast that located feminism on one edge of the political spectrum and
femininity on the other is no longer (and perhaps never was) a true way of conceptualizing
experiences of young women.*

As mentioned above, unlike the previous magazines that located women inside the

house, popular women’s magazines of the 1990s appreciated a type of woman who was free,

%" Time, 29 June 1998, quoted in Kitch, The Girl on the Magazine Cover, p. 1.
% 1bid.
2 Kyrca-Schroeder, Popiiler Feminizm, p. 30-31.

% Angel McRobbie, Postmodernism and Popular Culture (London: Routledge, 1996), p. 158, quoted in Kirca-
Schroeder, Popiiler Feminizm, p. 34.
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brave, “sociable,” dedicated to her independence, and had a career. In this respect, they
undertook to function as a guide to construct a certain type of individual who was particularly
taken within the framework of liberation. In other words, themes related to women’s
liberation took a weighted place in the pages of these magazines. In this period, some feminist
researchers asserted that they also began to enjoy reading women’s magazines. However, just
as the writers said, this pleasure was not naive and unquestionable.** McRobbie interprets this
confession of feminist researchers as a blurring of the line between feminist and “ordinary
woman,” and femininity and feminist.>? According to Kirca-Schroeder, such a change could
be considered as a factor that played a part in the popularization of feminism.*

So indeed, we observe that popular women’s magazines adapted a specific feminist
discourse in parallel with the emergence of a women’s movement remaining distant from
Kemalism, and the social transformation experienced by women in the late 1980s in Turkey.
At first glance, it may seem as a paradoxical argument to put the rise of femininity against
feminism on the one hand, and the rise of feminist discourses on the other, however, the social
and cultural atmosphere of the 1980s and 1990s provided an opportunity to integrate
femininity into a feminism that did not have a collective political objective. In other words, a
type of feminism that was not hostile towards femininity found place among the “new
woman” ideals. At this point, one other point on the agenda of this thesis is to discuss whether
it is possible to interpret the emphasis of popular women’s magazines on liberation and
independence as a form of popular feminism. First and foremost, I try to understand what
these magazines perceive of feminism, how the feature writers differentiated themselves from

the conventional radical feminists, and what kind of a feminist discourse was used to deal

31 Ballaster, et al., Women’s Worlds, p. 1.

%2 McRobbie, Postmodernism and Popular Culture, p. 194, quoted in Kirca-Schroeder, Popiiler Feminizm, p. 28-
29.

3 Kirca-Schroeder, Popiiler Feminizm, p. 29.

16



with and present liberation issue. The related chapter is also intended to indicate the limits and
contradictions of the feminist discourses of the popular women’s magazines analyzed in this
study.

The call for a departure from domestic issues and going beyond their identities as
housewives and mothers carried a feminist tone in itself. In the magazines analyzed, there is
quite a low number of articles regarding how wonderful it felt to make and raise a child.
Again, the articles related to traditional family ties and child love are so rare that it seems as if
the addressees were, so to speak, young single women. Criticism regarding the subordination
of women in society projected a kind of feminist perspective. As discussed above, popular
women’s magazines challenged the approach of traditional women’s magazines with respect
to topics like women’s sexual desires and pleasures. It is possible to find in all these a popular
feminist or, according to some writers, post-feminist agenda and perspective.

Another point that characterized the feminism of the magazines in question is their
emphasis on success, self-confidence, and career. These magazines that discussed the
difficulties experienced by women in private and public life aspired for increased visibility of
women. While encouraging women to become stronger and more active in public and private
spheres, the magazines reduced women’s problems and gender relations, which had historical
and social dimensions, to psychological situations. The solutions they offered to women’s
problems mostly appealed to middle-classes, and they presented the feminism that they had
adopted as a lifestyle, but not as a collective political movement.

Almost all of the women’s magazines were still issued by female editors and writers.
In other words, the administration, office work, human resources, topic selection and cover
design were all in the hands of editors.>* In addition, these editors claimed that they adopted

various versions of feminism. However, the boundaries of the popular feminist critique

* Ibid., p. 145-146.
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reflected in these magazines were not only drawn by the editor and writers. The fact that
advertisement as an important component that was (and still is) mostly occupied by male
administrators (let us call it male-dominated concerns and discourse) and its designation
entirely according to market conditions and commercial targets (let us call it capitalist
concern) directly influences the content, function and messages of the magazines. This refers
to how magazines were/are girded by two main concerns and discourses: the traditional male-
dominant regime on the one hand, and the market-based liberation discourse of global
capitalism on the other.*® Analyzing the relationship between post-feminist discourses and
consumerism, Macdonald argues that the quasi-feminist goals of freedom and self-fulfillment
were combined by popular women’s magazines with commodity and service consumption.®
Commercial concerns exploiting women as consumers and the male-dominant discourse
demanding the continuation of traditional gender roles and inequalities set the limits for the
feminist discourse in the magazines.

On the other hand, I do not argue that editors and writers were not feminist “enough”
due to the conditions limiting them. Doubtlessly, their perspectives on gender relations,
beauty, body and sexuality were highly important. It is those perspectives that produced the
discourses that are analyzed and criticized in this thesis. I should underline that my goal is not
to discuss why these magazines were not “full” feminist. By referring to the contemporary
construction of femininity, in this thesis, | attempt to show the limits of feminist discourse and
critically define the woman type promoted by popular women’s magazines in the 1990s

within its own context. | argue that while these magazines were encouraging women to raise

¥ Kirca-Schroeder’s attention to commercial concerns and its effect on publication policies is significant to my
discussion. However, I cannot say that she could detect the inconsistencies in the editors’ approaches as
successfully as she did in the former. Above all, she is not sufficient at spotting the discourses opposite to
feminism as world apart.

% Macdonald, Representing Women, pp. 90-91. According to Macdonald, three forms of c-option of the feminist
ideas and ideology that emerged in consumer discourses in the 1980s and 1990s were: (i) The appropriation of
quasi-feminist concepts; (ii) The redrafting of ‘caring’ to make it compatible with self-fulfillment; and (iii) The
acknowledgement of female fantasies.
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their social visibility and power, they served to construct a specific female image in
accordance with the male-dominant understanding of pleasure and also with capitalist market
concerns in a certain social, economic and cultural context. Hence, | underline the concept of
construction of a certain type of femininity rather than a feminist discourse. As Ballaster and
others say, albeit within a different context, what really mattered was not pursuing a feminist

agenda, but being “suitably feminine.”*’

37 Ballaster, et al., Women’s Worlds, p. 157.
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CHAPTER 2

BEAUTY, THE FEMALE BODY AND FEMININITY: A CONCEPTUAL FRAMEWORK

This chapter presents the conceptual framework of the thesis for the concepts of beauty and
beautiful, and the historical and social construction of the values attributed to these concepts.
It is designed to analyze the dominant discourses and practices of beauty and female body in
contemporary culture. Particularly, how the idealized beauty norms and standards in
contemporary society have been formed will be discussed and inquired on the basis of gender
concept. Again in this chapter, I will also examine the reasons underlying women’s
inclination to take an interest in and worry about their physical appearance and to transform
their bodies into a social instrument more than in previous historical periods. The perception
of beauty concept merely as an unchanging aesthetic and biological concept, which is
independent of gender identity, will be discussed critically, and additionally, the relationship
between patriarchal social order and beauty will be addressed.

In this chapter, the role that the discourses and practices pertaining to beauty and body
in our culture play in constructing femininity will be discussed. The term “construction” here
refers to how dominant culture “creates” women. To put it another way, today in popular
media, advertisements, films, company leaflets and other communication instruments, there is
a direct reference to how an ideal woman is drawn, what qualities she should have and how
women “create” and “construct” themselves under the influence of dominant culture. These
contemporary discourses that determine the relationship women establish with their own

bodies are central to my research. Therefore answers will be sought to questions as to how
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and by which cultural instruments the desire of especially middle-class women to look
beautiful is formed. In short, | will attempt to show how it is the cultural environment that
makes women feel obliged to be chic, attractive, impressive and sexy, and urges them to
behave accordingly designating contemporary femininity.

The analysis and discussion in this chapter are oriented to form a theoretical
framework for this thesis that addresses the image of woman drawn, shaped and idealized in
the visual culture and media in terms of beauty and body. An extensive outline will be
presented of the historical, social, economic and cultural conditions that have fostered the
discourse about beauty, female body and femininity in the popular women’s magazine, which
| will be dealing with in the analysis chapters.

The term contemporary in “contemporary culture” and “contemporary construction of
womanhood” refers to the period of time beginning in the 1980s and extending to the present
day. As will be seen in another chapter, this period, which could be called late modernity, late
capitalism or the neo-liberal period has been regarded as age of consumption, media,
television or communication. The development of a global consumption society also
corresponds to this period. It is again a period of time when the visibility of women increased
in business and social life both in Turkey and in the world. There is a close relation between
the newly emerging type of townswoman who is employed, engaged in regular activities of
consumption and feels independent, along with new popular feminism and popular women’s
magazines appealing to this section of population. In a nutshell, the term “contemporary”

refers to such an economic and cultural context.
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Female Physical Appearance as a “Problem”

We live in an age in which appearance-oriented judgment is the most common and acceptable
behavior. Not only women but also men strive to gain a place in social and business life with
their physical appearance. However, women, whose bodies have been historically considered
to be at the disposal of men, in any case feel this pressure the most. The distinctive feature of
contemporary culture is that idealized beauty standards and body sizes have almost been
catholicized and have begun to influence the whole society.

It is as easy to see women dedicated to adorning and beautifying themselves, who are
conditioned to rush to plastic surgeons, beauty centers, and coiffeurs. Today thousands of
women want to have plastic surgery on their faces and bodies, use thousands of cosmetics,
and go to beauty and fitness centers, etc. Women want to feel more beautiful than ever, and
spend more time and money on their bodies. Slimness, the capability to do good make-up,
having a fit body, and attracting all males are now equally considered to be an absolute part of
female subjectivity by women from almost all social segments. These are by no means free
from gendered meanings. In other words, beauty is not a neutral concept, or rather a
definition, in regards to gender.

Female beauty and body care were also important in previous periods of time.
Viewing and interpreting the female body as a sexual object, which can be traced back to
these older times, is a fruit of the male dominant mentality and practices.*® However, on the
other hand, the female audience, influenced by the beauty standards of contemporary society,
is much wider than ever before. Not only in quantitative terms, but the social meaning

attributed to being a woman is centered on physical appearance and body more than ever

% For the examples of historical studies examining beauty, female body and physical appearance, see Arthur
Marwick, Beauty in History: Society, Politics and Personal Appearance, c. 1500 to the Present (Gloucester:
Thames and Hudson, 1988); and Peter N. Stearns, Fat History: Bodies and Beauty in the Modern West (New
York: New York University Press, 1997).
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before. High rates in the use of cosmetics, the enormous rise in plastic surgery, popular
women’s magazines allocating most of their pages to beauty, body care, fashion and make-up,
the increase in the number of beauty centers, and the frequent conversations we have about
similar topics in daily life in addition to advertisements that never come to an end are, one and
all, characteristics of the capitalism of the last 30 years.

Today because of idealized sizes and form, as Craig J. Thompson and Elizabeth C.
Hirschman write, female bodies have become “a social problem” for women that should be
overcome by way of diets, cosmetics, plastic surgery etc. in order to transform their bodies
into more desired forms.®® Each and every piece of advertisement that we see in city life calls
on women to re-create themselves from the scratch. Fashion icons, sexuality bursting out of
magazines and television, the bodies of celebrities and their representation of contemporary
popular culture appear to have convinced women (and men as well) that beauty is an
indispensable power in human life.

A survey carried out by Dove, a well-known cosmetic company, in 11 different
countries in 2005, clearly indicates the concerns of women about their physical appearances.
For instance, on a global scale, nine-tenth of women want to change themselves physically.
According to the aforementioned survey, 97% of young girls assert that they would feel much
happier if they could have a change in their bodies or faces as they wished.*® Additionally,
young ladies begin to complain about their bodies at a very early age. Accordingly, the
average age that they begin to feel concerns about physical ugliness is as early as 13.** The

feeling of “inadequacy” begins dramatically earlier in another research. Philosopher Susan

% Craig J. Thompson and Elizabeth C. Hirschman, “Understanding the Socialized Body: A Poststructuralist
Analysis of Consumers’ Self-Conceptions, Body Images, and Self-Care Practices,” Journal of Consumer
Research, no. 22 (September 1995), pp. 139-153.

“0 The Research Report implemented by Dove Company (“Beyond the Stereotypes: Reconstructing the Basis of
Beauty Beliefs”), quoted in Yasemin Inceoglu and Altan Kar, “Yeni Giizellik ikonlar1: insan Bedenin Ozgiirliigii
mii Mahkumiyeti mi?” in Disilik, Giizellik, ve Siddet Sarmalinda Kadin ve Bedeni, edited by Yasemin Inceoglu
and Altan Kar (Istanbul: Ayrint1 Yaynlari, 2010), p. 72.

1 1bid.
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Bordo says as many as 80 % of 9-year old suburban girls are concerned about dieting and
their weight.*?

Dove’s research reveals interesting results on the appearance aspects that teenage girls
and women want to change. In the age range between the 15 and 17, results for teenage girls
in Japan who wish change their appearances are as follows; 63% weight, 57% body shape,
54% neck, 41% face features, 34% eye shapes. Likewise, teenage girls from Saudi Arabia
(38%), Canada (34%) and Brazil (31%) strongly wish to change their hair, while teenagers in
Canada (22%), Germany (21%) want to change their skin colors.*

The same research reveals that women in the age range of 15-64 want to change an
aspect of appearance quite different from the teenage girls in the same country. To give an
example, weight is what 50% of the American women and 55% of the Canadian women want
to change about themselves. This ratio is quite high among Japanese women (49%) as well.
The ratio of the women that are not satisfied with their body shapes is revealed as the most
desired change in the appearance aspect again in Japanese teenaged girls (57%). The ratio of
Canadian females who want to change their height is (35%) and again this is the highest
among the Japanese females (38%). Among the ones who want to change their hair are the
Brazilian (33%), Japanese (32%), Chinese (33%) and Saudi Arabian (33%) women. Women
who want to change their face appearances are primarily the Japanese (26%) and Canadian
(22%). The highest ratio of Chinese women 25%) want to change their skin colors and with
the 21% of highest rank, the Japanese women are again the ones who want to change their eye

shape.**

%2 Susan Bordo, “The Material Girl: The Effacements of Postmodern Culture,” Michigan Quarterly Review 29,
no. 4 (Fall 1990) pp. 653-657, quoted in Jacqueline Urla and Alan C. Swedlund, “The Anthropometry of Barbie:
Unsettling Ideals of the Feminine Body in Popular Culture,” in Deviant Bodies, edited by Jennifer Terry and
Jacqueline Urla (Bloomington: Indiana University Press, 1995), p. 277.

* bid.

*“ Dove research report; inceoglu and Kar, Kadin ve Bedeni, p. 77.
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In the same vein, 70% of women do not get involved in activities, such as meeting
with men, engaging in physical activity or going out because they believe they are not
beautiful enough. Therefore, they prefer to stay at home, sleep and spend time sitting in front
of the TV where they find the stars who they imitate at every moment.*

There are numerous examples that illustrate the fact that the normalized cultural ideals
of physical beauty, pumped up by the media in particular, lead women to turn their self-
reflections into anxiety. For instance, Thompson and Hirschman, who have analyzed the
consumption patterns of women and men at different ages from the middle- and high-middle
classes, and the perception of their bodies through in-depth interviews, present striking
examples. The statements of a young woman, age 21, among the participants sets a good
example of how the female body is transformed into a social problem:

I never felt that | looked right. The styles that | always want to wear, | always

feel like I look fat. I always have to wear like a long skirt or sweater or at least

baggy pants and a tight shirt. Like, I can see outfits that I’d love to wear, but I

know that | could never wear them. | probably could wear them and get away

with it, but I’d be so self-conscious walking around that I’d be like, ‘Oh, my

God.” Like, I always try to look thinner and I guess everybody does.*®
Many other studies show that there has been an enormous boom in plastic surgery. For
instance, Tseelon states that plastic surgery substantially increased in the 1990s. Quoting a
Californian doctor/surgeon: “In the past it would have had to be a pretty God-awful nose, but
now we are seeing any teenager who does not like their nose.”*’ Men also resort to plastic

surgery more than ever. But what is the meaning of the big chasm in between in terms of

gender differences? According to Tseelon, one significant difference is that men mostly are

** Ibid., p. 74.
“® Thompson and Hirschman, “Understanding the Socialized Body,” p. 147.

“" Efrat Tseélon, The Masque of Femininity: The Presentation of Woman in Everyday Life (California: Sage
Publications, 1995), p. 81.
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motivated professionally. “Looking more youthful and fit is like wearing a fashionable suit.”*

It is the fact that in Britain cosmetic surgery is particularly popular with men in marketing and
sales jobs. However, the very same thing is thought to be “about shaping a new identity” for
women. For example Tseeolon quotes a woman who has had plastic surgery:

I knew I would never be popular and successful because I wasn’t pretty. I
wanted a new face and a new body. And I got it. My partner’s very happy with
the new me. | no longer have to dress to disguise problems with my figure or
use make-up to disguise my nose.*

Examples given by Catherine G. Valentine from student journals show that female identity is
defined from others’ perspective on the basis of physical appearance. A young woman tells
about her worries regarding her appearance under the influence of the media and
advertisements:

I have noticed just recently | have been focusing on my energies toward being
thin and having ‘that’ look. But what changed inside my ‘self” that makes me
believe I have to look good to be happy? [...] The ‘way I look attitude’ is
engraved in my head every day of my life. Through commercials, magazines,
clothing stores...I am made to believe that | have to be better looking, better
everything.>®

One other young woman expresses how the society, media and advertisements set
“unrealistic” standards and thus lead women to be dissatisfied with their bodies, and the close
relationship established between happiness and physical appearance:

When | was bulimic and overeating, | wanted so badly to conform to what |
believed society wanted me to look like that | was willing to destroy myself to
attain such ‘unrealistic’ standards... when other people, men, and women stress
that women are not worthy if they are not thin and attractive, then many
women will continue to destroy their minds and bodies while looking for
acceptance... Advertising helps to perpetuate the idea that beauty... gives a
woman a better chance at happiness. Advertising makes women believe that

“® 1bid. For a history of plastic/cosmetic surgery, see Sander L. Gilman, Making the Body Beautiful: A Cultural
History of Aesthetic Surgery (Princeton: Princeton University Press, 2001).

“% Observer Life, 28 November 1993, quoted in Tse&lon, The Masque of Femininity, p. 81.

% Catherine G. Valentine, “Female Bodily Perfection and the Divided Self,” in Ideals of Feminine Beauty:
Philosophical, Social, and Cultural Dimensions, edited by Karen A. Callaghan (Westport: Greenwood Press,
1994), p. 115.
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certain products will make them more appealing on the outside which, in turn,

is supposed to make a woman feel better about her.>*
There is no need to give more examples to illustrate the extent of women’s efforts to alter
their physical appearance under the influence of the media and contemporary cultural climate.
Above all, what strikes us the most is how an ideology of beauty and appeal is effective and
influential by means of the media. As Tseelon says, the ideology of the construction of sexual
difference through appearance is promoted by opinions created by the media, on the one hand,
and the scientific community, i.e. surgeons, science of cosmetics, on the other: “The first is
the propagation of the ‘new woman’ myth. The second is scientific research which reinforces

‘the physical attractiveness myth.””*?

Beauty As a Gendered Category

But why? Why must women look beautiful and sexy? What are the social and historical
conditions that put women under such pressure? Pursuant to what are beauty norms or
standards set? Has beauty been defined in the same way for each society and era? Put
differently, is beauty a given fact, or is it a consequence of human biology or evolution? What
is the value attributed to beauty and what is its social function? Finally, what characterizes the
time frame that we are going through with respect to female body and beauty? Within the
scope of these questions, I will examine below the meanings of beauty and female body with
respect to gender concept. My aim is to discuss the historical construction of beauty norms
and standards idealized in contemporary culture in terms of gender identity.

Above all, beauty is a feminine concept. Put it another way, it is private to women and

it is needed by women. In other words, appearance is emphasized and valued more in females
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than in males. From early ages gender is constructed socially through appearance. The fairy
tales told to girls and the toys they own lead them to see the connection between physical
appearance and gender at a very early age. To give a striking example, one of my friends told
me about how deeply the Barbie doll she had as a child affected her beauty perception. When
beauty or beautiful is mentioned, that Barbie doll directly comes to her mind. Now whenever
she puts on even a little bit of weight, she feels anxious about losing her beauty. The
connection she has established between this fear and the Barbie doll is quite interesting. On
the other hand, boys are imbued with gender concept, to give an example based on toys, by
way of figures identified with masculinity like soldiers or heroes. Briefly, from an early age,
girls are conditioned to grasp the role that physical appearance plays in the formation of their
own identities.

As Efrat Tseelon says, beauty is not a gender-free concept; in other words, beauty
appears to be a gender-related category. Surely appearance is important for men as well, but it
is “a defining feature for the woman both in terms of how others respond to her, and how she
experiences her own self.”*® As we know well, the word “beauty” itself in Turkish as well as
in English is attributed to women rather than men.

One other important point on the concept of beauty is that it has been the most
significant characteristic attributed to women in many societies and historical periods. For
example, beauty mostly refers to the positive in terms of social symbols and meanings, i.e.,
beauty ideals and representations are not free from moral intensions and implications. For
instance, beautiful characters are good and virtuous people at the same time. It is observed
that a role model portrayed in such literary representations is frequently beautiful and has a

slim body. Just as Anthony Synott points out, Cinderalla is a beautiful and good person. In

% Ibid., p. 78.
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Beauty and the Beast, Beauty is both good and intelligent.>* No matter which culture or era
we are talking about, have you ever seen an angel represented as ugly or a devil as beautiful?
In short, beauty, which is not a gender-free concept, is always affirmed, and the reverse is
labeled to be the undesired other. Therefore, woman’s desire to be beautiful is a social
affirmation, acknowledgement and desire for success at the same time.

Rather than being natural, beauty is regarded as a power to be gained. In other words,
women “can and must succeed” at being beautiful. They have to make effort in order to
achieve it. For the last 30 years, we have been witnessing the fact this effort should be put
forth and there have been massive efforts to that end. As will be shown below, the popular
visual products of media analyzed in this study confirm the hypothesis and generalizations
here.

As Karen A. Callaghan stresses, feminist critics and scholars have paid attention to the
connection between patriarchal images of female beauty and women’s oppression. Beauty
norms are regarded by these critics as obstacles to women’s liberation.> Such an argument
means a challenge to the essentialist and patriarchal understanding of beauty and femininity,
claiming that beauty, body and femininity are not natural, apolitical, ahistorical phenomena.
As the editor says, all chapters of the book Ideals of Feminine Beauty: Philosophical, Social,
and Cultural Dimensions, support the view that beauty is socially constructed mechanism of
patriarchal social control. According to Callaghan, beauty is a socially constructed normative
standard which supports a discourse of feminine oppression and male dominance.*® Arguing
that beauty is essentially nothing, she stresses that “for women in patriarchal systems beauty

norms serve as a locus of control over the most fundamental aspects of identity: the self, the
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body, and inter-subjectivity.”>’ The woman who cannot or does not conform to beauty
standards is seen as deviant. As she is not the object of male’s affirmative looks in a given
patriarchal system, she does not meet what is expected of her.”® Getting out of these conscious
or unconscious power relationships may mean exclusion or self-exclusion in social terms.
Therefore, all women are expected to conform to social standards of beauty, which serve as a
specific tool of social control over gender identity. And the social itself is already gendered.

Likewise, Naomi Wolf, the leading figure of the third-wave feminist movement,
argues that the beauty myth, as a violent backlash against feminism, is a way of oppression
for women like motherhood, domesticity, chastity. She also argues that beauty, as a normative
value, is entirely socially constructed, and that the patriarchy determines the content of that
construction in an effort to reproduce its own hegemony.>® She says as women released
themselves from domesticity, the beauty myth took over its lost ground. This myth has taken
its place among other myths of motherhood, domesticity, chastity, and passivity that surround
women. Wolf argues that the most dominant ideology that surrounds women in contemporary
cultures is the ideology of beauty:

The beauty myth tells a story: The quality called “beauty” objectively and

universally exists. Women must want to embody it and men must want to

possess women who embody it. This embodiment is an imperative for women

and not for men, which situation is necessary and natural because it is

biological, sexual, and evolutionary: strong men battle for beautiful women,

and beautiful women are more reproductively successful. Women’s beauty

must correlate to their fertility, and since this system is based on sexual

selection, it is inevitable and changeless.®

For Wolf, none of these is, however, correct; beauty is like the gold standard which is

determined by politics. Beauty standards are culturally imposed as expressions of power
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relations. The beauty myth is not about women at all; it is, however, about the institutions and
institutional power of men.®

Standards and norms are not independent of social and cultural meanings and
implications. Variables like social status, skin color, and income level determine the
conditions that one has in order to achieve the idealized norms. As Urla and Swedlund
properly argue, in a society stratified by race, class, gender notions quantitatively defined
ideal types or standards are both biased and oppressive.®? Therefore, every type of “scientific”
or “discursive” generalization about beauty and body standards will be oppressive by their
Very nature.

