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Abstract

Unlike other forms of oppression and/or inequality, a large part of gender inequality is hegemonically constructed and maintained through the construction and ‘management’ of desire and emotional investment/cathexis (Hollway, 1984; Connell, 1987: 115; 1995: 74). And, as gender in common perception is seen as grounded on biological sex, carrying ‘biological difference in domains in which it is completely irrelevant’ (Eckert and McConnell-Ginet, 2003: 10), similarly the construction of sexuality, desire and sexual identity involve sexualising objects and traits associated with conceptualisations of ‘masculinities’ and ‘femininities’, which may be irrelevant to the body or any sexual act, in a metonymic, ‘fetishistic’ way (Connell, 1987: 115). Thus, any kind of gender difference is normatively constructed as a source of heterosexual attraction (Eckert, 1989: 253-254), often leading to the stereotyping of gay men as excessively ‘feminine’ and lesbians as excessively ‘masculine’. 

In my study I am concerned with lifestyle magazines as a fruitful site of research on the interplay of language, gender and sexuality, as they are not only explicitly gendered (clearly divided in ‘men’s’ and ‘women’s’ by the discourse communities producing and using them), but also heavily drawing on and re-producing constructs of sexuality as one of the basic elements of gender. Among other functions, these magazines include an indirectly prescriptive, didactic element, offering suggestions about ‘how to live your life’, most strongly manifested in texts providing advice to the readers (among other things, on ‘how to conduct your sex life’).

From my broader research project, aiming at studying gender ideologies as underlying and surfacing in Greek men’s and women’s lifestyle magazines, I am here focussing on three sample texts, one from each of the three magazines constituting the men’s magazines corpus (Status, Nitro and Playboy). I am looking at gendered cognitive models and beliefs, as elements of social cognition, and consequently ideologies (van Dijk, 1998), and how (and why) they surface in the texts in more or less (in)direct ways as assertions, advice/commands, presuppositions and presupposed assumptions (cf. Chilton’s distinction of presupposition vs. presumption, 2004: 64).

Apart from the hardly surprising presupposed hegemonic assumption of heterosexuality in most of the data, I would like to provide some illustrations (by no means exhaustive) of how hegemonic heterosexuality is constructed and how it is dealt with in relation to non-hegemonic constructs of masculinity. Each of the texts takes a different slant, with Playboy presupposing a stereotypical crude and rampant masculine sexuality, self-pronounced ‘women respecting’ and appearance conscious Status dealing with the tensions of nevertheless having to assert a marketable ‘masculinity’, and Nitro breaking the general taboo on homosexuality in men’s magazines (cf. Benwell, 2003a: 18), but only to exorcise it through humour and exaggeration. Interestingly, whereas heterosexuality is linked to attraction, desire and sex, homosexuality is only constructed as (mainly) sex-unrelated lifestyle choices (in a form of ‘de-sexualising sexuality’ reverse to the heteronormative sexualisation of gender indexes mentioned by Connell), which, in my view, is yet another form of suppression through the tensions between hegemonic and ‘progressive’ elements in the data. At the same time, the ‘lifestyle’ perception of male homosexuality and its representation in contrast to heterosexuality can also be seen as a strategy for the promotion of consumerism and reflexivity, stereotypically associated with femininity, yet another tension to be dealt with.