Tseélon says, “the patriarchal regime of the woman defines and judges her [the
woman] through a fantasy model of beauty.” That is to say that the physical self of the woman
becomes the center of her conception of herself. Tseelon’s argument is that for women
physical attractiveness takes on a “master status,” which “situates the woman as spectacle, the
man as spectator, and naturalizes the process by making it appear.”®®

Tseélon also argues, as mentioned above, that a certain climate of opinions created by
the media, on the one hand, and the scientific community, on the other, helps promote the
ideology of the construction of sexual difference through appearance: “The first is the
propagation of the ‘new woman’ myth. The second is scientific research which reinforces ‘the
physical attractiveness myth.””®* For instance, establishing a direct relation between physical

appearance and social advantages, dominant psychological theories and discourses legitimize
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and make gender discourses that belong to a certain period. In the same manner, plastic
surgeons provide “scientific” motivation for efforts to “become beautiful.”®

In addition female beauty is defined primarily for men’s pleasure. This means that the
woman who makes effort to achieve an aesthetic ideal does so not for self-actualization, but

for masculine approval.®®

Women, being looked at and watched by men, watch themselves
being looked at. From earliest childhood they are taught to survey themselves continually, and
so they come to consider themselves as objects or things. Therefore, as Lury asserts, “looking
and to be looked at are important components of femininity.”®’

At this point, one can make such an objection to it. In contemporary life, women do
not improve their physical appearance only due to the male gaze upon them or to get their
approval, but also, even most frequently, they feel “responsible” to the other women around
them with respect to appearance. It is doubtlessly correct. Women are not only under the gaze
of men but also of other women. In contemporary life, women’s attempt to present themselves
as beautiful and well-groomed females is mostly in direct relation to rivalry to which they
have entered with other women. However, it should not be taken as a reason, but as a
consequence of gender relations. If a woman is not a lesbian, she will not be in an attempt to
attract other women’s emotional or sexual interest. Consequently, there is a difference in
motivation for a woman who improves her appearance due to men’s gaze. In my opinion,
women’s engagement in talking about each other’s beauty directly results from the fact that it
is a field of rivalry. When beauty norms that are constructed to please males become
components of a culture, relations among people of the same sex in a society also are

influenced by these norms. On this point, Catherine G. Valentine draws attention to the fact

that the social control of women works not only because “men police women,” but also
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because women watch other women. For her, self-policing is a key form of social control.®®
Likewise, Spitzack says that “through internalization of male gazes and values, women
evaluate themselves as they are evaluated by men.”®

The argument highlighted up to this point is that values attributed to female beauty are
not independent of gender relations and roles in a given society. In other words, discourses on
beauty and female body are not eternal. Like all other socially constructed values, it has been
“discovered” under certain conditions. For instance, based on anthropological studies, Naomi
Wolf has shown how different a social meaning beauty has among the Nigerian Woodabes
when compared to modern societies. In the example of the Nigerian Wodaabes, women hold
economic power and the tribe members are obsessed with male beauty. Wodaabe men spend
hours together in elaborate makeup sessions, and compete in beauty contests judged by
women.’® Giving such an example, Wolf means that there is no legitimate historical or
biological justification for the beauty myth.

Likewise the encounters between the first generations of European colonialists and
native peoples indicate how the later had no gender hierarchy and understanding of beauty
that the former did. For example, in an effort to present the various beauty treatments and
European concepts of beauty, Ben Lowe’s analysis of medieval and early modern European
treatment of Amerindian (the indigenous people of the Americas) women indicates that
failure to conform to beauty standards represented reaction, or rebellion, against the dominant

social order, as these women had not been socialized in a European, “civilized” manner. In

this sense, Lowe documents that the newly developing colonial powers could not find a
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perception of beauty and gender similar to that of their own civilization on the continent they
had conquered.

This article, indicating that there was not a pattern of European gender hierarchies
among the Amerindian peoples, reveals how the colonial powers treated the local peoples by
means of a “civilizing mission,” which was an attempt to transfer civilization to the colonies
on the basis of the European, therefore patriarchal beauty concept. To give an example, the
first colonialists that considered nudity a deviant behavior that was not eye-pleasing took
prohibitive actions against it. In the accounts in which they conveyed their experiences, it is
possible to see how they came into contact with local people according to their own beauty
and gender perceptions.” The indigenous women did not fit what the female figure should be
according to their perceptions. It was surprising for the colonialists to see that the native
women carried out male duties such as carrying heavy items. They were also much more
modest and colonialists found it very hard “to incorporate into their sex-beauty images, which
stressed congruence between prescriptive outward appearance and inward behavior.”’? In
short, through an interesting fragment of colonial encounters, Lowe shows how beauty images

in medieval and early modern Europe were the products of a longstanding patriarchal gender

system.

Historical Perspective on Female Beauty and Body

All these above-mentioned examples show that the values attributed to beauty are historical.
Though every historical age and each culture has had its own ideas about what is thought to

be beautiful, as an autonomous characteristic, beauty perception of our age and its penetration
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into the lives of ordinary women have basically come to the fore recently. According to Wolf
again, the beauty myth is a modern invention and cannot be understood without regarding
industrial capitalism: “Most of our assumptions about the way women have always thought
about “beauty” date from no earlier than the 1830s, when the cult of domesticity was first
consolidated and the beauty index invented.””® For her, before the Industrial Revolution the
average woman did not have the same feelings about beauty that modern women do as she
was exposed few images outside of the church because of the lack of mass production
technologies such as photography.” As the work unit of the family was destroyed, the middle
classes expanded, and the standard of living and literacy rose, a new class of literate and idle
women developed most of women’s assumptions about the way they have thought about
beauty changed.

As the history of patriarchy is not limited to capitalism, in which framework should
we put the beauty perception of previous eras? We will need to look at the pre-capitalist era, if
we say that the beauty and values, meanings and social functions attributed to beauty are
products of male dominancy in a given society and if we have proof that indicates there are a
range of traditional and settled perceptions and discourses on female beauty that can be traced
back to earlier times.

Examining the concept of beauty as it was understood in eighteenth century Britain by
focusing on philosophical and cultural texts, and artistic products, Robert W. Jones, for
instance, puts forth that the beauty problem occupied a strikingly significant place among the
eighteenth century discourses in Britain.”” Though Jones uses the beauty concept in a broader

sense and examines the aesthetical value attributed to everything, whether living or non-
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living, within the framework of the cultural formation of taste, she indicates how the terms of
beauty and beautiful were transformed into a vocabulary for pointing to the proper and the
obscene nature of feminine display. For her, in the eighteenth century the discussion of beauty
became a means of thinking about the woman and judging her socially and morally. However,
Jones’s work indicates that discourses on women’s physical appearance were limited to an
aristocratic environment and in many respects the constructions of femininity existed in a
close relationship with the formation of middle-class identity.”® Therefore, we do not exactly
know the role of concepts beauty and beautiful in construction of identities of women from
lower classes unlike the fact that, as it will be discussed later, ordinary women have been
under the pressure of idealized beauty norms since the mid twentieth century and the 1980s in
particular.

In the same manner, in eighteenth century Europe, especially in Britain and France,
the remarkable rise in erotic and pornographic products, texts and images was also in close
relation to a social transformation pursuant to the function and representations of the female
body. Definitely, the content of these products was, as Karen Harvey states, masculinist. She
stresses that the understanding of bodies, sex, and gender celebrated male force and
pleasure.77 For Harvey again in the eighteenth century, women’s bodies were thoroughly
sexualized through erotica.”® What we can understand here is that female beauty became more
central to the social discourse. What is equally important is that beauty and body care had
spread among aristocratic women and had not been embraced by ordinary women yet. It

seems that that would occur in the nineteenth century. It is no doubt that it was possible with
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the enlargement of the public sphere, the development of cities, the establishment of the
media and the development of the consumption culture.

Tseelon says, “it is a Victorian belief which imposes that a person’s character can be
seen through their appearance and that physical beauty reflects spiritual beauty.” Then, how
did the Victorian period change the understanding and discourse of female beauty? As Susan
Bordo remarks, in the late nineteenth century, in other words, during the Victorian period,
body management became a middle-class practice of having an ideal appearance. Whereas in
the culture of Ancient Greek and early Christianity fasting and other forms of diet had been
practiced to achieve excellence of sprit, since the Victorian period various forms of diet and
body technologies came into the service of body rather than the soul.”

In the West, towards the end of the nineteenth century, with the rise of a puritan
performance ethics, there has also been a radical change in the perception of the body: Fatness
started to be correlated with laziness. Contrary to this, thin bodies began to represent
achievement and knowledge.® With the nineteenth century again, concerns about being over-
weight and dieting were an important turning point in middle-class life, particularly of
women. As Peter Stearns points out, dieting and guilt about not dieting became an increasing
practice of private life in the late nineteenth and early twentieth century America.®! As Bordo
indicates, tie corsets, self-starvation among elite women, beauty and cosmetic shops, beauty
contests, diet, etc. were the discoveries of the Victorian age in the West.??

There is a correlation between the transformation of the female body from an
aesthetical discourse into a daily object of marketing and consumption, and the development

of market society in the nineteenth and twentieth centuries. For example, Kathy Alexis
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Psomiades indicates that the beautiful woman, as a figure for the aesthetic, became associated
with mass culture and consumer culture and entered the domain of advertising in the last
decades of the nineteenth century.®® From that date onwards, female physical appearance and
bodies became frequently consumed objects of a market society. Depending on the
development of capitalist society, the transformation process from an artistic object into a
commercial one can be called “the commercialization of the feminine body,” a fact to which
this study gives a particular importance.

Mary Lynn Stewart, who analyzed publications and activities regarding beauty and
body care in France from the late nineteenth century to the 1900s, says that a new genre of
advice literature started to explicate the new beauty ideals for bourgeois women at the
beginning of the 1880s in France. Likewise in the same period many doctors/physicians
published health and beauty guides to teach women how to become and preserve their beauty
and health through a conscious body care and self-control. What is more important is that
there emerged “more democratic beauty guides” that did not take efforts put to achieve beauty
as a privilege of aristocrats and upper classes.®* It was quite a remarkable development. On
the one hand, female body was no longer only an aesthetical object, but had been turned into a
“public” consumption object at the end of the nineteenth century, and on the other hand,
efforts to become beautiful were penetrating through other strata of the society.

In the same period, beauty contests, beauty institutes, and cosmetic companies
flourished along with those publications. For example, from the late nineteenth century until
1936 in Paris alone there were 66 beauty institutes and 101 cosmetic companies. The
advertisements of these institutes and companies filled the pages of women’s magazine as

another source of information on “how to be beautiful.” The first French beauty contest
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emerged in the 1890s. What is more, for the first time and unlike their American versions, the
photographs of faces of the contestants were published in an illustrated magazine and asked
readers to vote for their favorites.*® As Stewart indicates, in the same period bourgeois girls
and women adopted many bodily ideals and practices, bathing more often and buying more
beauty products since “they were attracted by the message that they deserved to take care of
their bodies and themselves.”®® Firstly, all these show that “beauty” efforts and body care
gradually became daily practices of the middle classes in the society. Secondly, it was
acknowledged in public instruments by wider society that the female body was a created,
shaped and managed object. Thirdly, a market of beauty and body care was then established.
Stewart calls attention to an equally significant fact: such an increase in “beauty
consciousness” coincided with and challenged the second wave of feminism and “new
women.” Beauty advisors and counselors labeled feminists “ugly and unfeminine.” However,
it is interesting that all the feminists labeled as such did not get into a counter-fight in respect
to beauty. Stewart says that “many feminists were drawn into the discourse about beauty.”®’
For instance, a feminist women’s magazine, Le Fonde, accepted advertisements for hair dyes,
perfumes, and thyroid medications to stay thin. In addition at the beginning of the 1900s
another feminist journal allocated a regular column on beauty secrets. By 1914 a supporter of
women’s suffrage in France again wrote in a beauty guide justifying cosmetics: “if we are
happier because we are prettier, more masterful, and more gracious.”®
In short, the cultural idealization of femininity and beauty, and “decisiveness” of

physical appearance had broad repercussions among the feminists. More strikingly, | have

observed that every type of new “brave” discourse on the female body, beauty and femininity
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is associated with women’s independence and liberation. As will be seen in the forthcoming
chapters, popular women’s magazines that boomed in the West in the 1970s and in Turkey in
the 1990s regarded themselves as new feminists of some sort. They claimed that they sided
against traditional values regarding the female body and sexuality, and it was exactly what
they did. However, these magazines full of advice that conditioned women to take care of
their physical appearance almost obsessively created, as emphasized above, a new oppressive
and patriarchal discourse.

The 1960s was a decade when beauty “came to power” up to the hilt. As Marwick
says, beauty was universally praised in the 1960s and sought after. It achieved a kind of parity
with wealth and status.®® Beauty ideals also became global from this period onwards. The
English model Twiggy became as the icon of thinness in the 1960s and it is exactly this time
when the idea and culture of thinness began to spread. In fact, the Twiggy represented such a
thin type of woman that there were writers who regarded her as an anti-woman character:
“She was so skinny it was hard to tell she was a woman at all. Instead of a shirtwaist, she
wore a skirt no bigger than a proper lady’s pocket handkerchief.”®

This model that reversed the conventional feminine image would ignite later an age of
fight against excessive weight, torturing diets, and eating disorders that totally affected all
women. The 1960s was also a time when this new woman type occupied all the magazine
pages, and a sort of beauty ideology began to be spread by popular women’s magazines.
Women’s magazines based on themes like fashion, beauty and sex that conveyed fresh new
ideals regarding womanhood noticeably increased. But there emerged another medium that

began to be more influential: Television.
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The television started to fuse rapidly into the lives of people and usurped the role of
popular magazines as the most influential and pervasive medium.”* However, magazines
never lost their popularity and continued to elaborate on themes that would otherwise irritate
people with continuous coverage on the TV. As will be discussed in later chapters, the role
and function of popular women’s magazines would take up new forms in America and
Western Europe in the 1970s and in Turkey in the 1990s.

In the 1960s the Barbie-doll-like-looking women were more than often on television,
hugely increasing the number of young people in trouble with eating disorders within just 38
months. At that time, in the late 1960s, results from the research of anthropologist and
psychiatrist Becker conducted with young women and men indicated that 74% of the
participants had complained about their physical appearance and thought they were fat and
ugly. It is also necessary to note that 62% of the participants immediately had gone on a
diet.*

As will be discussed in the following chapter, the 1960s was the time period when
there was a great change in the editorial staff, content and advertisement perception of gender
based women’s magazines, particularly Cosmopolitan. Correspondingly, not only did the
readers of the magazines change with respect to social status, but also there was a boom in
their circulations. These magazines were then highlighting the importance of physical
appearance that they considered to be a part of sexual freedom, the independent woman and
female identity, and they almost entirely diverged from domestic issues. | will touch upon this
issue once again in the following chapter.

One other indicator of the discursive and symbolic change of women’s physical
appearance in the 1960s is the Barbie doll, a popular doll, which was first marketed in the

West but then spread around the world and has kept its symbolic meaning until the present
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time. This toy, symbolizing the perfect female beauty and body, shows not only how gender
roles are constructed on the basis of symbols, but also the relationship between beauty and
market society. In this respect, it sets a perfect example for my thesis. Therefore, it will be
useful to elaborate a little more on this beauty-icon commodity.

The Barbie doll was launched first in the market in 1959. It quickly became the best-
selling doll and toy everywhere. Just as Jacqueline Urla and Alan C. Swedlund, who
conducted an anthropological study on Barbie, stated that the doll was thought to symbolize
hopes for prosperity, strict gender roles and domestic containment, which were all
characteristics of newly rising postwar consumer economy.* Marketed as the first teenage
fashion doll, Barbie was thought to symbolize hopes for prosperity, strict gender roles and
domestic containment which were all the characteristics of newly rising postwar consumer
economy. Therefore Barbie’s rise in popularity coincided with, and contributed to the postwar
teenage lifestyle.”* Urla and Swedlund argue that the way in which she prompts girls to
consume limitlessly with the achievement of femininity and the appearance of an
appropriately gendered body is what stars Barbie as an icon of the late capitalist constructions
of femininity.*

Owning and playing with Barbie dolls almost always requires the owner to buy Barbie
accessories as well, such as shoes, extra clothing, housing materials, and jewelry. Barbie
seems to have been created with a lust for shopping and consumption. This obviously creates
an identity for the doll but more importantly for the owner of the doll. It’s no doubt that a
realm for the Barbie doll was created to encourage the purchase of Barbie materials, which
contributed to constructing a certain way of presentation for the doll but once again

constructed the way in which the owner would be presented to the society. As a teenage girl
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played and spent time with a Barbie doll, she indulged in an act of following Barbie
advertisements, pictures or cartoons which clearly led the girl to get into contact with certain
beliefs and conducts of femininity, and learn how to become a successful and well-groomed
female.”

In this sense, Barbie clearly illustrates how gender was made into a “commodity”
itself, i.e, “something we can buy into... the same way we buy into a style.”®" As Susan Willis
states, toys like Barbie for girls and HeMan for boys construct a narrowed image of
masculinity and femininity, establishing a link with consumper activity.*® In this way, we can
argue that these toys contribute to construct a common but gendered identity among girls and
boys who own the toys.

In the seventies, as the women’s movement was more influential, the sexist and
gendered portrayal of women was criticized. Parents worried about the possible effects that
toys could have on their children, with no exception of Barbie. There was a dramatic decrease
in sales of the toy and Mattel, the producer, chose to add diversified careers and forms of
identity to the doll in an attempt to create a more up-to-date persona for Barbie. Throughout
years, Barbie was transformed into a ballerina, stewardess, athlete, designer, animal rights
volunteer and even a marine or astronaut.” Mattel argued that the dolls were transformed into
different positions or career holders in order to “reflect the activities and professions that
modern women are involved in.”'%

Even if the dolls are produced in different skin tones, ethnicity or costumes at certain

times, they look identical, bringing difference into a framework of unity and complying with
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the acknowledged standards of feminine body and beauty. It is also striking that the
acknowledged standards of female body size, beginning from the seventies in the world, are
now pushing women to become thinner and thinner. It is also noteworthy that these standards
are obviously repressive, applying a control mechanism on women and forcing them to
conform to the already set standards even if in unhealthy ways. In our gendered society,
Barbie has become an ideal that most women from different walks of life and age try to
achieve though this ideal is somewhat unfeasible. Despite the fact that body size, and molded
beauty and facial features of the doll have been “normalized,” in Foucauldian terms, they are
obviously excessively artificial and far beyond reality. Put it another way, the Barbie doll is

an idealized icon that constructs women’s bodies as hopelessly imperfect.'%*

Women get rid
of and are emancipated from the bodies they were originally born with, but meanwhile they
become exposed to and fall a prey to gendered techniques of cosmetics, surgeries, aerobics,
spas, etc. Women seem to be empowered while going through these processes in an attempt to
become and remain young and beautiful, yet their bodies become a kind of battleground for
identity and gender construction, definitely employed in the service of consumerism and
global markets as female bodies are taught to consume and be consumed in return.*2

From the 1980s, the part that popular women’s magazines and TV played in
proliferation of the idealized beauty definitions, body sizes and images into all walks of
society expanded. The point at which beauty and body discourses meet a vast industry
designates cultural practices based on the physical appearance of our age. As Iris M. Young
argues, in male-dominated, patriarchal, capitalist and media-oriented societies, female bodies
are objectified, i.e, valued as objects. No matter what the body actually tells us or proves us

with its fleshy structure, the media rave about perfect looking body parts through TV

channels, magazines, advertisements. They present ways or urge us to do exercises or use

101 Urla and Swedlund, “The Anthropometry of Barbie,” p. 305.

192 1hid, p. 305.
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cosmetics to look firm, sexy or beautiful, or tell what to wear or how to stand in order to
achieve this non-existent component, even though the addressees may never achieve that
idealized look.'%®

Beauty pageants are a good example in this respect. After the 1980s but especially in
the early 1990s in the world, beauty pageants were conveyed to hundred millions of people by
means of TV. These contests provided an important platform to spread the beauty criteria of
contemporary culture. With transnational contests held, they also interlaced local and
universal understanding of beauty.***

Before concluding | would like to add a few words on how a group of women who
have undergone plastic surgery define “beautiful” in our day. According to a field research
conducted by Inceoglu and Kar among women who recently had wanted to change their
appearance or had had plastic surgery, beauty has been defined as such by the participants.
Above all, beauty was related to the physical appearance for the participants: Proportional
body size; big, colorful and bright eyes; full lips; long legs (almost every participant agrees);
shining, flat white teeth; slim, thin body with thin bones; beautiful, long hair; bright, lucid

skin (white); tall; circular and lifted buttocks; and a wasp waist.**

The key words that that are
indicative of the participants’ beauty perception are the same as familiar slogans in visual
media and advertisements: Well-groomed, ‘“24-hour care as if going on a stage at any time,”
fit, smiling eyes, charismatic, cool, not a loser type, attractive, smiling face, self-confident,

self-assured, noble, sex appeal, fashionable.’® It is no doubt that these definitions were given

having been inspired by the beauty icons of our times. The same participants listed the names

193 Iris M. Young, “Breasted Experience,” in The Politics of Women’s Bodies: Sexuality, Appearence and
Behaviour, edited by Rose Weitz (Oxford: Oxford University Press, 1998), p. 126-127.

194 On beauty contests, see Colleen Ballerino Cohen, Richard Wilk, and Beverly Stoeltje, eds., Beauty Queens on
the Global Stage: Gender, Contests, and Power (London: Routledge, 1996).

1% inceoglu and Kar, Kadin ve Bedeni, p. 80.

1% 1bid, p. 80-81.
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identified with their definitions this way: Monica Belucci, Charlize Theron, Angelina Jolie,
Catherine Deneuve, and so on.

As a conclusion, there is no need to write a great deal in order to prove the influence of
media on beauty definitions and discourses. However, what needs to be highlighted is that
women have been interested obsessively in and concerned about their physical appearance
more than ever especially for the last 30 years. There is yet another equally important fact that
the female body is the most important object that becomes prominent in discourses on women
in a consumption society and in the media age. A wide range of studies mentioned above
reveal that women go through a depressing experience with their bodies under the gaze of
others. They have to take great pains for this purpose, but in the end most women come to
realize that they will never be able to have idealized body sizes and face features.
Nevertheless, diets, plastic surgery, eating disorders, various cosmetic products and many
others have become a routine part of daily life for the last 20 years.

In this chapter, | tried to present a conceptual framework related to discourses and
practices about beauty and female body in contemporary society. | have emphasized that
beauty is not independent of gender relations in a given society, underlining the fact that
beauty norms are not eternal, and are constructed in the existing gendered cultural
environment. Additionally, | argued that women who try to turn their physical appearance into
a part of their social identity under the gaze of others are surrounded by a beauty ideology.
Put it this way, beauty norms and standards function as a social control mechanism for
women. Focusing on the most prominent magazines issued in the 1990s in the forthcoming
chapter, I intend to present the vital role that popular women’s magazines played in setting the

beauty ideals and norms discussed here and infusing them into women almost as an ideology.

46



CHAPTER 3

OVERVIEW OF TURKEY IN THE 1990S: NEO-LIBERALISM, THE DEVELOPMENT
OF CONSUMER SOCIETY, THE NEW MIDDLE CLASSES, AND THE POPULAR
MEDIA

This thesis examines a certain form of media, i.e, popular women’s magazines published in
the 1990s. Just like any other media form, women’s magazines emerge in a specific
economic, social and cultural context. It is only possible under particular conditions for these
magazines to circulate, gain acceptance and establish a place in the market. As these
magazines carry a commercial attribute, there must be economic dynamics, above all, that
will allow the emergence of a new market or launch of new products into the already existing
market. It is not rational for any producer to produce a magazine, i.e, a commodity, which is
not demanded. Publishers choose to launch a magazine that they believe will be consumed in
some way. The risk of failure is always there, but if they can gain profit or achieve their goals,
it will mean that they have received an economically logical result. If two of the magazines
studied here, Cosmopolitan and Marie Claire, and a few others that have similar content
could survive so far, we can argue that publishing companies have attained their goals in
some way. Then what was the economic, social and cultural background that helped these
magazines, though not profitable, to survive in the market? Why not in a different time
period, but in the late 1980s and 1990s did they emerge and become widespread? Why did
women show an interest in these magazines? Is there a connection between women’s social
composition and economic activities, change in their cultural interests, and magazine’s
publication policy and expansion? As these magazines became widespread in all parts of the

world other than England and the USA in the 1990s, can we talk about a global context? In
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this chapter, | am trying to answer these questions. In a nutshell, I aim to form a solid context
for the existence and expansion of these magazines. Hence, | will discuss the social and
economic transformation obviously experienced in Turkey and describe the background of
specific cultural forms in general terms. While doing so, | will concentrate more on points that
relate to women and the content of the magazines. Throughout this chapter, I will base my
analysis on a certain number of secondary sources except for statistical resources and
reference to the magazines.

Turkey witnessed a great social, economic and cultural transformation in the 1990s.
The country underwent many new things that they never saw before. If we put the Single
Party period to one side, the word “new” was perhaps used the most in this period. Many
products, facts, institutions that have become ordinary parts of our lives now were
developments that symbolized a big revolution at the time. In this period, Turkey began to be
familiar with the free market, free currency, privatizations, perpetual loans taken from the
IMF and the WB, shopping only with dollars, private TV and radio channels, private
universities, brand new “life style magazines,” tabloid journalism, big shopping malls, fresh
new global brands, the advertising sector, new forms of consumption, world cuisine, new
distinguished spaces, and many other things. All these followed by others, became a
permanent element of Turkish economy, society and culture. However, | should note that as
this transformation simultaneously emerged all around the world, it was not a unique and

authentic case of Turkey.

Demographical Change

Above all, there was absolutely a change in the demographic structure. The rate of population

increase in the early 1990s, especially in the period from 1990 to 1994, was higher than the
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following years. On average, it was above sixteen-thousandth.'®” However, the rate came
down late because of population planning and because middle class families consciously
began to have fewer children than previous generations. But what is more important here is
that as Turkey’s population regularly increased in those years, its city population exceeded its
rural population. For the first time, it reached 51.32 percent in 1990.'% And it meant that
Turkey’s cities and city population expanded more than ever before. The number of provinces
and towns along with population density in cities went up.*® Naturally, this demographic
change brought along a process of urbanization that had already started in the 1950s and
continued in the 1960s.

The ratio of young population in the total population of Turkey was above that of
previous periods.**® Average life expectancy of men and women regularly increased. An
indicator, which is important for our topic, is the stable and fast rise in the literacy rate of
women and men. Especially with the advent of the 1990s, the number of literate people
rapidly increased in the total population.™* While the ratio of the literate was 67.48% in 1980,

it was 87.32% in 2000.1*2

Y7 Tirkiye istatistik Kurumu (TUIK), Niifus ve Kalkinma Géstergeleri, Available online at

http://nkg.tuik.gov.tr/form.asp?id=1. See also, Tiirkiye Istatistik Kurumu (TUIK), Istatistiki Géstergeler, 1923-
2008 (Ankara: Tiirkiye Istatistik Kurumu, 2009), p. 5 and 8.

198 TUIK, Niifus ve Kalkinma Géstergeleri.

19 TUIK, Istatistiki Géostergeler, 1923-2008, p. 8.
10 1bid. p. 13.

1 1bid. pp. 17-20.

12 1bid. p. 21.
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Women in Demographical Figures

The transformation in demographic structure did not mean a quantitative increase in the
population of women. The female population was obviously subject to a change qualitatively
as well. Just as other segments of the population, the population of women residing in cities
increased. The ratio of unmarried women above the age of 15 in the total population began to
increase regularly from 1975 and reached 23.8% in 2000.'*® It means that the number and
ratio of single women in the total population increased; in other words, the marriage rate
decreased. The crude divorce rate was in eclipse from 1996 to 2000.** Considering this
figures, we can argue that women were able to behave more independently in their choice of
partners. The divorce rate was high when compared to pre-1980, but lower than 2000. The
average marriage age went up for women and men but could only stay around 22-23.1*°

One more important indicator was that the number of women who benefitted from
educational opportunities increased. While women'’s literacy rose, the ratio of women who
received higher education also increased. In 2000, 80.64% of women were literate. Between
the years 1990 — 2000, the rise of women’s literacy was higher than that of men.**® This
means that women who had educational opportunities increased in those years. Women began
to receive education and get specialized in fields identified with men such administration,

marketing, law, politics, international relations. As a direct consequence of this, women began

to be much more active and visible in business life when compared to past.*” The number of

3 1bid. p. 17.
1 1bid. p. 32.
15 |bid. p. 35.
1% 1bid. p. 21.

117 See for more, The World Bank (WB), Turkey: Women in Development. (Washington, D.C., The World Bank,
1993); T.C. Bagbakanlik Kadimin Statiisii ve Sorunlart Genel Mudiirliigli, Cumhuriyetimizin 75. yilinda

Tiirkiye'de Kadinin Durumu (Ankara : T.C. Bagbakanlik Kadinin Statiisii ve Sorunlar1 Genel Miidiirliigii, 1998);

50



women who were employed in agriculture like men decreased as from the 1950s. Thus the
ratio of working women in the total population seemed to be declining because women who
immigrated to the cities either worked in the informal sector or became housewives. In
addition, the increase in women receiving education, and women who were above 15 and still
studied must have been effective. However, women’s employment in other sectors went up.**®
What is more significant is that the ratio of women employed in financial institution,
insurance, transportation, manufacturing, social and personal services sector dramatically
rose. The increase rate was higher than that of men.™® The number of households with

women as the head of the family also increased.*?

After all, it meant the expansion of the
population of middle class women population. In other words, there emerged a mass of
women who were educated, had occupations and careers, resided in cities, could speak many
languages, imbibed in global values, refused to marry at an early age and consumed more.
This also meant that the social visibility of women, and their effectiveness in business life and
public sphere increased, and the reader groups of the magazines studied here were grounded
in such a social basis. The rise of young and educated women who were employed, wanted to

build careers and move up the social ladder signified a social and cultural change and the

emergence of discourses accordingly.

The Economy of the 1990s: Neo-Liberalism in Turkey in Brief

Turkey liberated its economy and financial policies in the 1980s in a similar way to the

radical break emerging previously at the end of the Single-Party period after the Second

and T.C. Basbakanlhk Kadmnin Statiisii ve Sorunlar1 Genel Miidiirliigii, Calismaya Hazir Isgiicii Olarak Kentli
Kadin ve Degisimi (Ankara : T.C. Bagbakanlik Kadinin Statiisii ve Sorunlart Genel Miidiirliigi, 1999).
118 TUIK, Istatistiki Gostergeler, 1923-2008, p. 24-25.

19 1bid, p. 25.

2 TUIK, Mifus ve Kallkinma Gostergeleri.
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World War and economic liberalization experienced in the DP period. The 1980s is a time
known as neo-liberalization period in Turkey, just like in many parts of the world. Within the
Turkish context, neo-liberalization referred to a liberal foreign trade regime, an increase in
imports, the devaluation of the local currency, inflationist policies, the privatization of state-
controlled entities gradually, foreign borrowing, minimum intervention in domestic market
and the suppression of wages.*

The first steps of economic liberalization were taken on January 24, 1980 with the
enforcement of the economic plan, also known as the “January 24 Decisions,” by Turgut
Ozal, Prime Ministry Undersecretary at the time. Ozal, who had worked as the state minister
in charge of the economy during the military regime and then was Prime Minister until 1989,
is known as the architect of neo-liberal politics in Turkey. The “Ozal years” were a time when
Turkish economy opened to foreign countries and became internationalized. The national
development policy was left aside, and international institutions began to be more effective in
the Turkish economy. During this process, limitations on interest rates were removed in 1981,
exchange selling and purchasing was liberalized in 1984, and foreign exchange controls were
completely removed in 1989 and domestic capital movement was liberalized. Thus financial
markets in Turkey became open to global competition. This period also referred to the
abandonment of the growth model based on import substitution and the adaptation of an
economic model centered on importing under open economy conditions.*??

At the end of this process, the national economy became more foreign dependent, the
real production structure was pushed to fluctuate, and rent-seeking behavior was fed, thus

leading to an unbalance in income distribution in favor of the upper classes. For that reason,

121 For a detailed analysis of neo-liberal economic policies in Turkey, see Ering Yeldan, Kiiresellesme Siirecinde
Tiirkiye Ekonomisi: Boliisiim, Birikim, Biiyiime (Istanbul: Iletisim, 2002), pp. 54-62; and Korkut Boratav,
Tiirkiye Iktisat Tarihi, 1908-2002 (Ankara: imge Kitabevi, 2005), pp. 145-169.

122 For a brief summary, Sevket Pamuk, “Economic Change in Twentieth-Century Turkey: Is the Glass More
than Half Full?” in Turkey in the Modern World, edited by Resat Kasaba, The Cambridge History of Turkey 4
(Cambridge: Cambridge University Press, 2008), pp. 286-289.
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the Ozal years also are known as the time when “the rich became richer.” The incomes of
businessmen, industrialists, administrators and technocrats increased. Big companies
expanded and monopolization increased. The two sides of liberalism in Turkey was formed,
on the one hand, by the dramatically rising wealth of a narrower population segment of elites
who could benefit from health and educational services and who lived in new buildings, and
took advantage of the economic policies of the time, and on the other hand, by the masses
who directly limited themselves to interest payments of domestic debts, and were far from
getting a sufficient share from a capital budget.?

Leaving aside the technical details, Turkish society went through a great economy-
oriented social transformation. The adaptation of a more liberalized trade regime
revolutionized both production and consumption forms. In this period, the term “market” was
at the heart of all economic and political discussions. The economy was at the center of daily

99 ¢¢

life in every way. Likewise, words like “holding,” “company,” “stock exchange,” “foreign

2 ¢

exchange market,” “dollar,” “mark,” “inflation,” and “personal investment” became a part of
daily life. “Class” (klas), “elite” (se¢kin) and “privilege” (ayricalik) implied an affirmation in
any case. As Meltem Ahiska and Zafer Yenal point out, this new age was a time of personal
pursuits and individualism. Life rapidly became more commercial, and consumption was the
main target, and opportunism, the desire to become successful and rich in the quickest way by
watching for an opportunity, was no longer a thing to be condemned.*®* In such a time period,
there is a close relation between the existence of popular women’s magazine and the

commercialization of the female body, the improvement of cosmetics and fashion industries

and the representation of global lifestyles as ideal models.

12 yeldan, Kiiresellesme Siirecinde Tiirkiye Ekonomisi, pp. 155-157.

124 Meltem Ahiska and Zafer Yenal, Aradigimiz Kisive su An Ulasilamiyor: Tiirkiye'de Hayat Tarzi Temsilleri,
1980-2005 (Istanbul: Osmanli Bankasi Arsiv ve Arastirma Merkezi, 2006), p. 56.
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The Development of Consumer Society

The new economic order experienced in Turkey after 1980 pushed up the income level of the
middle and upper classes and thus the middle class began to expand.'?® With the introduction
of a new liberal import regime, products that had been found rarely before and had been
considered luxury consumption began to be brought into Turkey. Markets in Turkey were full
of imported products more than ever before. For instance, the sale of foreign cigarettes and
alcoholic beverages, which had been banned from entering the country due to TEKEL
(Turkish Monopoly) in the markets, imported cars, the introduction of the newest European
and American brands into shopping places, the emergence of exchange offices, the use of
dollars and marks in the real estate market in the big cities were the most striking symbols of
the transformation.

Turkey became acquainted with the term “consumer society” in this period. It is no
doubt that the history of consumer society is parallel to the history of capitalism. The
consumption of goods and services apart from vital needs, though limited to the privileged
classes only, is even older than capitalism itself. Here the main difference is that production
variety goes up and consumption becomes a social activity all by itself.*?® What has changed
in neoliberal times is that all segments in society shape their lives according to consumption

values as a result of media, advertising and marketing techniques.

125 What I mean by “middle class” is not civil servants and bureaucrats but company managers, consultants,
engineers, stock market experts, etc. The growth of private sector, the expansion of free market, enlargement of
the media and advertising and new production organizations paved the way for the emergence of a new “white
collared” population in Turkey just as in the world that were not “rich by birth,” but were the children of middle
class families and had good education. Administrators closer to the upper classes, who are now called CEOs,
have become the new elites of Turkey.

126 See Don Slater, Consumer Culture and Modernity (Cambridge: Polity Press, 1997); Jean Baudrilliard, The
Consumer Society: Myths and Structures (London: Sage Publications, 1998); Lury, Consumer Culture.
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Canan Barlas, who followed the change experienced in Turkey in the late 1980s and
supported this change, applauded the rise of a consumer society in Turkey in two separate
articles:

Today ANAP establishes the motto go-getter rather than a defense of an
ideology. It is a matter of bringing service instead of an ideology. To an extent,
it attaches importance to personal values, and presents consumer society. It
brings forth people who differentiate by consuming. One day the coffeehouses
in Istanbul will be like the ones in Paris... People from Istanbul will be like
those from Paris and enjoy being people from different worlds.**’

We are on the verge of a night without return... While Turkey is checking over
secularism on the one hand... it displays characteristics of becoming a
‘consumer society’ on the other. Bayram breaks turns into summer holidays of
the masses and trillions are spent for that purpose... A country that has not
completely set its infrastructure but moves heaven and earth to become a
consumer society.'?®

One should not think that the expression “moving heaven and earth” has a negative
connotation. Authors like Barlas interpreted Turkey’s efforts as moving towards a more elite
world. From the standpoint of the elites for whom they took over as sort of spokes people,
they welcomed Turkey’s integration with neo-liberalism.
Similarly, Giineri Civaoglu described the relationship between the transformation in
Turkey in the 1990s and the media by way of the following example:
It was prior to 1980. The editor of the New York Times’s supplement, which
was called cash cow because it brought in the highest advertisement income,
was in Istanbul for holiday. We were sipping a glass of raki on the balcony of
Hotel Sheraton and chatting away while watching Istanbul.
The man asked for a cigarette. He smoked Marlboro. We could not find it.

After meal, he was said to have asked for coffee, and it could not be provided
either... There were no cigarettes, light bulbs or oil at that time. He told me ‘I

127 Canan Barlas, “Paris Kahveleri ve Bireysellik,” Giines, 15 Temmuz 1987, quoted in Bali, Tarz-: Hayat tan
Life Style’a, p. 32. “Bugiin ANAP bir ideolojinin savunmasi yerine ‘isbitiricilik’ sloganint yerlestiriyor. Burada
bir ideoloji yerine hizmet gotiirme meselesi ortaya ¢ikiyor... Bir élgiide bireysel degerlere onem veriyor. Tiiketim
toplumunu sunuyor. Tiiketerek farklilasan insanlar: giindeme getiriyor. Giiniin birinde Istanbul’daki kahveler
Paris teki gibi olacak... Istanbullular Parisliler gibi olacak ve farkl diinyalarin insani olmanin tadina varacak.”

128 Canan Barlas, “Déniilmez Aksamin Ufkundayiz,” Milliyet, 15 Eyliil 1990, quoted in Bali, Tarz-1 Hayat tan
Life Style’a, p. 32-33. “Déniilmez aksamin ufkundayiz... Tiirkiye bir yandan laikligi gozden gegirirken... bir
yandan da ‘tiiketim toplumu’ olma ozellikleri gétseriyor. Bayram tatili kitlelerin yaz tatili bicimine doniigiiyor ve
trilyonlar bu ugurda harcaniyor... Altyapisi tamamlanmamis bir iilke ama tiiketim toplumu olmak igin
cirpiniyor.”
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understand your economy. No currency but the underground sector has not

been improved either. In a metropolitan city, at such a hotel, even if you do not

officially offer coffee, or cigarettes, you should do it under-the-counter. You

have so few restaurants, bars, and the entertainment sector is not developed as

well.” ‘Tabloid journalism does not work under such conditions. Your paper

sales also would be low,” he commented... Over the years we have come to

own them all...'®
Actually, Civaoglu was writing about the “backwardness” of the 80s instead of the media.
However, it is remarkable that the guest editor started with the lack of certain products and led
up to tabloid journalism and the ineffectiveness of the media. The fact that Turkey began to
have foreign cigarettes, coffee, luxurious restaurants and tabloid journalism all at once in the
1990s indicates a close relationship between them. One should always remember that
newspapers that offered dinner sets and other enticements to encourage privatization and
imported products only, the placement of “end cover girl” on the back pages and entrance of
magazine news everywhere are all fruits of the same period.

What, how and where individuals consume is definitely a social activity and its social
attribution changes from time to time. Since consumption habits and forms can be learned,
changed and oriented, trends, fashion and advertisement have a significant place in capitalist
societies. Advertising income sets the main source for every type of media form that has a
commercial purpose, but consumption is not shaped only through advertisements. The media
does more than that, and in this sense, the media of the 1990s represents a turning point for
Turkey.

Especially in contemporary societies, life styles cannot be dissociated from

consumption. Certain forms of life styles are symbolized by the subjects and activities

129 sabah, 6 January 1993, Bali, Tarzi Hayat tan Lifestyle’a, p. 58. “1980 éncesiydi. New York Times mn en ¢ok
ilan geliri sagladigi icin ‘nakit inegi’ (cash caw) denilen ekinin editorii tatil icin Istanbul’daydi. Sheraton
Oteli ‘nin balkononda birer kadeh raki yudumluyor, Istanbul’'u seyrederek lafliyorduk.

Adam sigara istedi. Marlboro i¢iyordu. Bulamadik. Yemekten sonra kahve istemis, o da yokmus... O zaman ne
sigara ne ampul ne de benzin var. Bana ‘Ekonominizi anlyyorum. Doviz yok, ama yeralti sektoriiniiz de
gelismemis. Bir metropolde, boyle bir otelde, kahve, sigara resmen yoksa bile tezgah altinda bulunamalidir.
Restoranlariniz, barlariniz az, eglence sektoriiniiz de gelismemis’ demisti. ‘Bdyle bir ortamda magazin
gazeteceligi de olmaz. Gazete satislariniz da az olur’ gibi yorumlar yapmisti... Yillar iginde iste hepsine sahip

olduk...”
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consumed. One of the differences that characterize the media of the 1980s in Turkey and the
world is that they established close relationships with the market and oriented towards “life
style” publishing. Not only the popular women’s magazines studied in this thesis, but all
commercial media forms mediated to shape contemporary culture and disseminate
consumption ideals. The media, offering lifestyles and facilitating their diffusion
consequently functions as a carrier of specific symbols, values, products and brands. For that
reason, it is necessary to consider both the newly emerging life style publishing and the
transformation of traditional media in Turkey of the 1980s and 1990s within the context of
neoliberal capitalism requirements and strategies. In this respect, the change that occurred in
the Turkish media in the 1990s is inevitably related to Turkey’s experience of neoliberal
transformation.

In conclusion, existing by way of consuming and shopping became a social
phenomenon in Turkey in the 1980s and 1990s. Imported products secured a place in shop
windows with the enforcement of free market economy. New places and new shopping
centers where everything could be consumed at the same time emerged. They were all
indicators of not only an economic, but a cultural change as well. Using these new places was
a cultural indicator for the new middle classes. The new shopping malls became symbols of
complying with Western life and global trends. As Ahiska and Yenal state, desires and ideals
were indexed to consumption more. Life was consumption and consumption meant

existence.

130 Atiska and Yenal, Tiirkive'de Hayat Tarzi Temsilleri, 1980-2005, p. 82 and 84.
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The New Urban Young Middle Classes

“The Ozal years,” also implied the emergence of a new type of middle class in Turkey.
However, what described the new middle class as new was their culture rather than class
constitution, political choices or geographical distribution.™*" It is possible to define this new
young middle class as those cheerful, cynical, white-collared staff employed in the middle-
high level administrative positions of multinational companies in financing, banking,
insurance, and stock exchange markets who come from middle class families. They mostly
studied management, economics or engineering departments at the distinguished schools of
Turkey, and most probably received MBA degrees abroad or in Turkey. They can speak
foreign languages, follow global trends, and continuously wish to climb the social ladder.
Though the segments of this class that were employed at lower positions later noticed,
especially at the time of economic crises, that they were a sort of white collared workers, they
were envied by the new generation in the 1980s and mid-1990s. Management, economics and
engineering were the most popular departments at universities. Those who studied in these
departments believed that they had secured the ability to move up the social ladder.

The media of the 1990s in Turkey particularly created a number of typologies, ideal
characters and profiles, and thus produced various cultural identities. These were definitely a
reflection of specific global, but rather of an American based, movements and discourses.
Yuppie, urban, hick, contemporary woman, contemporary man, new woman, lowbrow man,
and metro-sexual man were only a few of them. “Yuppie” was one other word that settled in

the cultural atmosphere of Turkey in the 1980s. This word was coined in the US with the first

B! please take a look at these studies that have acquired an important place in literature with respect to
conceptualisation of “new middle classes” or “new elites” and social and cultural profile of this class: Ali
Simgek, Yeni Orta Simif (Istanbul: Leyla ile Mecnun Yayincilik, 2005); Can Kozanoglu, Yeni Sehir Notlar
(Istanbul: fletisim Yaynlari, 2001); Hayri Kozanoglu, Yuppiler, Prensler ve Bizim Kusak (Istanbul: Iletisim
Yayinlari, 1993); Ahiska and Yenal, Tiirkiye'de Hayat Tarzi Temsilleri; and, Bali, Tarz-1 Hayat 'tan Life Style’a.
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letter of the words “young, urban, professional.”**? Yuppie referred to a new middle class that
worked in the administrative positions of private companies, were keen on consuming, and
were in search of global trends. This term quickly became established in the daily language in
many countries in addition to Turkey. Such terms solidly indicate the rapid dissemination of
global cultural values.

The fact that R. N. Bali interprets as “desire to be elite” is the ideal and effort of a
young mass that come from educated middle class families. Bali underlines that the press had
played an active role in that. Going beyond the function of breaking the news, the press
informed readers of how and where to consume from the end of the 1980s, and thus kept the
desire for a more privileged life fresh.’®® The main objectives of this young group were to
spend more, get possession of things that very few people could afford, consume more,
emphasize their difference, and visit the best places.

In this sense, the consumption patterns adopted were one of the most important
characteristics that made the new middle classes familiar. As mentioned above, consumption
had not been an activity carried out by a person to meet needs in the 1980s and 1990s but had
become a symbol and an indicator of cultural capital. While it was always like that for upper
classes, consumption became a unit of class belonging to the middle classes as well in the
1990s. Owning specific brand products, dressing up in the latest fashions, following the trends
and creating a style set the content of consumption. As Ahiska and Yenal mention, what was
more striking was that upper class life styles, tastes, values and ideals became hegemonic in

society in general.™** The media, especially the private TV channels and gender-based

32 Ahiska and Yenal, Tiirkive'de Hayat Tarzi Temsilleri, p. 60. For the most notable study regarding Yuppies,
see Kozanoglu, Yuppiler, Prensler ve Bizim Kugak. For a short description of Yuppies and a comparison with
their successor, the new privileged class, bobos (Bourgeois Bohemian, or Bourgeois Boheme in French), see
Kiibra Parmaksizoglu, Bobos in Turkey: Manifestations of the Bourgeois Bohemian Lifestyle in Istanbul (MA
thesis, Bogazi¢i University, 2009), pp. 47-54.
33 Bali, Tarzi Hayat 'tan Lifestyle’a, p. 57-58.

134 Ahiska and Yenal, Tiirkiye'de Hayat Tarzi Temsilleri, p. 65.
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magazines that emerged in the 1990s, played significant roles in the fact that all segments of

society had their eyes on specific styles and ideals.

Discovery of the Concept of “Life Style.” Fashion, and Popular Media

“Life style” was one of the key words that entered into the vocabulary of the 1980s. In the
1990s, there was a frequent emphasis on a new age. “New” or “new age” was mostly used
when economy and culture were in question. It appeared that people believed the most
significant novelty was the one in lifestyles. The modeling of life styles was a product of this
period. Life styles constructed across the world could be taken to localities, turned into a
fashion or sold in this period because culture and market had already been integrated.*®
Clothes, cosmetics, food and beverages, spending spare time and entertainment venues,
weekly and monthly magazines, and holiday preferences all referred to a life style. Consumed
goods, body and outer appearance were defined in specific social and personal virtues.

As Ahiska and Yenal point out, we live in an age when everyone is continuously after
novelties. New concepts, new words, new values, new ideals and new trends are on the rise.'*
In the meantime fashion forms one of the most “innovative” areas. New concepts, products
and brands unceasingly are produced in the fashion world. If life style was one of the key
words of the 1990s, then the best way to indicate life style was to dress up and act in
conformity with fashion. Clothes were presented in the market and consumed as indicators
symbolizing existence. Commodities were personified and referred to a belonging through
brands. Young women and men who wanted to make certain cultural practices and thus

identify themselves with cultural identities prompted by the media and market, in other words,

135 1hid.

13 |bid. p. 370.
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who want to join the “contemporary culture community,” *” became addicted to following
fashion and brands. This process, completely in conformity with global capitalist strategies,
was principally directed by the “life style media.” For that reason, the place allocated by the
magazines to fashion totally was associated with the global cultural logic of the 1990s. As
femininity and female subjectivities are constructed on the basis of fashion, it is necessary to
mention separately the influences of the magazines on women. Turkey did not become
familiar with fashion and fashion magazines in the 1990s, but it was exactly from this time
forward that they became most influential.

Life styles principally are pumped or transformed by means of the new popular media
in Turkey and on a global level. Above all, the removal of the state monopoly on TV
broadcasting in the early 1990s paved the way for a new market. Cultural trends, discourses
on the body, and ideal types reached every segment of society thanks to the media. The
owners and managers of private TV channels, founded to gain profit, took global practices as
an example and developed various policies and strategies in order to further keep the audience
attached to the TV. More sensational, interesting and absorbing programs were given priority.
For that purpose, life stories, personal lives, life styles and the feelings of celebrities, in the
first place, and then of ordinary people became almost like a public issue. Making an
appearance on TV was regarded as a privilege. Therefore “seeing”, “showing” and
“appearing” tremendously changed content of contemporary culture.*® It is necessary to
analyze the media forms in the 1990s and existence and publication policies of the magazines

examined in this thesis within the context of this boom in vision.

137 Zygmunt Bauman conceptualizes the individuals® wish and insistence to define themselves with a community
in contemporary culture as neo-tribalism, see, Modernity and Ambivalence (Ithaca: Cornell University Press,
1991), quoted in Ahiska and Yenal, Tiirkiye'de Hayat Tarzi Temsilleri, p. 244.

138 Two important works on seeing and showing are pioneering for contemporary cultural studies: Guy Debord,
The Society of Spectacle, trans. Donald Nicholson-Smith (New York: Zone Books, 1995); and John Berger,
Ways of Seeing (London: Penguin Books, 1972).
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Similarly, in parallel with the enormous growth of the media and its proliferation into
every part of life, ordinary people began to be informed of almost everything about celebrities
ranging from income to marital status, tastes in holidays, and personal choices to political
opinions. The fact that they were all in the public eye principally pushed ordinary people to
imitate their lives. Choices that seemed to be personal indeed such as dressing style,
accessories, cosmetic products and places they visited began to be perceived as a sign for a
specific ideal. When it becomes a desire for everyone to attain this ideal, cultural values
rapidly change. It is undoubtedly valid for womanhood ideals. The media in the 1990s set the
most important platform for re-discovering and establishing femininity.

The popular women’s magazines examined in this thesis emerged and gained
recognition of readers in such an economic, social and cultural context. During such a
transformation period, these women’s magazines, which had a specific discourse on female
beauty, body and sexuality, functioned as carriers of American and European-based global
values, sent out feminist or post-feminist messages based on individualization, liberation, self-
confidence and career, and attempted to construct the “ideal woman” of the 1990s, largely

occupied a permanent place in Turkey’s market.
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CHAPTER 4

CREATING “IDEAL BODIES”: DISCOURSES ON FEMALE BEAUTY, THE BODY
AND SEXUALITY IN POPULAR WOMEN’S MAGAZINES

The objective of this chapter is to analyze the discourses on female beauty, body and sexuality
produced in the 1990s by the popular women’s magazines under scrutiny in this study.
Primarily, I discuss the part played by these magazines in construction and dissemination of
the meanings and values attributed to female beauty. | question the anxiety aroused in women
about their physical appearance by these magazines that give beauty and body care tips and
recipes to readers, i.e women in vast majority. | highlight that the magazines produce a
paradox in the sense that they advise women to liberate and re-discover their selves, on the
one hand, and impose on them beauty norms that are externally determined. In sections
related to the body, depending on textual analysis from the magazines, | draw attention as to
how the body is perceived as an enemy and regarded as an “object” to be disciplined in
contemporary culture when it is not in a desired and ideal form. In the sections dedicated to
sexuality, I take an interest in the “sexual liberty” discourse of the magazines and what kind
of a sexual subjectivity they intended to construct. These three points give us the opportunity
to discuss representations of the body, sexual function of which is underscored in
contemporary culture. Before moving on to analysis, | prefer to give general background
information about the magazines.

When we make a theme-based categorization in the content of the magazines,

Cosmopolitan and Marie Claire, the mostly covered ones, are beauty and sex, body care,
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fashion, women-men relationships.**® Other topics may vary, but these are primarily advice,
tips, “styles” or alternatives for travels, city life, entertainment, cinema, music, food culture
and so on. In general, there is a monthly or bimonthly coverage of feature articles, research or
interviews related to the social, economic, and psychological problems of women. Though
rarely, topics like the women’s movement, women’s role in politics, and feminism also are
treated. Almost in each monthly issue, Cosmopolitan allocates space to columns such as
Cosmo Form, Cosmo Health, Cosmo Beauty, Cosmo Music, Cosmo Travel, and Cosmo
Book. In these columns, we observe tips, advice, formulas or recipes which were outstanding
characteristics of popular women’s magazines especially after the 1980s, and of course
product promotions from related areas but mainly related to beauty and body care. Since its
inception in Turkey, Marie Claire has been printing unchanging columns dedicated to topics
like “New Beauty” or “New Fashion” in order to serve a similar purpose.

When we consider the page number, the advertisements between the sections take up
the most space. Predictably cosmetics, clothing, jewelry and accessories, and though rarely,
household appliances are featured. The language, symbols and content of advertisements, no
doubt, make up a research subject all by itself. A considerable part of gender studies have
been focused on how gender identities are constructed or represented in advertisements.**° In
this study, | am not separately scrutinizing the advertisements in the magazines but I am
particularly interested in the “total/combined” texts that emerge as texts regarding beauty,
body and sex most often are connected directly by the magazine administration to the

products presented in the advertisements.

39 For instance, in Cosmopolitan issue March 1996, some headings can give an idea to the readers of topic
distribution: Kadin Olmak Giizeldir; Cosmo Seks Arastirmasi Sonuglari;, Tiirkiye’de Cosmo Kizlart ve Seks;
Kiyasiya Rekabet (about competition among women); Bu Gece Onu Bastan Cikarin, Gardrobunuz da Iigi Ister,
Cosmo Kariyer; Cosmo Giizellik (Dudaklariniz Sizi Ele Veriyor!); Cosmo Stil (about hair styles); Yildizlarin
Giizellik Sirlar; Bir Asi Giizel; Cindy Crawford (interview). These sections occupy three fourths of the
magazine.

140 5ee, for example, Winship, Inside Women’s Magazines.
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In addition to common points, there are certain differences between these two glossies.
For instance, Marie Claire allocates a certain amount of space to cultural and social issues
along with beauty, love and sex. It is possible to find in each issue a section concentrated on
issues like topics like war and women, environmental problems, the women’s movement,
current political problems, alcoholism, urban planning and urbanization, the problems of
university education, and political ideologies. The magazine can offer you a chance to read
interviews with academic scholars such as Ayse Oncii, Unsal Oskay, Ilhan Tekeli, or though
very rarely, feminists’ articles. Marie Claire does not give as much space as Cosmopolitan to
sexuality, and any part of an article related to sexuality is distinctly different from that of
Cosmo in terms of content and language style. For instance, it is not possible to find in Marie
Claire a piece on sexual fantasies or how women should please a man. It is not so easy to read
a single issue of Cosmopolitan that does not deal with sex but it is common that Marie Claire
does not treat sex or sexuality for several months. However, it is still likely that there is an
article about things much as the secrets of being sexy, orgasm, or male sexuality. Marie Claire
places more emphasis on beauty tips and formulas, and thus beauty, cosmetics and fashion
sometimes make up the greater part of the magazine. More than half of these pages are
naturally left to special advertisements or collection promotions.

The sales rates of the magazines are highly different from those of the sister editions
published in Europe and America. The average circulation of Cosmopolitan in 1995 was
24,371 while it was 8,747 for Marie Claire. Cosmopolitan sold nearly 420,000 in Britain
almost around the same date.** In its own category, Cosmopolitan was the most widely read
magazine along with Elele in Turkey. Circulations of the magazines reflect almost the same

figures in our time. According to 2006 figures, Cosmopolitan is still one of the 10 most

11 K irca-Schroeder, Popiiler Feminizm, pp. 283-286.
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widely read magazines. Among them, Elle is also relevant to our discussion.*** However, we
can assume that reader profile can vary as these magazines are put to display for clients to
pass time in coiffeurs, beauty centers, tailor shops, boutiques, dental clinics or doctor’s
offices.

As for the reader profile, according to the statics given by Cosmopolitan, 50.7% of
Cosmopolitan Turkey readers are in the 18-24 age range, and 29.6% are in the 25-29 age
range. While 53.5% are employed women, students make up 35.2% of the readers are student.
Again, according to the same results, 69.4% of the readers are unmarried women/spinsters
while 76.4% are single at the time.*** When the content and discourses of the magazine are
taken into account, it is obvious that the target audience is young and young-middle aged, city
dwelling, educated, middle class women. When we take into account that there is a vast mass
of readers who do not buy the magazines but chance upon them in several places, we can
argue that the reader profile can vary.

Two of the magazines | analyze in the thesis, Cosmopolitan and Marie Claire, were
and are published with the identical name in various countries in Europe, America and Asia as
franchises of the USA and France-centered media monopolies. Some of the articles in the
magazines were included in all country editions in the same month while some were
dedicated to local issues. Despite variety of topics, we observe that there was a common
discourse, language and topic selection in the magazine. For instance, when we consider the
American edition of Cosmopolitan.** Therefore magazines of this type became widespread
across the world especially in the 1990s, and mediated not only to construct contemporary

womanhood but also to expand global economic and cultural discourse, viewpoint and values.

Y2 Devlet Planlama Teskilati Bilgi Toplumu Stratejisi, Iletisim Stratejisi Cercevesi (Ankara: T.C. Devlet

Planlama Teskilat1, 2006), p. 31. According to 2006 figures, Cosmo Girl: 23,562; Cosmopolitan: 28,781, Marie
Clarie: 9,440, Elle: 27,512, Elele: 14,763.

143 Cosmopolitan, March 1996

4 For a comparison, see Jui-shan Chang, “Refashioning Womanhood in 1990s Taiwan: An Analysis of the
Taiwanese Edition of ‘Cosmopolitan’ Magazine,” Modern China 30, no. 3 (2004), pp. 361-397.
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These magazines, drawing a specific type of woman, never get attached only to
national borders. For instance, nationality had until that time been absolutely emphasized
since the 1890s when portraying a new type of woman in the media: The American woman,
the Frenchwoman, etc; however, these magazines as the representatives of global movements
and connections could go beyond national discourses. The new type of women, women of the
1990s, women of the year, the most successful 100 women etc. have never been selected
within a single national border. This illustrates how global values, symbols and inclinations
have been spread by way of the media, and projects how they have been constructed as well.

The density of topics like body and sexuality, and the way these topics are treated are
determined on the basis of a balance kept between how far editors can go and to what extent
readers can accept to emulate them. In a sense, the editorial board try to push the limits as far
as possible and readers expand the limits as much as possible. Properly speaking, magazines
are full of varieties and contradictions just like the societies in which they emerge. The fact
that they address a specific audience of women does not necessarily narrow the topic variety
or tips. For that reason, they sometimes choose to tell women “how to keep their men,” or
sometimes assert that “break-up and loneliness are not boring at all.” They are sometimes
inclined to make propaganda of sex or sometimes rave about love. This contradictory attitude
is related to the variety of things that women experience throughout their lives, but especially
when they are young.

The magazines try to embrace all of them, but there is a limit to the variety. They are
not speaking to every woman and they are not talking either in a language that every woman
can understand. They have a certain standpoint towards womanhood, femininity, gender,
beauty, body, and sexuality. As will be discussed in the next chapter, an amalgamation of all

these correspond to the image of “new woman” applauded in the 1990s.
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Such magazines aim to teach, or at least give advice on how, their readers should
participate in the social life of which they are a part. In other words, all these women’s
magazines try to ensure the participation of a particular female identity into a gendered social

sphere.

The Secrets of Beauty

Isn’t it remarkable that a magazine of 116 pages dedicates 50 pages to beauty? It is only an
average example, and there are issues with many more pages allocated for beauty. What is
more, if we consider the fact that 32 out of these 116 pages directly come with
advertisements, it will clearly indicate how important a role beauty plays in the magazine.'*
If a magazine abstains from categorizing itself a magazine of beauty and fashion, or women
and beauty etc. but declares itself to be a women’s magazine, then how can we explain their
inclination to leave almost half of their total page number to the “matter” of beauty? A rough
analysis can help us to understand in a little while one of the primary goals sought by these
magazines: bringing to light any possible recipes that will help women achieve an ideal face
and body. In these magazines readers will find the secrets to become a healthy, beautiful, sexy
and successful. In this respect, the pages in the magazines are nearly loaded with tips and
advice, and it would not even be incorrect to call them an overload of orders. When the reader
exactly complies with this advice, she will be able to catch up with the form of woman
idealized in contemporary culture. In addition, the assumption is not covertly or implicitly
presented. The reader will immediately notice in the very first pages how gender is
constructed through a body discourse. It is no doubt that there is always a mass of women

who questions this discourse. However, it is equally no doubt that these magazines deeply

145 See Marie Claire, February 1990.
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influence the relationship that readers establish with their own bodies, and their own gender
perception.

Women’s magazines underscore such an argument: though they claim the opposite,
men first look at women’s physical appearance. So what should be done? If women lend an
ear to the secrets, formulas, recipes and tips given by the magazines, they can create their self
and manage their relationships with the opposite sex “in the desired way.” In an article
featured in Cosmopolitan, it says “for a man, a trip with the lover at the weekend may only
mean a two-day rest, but for a woman it definitely is a two-week massive preparation.”**® But
why? Why do the two sexes differ so much in terms of their preparations for a trip? The
magazine does not question it and takes sexual differences as they come. So to say, woman
behaves as such by her very nature. However, a trip or holiday, and getting ready for a
holiday or this preparation as a burden for women are all fruits of a very recent past. Such
examples can help to understand the media’s contribution to construct a gender identity.

So what are those involved for women in this period of preparation as in the example?
The magazine actually comes to mean “there should be” when it says “there are.” “Steps to
perfection” starts with an appointment with the coiffeur (to get rid of body hair) and the
emotional support of girl friends. Clothes, lingerie and diet come next. “Creams that soften
the body and sweep away the cellulites are sought” and various kinds of cosmetic products are
purchased. In the final stage, a new suitcase is bought, and a final check for hair and a clear
and soft body. This process is thoroughly described in the magazine. Though caricaturized a
little in narration, each step still summarizes the concerns of women about their physical
appearance in contemporary culture. If you fail to follow this given sequence while getting

ready for a holiday, it still works as most of the steps given in the checklist are relevant to

146 Cosmopolitan, April 1996.
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women: a body free of hair, a flat tummy, shiny hair, sexy lingerie, and all sorts of cosmetic
products are, so to say, parts of the female identity.

According to a feature writer of Cosmopolitan, beauty, as one of the steps to success,
is “actually a qualification that you can acquire just like cooking or playing tennis. Purely, it
is enough to know what should be done.”**” The writer will tell you what you should do in the
magazine. Again in the same magazine, when we give heed to an article titled “Beauty Secrets
of Celebrities” saying, “if you think that celebrities are beautiful from birth, you are totally
mistaken. They all have little secrets to conceal their defects. Would like to learn how your
favourite stars transform themselves into a Venus?.” We see that it shows female face and
body are “instruments” that can be juggled and shaped.*® The most famous figures of the

99, ¢

time resort to various methods in order to conceal what they perceive as “defects”: “small

99 ¢¢

eyes can be made to look bigger with eye shadow,” “eyelid disadvantages can be resolved
with dark mascara,” and so on.

As will be discussed below, the popular women’s magazines analyzed as part of this
study also put a special emphasis on the independence of the 1990s women and invited
women to become free in their sex and work life. There was a paradox between these
magazines with a tone of instructor and an overload of tips and advice, and their call to
women for independence. While constantly telling women “it is your body,” the series of tips
presented appear to be a power to which women should surrender. While invited to be herself,
she is actually forced to obey rules that she had not really set. In a similar way, the discourse
of independence sets a clear paradox here because these magazines reveal that their tips and

secrets appeal to please men’s eyes, or put it differently, they acknowledge by definition that

they motivate women to present their bodies to men. Thus the most remarkable contradiction

147 Cosmopolitan, May 1997.

148 Cosmopolitan, March 1996.
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exhibited by these magazines is between beauty norms, externally defined and imposed, and
independence discourse.

In a similar vein, in a feature article titled “A Beauty Manifest,” two aspects of the
new woman image are put forward: Being yourself and courage.'*® While beauty standards
and norms are set by the magazines we are dealing with and other media forms, how can a
woman manage to be “herself’? It is totally rhetorical because a human does not have an
essence. How can women’s magazines invite women to be themselves while, at the same
time, giving hundreds of tips and recipes to them to become beautiful? It is a paradox as in the

discussion on independence.

You Women! Consume for Your Beauty and Body!

As underlined above, magazines are packed with recipes and formulas for beauty and body
care. And formulas could not function without instruments. Magazines’ advertising strategies
and their function in motivating to consume come at the point where these instruments are
presented to readers. In fact, women have been bombarded by such these magazines with
advertisements and commercials for weight-loss products, cosmetics, make-up materials,
beauty centers since the 1980s. In a triangle of contemporary capitalism, consumption and
popular culture, the rising concerns of women about their physical appearance led them to
consume more and more. As Kathy Peiss stresses, selling, marketing, and projecting beauty
became more important to the workings of a global, media-oriented economy. Commerce, in
turn, linked goods, looks, status, and identity to influence how cultures defined the norms of

appearance for women and men.**

149 Marie Claire, December 1990.

150 peiss, “On Beauty,” p. 20.
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Winship suggests that the advertising in women’s magazines has an important role in
redefining beauty’s meaning. She further claims that this advertising business has promoted
the idea that beauty is not a “natural given,” but a qualification that any women can attain, but
only by courtesy of the correct aids or products.™ To that end, every part of the female body,
every single organ or feature, is taken separately to be improved, shaped, managed and
constructed. As Winship puts forth briefly and to the point, through advertising, woman is
represented as “the field of action for various products.”**

But how does advertising drive women to buy? In other words, how can advertising
ignite the desires of women to consume in order to attain the beauty they dream of? Again
Winship has a quick but clever answer to this question: anxiety.*>* A woman anxious about
not being liked because she is not as perfect as others is whom the advertisement targets. If
women cannot measure up to perfectness or idealized standards, they will not be appreciated.
All those seductive pictures and commaodities presented in exciting formats are there set to
work to perfect and glamourize your bodies so that you can compete when there are all other
bodies around already perfected. So there is an ideal of beauty and physical appearance to be
attained, which is imposed on women, through an endless variety of products and work on
each and every part of the body. Every single part of the female body is now open to
consumption and the market.

In this sense, tens of pages of advertisements, images and texts, presented products
that will “help” women in line with the constructed beauty standards. Mostly there are

99 ¢

messages such as “every woman can be pretty if she consumes the given products,” “you also
have the right to be beautiful!”, “well-groomed and conscious women really know which

instruments to use.” The audience to which they are speaking is the target group of beauty and

1 Lury, Consumer Culture, p. 134.
2 Ibid.

153 1hid.
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cosmetics industry. The fact that not only famous and rich people but also ordinary people
turn physical appearance into an essential concern or even a matter of existence has provided
a social basis for magazines’ function to urge to consume.

For instance, Marie Claire refers to the growth of the beauty industry and says “we see
that care products have been incredibly improved in the last ten years.”*>* One other issue
draws attention to the relationship between the change in beauty perception and production
strategies of the beauty industry:

Women have changed ... So beauty perception also has to change. It means

that beauty products should be of the type that can meet the new demands, the

new needs of women. What do women want? More freedom, more activity,

more capacity to move. And the beauty perception of the future is hidden

behind these words. Nobody has time to spin wheels, and everyone is after the

benefit. Beauty perception is hidden behind these words. Beauty perception is

entering the age of “benefit.”**
Absolutely there is a brand or product promotion not only in advertisement sections, but also
in every piece of article related to beauty. Such advertisements sometimes refer to the whole
sector or to a specific product or brand at times. Basic concerns or the most common
“problems” regarding physical appearance are pushed forward, and the “solutions” of the
industry are explained accordingly. For instance, an article says “Some people are luckier by
birth. They do not have an extremely sensitive, thin or dry skin... How unfair it is! Luckily,

. 156
cosmetics come to rescue us...”

Here is another one that asserts, “The latest techniques
work a miracle in your fight against wrinkles. Whatever you may wish to know about skin

lifting: Whatever your age is, women of our time can regenerate her face with ‘al a carte’

>4 Marie Claire, August 1990.

155 Marie Claire, February 1990. “Kadinlar degistiler... Demek ki, giizellik anlayis: da degismek zorunda. Demek
ki giizellik iiriinleri de kadinlarin yeni taleplerine, yeni ihtiyaglarina cevap verecek tarzda olmali. Kadmnlar ne
istiyorlar? Daha fazla &zgiirliik, daha fazla etkinlik, daha fazla hareket edebilme kabiliveti. Iste gelecegin
giizellik anlayisi da bu sézciiklerin arkasinda gizli. Nafile seylerle ugragmak vakti kalmadi kimsenin, herkes
vararl olamin pesinde. Giizellik anlayist da bu sézciiklerin arkasinda gizli. Giizellik anlayisi da “‘fayda” ¢agina
giriyor.”

1% 1t is not an advertisement extract but comes from a “cultural” article about faces.
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methods such as creams, injections, electric treatment and surgical operation.”™’ Likewise, a
combination of a scientific article about cellulite and an advertisement with the motto
“Goodbye Cellulite”**® immediately on the next page is an example for the simplest
advertising technique.

The “Cosmo Address” column in Cosmopolitan shows where readers can find the
products covertly or overtly promoted in advertisements or texts, and thus clearly reveals the
relationship between the market and consumption, and magazine content. Likewise,
announcing the results for the 1990 and 1991 Beauty Products Awards, Marie Claire,
“serves” the purpose of cosmetic companies more than an advertisement does, and also helps
readers get hold of “jury certified” cosmetic brands."® For instance, there is a “New Beauty”
column in Marie Claire. This column essentially is based on promoting cosmetic products. It
is hard to find an article that is completed without an advertisement in these magazines. All
“beauty formulas™ are supported by one or more than one commercial product: “There is a
perfect solution for those who complain about wrinkles: Rosa Graf Liposome Repair
Complex ampoules...”*® In the same manner, an article says “Without much trouble, it is

99 ¢¢

possible in three steps to have a brighter and firmer body.” “(1) A diet program, (2) gymnastic

program, and (3) creaming programs™®*

are all you need to that end. All programs are always
fostered by product promotion. To repeat once more, there is no single page related to beauty
and body that is without an advertisement!

“Breast Lifting Methods: Do not have blind confidence in those who say there is no

other way than surgical operation. In extreme cases (!) an operation is undoubtedly needed but

" Marie Claire, December 1992,

158 Marie Claire, February 1990.

159 Marie Claire, January 1991; Marie Claire, February 1992.
1%0 Marie Claire, August 1990.

181 1hid.
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there are some other ways to lift and tighten breasts.” We understand here that it is
compulsory to make a change. We either need an operation or continuous care. Surgical
operation unquestionably makes one suffer, and so one should resort to it in “extreme” cases.
Fortunately, the advice of the magazine can “save” women without pain. We live and breathe
our breasts, and what is more, they are the symbols of our femininity, are not they? They are
objects of sexual pleasure and incitement, are not they? Therefore we should take “care” of
them. Consequently, we have to consume for all!

In one issue, Marie Claire presents formulas for active, modern women in business
life to readers: “Body care recipes of active women! Good nutrition, gymnastics, regular
monthly care sessions, makeup (not excessive).” The message reads as such: look, they are
happy, successful and modern because they all take care of themselves, and they have their
formulas! Apply the formulas and be as happy and successful as they are because beauty is
everything in business life. The cosmetic products used by these role models who are all
managers, creators or owners of big companies or brand are also introduced. It almost takes
ten pages to tell about the body and face care rituals of these “beautiful” women in detail, and
each and every product they use is highlighted. The contemporary advertising sector has
taught us that it is a good strategy to identify a product with well-liked figures. The same
strategy works here: Advices from Sandra Erer is given, and here is her care ritual: “for body
care she prefers Nivea Body Lotion, and removes her makeup with Jeanne Gatineau cleaning
lotion, and receives a skin care program in Janine once every three or four months.” “The
beauty secrets” of another six figures are unveiled by courtesy of a product. It is hard to

understand that the secret is inside a product launched for anyone who pays for it.
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Discovering the Body, Discovering the Self

An almost obsessive order always appears in popular women’s magazines: Women! Know
yourself, discover your body, and make yourself over! Why is it not desirable for a woman to
stay as she is? Why are these magazines in conflict with the existing form and condition of
women? Of course this does not mean that | approve of the existing condition, but we have to
look at “where we are invited” and “the aim to invite.”

Body as a powerful symbolic form, as Mary Douglas argues, is a cultural form and a
medium of culture.'® Needless to say, the representation of the body, which is not neutral, in
regards of gender relations and codes, is based on a certain social discourse and practice of
gender. Our bodies, as Susan Bordo notes, are trained, shaped, and impressed with historical
forms of masculinity and femininity.'®® Popular women’s magazines play a significant part in
the perception of body as a managed, re-constructed “thing,” and a founding component of
the female identity. These media forms as a part of contemporary culture contribute to infuse
in women the idea that it is normal to transform the body into an object of presentation and
display.

Women’s magazines encourage women to an internal psychological “reconstruction”
instead of an external moral compromise with respect to the body and sexuality. This sort of
individualism is realized by way of one’s self-discovery and the re-construction of oneself
according to one’s own needs. However, if men and women do not have an essence, or in
other words, if everything is bounded up by culture and language, then there is no “self” to
discover. The “self” glorified here is actually a construction of these magazines, and therefore

a product of the dominant culture.

182 Mary Douglas, Natural Symbols (New York: Pantheon, 1982).

163 Susan Bordo, Unbearable Weight, pp. 165-166
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Everything Starts with the Body

Referring to recent Cosmopolitan issue published in France, Sylvette Giet gives a striking
example as to how everything starts and finishes with the body in women’s magazines.
Readers are given photographs of a group of women and men, and they are asked to make a
guess about characters or tempers of those people by looking at their appearance: “Find out
about your lover’s character just after the first kiss!”, “Find who is the boss and who is the
employee!”, “Looking at their faces, can you find when these women had sex and how it
was?”. It is so expressive that the plumpest and straight-faced woman is the one who has not
had sex for seven months. One of those two women who have smiling faces had sex yesterday
and the other had it a month ago.*® These tests in the magazine are a manifestation of
contemporary capitalist society in which everything is associated with physical appearance.
Bodies are nearly headless, and we can only identify the spirit and mind by means of the
body. The magazines are pioneers of a new type of discourse that is based on how everything
starts with the body, i.e, the sensual one. In this discourse, the body has become the basic
“material” and determinant of the relationship between people.

The most important qualities of celebrities praised to the skies in Cosmopolitan also
start and finish with the body: “Mole on top of her lip, shapely body”, “strong nose and
mouth”, “breathtaking body”, “long legs”, or “a body that one would die for.”*®® The fact that
what characterizes a person is not independent of the body in contemporary culture
significantly provokes the concerns of ordinary women as well. Therefore it gives cause for

the body to be regarded as a problem, or even an enemy, as will be discussed below.

184 Cosmopolitan (French edition), May 2003, Sylvette Giet, Ozgiirlesin! Bu Bir Emirdir: Kadin ve Erkek
Dergilerinde Beden, trans. Idil Engindeniz (Istanbul: Dharma Yayinevi, 2006), p. 97.

165 Cosmopolitan, November 1996.

77



Our Bodies Our Enemies! Controlling and Disciplining the Body

Beginning from the editorial introduction, readers are reminded of how unbearable their
suffering will be if they fail to shape their bodies into the desired form. Women always must
be on the alert, attentive, disciplined and programmed for the sake of their bodies. Otherwise
not only their daily lives but their whole lives will be ruined. After all, an overweight body,
wrinkles, signs of aging, outdated clothes, and non-seductive body are all sources of
unhappiness and put womanhood at risk.

For instance, the writer gives voice to her conflictual relationship with her body since
her childhood in an article titled “My Body Is an Enemy to Me.” For her, women must cope
with the tricks their body plays on them from their birth. In this approach based on a dilemma
of body and spirit, problems regarding their body deeply affect their mental development.*®®
Acne, a skinny body, excess weight, our belly and so on. The writer dramatically proceeds
with the following sentences:

[A]nd there is the belly thing. Before | understand how it does so, a potbelly

settles down between me and other people in time. It never leaves me again. It

is not possible to forget about it, not even a moment.*®’

Likewise in another article titled “Summer Care for Hips™:
[W]hat is in fashion this summer makes one’s blood boil: perfect firm, smooth
and lifted buttocks exhibited by tiny bikinis and transparent clothes!.. Once you
hear it, you immediately abandon yourself to despair and hate your body

fattened the whole winter long. But numerous methods that work a miracle are
readily at your service!”'®®

166 Cosmopolitan, January 1997.

%7 \bid. “Bir de gobek meselesi var. Ben nasil oldugunu anlamadan, insanlarla arama bir gobek gelip
yerlesviveriyor zamanla. Bir daha da beni terketmiyor. Onu bir an bile unutmak miimkiin degil.” Emphasis
mine.

188 Cosmopolitan, July 1997. “/BJu yaz insanin son derece kanina dokunan her sey moda: Ufacik bikinilerin ve
transparan giysilerin gozler oniine serdigi simsiki, piiriizsiiz sarkmamus harika bir popo!... Bunu duyar duymaz
hemen umutsuzluga kapilip, kis mevsimi boyunca yaglanan viicudunuzdan nefret ediyorsunuz degil mi? Oysa
mucize yaratan sayisiz yontem emrinize amade bekliyor!” Emphasis mine.
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In an article titled “How Can I Deceive the Scales? (Tartiyr Nasil Aldatirim?) in
Cosmopolitan, it asks “...what other reason may we have while going on the damned thing
[scales]?”” and the ways of Cosmo girls to deceive the scales are explained.'®® The
social/cultural medium that makes weight a problem brings such funny and tragic agendas to
women. What really matters is that the women’s magazines under scrutiny help women
establish a conflictual and alienating relationship with their bodies in contemporary culture.

In such a cultural medium, woman begins to see her body apart from herself and
externalizes it. The body that she looks at cannot be hers. Body is a “thing” that must be
controlled and disciplined. Considering body as an enemy means waging war against it.
Therefore we witness that the magazine offers women tens of formulas and methods as to
how they will “train” their bodies. Calls for being in possession of one’s body and obsessively
caring about physical appearance bring in a discourse of self-control and discipline.

For instance, Cosmopolitan says: “... a lucky minority enjoys eating anything from
chocolate to pizza to their hearts’ content. It is impossible not to envy these happy and
inherently slim people. Why do some people snack by the hour ... but do not put on even a
gram of weight? Our metabolism has the answer to it. If we get to know it well and train it,
we can join the group of lucky and slim people.” At this point, getting to know and training
the metabolism successfully represents the two functions that the magazine has assigned to
itself. Those women whose metabolic functioning is a disadvantage will be able to train it and
become happy with the help of these magazines. Magazines play such a vital part in
perpetuating gender discourses based on body and physical appearance.

An article titled “Who Fears Cellulite?” (Kim Korkar Seliilitten?), which gives
instructions on how to get rid of cellulite, manifests the gendered meanings of the female

body by saying “If the men in our lives also had similar problems (like cellulite), perhaps we

189 Cosmopolitan, November 1996.
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would not feel so bad.”*"® This extract also sets another good example for perception of the
body as a problem. Though cellulite is a natural, biological fact that many woman experience,
it has been reduced to a problem in contemporary culture. If women did not live as part of
such a culture that transforms their bodies into objects of gaze, cellulite would only be
considered an organ or time effect. However, it is the cause of great concern, and magazines,
at this point, propose to remove this anxiety by their recommendations for an abundance of
products and services.

In a similar vein, as is understood from the amplitude of files and recipes dedicated to
the topic, emphasis placed on being fit and in form is the basic characteristic of the
magazines. The approach that associates beauty with being in form is again a product of the
understanding based on self-control oriented towards the body itself. However, use of
“healthy life”, a “concept” that only a few people can deny, gives the impression that
slenderness and body in form are taken not only within the scope of aesthetic norms, and this
is how the body discourse applied by the magazines is further legitimized. Being in form is
reflected not only as a body problem in the magazines. It brings along a mental balance and
self-respect. As Giet properly indicates, if being form helps one find oneself and express
one’s identity, then in any case expression of one’s existence is possible by means of the
body.*™ If we possess a controlled body then it means we are mentally in good condition
because the body, declared to be the enemy, is no longer an obstacle. This attitude
summarizes the body politics of our time in a pure and simple way.

It was argued above that the call of the magazines in question for independence carries
a paradox in itself. The self-control discourse also refers to another paradox. One the one
hand, women are invited to get away from the limits or chains of traditional value judgments,

they are imprisoned by a relentless call for self-control, on the other. Every type of practice,

170 Cosmopolitan, April 1996.
i Giet, Kadin ve Erkek Dergilerinde Beden, p. 95.
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such as plastic surgery, diet, and make-up required for bodily perfection is something that
could be attained only when women can have self-control and discipline. For woman, such
self-control and discipline corresponds to a biting and formidable wall if she really obeys
them. Though self-control, a product of the contemporary culture, is presented as a

preference, it actually has a tremendously oppressive and authoritative aspect.

Sexuality in the Magazines: Creating Sexual Subjectivity and Sexual Desires for Women

Sexuality was offered for consumption presented as one of the most important themes in the
popular women’s magazines of the 1990s. These magazines, which remarkably put sexuality
at the center through use of content, discourses and symbols, are a reflection of the sex boom
that emerged in popular culture in the 1990s. Sex was more intensely treated in the first years
of Cosmopolitan, between 1993-1995, in particular. Almost three quarters of the topics
handled and files prepared were related to sex.'’? This inclination to treat sexuality as one of
the primary themes in the magazine continued in later years. In most of these issues, there are
issues like “free sex,” expanding the limits of sex, how women can “liven up” their sex life,
and women are given tips accordingly. For instance, in various issues Cosmopolitan explained
“All You Need to Know about Male Orgasm” (Erkek Orgazmi Hakkinda Bilmeniz

Gerekenler)”,'"® and stated that “Man Should be Horny” (Erkek Dedigin Azgin Olur) in a

172 For instance, let us take a look at the topics in Cosmopolitan, issue March 1995: “What If A Woman Abuses”
(Kadin Taciz Ederse), “How Do Men Understand That They Have Found the Women They Have Been Looking
For” (Erkekler Aradiklar: Kadini Bulduklarini Nasil Anlarlar), “The Best Suggestion For Good Sex: Passionate
Foreplay” (Iyi Bir Seks I¢cin En Iyi Oneri: Atesli Bir On Sevisme), “Bisexuality” (Biseksiialite), “We Are
Hopelessly Looking for the ‘Right Man™ (Umutsuzca ‘Dogru Adami’ Ariyoruz), “Fierce Sexuality (Vahsi
Cinsellik), “Make Correct Use of Your Sexual Power: It Is Wonderful to Be Powerful: Then Why Do Women
not Want Power?” (Seks Giiciiniizii Dogru Kullamn: Giiclii Olmak Miithis Bir Sey: Oyleyse Kadinlar Neden
Giicii Istemiyorlar?), “What If Old Friends Do Not Like the New You” (Eski Dostlar Yeni Sizi Sevmezse), “The
Reality of the 13" Zodiac Sign and Changing Characters” (13. Bur¢ Gercegi ve Degisen Karakterler.”

13 Cosmopolitan, December 1994.
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99174

“scientific” article about males’ sexual “performances, and made an observation such as

“Sex Does Not Age but Mature” (Seks Yaslanmaz Olgunlagir) in an article about middle age

sex life, !

and expressed faith that “Sex Can Change Everything” (Seks Her Seyi
Degistirebz'lir),176 and issued a call for masturbation such as “Girls, Masturbate” (Kizlar
Mastiirbasyon Yapin).”™"" In three separate issues the magazine provided a special supplement
titled “Secrets of Sex” (Sevismenin Sirlar),*® and explained “What Men Find Sexy in
Women” (Erkekler Kadinlarda Neyi Seksi Bulur?).*

The women’s magazines analyzed in this study dealt with every type of theme related
to female sexuality with an unprecedented level of courage that had not been shown in any
form of the media in Turkey before the 1980s. The magazines invited women to liberate
themselves, and criticized the control imposed on female sexuality and “raised the awareness”
of women on the most confidential issues. The common emphasis was placed on how women
also should experience sexuality freely and thus they needed courage and knowledge about it.
The magazines assigned themselves the mission as the source to instill courage and
knowledge in women. They attempted to construct a specific sexual subjectivity through
articles on sex that sometimes occupied almost all the space for free-topic articles. The writers
intended to direct sexual pleasures and desires with long-winded articles on how to have sex

and points to consider during sex, how to give pleasure to one’s partner and what men

particularly like. Each and every example presented below exhibits what part the popular

174 | bid.

17> Cosmopolitan, February 1995.

176 Cosmopolitan, April 1995.

7 Cosmopolitan, May 1997.

178 Cosmopolitan, October, November, and December 1994.

179 Cosmopolitan, October 1994.
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women’s magazines that I analyzed played in constructing sexual subjectivities, pleasures and
desires.

The fact that sexuality is treated to an extent challenging traditional discourses proves
that these magazines pioneered a specific discourse and practice. However, these magazines
should not be evaluated as having been avant-garde independent of a certain social and
cultural medium. The social change experienced by women in Turkey in the 1990s also
altered their perspective of sexuality. This mass of women, more educated city-dwellers who
did not get married at an early age and had more chances to acquire global values, are both the
producers and consumers of these magazines. Therefore there was a social correspondence to
the discourses produced for sexuality or others, and a mutual medium that brought producers
and consumers together. This medium fostered the proliferation of sexuality as a “boom” into
every corner of public sphere particularly from the 1980s onwards. Moreover, sexuality,
which has always occupied a central place in human life, became a profitable “theme” for
sectors like the media, cinema, tourism, fashion and cosmetics. The women’s magazines
under scrutiny both tried to strengthen their popularity and meet their commercial concerns by
investing in readers’ sexual curiosity and pleasures. It is definitely possible to argue that they
really succeeded at doing so. However, the magazines not only attempted to satisfy the
interests and curiosity of the readers, but also intended to direct their sexual pleasures and
desires, and construct sexual subjectivity with the tips and “information” provided. In this
respect, | think that the magazines took a part in constructing a female identity in line with the

“new/contemporary woman’ type in their own envisagement.
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Sexual Freedom

An article entitled “Sex for Sex” in Cosmopolitan victoriously announces that “sexuality is no
longer a thing for women that they can experience in a marriage or long-term relationships. At
the present time, women also can experience sexuality only to make the most of the moment
without thinking about the future or wishing to know anything about the man. It is only an
ancient belief that a woman who is not in love cannot take pleasure in sex. "**° The article
begins with the fictionalized sex experiences of three women with men, not based on love,

29 ¢¢

and each story ends with a motto respectively: “sex is medicine,” “sex is an adventure,” and
“sex is sex.” It is not surprising that the article is initiated with “sexual revolution.” For the
writer, it had been 25 years since the revolution took place but female pleasure was an
unsolved problem. It is clearly understood from the rest of the article that the writer did not
say yes to the question “is it because of female nature that satisfactory sex is possible only
when there is love?”. For her, the traditional order that “has reduced women to a porcelain
vase” can change if women could also “zip up and go” just like men did, i.e, if they also could
have sex freely. It is because “women also want to have sex.” In the article, “sex adventures,”
which | think are fictionalized by the editor, of “free” young women who run through one-
night stands without an emotional attachment suggest an alternative womanhood to the
readers.

In the same issue of Cosmopolitan, female sexual independence is underlined as such:

Women also want sex: It is already out of date to listen to preaching about
what type of sexual pleasures you should experience.

Many of us think that women also should be as free as men in sex. We may
also have crazy dreams and fantasies. We also may wish to score our man.

A woman who can express freely that she loves sex is the one who is aware of
her sexual urges and is at peace with herself. These women can understand

180 Cosmopolitan, April 1996.
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their own passions and do not get attached to a man only for satisfaction. In
general, they are already desirable women. They can act freely in bed as well
compared to others.'®!

Of course, I do not take women’s extramarital sexual affairs as immoral or incorrect behavior.
On the contrary, | approve their challenge to the male-dominant control imposed upon female
sexuality. With many articles and images like this, the magazines presented their own
“popular feminist” perspective. What I want to discuss is to what extent the sexual freedom
discourse of the magazines was able to go beyond the male-dominant sexuality perception.

We see that the article entitled “Men as Sex Objects” (Erkekler Seks Objesi)” suggests

that certain male subjectivities should be appropriated by women for women’s liberation.*®?

Making males into sex objects is put forward as a female response to male dominant sex.
These magazines which produced dominant cultural discourses adopted a popular feminist
discourse from their own perspective by way of problematizing the parties instead of
objectification itself in dealing with gender relations. The article speaks out as such:

In our grandmothers’ generation, women’s liking focused rather on men’s
gazes. These eyes helped them understand whether men were rakes, dawdlers
or honest. Of course our grandmothers had a liking for male bodies, but it was
not an issue to be frequently talked about other than figure and stature. Women
were really far from being the party that “likes’ at that time, and their effort
was to be the ‘liked’ one instead of the ‘liking’ one. Without considering
whether they personally have a potbelly, bald head or are short, now they may
fearlessly comment on the beauty or ugliness of women, and shake their
confidence. Recently women begin to learn that not only women’s, but also
men’s attraction and beauty can be liked, and men (just as women spend tons
of time, money and energy for the sake of their beauty) should look after and
groom themselves.'®®

81 \bid. Respectively: “Kadinlar da seks ister: Ne tip cinsel zevkler yasamaniz gerektigi hakkinda vaaz
dinlemenin zamani ¢oktan geg¢ti.” “Bir¢cogumuz, artik kadinlarin da sekste erkekler kadar oézgiir olmasi
gerektigini diisiiniiyor. Bizim de ¢ilgin hayallerimiz, fantezilerimiz olabilir pekala. Karsimizdaki erkegi biz de
qutr ¢itir yemek isteyebiliriz.” “Seksi sevdigini ozgiirce ifade edebilen bir kadin kendi diirtiilerinin farkinda olan
ve kendisiyle barisik bir kadindir. Bu kadinlar, tutkularini anlayabiliyorlar ve sadece tatmin icin bir erkege
baglanmiyorlar. Genelde bu kadinlar zaten arzu edilen kadinlar oluyor. Yatakta da digerlerinden daha ozgiir
davranabiliyorlar.”

182 Cosmopolitan, October 1996.

183 Ibid. “Biiyiikannelerimizin kusaginda kadinlarin begenisi daha ziyade erkeklerin bakislarina yogunlasiyordu.
Erkegin ¢capkin mui, serseri mi, diiriist mii oldugunu anlamalarint sagliyordu bu gézler. Biiyiikannelerimizin de
erkeklerin viicutlarina dair begenileri vardi elbet, ama yine de boy pos, endam disinda pek iizerinde konusulan
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As is clear from the example, women’ magazines were aware of the male dominant control on
female sexuality. The “New Woman” must speak about and have sexuality in more freedom.
Why would they not make the male body into a sex object in a women’s magazine? In fact,
the writer was also cognizant of how women were repressed to be beautiful and attractive and
knew that it rose from gender relations that had emerged in a certain society. Instead of
discussing why women experienced this oppression, she appealed to the “power” discourse of
the 1990s.

In a similar manner, in Marie Claire, issue September 1991, a short framed text asked
“Are Men also Becoming Sexual Objects?” (Erkekler de mi Cinsel Obje Oluyor?) and argued
that men were more attentive to their physical appearance and that the male body had been
transformed into a commodity. For the writer, the quality and dimensions of nudity were
changing, and men were posing in the nude for women’s magazines.'® So indeed, despite the
fact that mostly women were displayed on the cover pages of women’s or men’s magazines
published on a gender basis, there were a few exceptions to it. Some women’s magazines
gave space on certain pages, though not on the cover page, to famous, handsome and
attractive men so as to please “women’s eyes.” For instance, in a column entitled “Chick of
the Month” (4yin Fistigr), Kim exhibited men symbolizing the popular culture.'®® One other
example is the supplement “Cosmo Man,” not published on a regular basis, which portrayed a

handsome, half-naked young man.*®

konular degildi bunlar. Kadinlar o zamanlar ‘begenen’ olmaktan ¢ok uzakti, ¢cabalar: da zaten ‘begenen’ degil
‘begenilen’ olmak yoniindeydi. Kendilerinin gobekli, sa¢siz veya kisa boylu olduklarina bakmaksizin erkekler
simdi de oyle ya, kadinlarin giizellik veya c¢irkinlikleriyle ilgili pervasizca yorum yapabiliyor, giivenlerini
sarsabiliyorlardr. Yeni yeni kadinlar ogrenmeye baslyorlar ki yalnizca kadinlarin degil erkeklerin cazibe ve
giizelliklerine dair de begeniler olusabilir ve erkekler de (nasil kadwnlar giizellikleri ugruna tonlarca zaman,
para ve enerji harciyorlarsa) ayni dlgiide kendilerine bakmak, ¢eki diizen vermek durumundalar.”

184 Marie Claire, September 1991.
185 See Kirca-Schroeder, Popiiler Feminizm, pp. 181-192.

186 Cosmopolitan, November 1996.
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Touching upon the file “Cosmo girls and sex survey” in the issue March 1996, Leyla
Melek, the Cosmopolitan editor, asserted it was very nice that 56.92% of the Cosmo girls in
Turkey thought sex was “splendid”. On the other hand, she found it remarkable that 30.6% of
them did not masturbate. The readers could detect a sort of regret. Comments on the content
and results of this survey based on a sex questionnaire conducted in 29 countries in which
Cosmo was published is an indication of the magazines’ obsessive interest in sex. The
questionnaire involved questions that were not possible to be included in a traditional
women’s magazine, such as which position young women liked the best, whether they had
sex with other women, the average number of sex partners, use of sex toys. What is striking
here is that the results were evaluated by reference to the participants’ national identities.
Statements like “the Taiwanese masturbated less”, “31% of the Czech girls were accustomed
to using condoms”, or “Greek girls preferred to have sex in the daytime” were introduced as a
“national character” rather than the participants’ answers. The reader could not desist from
making a comparison especially between “developed countries” and “underdeveloped
countries” because the way the results were presented was convenient to do so. It is possible
to claim that affirmed behavior and opinions regarding sex were infused as a “model” through
the questionnaire results of developed countries. A crucial part played by such global
franchise magazines as from the 1990s is that they fostered the penetration of global cultural

values.

Creating Sexual Subjectivities for Women

Doubtlessly, the fact that women’s sexual lives were treated beyond conventional approaches
was a challenge to the dominant discourses on female sexuality. Handling female sexuality as

such should be approved in a society that perceives women’s willingness to have sex,
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introduce demands or express dissatisfaction in sex as “frivolity” or “unchaste”. However, it
is not possible to argue that the language and approach that set the “sexual liberation”
discourse of popular women’s magazine went beyond the scope of male dominance. As will
be understood from the examples below, while women were taught how to “keep their men,”
“use their sexual power and feminineness” and “be attractive and irresistible,” women were
positioned according to males’ sexual pleasures and desires. This “liberating” discourse that
did not spot that the “femininity” concept was a direct result of gender relations in a society is
in fact the fruit of the “sexuality boom” that emerged from the 1980s. Women’s magazines
also tried to construct and orient women’s desires and pleasures by means of abundantly
discussed sexual themes, which definitely referred to the commercial targets pursued by the
magazines as well.

These magazines, which located the body at the center in women-men relations,
explicitly described the secrets of how to excite their partners. We shall look at an example
from Cosmopolitan: Women were primarily taught the ways to “start the first fire” in an
article entitled “Seduce Him Tonight” (Bu Gece onu Bastan Cikarin).*®” So woman should
both show willingness and her openness to man’s demands. At this stage any word should
come out in “fiery whispers” through her lips. “A seductive meal” is a must. Woman should
not flinch from making the effort to find a piece of lingerie that would seduce her lover,” or in
other words, she should comprehend the “charm of lingerie.” Woman should choose a
fragrance in accordance with the “role that she wants to play that night, or the image she
wants to take up.*®® She should pay strict attention to lighting. Stirring her partner up is
among her most important duties: “Give him a massage, arrange some nice music and sit next

to him!” Just like in a recipe, the massage steps are explained in depth. Readers are almost not

187 Cosmopolitan, March 1996.

188 |bid. My emphasis.
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allowed to imagine it. Each detail is pre-determined: “Definitely dab cream”, “start with the
nape”, “go over each bone”, “never stop touching”, and “never rush...” And here is the final:

...It is time to get rid of your clothes. What matters here is that you should feel

comfortable and sexy while undressing in front of him. Move as if you are

making love [...]JYou may put on some powder on your shoulders or some

blusher between your breasts, but foundation is not a suitable make-up material

for the night at all [...]Take off your clothes slowly and let them slip away and

go down to the floor, and then unbutton slowly. After you take your clothes, go

on dancing with your lingerie and garter...”**°
There might be a few women who would read and do exactly what it said. Probably the editor
and the writer were also aware of it. However, there must have been a reason and meaning for
them to include it. For one thing, it is a engaging topic under the above-mentioned conditions
and readers can enjoy it. In addition, it is narrated in a style arousing sexual pleasure in
readers as well. The reader may put herself in place of the “model woman” and imagine
herself as the “seductive.” This article manifests some of the sex symbols of the contemporary
culture as well, such as massage, garters, and fragrance. These lines, written in a didactic tone,
affirm the guiding mission of the magazines once again. The reader is taught even how to
“strip and push down” her night dress. Tactics, styles and instruments are presented as
weapons for a woman to successfully manage her action of “seduction”. Moreover, as
emphasized in the quotations, it is openly expressed that woman plays a role and takes up an
image that night. This role or image is absolutely drawn by Cosmopolitan and similar
magazines.

Cosmopolitan and all similar magazines aimed to teach women the rules for “good

sex” as well. For example, the article entitled “Change Your Sex Style” (Seks Stilinizi

Degistirin) tells the “mistakes” that young women make in sex and invite them to correct

189 Ibid. My emphasis. In an article entitled “Do not Drive Men Crazy but Ravish Them in Bed!” (Erkekleri
Yatakta Delirtmeyin Cildirtin!,” the formulas given by women’s magazines to drive men crazy in bed are being
mocked: “In recent months, all women’s magazines proceeded to attack. The aim is to give the most proper
formulas for ‘fanciful,” ‘perfect’ sexual affair.” See Cosmopolitan, December 1994. Even the magazines could
mock at these formulas but for some reason sex advices go on incessantly.
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them.'®® An article entitled “Real Sex Is Erotic and Crazy” (Ger¢ek Seks Erotik ve Cilgin
Olur) declares the 10 rules set by Cosmopolitan for a real and happy sex life: “Be a little
selfish, hold your tongue, be able to say no, do not make a fuss about not reaching orgasm,
lend an ear to your fantasies, be feckless from time to time, have brain sex, know your
demands, pay attention to the final stage of sex, and do not be too good.”*** In one of its
issues, Marie Claire featured a test called “How Sexy Are You?” and intended to identify, as
the name suggests, what type of a woman the reader was. Those who scored the highest points
for each answer were announced to be “intrinsically feminine, a complete woman”.'%?

Though securing a place for the article “The Best Suggestion for Good Sex: Passionate
Foreplay” (Iyi Bir Seks icin en Lyi Oneri: Atesli Bir On Sevisme), the writers were also
cognizant of the sexuality boom and had concerns about the risk of depressing the readers.
Nevertheless, they had no thought of brushing aside such a topic of importance and were quite
determined to tell the readers the secrets of “perfect sex.” The article says as such:

It is a fact that the freedom to speak about sexuality, acquired recently, has

taught a lot to the new generation about sex life. The fact that sex is no longer a

taboo and has become an issue which is almost mostly written and spoken

about may lead some people to think that the thread has been lost. However,

sex is really an important part of our life... When we look at it from this

perspective, it is impossible not to give people the right for their efforts to

attain a perfect sex life.*®

The writer appears to talk about a process in which they are not subjects; that is, tells about

the “sex boom” as a phenomenon experienced outside the media. However, as highlighted

190 Cosmopolitan, June 1997.

191 Cosmopolitan, January 1995.
192 Marie Claire, September 1991.

193 Cosmopolitan, March 1995. Emphasis mine. “Son yillarda yaganan cinsellikle ilgili konusma 6zgiirliigiiniin
veni nesle seks hayati konusunda ¢ok sey kazandwrdigi bir gergek. Seksin bir tabu olmaktan ¢ikip neredeyse
iizerinde en ¢ok yazilip ¢izilen, konusulan konu haline gelmesi bazilarina ipin ucunun kagtigimi diisiindiirebilir.
Ancak seks, hayatimizin gergekten de onemli bir pargasi... Bu agidan bakildiginda insanlarin miikemmel bir seks
hayatina kavusma konusundaki ¢abalarina hak vermemek imkansiz.”
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before, the cultural medium that brings together the writer and the reader, the producer and
the consumer reproduces itself with the subjectivities of both sides and mutual interaction.

In this article, like many others, couples, but mainly women, were taught how “a real
sex life was” and how they could achieve satisfaction. The writer explains that “tender
touches, fierce kisses, caressing erogenous zones, dirty talking firstly arouse a woman’s brain
and then her body,” and thus tries to teach the techniques to give sexual pleasure. “Some facts
about foreplay” serve to legitimize modern sex discourses by means of “scientific
knowledge.” Here it says that “men who like women and sex prefer to sleep with women who
like sex games and lustfully practice the games. They like women to be active in
foreplay...and strive to excite them” or “research shows that couples like this and that the
most” in order to construct sexual desires and they accordingly are presented to the readers as
a “key to happiness.” In a similar manner, in Cosmopolitan, issue April 1995, women were
advised to “incite his brain before his penis” and were assisted to discover men’s sexual desire
and fantasies. In contrast with the title, the penis was again the target. Inciting the brain meant
to send erotic messages to men. The penis stepped in in the second paragraph: “...there is a
direct connection between the nipples and penis of most men. Lick, suck or nibble them
slightly with your tongue. You will thus ensure a victory.”*** In this respect, two functions of
the magazines published on a gender basis was to construct sexual pleasure and desire and
spread related discourses.

Cosmopolitan even suggested contemporary fantasies in “Phone Sex” (Telefonda
Seks): “Who tells you that you have to be side by side for sex? [...] Either in the morning or at
night, at work or at home, in the car or on the street... Enrich your sex life and discover your
limits of fantasy with your lover on the other end of the phone...”**® The article offered a

number of fantasies:

194 Cosmopolitan, April 1995.
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Sex on the phone both brings you closer and gives you the necessary
individualism. So it is vitally a phenomenon of our times [...] Researchers (!)
believe that sex on the phone is just meant for the 1990s.”*%

In another 1994 issue of Cosmopolitan, sex toys, mostly vibrators, were introduced to women.
These toys were declared to “make your lonely days and nights more enjoyable and exciting”:
When you use your sex instrument, prepare yourself as if you were about to
make love with a man. Even put the instrument into the place of the man in
your dreams. If you insert the instrument into your vagina before you are
completely ready for sex, it may hurt. In order to eliminate such a
disappointment, you should fire up your body, i.e experience foreplay. [...]
Stimulate your erogenous zones with little touches. Once you feel that your
body temperature has risen and heart beats have stepped up, you can start using

your instrument.”*"’
Popular women’s magazines highlighting power re-associated sexuality with female power in
the contemporary construction of femininity. “Make Proper Use of Your Sexual Power” (Seks
Giictintizii Dogru Kullanin) sets a remarkable example. “Sex is a power. Some women use
that power up to the end to win the game. Meanwhile men cannot escape falling prey to these
women. [...] Enjoy the power that you have had since the day you were born.”*® In fact, the
article was related to why women fail to use this power and it was written to urge them to use
it. It said, “making clever use of your sexual power makes you much stronger, and if you
make good use of this weapon, you will have ‘the world at your feet’.” It means that a woman

has the power when she” is the side that has the first-mover advantage, and is desired by a

man, or when she slavers after a man and receives a response in return, and when she enables

195 Cosmopolitan, July 1996.

1% Ibid. “Telefonda seks hem yakinlagtirryor hem de size gerekli bireyselligi kazandiriyor. Bu yiizden de son
derece giiniimiize ait bir fenomen [...] Arastirmacilar (1) telefon seksinin tam 90’1 yillara gore oldugunu
diisiintiyorlar. My emphasis.

97 Cosmopolitan, November 1994. “Seks aletinizi kullanirken kendinizi bir erkekle iliskive girecekmissiniz gibi
hazirlayin. Hatta aleti hayalinizdeki erkegin yerine koyun. Aleti sekse tam anlamiyla hazir olmadan vajinaniza
sokarsaniz camniz yanabilir. Béyle bir diis kirikligi yasamamak igin once viicudunuz ateslendirmeli, yani
kendinize bir on sevisme yasamalisimiz. [...] Erojen bolgelerinizi ufak dokunuglarla uyarmn. Viicut isinizin
yiikseldigini, kalp atiglarimizin hizlandigini hissettiginiz zaman aletinizi kullanmaya baslayabilirsiniz.”

198 Cosmopolitan, March 1995.
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her partner to have an erection.” For the writer, “if you manage to find the ways to become an
attractive woman and use your feminineness, you will win with the power all the time.” Here
female social or personal power is associated with her body and sexual function on the basis
of constructed gender differences, and it appears to encourage female resurgence against male
dominancy, but woman is only reduced to a “body” indeed. At the same time, it becomes
more evident by way of otherizing agedness. For the writer, “sexual power slowly vanishes as
one gets older, especially after one becomes a mother.” Then what are the representations of
the power that is prescribed to women: “a red sports car, diamonds, a cell phone, securities, a
Rolex wrist watch, a trip on the Concorde, a laptop, Gucci shoes, Ray-Ban sunglasses.” It
would be pointless to look for another piece of writing that outlines the understanding and

representations of power based on gender and consumption in contemporary culture.
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CHAPTER 5

“IDEAL WOMEN”: POPULAR FEMINISM AND THE CONTEMPORARY
CONSTRUCTION OF FEMININITY

As seen in previous chapters, the women’s magazines studied in this thesis mainly focused
their attention on beauty, sexuality and fashion. It is even possible to argue that they were
attached obsessively to these topics. However, this type of magazine content is absolutely not
limited to them. All of these three magazines took an interest in the problems of women. They
addressed issues other than physical appearance and sexuality. In addition, as magazines
issued and consumed by women, they gave place to problems stemming from gender
inequalities and differences. The emergence of a women’s movement independent of
Kemalism in the 1980s, in other words, the rise of a new type of feminist movement, and the
transformation of women’s social position both helped to enlarge women’s media and
transformed the content of popular publication. While feminism was becoming popularized
more than ever before, the newly emerging women’s magazines began to give place to
feminist thoughts, gender inequalities, female discrimination and oppression.'*® Even most
editors of the magazines regarded themselves as “a type of feminist.”

Though they differed in how they dealt with these topics, three of the magazines
examined did not position woman as wife or mother at home. They expressed the difficulties
that women faced in private and public life. They wanted that their visibility would increase
in public life and urged women to do so. They especially highlighted that women should be

strong and active in every field, mainly in business life. They refuted or criticized traditional

199 For a study addressing the popularization of feminist themes in women’s magazines with the concept of post-
feminism, see Shelley Budgeon and Dawn H. Currie, “From Feminism to Postfeminism: Women’s liberation in
Fashion Magazines,” Women s Studies International Forum, vol. 18, issue 2, (March-April 1995): 173-186.
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approaches to marriage and sexuality. On the one hand, the female reader group of the
magazines, which was increasing in the total female population in the 1990s, began to have a
social background which would support these inclinations, and functioned as some sort of a
“popular pioneer.” This chapter is designed to examine the feminist discourses in these
magazines and what popular version of feminism was represented there. | aim to indicate how
these gender-based magazines approached the gender problems that women experienced,
what they understood about feminism, what they offered as a solution to these problems, how
they incorporated feminism into the popular®®, and the limits and contradictions of feminist
discourses.

Laying place to feminist discourses and themes on the one hand, the magazines
emphasized the term “femininity” more than ever before. As briefly mentioned in the
introduction, the line between feminism after 1980 and femininity became vague. Especially
in the popular media, the second wave feminists were portrayed as characters that did not care
about their femininity, who ignored their physical appearance and were mostly poorly
groomed. In actual fact, feminists never had one single current of thought about physical
appearance and femininity. Insomuch that, as mentioned in Chapter Two, every period in
which femininity was re-defined went along with a strong wave of feminism that did not bear
hatred against the term itself. The rise of feminism once again in Turkey in the 1980s and
change in feminism representations in the media are an example of this. While “the known
feminists” were portrayed in the media as ugly, fat, man-haters who did not remove hairs on
their legs on the one hand, a women’s movement that did not deal with the “women question”
from a Kemalist viewpoint adopted a critical approach towards “state feminism” began to

grow stronger.?**

201 owe this expression to Kirca-Schroder, see Popiiler Feminizm.

01 For the concept of “state feminism” or devlet feminizmi, see Sirin Tekeli, “1980’ler Tiirkiye’sinde Kadinlar,”
in 1980’ler Tiirkive sinde Kadin Bakis Agisindan Kadinlar, edited by Sirin Tekeli (Istanbul: Iletisim,1995),
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Shortly, in the late 1980s and 1990s, while an approach that tackled gender problems
from the standpoint of women and contributed a popular framework to feminism was on the
rise both in the world and in Turkey, the term “femininity” was concordantly more stressed.
The femininity perception of the 1950s and 60s was still being characterized on the basis of
domesticity and dependency. As Susan Bordo says, “career woman” was a dirty term.?%?
When the word “woman” or “young girl” was uttered, one was to think of childlike,
nonassertive, helpless, domestic, invisible characters. Women were offered a different world
in the magazines of the 1990s. Symbols and codes of “being a woman like a woman™ had
already begun to change. The new middle class woman was not expected to “be ladylike and a
proper woman,” “avoid doing a man’s job,” or “be the mistress of her house,” but rather to be
free, brave, decisive, conscious, economically independent, consumer, chic, well-groomed
and sexy. This new woman type had a number of feminist values as well. Hence the changing
femininity discourses, symbols and codes also will be discussed.

It is hard to consider femininity and the new women image apart from “lifestyle”, the
rising term of the 1990s. As a consequence of the social and economic context, the media of
the 1990s, which was keen on drawing ideal types and making propaganda of these, tried to
specify femininity ideals. The effort of the magazines to teach women how they could become
“ideal women” is exactly related to it. The magazines being examined in this study promised
women an alternative way of femininity. They reminded women of the fact that they were
women beyond being ideal wives and mothers. They tried to teach women where, when and

how they would consume, what type of places they would go to, what they would wear and

eat, how they would attract someone, fashion and trends, ‘in’s and ‘out’s and global cultural

especially pp. 30-36; and Yesim Arat, “Project of Modernity and Women in Turkey,” in Rethinking Modernity
and National Identity in Turkey, edited by Sibel Bozdogan and Resat Kasaba (Seattle: University of Washington
Press, 1997), pp. 95-112.

202 Bordo, Unbearable Weight, p. 170.
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values. For that reason, in this chapter the ideal woman type constructed by the popular

women’s magazines in question intermingled with femininity concept will be examined.

“Women are Changing...”

Though the New Woman image and meanings and values assigned to it has changed in every
period, as a cultural construct she has always represented a social change and carried the
message of the possibility of upward mobility. As Kitch says, she conveyed opportunities for
upward social and economic mobility and new social, political, and economic possibilities for
womanhood. She also served as a model and as “a cultural commentator through whom
certain ideals came to seem “natural” in real life.”*

Infact, it may be deceptive to call this image of the dominating woman a myth because
a social change corresponding to the type drawn as the New Woman occurred in the late
1960s in the West, and in the 1990s in Turkey. The increase in educational opportunities for
women, the active engagement of women in business life, a strong women’s movement, the
increase in women’s public visibility helped to create a female mass that could speak out
sonorously. Thus the reader group investigated in this thesis, the professional, economically
independent, educated and urban women, formed the social basis for the New Woman image.
This kind of a social change paved the way for the emergence of professional publishing that
would spread this type of discourse and for the fact that editors and authors could find
response to their discourses in accordance with global consumption strategies.

The social and economic change experienced by women in the 1990s was on the
agenda of the magazines all the time. Terms such as “the woman of the 1990s”, “the New

2 <

Woman”, “the woman of the age” all definitely referred to the fact that women were going

203 Kitch, The Girl on the Magazine Cover, p. 8.
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through a desired transformation or they should go through such a transformation. The editors
presented this type of woman as the female group they wished to see; however, they believed
that it was a newly emerging change. For instance, Marie Claire discussed whether women
had changed or not. For the author, there was “a slight movement” on women’s side in recent
years. “Then what is changing from the point of women in business life, sexual life, at home?
How does it affect men? ... or do they not believe in the presence of a “danger” that may
shake their seat?” she asked.”> She quotes how French historian and thinker Elisabeth
Badinter who visited Istanbul at the time described Turkey as “the youngest feminist country”
because women’s problems had been seriously discussed in public in Turkey for the previous
15 years. The author explains that despite all of the legal regulations women did not really
have a presence in politics, which was viewed as a negative indicator at that time. Women
walked into business life at full speed and rose to senior positions and had sexual experiences
that had been oppressed for long years. The author highlighted that this change naturally did
not affect Turkey entirely, but women had climbed up half of the ladder.?®

Marie Claire conducted a series of interviews to see how men felt about this
advancement. The affirmation of social transformation but exclusion of rural women was the
common thought. For instance, according to Engin Noyan, musician, women had begun to use
their actual rights. The liberation of women in business and sexual life gave the chance to
housewives who did not have that freedom to be stronger and the way business women
presented themselves on TV and media’s more extensive coverage of business women urged
housewives forward.?*® Hincal Ulug, who passes a remark in every respect the same today as

it was yesterday, summarizes a fact with his opinion:

24 Marie Claire, April 1992.
2% Ipid.

206 1hid.
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The overall picture of women living in Anatolia remains much the same. That
is to say, women in little towns live today in the same way as they did fifteen
years ago. But there is a difference. Women in Anatolia have kept abreast of
everything with expansion of television... They are informed of sexuality by
means of women’s programs, and they find out about senses, the name of
which they did not know. There are quite significant developments in big
cities. Business life is naturally the first. Fifteen years ago, a number of
women’s occupations came to one’s mind, such as secretary, hostess. Today
there exists a term like women’s occupation no more. We are beginning to see
women in administrative positions at high levels. A female image has taken
over the image in workplaces. Concordantly, roles began to change at home.
Women who iron and cook for their husbands do not even exist in slum areas.
The age to begin sexual experience has dropped way below.?"’

In a nutshell, many of them thought that women’s sexual life had been influenced by their
advancements in business life, and they had become more active, broke taboos, and changed
their perceptions. On the other hand, it was emphasized that middle-class women in Turkey
had changed on a large scale, and their fellows in rural areas were preparing for it, and they
were going through a transformation at least. There is no doubt that it was welcomed as a

favourable development. Marie Claire shared this change with readers and announced that

they wished for women’s active participation.

Awareness of and Interest in Women’s Movement and Feminism

As distinct from Cosmopolitan, Marie Claire and Kadinca frequently made use of the term
“feminism”. In every issue, both magazines allocated a place to women’s problems, gender

inequalities and the women’s movement. For instance, Marie Claire gave a place to Ayse

27 1bid. “Anadolu’da yasayan kadinlarda genel gériiniimde pek fazla bir degisiklik yok. Yani kasabadaki kadin
on bes yil énce nasil yasiyorsa, bugiin de oyle yaswyor. Ama bir farkla. Anadolu’daki kadin televizyonun
yayumastyla her konuda bilgilendi... Kadina yonelik programlar sayesinde cinsel agidan da bilgilendi; adini
dahi bilmedigi duyularim varligimi dgrenmeye basladi. Biiyiik kentlerde ise olduk¢a biiyiik gelismeler var.
Birincisi tabii i hayati. Bundan on bes yil once kadin meslekleri diye birtakim meslekler akla geliyordu.
Sekreterlik, hosteslik gibi. Bugiin kadin meslegi diye bir kavram ortadan kalkti. Ust diizeylerde yénetici
kademelerinde kadinlar: gérmeye bashyoruz. Is yerlerindeki goriintii disi goriintii halini aldi. Buna paralel
olarak evdeki roller farklilasti. Bugiin artik kocaswin iitiisiinii yapan, yemegini yapan kadin gecekondularda bile
kalmadi. Biiyiik kentlerde cinsellikle tanisma yasi ¢ok asagilara indi.”
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Diizkan, a radical feminist.?®® In an article entitled “What Do Feminists Say,” Diizkan broadly
wrote about how historiography had forgotten women with concrete examples. She even
specifically analyzed how the women’s movement had been integrated into Kemalism in the
early years of the Republic in Turkey, and how they had laid their ideals on modernization but
the next generations, especially in the 1980s, had stepped out of that Kemalist influence. For
her, women had come to know how to express themselves in the 1980s and early 1990s: “The
married ones could think of getting divorced,” “we began to revolt against those who
attempted to use our femininity against us.” According to Diizkan, then there had come to be
a women’s organization in Turkey with all its failures and weaknesses. “I am proud of being a
feminist from Turkey. What about you?” she asked.?

In short, even in a magazine like Marie Claire, which was more focused on beauty and
fashion, feminists, and most importantly a radical feminist like Ayse Diizkan could introduce
readers to the agenda of the feminist movement. The publication of such an extensive article
written by Diizkan is absolutely related to the month of march. Here we should add that in the
first years of Marie Claire there was a section entitled “Woman” in the magazine content. It
was possible to find articles regarding feminism, women’s rights, gender problems and
agenda of women’s movement.

The article entitled “Women are Now on the Agenda” (Kadinlar Artik Giindemde) said
that women had become conscious and advanced in the previous 10 years, and that there had
not been such interest in the women’s question before, and highlighted that women’s rights
and feminism were moved up to the top of the agenda.”*° What is remarkable about this article
is that it raised an objection to what was understood about feminism. It also emphasized that

feminist movement had grown strong in the West after 1968, and that it had become usual and

208 See for example, Marie Claire, March 1990.
%9 Ipid.

210 Marie Claire, November 1990
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institutionalized in Europe. In Turkey, feminism had begun exercising influence in the 1980s.
For the author, however, the public mainly was busy creating typologies for the proponents of
this movement instead of listening to what the feminists were really saying. The author raised
an objection to the fact that feminists were put in the same pot as “spinster or witch.”*** But
then, when they actually lent an ear to what feminists actually wanted and said, they
understood feminists were not wrong. Thus women’s rights, already in law but not effectively
put into practice, attracted attention in the early 1990s.

For the author, it was not only by means of feminism that women’s rights, women’s
problems and needs were put on the agenda, discussed or any leap forward was attained, but
that feminism definitely had a great share in it. Issues like domestic violence, beating, the rape
of prostitutes, the dependence of woman’s employment on her husband, were then open to
discussion, and were even handled in the courts and put under the protection of the law.
Political parties also got involved in women’s issues among the important items on their
agenda. In short, “women were after their rights and more aware. The movement initiated by
the feminists made a number of forgotten, suppressed questions a current issue, and opened
them up for discussion. Women'’s rights would not fall off the agenda within the process.”212

Somehow Marie Claire and Kadinca followed up the developments regarding
discrimination and inequality against women. They especially made news of the efforts put
forth by research centers and women’s organizations to bring women’s problems to the
parliament. For instance, in one issue Marie Claire announced the declaration of the
Convention on the Elimination of Discrimination Against Women by Istanbul University

Women’s Problems Research and Implementation Center led by Necla Arat. It condemned the

21 1hid.

212 1hid.
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sexist discourses of Iranian politicians and praised the European women’s publication.”"
Similarly it presented the demonstrations held for the “abortion law”. %"

Marie Claire, which discussed social problems more than Cosmopolitan, asked
different figures’ opinions about Turkey with women in power. This article presented the
answers of well-known female administrators, industrialists, academicians, publishers,
advertisers to the question “what would you do if you were in power?”** The starting point of
the article was to discuss from the viewpoint of women that the men in power did not do their
jobs very well and what women would do differently from men. Tansu Ciller, who would
become the first female prime minister of Turkey four years later from the interview date, was
among the interviewees. Frankly, before starting to read the section, | was expecting to find a
women’s perspective, perhaps a little utopic, that argued that the male mentality was the
reason for problems and a country ruled by women would be much more different. However,
the interviewees put forth analyses and suggestions which would also come from men easily,
from an exact “real” perspective.?'®

It is remarkable that the interviewees did not approach the problems with any kind of
feminist concern. In other words, a set of urgent but stereotyped suggestions listed here may
have been put forth by men. For instance, most of the women considered education to be the
fundamental problem. I guess it was a characteristic of the middle class in the 1990s as well to
put lack of education at the center of all problems and education at the center of all solutions.
The population increase was another significant problem. All the participants thought that

Turkey was urgently in need of population planning. However, again at this point, the

population problem was taken not from a women’s viewpoint, but as a general problem. As

3 Marie Claire, July 1990.
2% Marie Claire, January 1990.
5 Marie Claire, October 1990.

218 1hid.
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the rise of Islamic parties in the 1990s led people to think that secularism was under threat, an
issue which has always been current in Turkish politics, most women regarded threats against
secularism as a problem. There may actually have been a gender-based concern here.
Traditional culture and religiosity as its focal point were the main problems within the context
of feminism presented by the magazines examined in this study. It is not really surprising that
the interviewees from the middle-upper class, some of whom were after Kemalist ideals, were
among those who felt the threat against secularism.

In a nutshell, the answers given to Marie Claire’s question regarding the changes if
women were in power did not culminate in a criticism of male dominancy. At the center of
the suggestions lie education, population planning and secularism. Among the interviewees,
Sirin Tekeli was the only one who touched upon discrimination against women, and their
personal civil and social rights. Exactly at this point, in terms of having adopted a women’s
perspective, the difference in viewpoints of a feminist scholar like Sirin Tekeli, and upper
class women with respect to Turkey’s social problems reflected the relation of both popular
women’s magazines’ editors and readers with feminism.

On the other side, Cosmopolitan was not totally unaware of women’s magazines and
the women’s movement agenda. A significant difference here was that the term “feminism”
was not frequently used, and a “serious” topic like “women’s rights and movement” was not
continuously discussed. An article entitled “Woman Has the Say” (Kadinin Adi Var) which
referred to Asena’s book “Woman Has No Say” (Kadinin Adi Yok) appreciates the fact that
women were making progress in every respect but asked for more. The article was made up of
a test. There were questions related to successful women, women’s rights, and the first
women who had acquired male’s occupational and political positions, and thus they aimed to

. 217
Increase women’s awareness.

27 cosmopolitan, March 1996.
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Gender Issues and the Magazines

The magazines took a keen interest in women’s daily problems or problems rising from
gender discrimination. For instance, in one issue Marie Claire dealt with the problem faced
by divorced women in the article “After Getting Divorced” (Bosandiktan Sonra), and drew
attention to new kinds of social pressures on widows. The article explained that most divorced
women were not supported by their families, and society considered widows a threat, and how
divorced women felt in a male-dominant society.”*® This type of article indicates that the
magazines dealt with different difficulties experienced by women from the perspective of
women. Thus the magazines, but mostly Marie Claire and Kadinca, functioned as platforms
on which experiences were exchanged. Individual personal experiences were presented from
which to take lessons, and for instance, advice was presented with respect to overcoming the
difficulties faced by a divorced woman.

Though not regularly, Cosmopolitan also discussed women’s problems in ways
different from sexual life and outer appearance. For instance, the article “Caught between
Two Fires” (Iki Ates Arasinda), dealing with the conflicts of working married women
between business life and motherhood, both criticized the patriarchal culture that drew women
into this conflictual situation and mentioned a number of social rights:

The number of working women is increasing a little more each new day in our

country. Until ten years ago, our aim was to make everyone accept that the

perception “woman should stay at home” was so wrong. And now we are

fighting against the perception “woman should stay with her child”. [...] It is a

struggle not only against patriarchal culture, but also inside us. It is in our
hands to win the fight!?*°

8 Marie Claire, July 1990.

219 Cosmopolitan, October 1996: “Ulkemizde ¢alisan kadinlarin sayist her yil biraz daha artiyor. On yil éncesine
kadar amacimiz ‘kadinin yeri evidir’ mantiginin ne kadar yanlis oldugunu kabul ettirmekti. Simdiyse ‘kadinin
yeri ¢ogogunun yamdir’ diisiincesiyle savasiyoruz. [...] Bu yalmizca ataerkil kiiltiire karst degil ayni zamanda
kendi icimizde de siirdiirdiigiimiiz bir savas. Kazanmak bizim elimizde!”
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In fact, women did not have to make a preference between career and motherhood. We grow
up in a patriarchal culture and it is not so easy to remove its traces. This culture intends to
imprison women at home and forces them to make a choice. Even in the 1990s the common
opinion was that women should give up their careers and focus on raising children.
Mentioning solutions as well, the article deals with the problems experienced by
women within the social context, and informatively presents its economic, social and legal
dimensions. Nurseries and kindergartens were one of the solutions, but mothers did not find
them a favourable solution as investments were not satisfactory in Turkey. Baby sitters were
another solution, but as they were mostly uneducated, they did not give mothers a sense of
security. Investments and educational activities would support women. In addition, nurseries
should be provided for children in work places, part-time employment opportunities should be
increased, bosses and administrators should act more responsibly about working hours, and
women should have the security to go back to work after pregnancy. While dealing with a
specific problem, this article is remarkable in the sense that it discussed both patriarchal
culture and the social context in which women lived. It attempts to present solutions and
alternative ways for women to cope with a problem, and urged them to make their own

decisions. In this sense, the magazine had a feminist mission, though a timid one.

What Was the Feminism of the Magazines Like?

The magazines’ editors declared that they felt close to feminism in some Way.220 What is
more, various feminist themes and discourses always found places in the magazines. But what
was the feminism of the magazines like? Why did I observe a popular feminist discourse in

these magazines? How did they differ from other radical feminist thoughts? The feminism

220 For the interviews with the editors of Kim and Kadinca magazines, see Kirca- Schroeder, Popiiler Feminizm,
pp. 260-280.
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employed in the magazines rather revealed itself with women’s strength in business and social
life, their liberation, their self-confidence and success. In this respect, the individual,
individualization, liberation, strength and self-confidence are the key concepts of popular
women’s magazines.

In this sense, the individualism that rose especially in the 1990s was one of the
common topics that received emphasis in the magazines. Some of the articles in the
magazines call women to be aware of their own individualism. Especially in Turkey, a
country considered by the editors to be placed in the “developing countries” category,
women’s ability to extend their capacity to become an individual was taken as a guarantee or
prerequisite for their freedom because of the oppressive and inhibitive character of society. In
this respect, the individualization and liberation discourses were closely connected to one
another.

I think that there is close relationship between the discourse on “becoming an
individual” and the inclination of feminists in Turkey to consider the traditional lifestyle to be
at the heart of gender inequalities. It appears that the “modernity” concept remained at the
center of social discussions in Turkey, as can be seen in the women’s magazines in the 1990s.
While a new type of woman was constructed on the basis of the “New Woman” image in
Cosmopolitan and Marie Claire versions published in Western Europe and America,
“modernity” was the primary concept in Turkey.??! With Kadinca in the first place, in every
issue of the magazines in question, it is possible to find expressions affirming modernity such

2 6 99 ¢C

as “modern woman”, “modern lifestyle”, “thinking in a modern way,

29 ¢

modern clothing.” In
this respect, the editors and authors seem to be attached to the women’s movement and

organizations in Turkey, and even Kemalist modernity discourse that dominates a certain

221 Kirca-Schroeder draws attention to the emphasis of popular Turkish feminism on modernity (modernlik) in
the context of Kadinca, see Popiiler Feminizm, p. 177.
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form of feminism.?? | do not intend to say that the editors wanted to show their commitment
to Kemalism in this way but rather the case is that modernity-traditionalism dilemma left its
mark on the perspective on gender problems in Turkey. The modern thought and life style that
promised liberation for women against the role and meaning provided by the traditional order
for women, and the pressure and violence caused by this environment, was the main criterion
for early Turkish feminism. If we consider the fact that religiosity, in particular, that shapes
traditional life has been at the center of social and political problems that emerged in the last
150 years of Turkey, it is quite usual that the issue is at the heart of all discussions in terms of
gender question.

The principle cause for the secondary position of women in social terms in the popular
feminism employed by the magazines is traditional cultural norms. Though they did not
explain it in such a language, marriage, housework, religion, social traditions re-produced this
secondary position. For that reason, women had to fight against them. It will be right to assess
the magazine’s approach to family, marriage and social traditions in this way. For instance, in
an article published in an issue of Marie Claire:

And of course one should not ignore the influence of Islamic traditions. Just

think that it has not even been 100 [sic] years passed from the time when

woman was kicked to the curb with the utterance by man of ‘bos ol’ (be free,

divorce) three times. And today, though we live in a secular society, a divorced
woman may be scorned due to such perceptions still existing in our culture.”??

22 See Deniz Kandiyoti, “Kurtulmus ama Ozgiirlesmis mi?: Tiirkiye Ornegi Uzerine Bazi Diisiinceler,” in
Cariyeler, Yurttaslar, Bacilar: Kimlikler ve Toplumsal Déniisiimler, Deniz Kandiyoti (Istanbul: Metis Yaynlari,
1997), pp. 65-83. For an article analyzing the relationship between women’s movement, feminist thought and
Kemalism in Turkey, see Arat, “Project of Modernity and Women in Turkey ;” and Yesim Arat, “From
Emancipation to Liberation: The Changing Role of Women in Turkey’s Public Realm,” Journal of International
Affairs 54, no. 1 (Fall 2000), pp. 107-123. Regarding how after 1980 some feminists in Turkey deviated from
Kemalist perspective that dominated the “women question”, see Yesim Arat, “Women’s Movement of the 1980s
in Turkey: Radical Outcome of Liberal Kemalism?,” in Reconstructing Gender in the Middle East: Tradition
Identity and Power, edited by Miige Gégek and Shiva Balaghi (New York: Columbia University Press, 1994);
and Tekeli, “1980’ler Tiirkiye’sinde Kadinlar.”

223 Marie Claire, July 1990: “Bir de tabii ki Islami geleneklerin etkilerini de goz ardi etmemek gerekli. Diisiiniin
ki erkegin ii¢ kere ‘bos ol’ demesiyle kadimin kapinin éniine konmasinn iizerinden 100 [Sic] yil dahi gegmedi. Ve
bugiin laik bir toplum olmamiza ragmen bosanmis bir kadin kiiltiiriimiizde hala varolan bu tiir yaklasimlarin
etkisiyle kii¢iik goriilebiliyor.”
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Likewise, in one of its files on women, Marie Claire touched on the decisions taken,
institutions established and reports prepared in succession by the ruling party of the time,
ANAP, and discussed them in respect of women’s civil rights and their attitude towards
women.??* At the heart of discussion lay what the “Turkish-Muslim family type” was. The
name of the portfolio was “Muslim-Turkish Family Blockade” (Miisliiman-Tiirk Aile
Kugatmast). The report prepared by the State Planning Organization essentially dealt with the
“breakdown” of the Turkish family structure. According to the report, the higher rates of
participation of women in work life had radically changed mother’s duty and image, and had
begun causing some domestic and social problems. Under these circumstances, a “traditional
religious obligation” like disciplining children was not met. Therefore the “Muslim-Turkish
model of human” should be represented in music, literature and folklore.

For Marie Claire, it was not a coincidence that the Institute for Family Research,
Presidency of Women’s Status and Problems and Council of Family were established after the
report’s release. According to Ayse Cubuke¢u, who prepared the file, it was a siege and
imposed a certain type of family model on society. Imposing an outdated model by means of
outdated methods was not acceptable at all. Moreover, it was brought forward at a time when
the head of family concept was being discussed and it was planned to make an amendment in
the Civil Code (Medeni Kanun). In short, Marie Claire considered this model a deep trouble
with its popular feminist and secular line of thought: “Though the expression ‘National
Vision’ seems to be in fly size within the proposal in question, it is enough to make everyone,
and women'’s associations, in particular, feel terribly sick.”?%

Islam and women were on Kadinca’s agenda as well. A portfolio responding to an
article written against feminism in an Islamic magazine discussed to what extent the

traditionalist conservative people essentially perverted feminism. The discussion focused on

224 Marie Claire, October 1990.

225 |pid.
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sexual freedom. For the author of Kadinca, sexual freedom was mistaken in the way that
woman could have intercourse with anyone she wanted. However, what was really meant here
was that her body only belonged to her.?

In every issue, Kadinca gave a list of “Those Who Will be Kissed” and “Chili
Pepper.” In the first list, those well-known figures who expressed positive opinions about
women’s rights or women were praised, but those in the second list were reprimanded. The
state minister and vice prime minister of the time was the “Super Chili” of April 1990 issue.
The magazine quoted the minister as saying that women were partly entrusted by God to
human beings according to Islamic belief. He added that until they turned them, i.e girls, to
the owner, they properly brought them up. Explaining that it was not a useful action to bring
women'’s rights into question exaggeratedly, the minister expressed his disbelief in the
feminist movement’s accornplishment.227

Shortly, not only in the 1990s but in every period of Turkish politics, the tension
between Islamism and secularism, modernity and traditionalism was reflected in popular
women’s magazines. The feminist discourses of the magazines manifested itself in the way
that women’s place in the traditional society should change, their visibility should increase in
the public sphere and they should acquire more rights and freedom. Therefore their agenda
deviated from the popular feminist themes of Western magazines at times. Above all, it is
necessary to call attention to the difference in problems experienced by women in a country
like Turkey. Some phenomena that no longer pose a problem in Western societies still hold
true for women in Turkey. I do not refer to extreme examples such as “honor killings”, co-
wives or bride price. These already do not pose a daily threat for educated middle class
women, but appear to be events and social problems that they angrily follow as a lesson.

However, though educated, the problems experienced by townswomen such as that women

228 Kadinca, April 1994,

2T Kadinca, April 1990.
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are sometimes forced by their families to marry, not allowed to go out whenever they want at
night, or face sexual abuse and violence almost every day, or cannot speak about sexual issues
as they wish have been turned into the primary concern by popular or radical feminists in
Turkey. Moreover, we have to take into account how many articles the Turkish Civil Code,
amended even as late as in 2002, included against women in the 1990s. Consequently,
“gender backwardness in Turkey” necessarily both fed the popular feminist approaches and
loosened up the limit between popular feminism and radical feminism. Because even those
middle class women who did not adopt a certain feminist attitude and did not participate in
collective women’s movement could easily attribute these problems to the traditional social
order or male dominancy, which was so easy to prove. It was one other reason for the rise of

such popular feminist themes based on liberation and individualization discourses.

Power and Success Centered Feminism: The New Woman... Powerful, Self-Confident,

Independent

One of the significant messages conveyed by the magazines to female readers involved self-
confidence and decisiveness. Emphasizing that the woman of the 1990s was much different
from before, the magazines invited women to become this type of woman indeed. Put it
differently, “we are not like that anymore” was an implicit call for how women should be.
Just as for beauty and sexuality issues, a series of tips were provided for women in these
sections. Recipes regarding how to become an independent and successful woman were
presented. In other words, the key to self-confidence and independence was hidden in the
magazines. Therefore it will be useful to examine the woman type promoted in popular media

of the 1990s and analyze how it was presented in the magazines.
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We see that the feminism represented in the magazines was based on an emphasis on
strength and career. Becoming a “strong and successful woman” was presented as a specialty
that paved the way for women’s liberation. What a “feminist” was here was about criticism of
women’s impotence against men and ineffectiveness in social life. The key words of all these
magazines were “strength” and “self-confidence”.

For instance, an article in Cosmopolitan said that women were inherently strong, but
could not actualize this power under social pressure. The fact that women were symbolized as
“Eve” indicated that the matter was associated with women’s nature in any case:

Eve is actually the symbol of vigilance and always has a side that startles men

in this respect. As it startles men, it is confined, hidden, pushed back, locked up

at home. Hence the world has become the world of men. And the state of the

world where women cannot exercise their active power and walk around with

their elegant steps is pretty obvious.” “Woman is strong. Though she has had to

live in a male dominant world over the years, it is safe to argue that this

argument is correct as she still apparently holds her head high.?*

An article titled “I Have the Power Now” (Gii¢ Bende Artik) in Cosmopolitan called out to
women and said, “People who have discovered that their own selves are the only mainstay are
the strongest indeed. Discover the power in yourself, and be happy and successful.”??°
According to the author, the women of the day had a stronger belief in themselves, and
thought more positively about how they looked and felt. They were more independent
economically and emotionally. In similar articles receiving learned opinion was a media
strategy introduced in the 1990s in Turkey. Likewise in this article, an expert psychologist

explained the importance of self-confidence and difference from thinking oneself superior.

Then tips to cope with lack of self-confidence were presented with the author’s reference to

28 Cosmopolitan, March 1996: “Havva aslinda uyamikhigin simgesidir ve bu haliyle erkekleri iirkiiten bir yam
vardwr hep. Erkekleri iirkiittiigii icin de kapatilmis, geriye saklanmus, itilmis, eve tikilmistir. Béylece diinya,
erkelerin diinyasi olup c¢ikmistir. Kadmn etkin giiciinii ortaya koyamadigi, iistiinde zarif adimlariyla
gezinemedigi diinyamin hali ise gézler oniindedir.” “Kadin giicliidiir. Yillar boyu erkek egemen diinyada
yasamak zorunda kalmasina karsin, hala basi dik dolastyor olmasina bakilirsa, bu savin dogru oldugunu iddia
etmek, ¢ok da yerindedir.”

2% Cosmopolitan, November 1996.
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the connection between women’s weak attitude against male dominancy, which still survived
though less, and lack of self-confidence. Primarily, women should learn to take pride in
themselves. They should not be scared of failure, and learn to take risk. They also should
overcome shyness and not ignore their egos. A recipe is attached to the article which put the
self-confidence problem at the center:

Increase your self-confidence

Re-read your previous love letters

Do fifty crunches

Eat only salad at lunch for a week

Get a pedicure

Buy a pair of trousers one size bigger. (Thus you will feel leaner.)

Buy a new type of lipstick.?*

Kadinca gave a long list as well, underlining self-confidence and decisiveness. In the article
highlighting that people may sometimes lose their self-confidence, readers were advised not
to sink into pessimism because there were ways to re-build up self-confidence. For instance,
one needs to learn lessons from mistakes, adapting a dressing style in accordance with
physical characteristics and life style, etc.

The list of advice goes on. But what about a woman who reads such articles? Does she
take notes and try to conform to the advice exactly? What was the readers’ response to the
article? For this purpose, we need to have data about reader attitude as part of a “response
study.” It is a separate work item all by itself. However, it is possible to make a few
predictions. From my standpoint, most female readers do not take these articles as recipes and
do not struggle to comply with the tips completely. In my opinion, what is striking here is that
Cosmopolitan, as a gender-based magazine, dealt with women’s problems in terms of
liberation, self-confidence and strength. It is obvious that the magazines simplistically

addressed gender relations and gender problems. They even had a reductionist approach most

of the time. For instance, freed from social context, mostly happiness and misery of people

20 1pid.
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were reduced to psychological cases. With an abstract advice on power and confidence,
women were expected to overcome a problem that had a historical dimension. In addition, we
should also draw attention to the close relationship between self-confidence and outer
appearance. As discussed in the previous chapters, the magazines’ attitude to put body and
physical appearance at the center was obvious here as well. The self-confidence and power
problems of women were taken as a psychological case but, not within the complex structure
of power struggle and intersexual relations.

Women’s magazines appeared to have adapted a mission to encourage women. On
every occasion repeating that women were strong by nature, they attributed certain essences.
In addition to power, they regarded values such as freedom, dedication to independence as
substance in women that needed to be actualized. It actually bore the influences of a feminist
movement that grew stronger after 1980 in particular. For instance, in an article entitled “It Is
Good to Be a Woman” (Kadin Olmak Giizeldir), an essentialist perception of feminism, which
highlighted difference of women and saw women from a different perspective by their nature
among feminists as from 1980 in particular, was consciously or unconsciously defended. In
fact, not only the feminism represented in this article, but the feminism of the magazines as a
whole emphasized women’s difference. The article says:

Woman is strong... Woman has a unique world and a perspective different

from men... Eve is sensitive and tender, but has her way at the same time.

When she declines and pushes aside the roles provided for her, her nature

exposes her to fresh new excitements.?**

Here the characteristics of “having one’s way” and “declining the roles provided” are most
particularly pointed out. The magazine invited women to liberation on the basis of its own
popular feminist discourse. As women’s freedom belonged to their own nature, women

should discover it and actualize this power. In other words, power, freedom and difference

21 Cosmopolitan, March 1996: “Kadin giicliidiir... Kadinin kendine ézgii bir diinyasi ve erkekten farkli bir bakug
agist vardir... Havva’lar duyarlhidir, sevecendir, ama ayni zamanda basina buyruktur. Kendisine bigilmis rolleri
elinin tersiyle bir kenara ittiginde dogast onu yepyeni heyecanlarla karsi karstya getirir.”
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were the primary elements of the popular feminist discourses in the magazines. However, the
same article turned woman into an aesthetic object and a desired source of love by saying
“[woman] is a gift. A surprise and a journey full of unknowns. As she has all these specialties,
she is the one who is loved, missed and for whom poems or songs are written.” To my mind,
though not in conflict with the above-mentioned liberation discourse, ascribing the essence of
“a beloved creature” to woman is remaining within a sexist borderline.

Stressing women’s difference on the one hand, the magazines sometimes advocated
the need to “be like men”; on the other, exemplified how contradictory discourses were
juxtaposed all together. For instance, the power discourse of popular feminism sometimes
reached to a point at which women were regarded as men, and a line of thought, saying “If we
behave like men, we will become strong””:

Work life has gone beyond winking at women and nodded head but men’s

tactics function more than those of women because it has been in men’s power
for centuries. If so, then we will use their tactics.?*?

99 Cey

The tactics were tremendously simple: “tune up your tone of voice,” “if you pick up the

99 ¢

phone, say your name and surname when you answer it,” “say I want you to do it instead of
can you do it...” There was no need to say that the examples had been chosen for middle class,

executive woman.

The Career Woman

These magazines, which positioned women outside domestic life and encouraged them
accordingly, presented power and career attained in work life as a solution to women’s

secondary position in social terms. For instance, as Kirca- Schroeder also points out, a well-

232 Cosmopolitan, November 1996: “Is hayati kadinlara géziinii kirpmaktan éte basim salladi sallamasina ama,
yiizydlardwr erkeklerin tekelinde oldugu icin onlarin taktikleri kadinlarinkinden daha ¢ok isliyor. Madem dyle
bizde onlarin taktiklerini kullaniriz.”
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known businesswoman, Leyla Alaton, regularly wrote in the section titled “The Column of
Working Women” every month in the mid-1990s in Kadinca.”*® Alaton gave a lot of advice
about business life to women in her column, and answered readers’ questions. Issues handled
in this column varied from problems faced by women in business life to job opportunities,
personal skills to practical tips like writing a CV. Albeit limited to tips or advice, the column
had a feminist sound as to strengthen up women in business life and functioned as some sort
of a consultant for women.

Likewise, there was a “Cosmo Careers” column in Britain and the USA editions of
Cosmopolitan. In Turkey, though not regularly, the problems faced by women in business life
and ways to achieve a bright career were discussed under the title of Cosmo Career (Cosmo
Kariyer). Cosmo’s emphasis on “career” is more evident. This word is almost a key. It could
be interpreted in the way that the magazine was more tightly connected to global capitalist
terminology. Rather than gender-based inequalities, Cosmo invited women to be aware of
career goals and success. In this respect, it dealt with and provided solutions to some
problems that went for men as well. “Advice language” was also dominant here. Women were
particularly invited to be assertive, self-confident, competitive and brave.

However, neither Cosmo nor the others were interested in the low-level service sector,
working class women, the informal sector or domestic labor that formed the basis of women’s
employment. Life and the problems of working women were actually pursuant to waged, mid-
level and educated women. Hence it is not possible to find an inclusive feminist criticism and
there is almost no room for the exploitation of women’s labor and unequal wages. So what
made the feminism of these magazines popular was the stress on power and strength, which

showed their critical limits.

283 Karca-Schroeder, Popiiler Feminizm, p. 197.
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One other border of career and success-based feminism is determined by consumer
concerns. The powerful woman was a consumer at the same time. For instance, immediately
in the early 1990s, Cosmopolitan and Marie Claire gave place to articles about credit cards
and raved about the use of these cards with terms like “power” and “autonomy.”?** The
woman who had a credit card bought anything she wanted and went anywhere she desired
was strong and free. Likewise, a woman who possessed certain goods had a strong image.
Feminist mottos mostly emerged in various ads in such type of popular women’s magazines
with the advent of the 1990s. Exactly at this point, a set of feminist discourses functioned to
the purpose of commercial concerns. This is what can be called “commodification of feminist
values.” As Macdonald says, “consumer discourses in both advertising and the women’s
monthly magazines press now eagerly absorbed the terminology of self-assertiveness and
achievement, transforming feminism’s challenging collective program into atomized acts of
individual consumption.”?*

In conclusion, the thesis put forth from the perspective of popular women’s magazines
is that “when women grow stronger economically, emotionally and psychologically, they
cannot be suppressed by men.” The concept that functions at the center is power and
confidence. For that reason, the power-based feminism applied by the magazines is highly
characteristic. Declining identifying womanhood with obedience and passiveness, and
manhood with dominance and power, the magazines encourage women to struggle in order to
be stronger and more active. In this sense, whatever cultural form it may had, criticism of
women’s exclusion from private and public life and exposure to secondary position had a
feminist tone. A discourse refuting women’s marginal and passive position and producing
alternatives accordingly was in dialogue with feminism. However, this type of feminism was

problematic as it believed that the way to tip the scales in women’s favor in terms of

24 See for example, Marie Claire, February 1990 and Cosmopolitan, October 1996.

%5 Macdonald, Representing Women, p. 91.
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intersexual power struggle would be possible by way of psychological superiority and self-

confidence in the workplace and personal relations.

Kadinca’s Feminism

In this section, | want to discuss certain aspects of Kadinca differing from other popular
women’s magazines. Based on such a comparison, I aim to indicate how feminist discourses
diverged from one another in three of the magazines but, at the same time, to show the
common points that made them popular. Kadinca began to be published in 1978.*° However,
in connection with changing editorial board and authors, it had to follow up different lines of
thought at different times. In the early periods, rather than appealing to urban housewives, it
took over more of a feminist tone with Duygu Asena’s editorship.?*’ In this period, Kadinca
facilitated faster circulation of feminist messages, in particular, when compared to other
women’s magazines. Almost in every issue, it was possible to find articles and files related to
gender inequalities, women’s rights and women’s movement. When the language and content
of the magazine are considered, it is clear that the magazine appealed to women who did not
know anything about these issues. In this sense, the magazine appears to have been assigned a
“consciousness raising” mission, which was frequently pronounced by the feminists in Turkey
in the 1980s. Filiz Kogali explains the historical importance of Kadinca from the point of
women’s magazines and feminist movement:

Kadinca is a magazine, among the others published after the Republic, which

does not state that “the primary duty of women is mothering” almost for the

first time. Further than that, it is magazine that encourages women to take a
step, go out of the house and gain strength, and spoke about female sexuality

286 According to news spread in the media in July this year, Kadinca will be published again.

27 For an analysis about Kadinca, see Kirca, “Turkish Women’s Magazines.”
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for the first time. In this respect, it is a milestone in women’s magazine

publishing.?*®
As different from other magazines, Kadinca urged women more to participate in public space,
and get politicized. It attempted to activate women in business life and politics. It was more
political and critical, and dealt with gender-based inequalities and discrimination while
providing solutions to them. In this sense, during Asena’s editorship, at least, Kadinca had a
feminist line. Therefore it is possible to argue that Kadinca, as different from the other two
magazines, was more attached to feminist criticism and ideals. Especially the issues published
in the early 1990s aimed to politicize women together with all beauty and fashion articles
intermingled in the content. Put this way, though within the limits of the market, Kadinca’s
feminism aimed at struggle against inequalities, discrimination, pressure and violence faced
by women in private and public spaces, and had accordingly adopted a publication policy. As
a matter of fact, they embraced the slogan “personal is political.”

As mentioned above, Kadinca presented in every issue a list of “those who will be
kissed” and “chili pepper,” praising those figures who spoke positively about women but
condemning those who uttered discriminative, sexist expressions. Interviews conducted with
feminists, women’s protest demonstrations, legal regulations pursuant to women, current
gender problems etc. were scattered throughout the magazine’s pages. The magazine had
quite a feminist attitude in highlighting that gender roles and inequalities were socially
constructed as opposed to opinions, in particular, that grounded gender discrimination on a
biological basis.?*® The gender concept was used quite consciously and was highlighted at

times. It must be the most outstanding aspect of the magazine that differentiated it from the

28 Filiz Kogali, “Gegmisten Giiniimiize Kadin Dergiciligi,” Pazartesi, no. 21 (8 January 1996). “Kadinca
Cumhuriyet sonrast ¢itkan dergiler arasinda, neredeyse ilk kez ‘kadinlarin asil igi analiktir’ demeyen bir dergi.
Hatta onun da otesinde kadinlara adim atmalarmmi, evden ¢ikmalarini giiclenmelerini oneren, ilk kez kadin
cinselliginden s6z eden bir dergi. Bu anlamda kadin dergiciliginde bir dénemeg.”

9 The reader can, for example, see that article entitled “Yes... The Man is Superior!” (Evet... Erkek
Ustiindiir!),” Kadinca, April 1990.
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other popular women’s magazines. After Duygu Asena resigned from her editor position in
1993, followed by her initiative to pubslih Kim, Kadinca’s feminist discourses began to
change.

However, it also had a set of characteristics that separated it from other feminist
magazines, for instance, the most widely known Pazartesi. And it is exactly this aspect of the
magazine that made it popular and integrated the political into popular and vice versa.?*° Even
during Asena’s editorship, it shared many common points with other magazines on the
market. Pages dedicated to beauty, cosmetics, fashion, celebrity life and magazine topics
along with its perspective on all these were no different than other women’s magazines. For
instance, if we consider topics covered in any of its issues, we will make the subject matter
more concrete. Sections that remained unchanged in Kadinca were “Social Life,” “Interview,”

“Fashion-Beauty” and “Health-Gender.”?**

It allocated as many pages as other women’s
magazines, at least, to cosmetics and clothing ads. Topics like losing weight, make-up,
fashion and trends, sexuality, women-men relationships, and flirting continuously had an
unchanging place in the magazine. Especially sexuality and beauty were topics shared by the
magazine with others in terms of content. In other words, Kadinca did not aim to be at the
heart of feminist discussions. Consequently, it was a magazine that presented products to the
market in line with commercial concerns. Hence, readers were not to think that they were
holding a totally political feminist magazine such as Pazartesi, for instance. As a matter of
fact, it is exactly the reason why I view the magazine with respect to “popular feminism.” At
this point, a comment made by Ayse Saktanber is summative:

Kadinca sets the woman it aims as a modern woman who knows how to

manage her husband and man with the least compromise once she gets familiar

with herself and sexuality, has a grasp of her rights, is decisive, can stand on
her own legs, has self-esteem but can also set a practical European style table,

0 Kirca defines it as “the popular meets the political,” see “Turkish Women’s Magazines.”

1 See for example, Kadinca, August 1992.
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is careful about various cosmetics, diets and gymnastics, hair, face and body

care, follows the fashion of the time, and can do home decoration.”**

Feminist messages and discourses along with weight given to beauty, sexuality and fashion
did not pose a contradiction for Kadinca’s feminism because the feminism supported by
Asena and others, just like it rose in the West in the 1980s, did not accept the existence of a
difference, or more precisely, a contrast between feminism and femininity. Kadinca
represented a perception supporting that “feminist is not ugly, uncared or misandrist; every
woman has the right to be beautiful and aware of her rights.” I believe that their emphasis on
femininity resulted from their attempt to blur the distinction between feminism and
femininity. The moderation in the contrast between feminism and femininity in the late 1980s
caused a magazine like Kadinca which had a more feminist tone to increase interest in
femininity.

The weight given by Kadinca to sexuality should be perceived within a cultural
context specific to Turkey. Sexual freedom came first for the feminists of the 1980s. In a
country where virginity, choice of clothes, divorce, and flirting posed problems for women,
experiencing sexual freedom was one of the most significant items on the feminist agenda.
Therefore, just like Cosmopolitan and Marie Claire, Kadinca concentrated on topics like
orgasm, masturbation, and sexual fantasies. For instance, in an interview conducted by Marie
Claire with Canan Arin equality in sexual eqaulity was brought to discussion thanks to the
women’s movement rising in the 1980s, which rose consciousness subsequently. Referring to

the share of women’s magazines, Arin stated that the magazines dealt with women’s right to

2 Ayse Saktanber, “Tiirkiye’de Medyada Kadin: Serbest Miisait Kadin veya Iyi Es Fedekar Anne,” in 1980 ler
Tiirkiye sinde Kadin Bakis A¢isindan Kadinlar, edited by Sirin Tekeli (Istanbul: iletisim,1995), p. 211.
“Kadinca, hedefledigi kadim kendini ve cinselligi tamdik¢a kocasimi ve erkegini nasil en az tavizle idare
edebilecegini bilen, haklarina vakif, kararli, ayaklar: iizerinde duran, kendine saygili ve ama ayni zamanda
pratik alafranga sofralar kurabilen, ¢esili kozmetikler, diyetler ve jimnastikler, sag, yiiz ve viicut bakimina titiz,
gtintin modasini takip eden, ev dekorasyonundan anlayan modern bir kadin olarak kurar.”
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orgasm and how important it was.?** When we remember the fact that Pazartesi, an entirely
feminist magazine, presented a section regarding female sexuality every week along with
reader letters related to sexuality in the 1990s, it is clear how privileged it was for the

feminists in Turkey.

Feminism or Femininity

It is remarkable that popular women’s magazines did not confront feminism with femininity
and they rather laid emphasis on femininity. For instance, in an interview conducted by Ayse
Arman, the Cosmopolitan editor defined the “Cosmopolitan woman” as such: “Not feminist
but feminine, in other words, womanly. She is the woman who earns money, is not dependent
on anyone, pays attention to her physical appearance, but wants to be respected for her mind
as well.”?* In fact, they considered a distance between themselves and a certain type of
feminism, for instance, feminism as a radical political movement. As mentioned above, they
announced many feminist messages to readers through the magazines with an emphasis on
power, self-confidence, career, success in business and social life, sexual freedom and
individualization. Actually, the editors regarded themselves as moderate feminists. However,
the term “femininity” was always “more cheerful and warmer” for them. It is possible to call
it a new type of feminism that put femininity at the center, underlining women’s difference
and glorifying womanhood.

But then why are these two terms categorically placed face to face or one of them is
preferred to refer to a certain case? Is feminism not an intellectual, political movement and

femininity the characteristics attributed to a certain sex? The answers to these questions lie in

283 Marie Claire, November 1990.

24 Ayse Arman, “Kizgm Feminist Degil, Neseli ve Kadinsi bir Dergi,” Aktiiel, no. 37, 25 March 1992, quoted in
Bali, Tarz-1 Hayat tan Lifestyle’a, p. 227. “Feminist degil, feminen yani kadnsi. Para kazanan, hi¢ kimseye
bagli olmayan, dis goriiniisiine 6nem veren ama kafasina da onem verilmesini isteyen kadin bu.”
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the social and cultural context of the 1980s and 1990s, which have been mentioned at
different places throughout the thesis. Cosmopolitan’s editor actually summarizes the enmity
against a specific type of feminism in the popular media. In a similar vein, the Times argued
that feminism died out in the early 1990s.2*> According to this approach, women-men equality
was no longer a problem. When most women became educated, economically independent
and culturally conscious, they would be able to defend their rights and be strong. In sexual
terms, they had more trust in themselves. What was more, beauty, following fashion, looking
smart and openness to global values were all desired by women. The womanhood expected
from the women of the 1990s was exactly this: economically independent, free, conscious,
consumer, beautiful, charming and cheerful... Therefore the popular women’s magazines
positioned femininity concept at the center. The common point emphasized by the magazines
was that if women placed importance on their femininity, they would feel deserving and
become important. They specially pronounced the relationship between beauty, freedom,
femininity, and self-confidence.

The popular women’s magazines studied in this thesis presented an alternative
lifestyle to women. The femininity ideals of the 1990s were being constructed by the
magazines. Some part of magazines pages were allocated to this ideal type of woman. But
what were these ideals? Who was the ideal “feminine woman”? For instance, while an article
in Cosmopolitan described the type of woman of whom women were jealous, it was actually
defining the ideal woman type of the magazines. This article gives a summary regarding
popular media’s ideals of womanhood in the 1900s, and even today. Accordingly, the type of
woman that drove other “women” crazy had the following qualities. Those women are:

Who catch everyone’s attention at first glance;

Who are successful, creative;

Who have long and well-cared nails which never break;
Who have shiny and beautiful hair;

5 Kitch, The Girl on the Magazine Cover, p. 1.
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Who say they are full though they have only eaten a plate of salad at lunch;

Who speak impressively;

Who do not have a belly at all;

Who do not put on weight;

Who speak concisely;

Who still look young and beautiful despite having given birth to two children;

Who have firm legs without cellulite;

Who definitely like the most expensive and valuable products in the shops they visit;

Who are adored and overwhelmed with jewels;

Who succeed in a short time as they know all the tricks of business life;

Who go out with men who have a yacht, sports car and a big farm in Marmaris.*®
Implicitly giving the message that everyone wishes to be such a woman, women were told
that they could also be like them. Sure enough, it was not written as seriously as an academic
text and even the author herself did not believe that everyone could become a woman of that
type. Yet this description absolutely gives us a clue about Cosmopolitan’s “ideal woman”
image. The magazines taught women “in’’s and “out’s at the same time. They notably served
to spread global cultural trends to women in Turkey: alternative way of life, diet programs,
yoga, imported cosmetic products, world music, a new culture of food and beverage, life in
building complexes, socialization in shopping malls, etc. They all began to codify the
womanhood of economically independent and strong women because the products consumed
in consumer society symbolized a certain cultural case at the same time. The “ideal feminine
woman” or “New Woman” discourse was codified with such symbols.

Such a discourse actually is related to and in conformity with expectations of global
capitalism. The target group of the magazines was a new mass of women who were up for
being the potential consumers of products and services such as credit cards, travel, holiday
programs, insurance, cosmetic products, and imported luxury goods. These products and

services prompted by global cultural trends matched up with the “New Woman”, free woman

and feminine woman images. Thus it is necessary to evaluate the integration of some feminist

246 Cosmopolitan, July 1997.
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ideals and mottos in advertising strategies within the context of social transformation and

global capitalism that occurred in the 1980s.
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CHAPTER 6

CONCLUSION

In this study, popular women’s magazines published in Turkey in the 1990s were examined
on the basis of certain themes. These three gender-based magazines, namely Cosmopolitan,
Mari Claire and Kadinca, had content similar to their counterparts of the same type. While
Kadinca, which | particularly chose to analyze in order to make a comparison with respect to
the perception of feminism and the co-existence of the popular and feminist themes, had a
different tone in its approach, all these magazines began to spread and address readers in
America, England and France in the 1970s, and in Turkey and the rest of the world in the
1990s. Therefore Cosmopolitan and Marie Claire actually set the examples of a specific
media form. When we consider the fact that | have examined other magazines carefully
during my research, | can easily say that | observed numerous similarities between other
examples, such as Elle, Elele, Vogue, and the magazines examined in this study. In short, this
thesis is focused on a group of magazines that dealt with similar themes, shared a similar
discourse and emerged in a specific social and cultural context. | am totally aware of the fact
that I have actually conducted a case analysis and intend to make some generalizations from
that point onwards. Consequently, having started with specific examples, | managed to attain
those generalizations. But then what did all these similar media forms share? Having started
with a few examples, to what sort of generalizations did they lead us?

First and foremost, these magazines produced gender-loaded attributions, images and

discourses from the cover to the end page. For that reason, this study aims to go beyond a
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simple media analysis, and intends to contribute to women’s studies and gender analysis. The
magazines | examined allocated a more extensive place to beauty, female body and sexuality
when compared to others. It is even a fact that some of the magazines in this range
represented, and essentially continue to represent themselves as, beauty and fashion
magazines. Hence, | tried to scrutinize the gendered meanings of these themes and discourses
about them.

Magazine discourses on beauty and female body are closely related to what women’s
physical appearance and bodies mean in contemporary culture. Today women have concerns
about their physical appearance and bodies more than ever before. As shown in figures and
questionnaires, most women want to get rid of some physical features that they consider to be
defective. The number of women going on torturous diets, trying various ways to lose weight,
having plastic surgery, and developing eating disorders because of beauty standards externally
defined and idealized is quite high. The cosmetic industry has become one of the most
profitable sectors in the last thirty years. In the related chapter, | argued that beauty and
physical appearance are not gender-free concepts, and women establish a relationship with
their faces and bodies in a male dominated order. Under the gaze of men, | argued that women
are more under the pressure of “beautification” when compared to the other gender, which has
a social attribution defined according to male desires. Though | did not support the idea that
beauty has an objective side or is totally unrelated to the nature, | stressed that the beauty
standards of women change under specific social conditions from age to age. Historicizing
beauty ideals, norms and discourses, this thesis stressed that beauty is an acculturated value
based on socially constructed notion of gender. It stressed the cultural expectations of what
women should look like, and the power and pervasiveness of certain cultural images and
ideology to which women are vulnerable. “Beauty ideology” is undoubtedly one of these

ideologies. Hence this study examined the place of an ideology in contemporary culture
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which pushed women into competition among themselves on the basis of physical
appearance, warranting the existence of a profitable sector, making women perceive their
bodies as their enemies and ensuring social control of women.

This thesis also aimed to analyze what beautiful meant in the 1990s, what defined
beautiful, was accepted as beautiful, as well as the discussions on beauty and female body. It
attempted to discover the social meaning assigned to beauty in the 1990s by analyzing
specific cultural products that appeared in the media. The popular women’s magazines
mediated to establish and disseminate contemporary beauty and body standards. These
magazines tried to teach women how they could become beautiful, transform their bodies into
a social instrument, and above all things, why it was so important. It was unavoidable for the
magazines, which called women to possess an identity that they had constructed, to regard the
body as an obstacle and enemy for social superiority because the gap between the model
drawn and “reality” necessitated a struggle. The magazines endeavored to teach women “how
they would manage this struggle”. As a part of contemporary culture, the idea based on
normality of turning the body into a subject of presentation and display was produced in the
magazines in question along with other instruments.

In the magazines studied here, femininity was mainly defined by means of women’s
physical appearance and sexual life, hence their relations with men. Women’s obligation to
meet “the need to be feminine” cannot be discussed independently from the gender roles of
contemporary culture. Being feminine is considered equal to being well-groomed, chic and
attractive. Consequently, women’s social presence in urban life is reduced mostly to her
appearance. Similarly, a sexy, beautiful and healthy physical appearance refers to being
powerful in magazine discourse. Women were more in need of power more in the 1990s. As
this perspective associates the annihilation of women’s secondary position in transformation

of the body into a social instrument still remained within the male-dominated territories.
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However, | should also underline this point: | did not argue that there was a reader
group, totally unaware of everything going on, who put into practice whatever they read in the
magazines, and were exactly in an object position. In other words, | did not speak about a
group of women who did not have even a clue about beauty and body and were totally under
the control of the media, on the one hand, and discourses that were imposed by a group of
pioneers, on the other. Just as in every form of media, the magazines had a group of producers
and a group of consumers. Unless there was a social correspondence of the topics and
discourses covered in the magazines, it would have been impossible for them to survive in the
market. And it means that there was a group of “demanding” women in respect to beauty,
body, sexuality and many other issues. We can understand it in the contemporary social and
cultural context to which we are presently bound. In other words, these magazines personally
produced and consumed by women were the fruit of the conditions shared by their readers and
publishers, and there was an interaction between them. These social conditions were
scrutinized in this thesis in reference to ne-liberalism, development of consumer society,
commercialization of life styles, and global cultural trends of the middle classes. Thus the
economic, social and cultural context of the 1990s was located at the center of this thesis.

In such a social context, the magazines mainly addressed young and early-middle-
aged, urban, educated women who were mostly employed or candidates to be employed,
single in general, had an income above average, open to global values and wanted to move up
the social ladder. All research drew the social profile of magazine readers in this way. In this
respect, women constructed by the magazines were not similar to the ones previously
constructed by earlier magazines: Free, young, successful, sexy, beautiful, well-groomed and
have a career, etc. Different from previous women’s magazines, these magazines did not
represent women as good mothers, housewives or wives. For instance, when compared to

traditional women’s magazines, the jargon used changed considerably. “Marriage
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community” became a “relationship adventure” while woman was referred to as a sexy lover
instead of a good mother, and love was both romantic and fleeting.

Actually their attitude towards family was ambiguous and even conflictual at times.
On the one hand, the magazines addressed single women only at first glance. Family and
domestic issues were so rarely covered that these issues seem to have been considered outside
women’s experiences. However, these magazines implicitly assumed that readers would
absolutely get married some day, on the other hand. Still, family, children and housework
were largely left out of the content. Put it this way, woman was not confined to domestic
responsibilities in the magazines of the 1990s. The image of woman intended by the
magazines to be constructed, which was rising in the West in the 1970s and in Turkey in the
1990s, was of course not only a mother and lived in a city. Though contradictory at times,
there was even an appraisal, affirmation and sometimes a call for single life. It is also possible
to argue that they established a positive correlation between women’s freedom and single life
due to the image of good wife and mother put into “good woman” category by the traditional
patriarchal thought. In this respect, | can say that the magazines were free from domestic
issues and drew an alternative womanhood. As a matter of fact, it fit into the social
transformation experienced by urban, middle-class women in the 1990s.

During the 1980s and 1990s, the social composition of urban women was changing
rapidly. Consequently, the woman image of the media was changing as well. As women
began to avoid thinking of themselves as dependent on their house and husbands, passive and
obedient, and turned out to be more educated, became active in work life and social life, their
visibility increased in the public sphere, produced more economic values, the discourses of
the media that addressed them accordingly changed. However, it was the media itself again

that told women about the implications of this change, and thus made them more demanding.
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There was a complex and mutual relationship. More clearly, while social change brought
along new strategies and discourses, new socialites were created by these discourses.

Paradoxically but for obvious reasons, | have above described that women occupied
the cover pages of both women’s and men’s magazines almost every time, and argued that
this obsession regarding the female body was directly related to the place of women’s identity
in social sphere. As a matter of fact, how men are represented in the popular women’s
magazines that I have analyzed, except for the supplements on “men” of a few Kadinca
issues, is not clear. While a specific type of ideal woman is defined, there is not much
reference to masculinity ideals and image. At this juncture, it is noteworthy to indicate that
specific researches to be conducted on masculinity have a particular importance within the
scope of gender studies.

Women’s magazines are both a gender-based cultural form and an economic value, i.e
a commercial commodity in the market. The reasons for their existence and market needs are
tightly associated. In another saying, it is not possible for these magazines to act free from
capitalist concerns. It is one of the factors that determine the magazine discourse and content.
Therefore, while drawing attention to the effects of the social change, this thesis also
underlined the harmony between magazine discourses and global capitalist needs. It called
attention to the fact that there is a close relationship between global cultural values that the
magazines carry, and global capitalist strategies. For instance, elevating beauty, physical
appearance and fashion to a central position deeply affected the magazine content and
consumption forms of female readers. In addition to many other things women’s possession
of new consumption forms are directed by such women’s magazines. In consequence, as long
as the magazine discourses were in conformity with the needs of the sectors that produced for

women, women’s magazines had a big market for themselves.
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Among these discourses, it is remarkable that the magazines produced a popular
version of feminism. The magazines never took an interest only in beauty, sexuality, fashion
and spare time activities. Women’s problems and women’s place in public space, the
injustice, violence or suppression that women experience, etc. were put into words, though
irregularly and rarely, by the magazines. The magazines tried to contribute to the re-
organization of gender relations via their discourses. They called on women to have a stronger
faith in themselves, be determinant and active, and cope with the problems of the male-
dominated world. That is why | argued that the magazines spread popular feminist messages
along with all the contradictions and unique discourses they had. It is clear that there are many
types of feminism, but it is possible to talk about certain criteria that define a movement’s
association with a specific line of thought or movement. We can summarize them as fighting
against political, social, economic, and cultural inequality, suppression or discrimination
against women, and aspiring to make women more effective in private and public spaces. In
this sense, the magazines had a feminist concern and a number of qualities observed in
feminism.

In the related chapter, | dealt with the feminist discourses adopted by three popular
women’s magazines of the 1990s, how they approached gender problems and what type of
woman they idealized on the basis of the femininity concept. A power discourse that did not
call for collective action characterized the magazines’ feminism. Their feminism did not
invite readers to a common fight. It was success-oriented, but this success was career-based
rather than success in the fight against male dominance and all types of suppression exercised
on women. It has all about women’s acquisition of knowledge and self-confidence. To this
purpose, a personal transformation was a must. It reduced intersexual inequalities and
women’s so-called obedience to a personal problem. The common point highlighted by the

magazines was that if women attached importance to their femininity, they would feel
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valuable and become powerful. In a similar vein, workers, women working in the informal
sector, housewives, provincial women, pious women and old women were completely off the
magazine agenda. Magazine editors ignored or did not stress sufficiently the social causes of
intersexual relations. In other words, they failed to see that intersexual differences are socially
formed and constructed. This approach that detaches gender problems from the social context
sends out a message to women that their emancipation is possible when they discover the
power in them. Hence the feminism of popular women’s magazines was shaped by an
individualism discourse that was “re-discovered” in Turkey and the world in the 1990s.
Likewise, the magazines put forth a sort of post-feminist discourse that corresponded to the
personalization of the women’s movement and its purification from politics. This meant a sort
of domestication or taming of feminism. | also argued that while these magazines were
encouraging women to raise their social visibility and power, they also reduced feminism to a
lifestyle, trend or a matter of appearance.

An important difference of popular feminism in Turkey is that it shows more interest
in public and political issues because there are still the most urgent problems to be tackled.
For that reason, it is necessary to underline the emphasis placed on individualization and
liberation. The women’s magazines sent out various feminist messages by dealing with issues
like women’s civil and social rights, discrimination against women, gender inequalities,
sexual harassment, and violence against women. Identically, they attempted to break the
taboos regarding female sexuality, the female body and male-female relations. They tried to
help women get to know their own bodies and sexuality. In line with this purpose, they
considered the religion-based traditional approach the biggest obstacle and regarded it as
backward, and believed that women would be liberated in a more modern country. Therefore,
it is possible to find in the magazine pages articles about some political divisions and

discussions peculiar to Turkey.
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The women’s magazines represented the mutual interaction of feminism’s integration
with the popular and vice versa. I claim that feminism’s internal change, hostility against a
certain type of feminism, i.e, the second-wave one, in the media, the transformation of ultra-
commercialized female body into a global domination in the light of liberation led to a
popular feminist approach. On the one hand, criticizing gender inequalities, they had their
eyes on the greater participation of women in the public sphere, and they made women into
objects of pleasure in the eyes of men, and remained within male dominated boundaries.

There is a close relationship between the feminist discourses of the magazines and the
“ideal woman” type that they aimed to construct. It is also relevant to the social
transformation experienced by middle class women. Femininity was no longer codified as the
ideal wife, housewife and mother in the popular women’s magazines of the 1990s. Reflecting
the changing femininity images, they represented the “ideal woman” type to readers: chic,
well-groomed, sexy, brave, self-confident, with an occupation, economically independent,
open to global cultural values, both a little bit rebellious and dignified, aware of her rights, a
little feminist, but mostly feminine. For that reason, | highlighted in the related chapter that
the popular feminist discourse of popular women’s magazines actually served to construct a

hegemonic female image in a certain social, economic and cultural context.
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On Sevisme Hakkinda
Baz: Gercekler

146

halgo'nun imanlany |




Figure 26

Figure 27
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Figure 29

Figure 30

Kendine given konusunda
kadinlar, erkeklere gore
daha ok sorun yasiyorlar.
‘Uzmanlar, kendine giiveni
saglamanin en iyi
yollarindan biri olarak

gosteriyorlar.

aynidiganda onun yerni bana verd)  sOyledi ve firma yoneticisine gonder.
fex.” diye sorc baghyor 31 yayindaki  di. Bir kag g0n sonra bana bir not

Avtin. “Bu haberi duydugumda ken-
dimi gok basanh zannettigimi dogi
kesinlikle

seldi, Uzerinde “Galisman makem
meldi, ajansta taze ve defisik fikirler

et yazyordu. Bu beni gergekien cok
mutiu ctmigti. $imdi elegtirilerden
Bnceki kadar ve hatta

rsunuz. AYrica, CRONUZU da hige s
ylyol"”umv» Sizin kendi duygulanng
Tan uzaklagmaniz, sizin ne kadap

<an oldugunuzun ortaya cikmasin da
engeller. (Genellikle gekingen insan.
Jar sahip olduklan bu gozel 1
gostermekten korkarlar,) “Hayatla
Savagmay: Birakin, Onunla Dans Edin
< kitabunin yazan psikolog Susan ek
fors; * Bir terapide, kaulaniarla, in
santarta iletisim kurmanin yollan hak
Janda konusurken aralanndan bir ha-
fum, "Ama ben ok utangacin® dedi
ve ben de soyie bir agklama
“Urangaglik ashinda 6z egonun en
yoksek derecesidir, ama bunu kendk
ne degil de baskalanna yoneltsen da-
ha Iyl olmaz mi?" Bu ne demek; me:
ia bir otururken
dorda yorarken one bakmak degil
gevredeki insantan incelemck, onlag
Kkonsantre olmak demektir. Birden,
korkulannizdan kurtulup sanki bic
bayanan etkisiyle herseyin mukem
mele donUstORUNG anlarsaniz, sasiw
mayin!

DUSUSLER ICIN DE HAZIRLINKLI
owun

Guveniniz ne kadar gok olsa da
bazen hayal kinkliklan ya da aksilike
lecle kargilagabileceginizin farkina
varmak da gok onemli. Gok az sapdi
Kadin gten aynidiklannda, eckek a6
kadaglanyla tarusuklannda ya da ofis
te sadece kendiledinin partiye cagnk

Kendimi daha cok igime veriyordum.
Hartalar yapmak sanildig kadar
kockung bir gey degil, hatta bir daha.
ki sefer daha iyl nasil yapabilinm so-
cusuna yan bulmak iin gerekii.
“Erkeklerden ders almahyiz = di
yOr Dr: Wickin. “Bagants oldugunusda
hn:r;: bagka birine anlatmali, kendi

uymals, basansehiklanns
21 da sansizliklara baglamalisiniz.
iz

wnm'. ctmek ve
yeee suglamak highir zaman 520,
degil &

UTAMGAGLIGH YEMMEX

selmek
de kendine givenin saglanmmsss
ok Gaemli bir faktor. bir
partide, rahat degilsentz

ST ¥a da yeni

iyi hisseder. Asnda her yey yolunda
Hergeyl tekrar nasil yoluna

ceginizi dugunmek, herseye itiae
cdip hichir sey yapmamaktan gok d
ha iyidir.

Ml

Judith Sills, “Bu en bagarh ve ket
dine guvenli kadinlar igin bile koRy
degildie”, diyor. “buydk bir sirketin
ortag ufak bir aksilikte hemen eve

li. Bunun nedeni ise erkek arks
dagunin aramamass olabilir.” 4
Ashinda, boyle Kendinize

BOstermek gibi. Nogatif duygular 19
size gerekli olan s . By
ot olan ey el B

7aman sofiuk  Yen)
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Pekgok kiyi erkeklerin bir kadinda yalnizea
dolgun dudaklari, diizgiin bacaklart ve

yuvarlak kalgalart
Evet, bu biiyiik

weksi buldugunu santr.
dlgiide dogru ama ba:

erkekler kendine giiveni olan,

zeki ve hatta ¢
daha ¢ekie

Magazin dergllerinde, guniok ga.
2Z8tolorcdo sik sik dUnyanin en sek

v

man.

aflanyla kargilagryo
ruz. Highin sradan kadiar degilier
ve bu yonierlyle gerekiikien de

Elbette ki oyl olurlar, peginizden
bir dakdka bike aynimayan bie “ima)
yarima® ekibiniz olsa siz de don
yanin en seksl kadinlan sding do
hil olabilirdiniz. 8ag bay, kiya

" ). ke

kyaj, konugma bigimi, taviriar,
bakiglar... Horgay tok tok d0gONGL
Moy, kurgulanmig, Ve image-ma.

wokal kadion yartmiglar. Kim
Basinger, bir piecacida garson da

ok duygusal kadinlart
ri buluyor. Sebnem Eren
olabilirdi. Acaba © zaman kag erke-

Qin dikkatini Gokerdi?
Ama sezann hakki sezara, soksi ol
a

K dUnyadakl boton erkekierin ka

dinda seksi bulduklan onak ozellik

lor var; yuvariak dudaklar, guzel ba-
., dolgun Kaicalar

digor kadinias

0tan bun-
a sahip oimayanlar, erkeklerin
oniarda seks! bulduklan hig birgey
yok mu
Elbetle ki var. “Bacaklanm gUzel
dogil” * Kalgalanm ok geniy” ya
or
do
¥ip kendinizi Gzmeyin. Gonko
sokal bulunan ortak noktalann d
9inda erkoklor hor kndinda bagka
bir Gekicl tarat mutiaka buluyoriar
Dana dogrusu her kadinn mutla

in say hig de az degl.
Claudia Schiffer pekgok erkegin
bir afet. Seksilik

[ o
Fransizlar taratindan danyanin en
seksi kadini segiidi. Ama bazi ef-
keklore gore de siska manken Ka-
1o Moss Gok seksi. Masum bakig-
larinda kinigan bir ifade tagiyan
085, dlnyada epey bir tangma
Konusu oldu; “seks kadin® tani-
minin degigken oldugunu disdn-
d0rdo. Ne il gogasien var ne de
dolgun k 11, ama erkekle
onun kiriigan halini gizemii ve
soksi buluyorlar igte!
Sagirmayin, erkeklerin gogu kinl
gan bir yapiya sahip kadinlann,
sort bir mizacy olankardan gok da.
ha soksl oldugunu dogunGyorar
Bu belki de kinigan yapidaki ka
dinfann daha kadins: olmal

dan kaynaklaniyor, Ama bu arada

Igan* derken, acikii ve doku-
olmaktan hoglanan kadinlar
dan 80z etmiyoruz. Hayattan ve
orkoklerden sdrekil tokat yedigini
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Figure 32

:e;"lerhha}ta sonunu birlikte gecirmek
igin  arkadaslar arasinda segim yapma
sansina sahip olmak.

Seks gucune... 3
Dogurganhgm kontrol altinda tutabilmek bir giig g0s°
tergesidir. Dogum kontrol haplar kullanmak ve kiirtaj ka-

Guc
simgeleri
Kirmizi bir spor
araba, elmas,
cep telefonu, Ro- (G
lex kol saati, fax
| makinesi, hisse
senetleri, kirsal
alanda bir gayri
menkul, Concor-
de’la seyahat et-
mek, laptop bil-
gisayar, Chanel
kiipeler, Gueci a-
yakkabilar, Ray-
Ban gozlilk.

Figure 33

Mude City: Akmer Tl (0212) 28205 50
e

o

Tel: (0212) 282 04 73 Kybele: Akmerkex, Etiter
Tel: (O212) 282 05 34
Hotic: Akmerke.

= Daphane: Akmerkes, Etiler
Tel (D212) 22 0% 65 Tel (0212) 2H2 OB 55

Tel (o

Rumell cad. Mo

pekcl cad. No: B8

..............

.....

-----------

Anal tpekel cad.

rar1 almak da oyle... Ca-
nin seks yapmak istedi-
frinde, esinden bunu ta-
lep edebilmek, isteme-
diginde ise “Hayir” di-
yebilmek... En onemli
gli¢ gostergesi ise, ¢o-
cuk sahibi olup olma-
maya karar vermektir.

o l1k hamleyi yapan
taraf oldugunda...

o Bir erkek seni ar-
zuladipanda... ‘

@ Bir erkegi arzula-
diginda ve o erkegin
kargilik verdigini gor- [
diigiinde...

® Partnerinin erek-
siyon durumuna gegme-
sini saglayabildiginde...

Figure 34




Figure 35

IKTDAR
KADINLARDA OLSA...

y Ihdm milletvekilli xlame tonun da bunu
metin de, 6 i n ]
Acaba sorun ve cozum ust yonetimdeki bu es m Onun
icin kadinlannuza sorduk: Eger siyasal iktidar el olsaydh, yada
istil iniz ilk U sey ne olurdu? Konustugumuz her bir N

madde sayist sonsuzdu, ama biz sadece oncelik verecekleri il ug konuyu
Oysa Turkiyeli kadmla;u icn"n ilk samli‘; Igme_n gsn.m:sm lglu: S

ik bil Imas1, 3 insiz nufus artis: ve sosyal
A o bekl s He tamamlanmis 32:

an)’remm boslugu ¢ozum bekleyen konular Henuz alt yapt
en acl m
ibi 6n kosullan y l bekliyor. k

Kalmayip het konuda | nomik soeyal batialaris ::;qmlll meatedini
’ % Tar o0

buinclenmemize:
lara at gaeloguyle bak. | Kncuulmaz
makian VAIQECIR gensy

Sramayn kalksam horhal | pisna sahip olmams | eQiim de direkt badlan

olsa ve ban casumler kala ya

- ton dedatirerek. dunya

e marme. | Aaglayacagma InAniyo- | i govmemek miny | da son yarml Kinde g
It

el ecteniori atagur
m Garge pu ki, syasal k- | clan okl oecesl ogk
st sorumn el g o oha sade. | T, oyun e Sgrenme - | 1
| i edon ok kona “Eg e oiim problemine | temierive aQULK VeIl
tm Horhanor bu soruna oimak minkon cimas. | Gocukanmn cahil ana
el erseline & Devarmis donen bi
igimde eam oRkh g
\aynakiandig I probtomian S
iyorars = marin balk\ nesiler
| el g | “UWIMZNTOMEL | yu saman geceikten son
Tonianolan saObk. nuus | SOKU meyvelan planabie
| S ATNOR ok, Tkt on aadan oo
Rakiart lasin, toknolo a

SISTEMINDIR] -
‘ ik guligmeler, trafik v YANUIKIAR VAR
Sorunun temeln

E
g
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EVLILIK SIRASNOA
de yatan ortak nedenin Qe manyorum, TN
| omm sumemndeks yo- NAKLAKIN
| Seahi v yankiiar | Elbotieks en oulsme ve | - gt il it SOpNA TEADA
dan baynaklandigina na. | varlikll ulkelerdan ABD AVLASAAS

| myorum de bile bugun herkesi
Tain e di il | Yaksok okl mei b

o ik Once dunyad
ncla Tden T00 ta bl
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o9l dah

babalarn elinde o Ki
ran Vuralarnda heba ok
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| bar tephim oluurmakia | issaniarn o lkm

Figure 37

Figure 36

Son glinlerde kendinizden hig

ilsiniz, G
hatalardan kendinizi sorumlu

tutuyorsunuz. O eski, kendine

L) geng kadim

iginizde. Bunlara gok fazla takilmayn.
Asajndaki dneriler dzgiiveninizi
yeniden kazanmaya baglamalk igin
birebir. Size uyacak birkag tanesini

mutlaka bulacaksiniz.

50 tane mekik gekin, (Kendinizi kao

irmadan) )

aiv hatta hoyunca Site yemekiertade Sizc bir beden buyik gelcn bir panto-
sadoce satata yoyin. Jon alin. (Boylece kendinizi daha zaf
Pedikir yapuon. hissedeceksiniz)

Bl saro yont ig gamager abn. Babanix arayin. (O sizin en boyek
Yordmeyen bir Higkiyl sona erdinin.
Walkman'den dinlediginiz Rod Sto
wart agliginde parkta koyun.

Kz arkadaglanniia bir spagettl gond - deverjan bsieyin.
dazenleyin Boks kursiarina yanin.

s e camen g e i Wi TR YDGUTUALID AL FEROIO

e Sa i (nemuwa Dy ata Seyenss siddia katoriye
dikkat odin. Daha senra kendinize
vanityath dondurmayla bezenmiy bir
gikotatali pastayls ziyatel gokin ve
ya yemek igin can attigini hee tar

Kok bir riske gicin! Ust kattaki yake
ik Komsunuzdan 0ding olarak birks

e -
Gonde dokuz, saat uyuyun.

. kidar

Furkl rekte yent bie ruf aho

Mala arkadagin olan eski seveilin
x0 digan gikmay: tokiif edin.

Tzun stredie goemediging bir arkada

sz, 0au uzuD stredir dOGNAORG

izl soylemek igin arayin
Sial duygusat olarak Incitmeyeced
izt Bitdiginiz bir arkadagniia biriik
to olun.

Yeni sevgilinizic bidikie oun

krom peynirt yiyin.

Ayaga Kalkip dik durun, Bo izt daha
sivenlt

masturbasyon yapi

Jalide Sevim Aysun bir
psikolog. Civiltili sesi ve
cizgifilm kahramanlaryla
agik atacak sirinligiyle, her
sali Atv'de psikolojik
sorunlarin ¢ozamleri igin
yontemler oneriyor. “Bir
Adim” adli programin
ratingi, yaynlandigi

psikolojisi dersleri veren,
okullarda psikolojik
danismanlik yapan Jilide
Sevim Aysun'la, ruhsal
durumlanmiz Gzerine
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Figure 39
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