1. Introduction
Bucholtz and Hall define sexuality as ‘the systems of mutually constituted ideologies, practices, and identities that give socio-political meaning to the body as an eroticized and/or reproductive site’ (2004: 470, my emphasis). ‘Mutually constituted’ is key here in recognising that ideologies, practices (including sexual and also discursive practices), and identities influence each other, both in how we perceive ourselves and the others and how we act in any given social context. It is beyond the scope of this paper to discuss the issues arising from using ‘identity’ as an analytical category (but see Valentine, 2008) – we may or may not want to focus more on the notion of ‘desire’ (see Cameron and Kulick, 2003a; 2003b). My take here is that whatever definition of sexuality we adopt, it is incomplete if we ignore ‘desire’ as part of it - indeed Koller, for example, aligning herself with Bucholtz and Hall’s definition, suggests that ‘to this it could be added that sexuality also encompasses desire and, potentially, sexual practice’ (2008: 17). At the same time, as I hope to show in my analysis, whereas we may question whether ‘identity’ is a relatively stable but flexible entity, or relatively fluid, or whether such a thing exists at all (replacing the notion with ‘acts of identification’ – see Brubaker and Cooper, 2000; Canakis, 2008; Valentine, 2008), in ‘commonsense’ understandings of gender and sexuality certain constructs are still perceived, talked about and represented as group identities. I argue that the inclusion or exclusion of sexualities, and specifically of desires and sexual practices in the discursive representations of gender is ideological (as well as the way they are represented when they are included), and thus of importance when it comes to struggles for equality, on the one hand, and the preservation of the hegemonic status quo on the other.
In critically analysing discourse then we may not be able to ‘read off’ actual practices and identities from the texts, but we can try to reveal underlying ideologies about gender and sexuality which, as pointed out above, may partly reflect and/or influence both the readers’ own practices but also their attitudes and behaviour towards ‘other’ groups. I am taking van Dijk’s definition of ideology as my starting point, namely that ideologies are clusters of socially shared factual beliefs (knowledge) and evaluative beliefs (attitudes) and thus parts of social cognition (van Dijk, 1998; 2003). What makes certain mental representations/beliefs ideological is their relation to society; namely, ideologies have to do with social groups and their interests, conflict among social groups, domination and struggle (van Dijk, 1998). In the case of men’s lifestyle magazines, the ‘Other’ social groups may be women or gay men, as opposed to the dominant social group(s) of men following or displaying hegemonic heteronormative conceptualisations of masculinity and associated behavioural traits. Hegemonic masculinity is the common understanding (the widely shared socio-cognitive representation) of the ‘currently most honoured way of being a man’ (Connell and Messerschmedt, 2005: 832), and it is ‘always constructed in relation to various subordinated masculinities as well as in relation to women’ (Connell, 1987: 138).
In popular culture in general, and lifestyle magazines in particular, practices related to sexualities and gender have also come to be parts of what we may call ‘lifestyle’. Although the term lifestyle ‘in its original sense [before the 80’s] referred simply to an individual’s or group’s way of living and was concerned primarily with social practices such as work, interests or leisure pursuits’ (Edwards, 2003: 142), in the 80’s it came to involve aesthetics and style (and fashion in clothing and furnishings as a commodified version of these properties), as well as consumerist goods in general (ibid.). Apart from aesthetics, sexuality has also been ‘commodified’, widely represented and discussed in popular media, used in advertising in order to promote products and services but also in order to ‘sell’ media texts such as magazines, TV shows etc. These phenomena are also observed in the Greek media and society (cf. Kosetzi, 2007). Indeed, the English word lifestyle is the term used also in Greek to label this broad genre of magazines, with the same meaning as their English-speaking world counterparts.
2. Data and Methodology
In this paper I am discussing three texts from the three men’s magazines of my corpus
. The three magazines are Status, Playboy and Nitro. It is notable that even though all three texts analysed here construct normatively heterosexual masculinity models, they relate to slightly different aspects of male hegemony - which is thus not a homogeneous concept but again a cluster of beliefs on which one can draw selectively. Status is more formal and ‘cultured’, in line with the image of hegemonic masculinity, dominant not only in terms of interpersonal relations - heterosexual romantic relations - but also in terms of financial and professional position. Playboy is laddish and ‘rough’ (the only international title, it bears many similarities to its English-speaking counterparts), whereas Nitro would be the closest Greek equivalent to the British ‘New Lad’ (see Benwell, 2003b and also analysis below) – very similar to Playboy but more reflexive and ironic, somewhat more refined but definitely not reaching the ‘seriousness’ of Status (Status also includes humour and irony, it does not however reach ‘playfulness’).
In order to study ideologies in discourse – as knowledge and attitudes –I employ the notion of presupposition, in line with Stalnaker’s approach of presuppositions as related to interlocutors’ background knowledge underlying discourse (see e.g. 1973, what Chilton would call presumptions, 2004: 64). This includes pragmatic knowledge, that is, knowledge about how discourse works, including appropriacy, functions and ‘felicity conditions’ of speech acts, knowledge of Grice’s conversation maxims and so on (see e.g. Goffmann, 1997: Ch. 13, and Austin, 1975: 50-51). This would also include all knowledge about the world which is shared, or presumed to be shared, by participants in any given interaction. Van Dijk (2003) points out that, if we want to see what is considered ‘common sense’/shared knowledge in a text (which is typically the case with commonly accepted ideologies), we have to look at what is presupposed, since what is new knowledge has to be explicitly asserted and spelled out for the recipient. Rather than presupposition, Wodak uses the term allusions for the cases in which stereotypical beliefs are not spelt out but rather alluded to in discourse (2007) – the audience is presupposed to be familiar with the stereotypes and know what is being talked about. In cognitive linguistic terms we would say that words can trigger cognitive models, or frames, that is mental representations of the entities referred to, including related entities and evaluations (thus, a stereotype is a kind of cognitive model) – ‘knowledge of [frames] is presupposed for the concepts encoded by words’ (Fillmore and Atkins, 1990: 75, my emphasis).

As ideology operates on all levels of discourse, I look for ideological mental representations/frames triggered on word level, on sentence level and also on the level of the structure of the whole texts, where the presuppositions arise from the pragmatics of the speech acts performed and the generic structure of the texts
. I also look at whether and what knowledge is represented as ‘given’ or ‘contested/contestable’. At the same time, it is interesting to see that assertions made through declarative sentences, and directive speech acts (like advice and permission), are not only used to convey neutral ‘new information’, but also have pragmatic functions within a matrix of ideological shared knowledge.
Two of the three texts analysed below are clearly ‘advice-providing’ texts. ΒΑΛΕ ΛΑΔΙ ΚΙ ΕΛΑ ΒΡΑΔΥ (PUT ON OIL AND COME IN THE EVENING) by Playboy has the form of a step-by-step guide of how the male reader can give his female partner a sensual massage (‘oil’ refers to massage oil), and Q+A by Status has the well-known ‘agony aunt’ format, with questions about fashion and appearance presumably posted to the magazine by readers, and answers provided by an ‘expert’. The third text, entitled Ο ΔΙΚΗΓΟΡΟΣ ΤΟΥ ΔΙΑΒΟΛΟΥ- ΠΟΣΟ ΓΚΕΪ ΜΟΙΑΖΟΥΝ ΟΙ ΜΟΝΤΕΡΝΟΙ ΑΝΤΡΕΣ; (THE DEVIL’S ADVOCATE- HOW GAY DO MODERN MEN SEEM?) by Nitro is a hybrid between ‘advice’ and ‘commentary’ – it is not clearly or directly providing advice, but through commenting on men it indirectly guides men on ‘how not to seem gay’. In the analysis I am focusing on selected examples rather than an exhaustive list.
3. Analysis
3.1 ΒΑΛΕ ΛΑΔΙ ΚΙ ΕΛΑ ΒΡΑΔΥ
PUT ON OIL AND COME IN THE EVENING
(Playboy, Feb. 2006, pp 136-137)
The typical generic structure of advice of advice texts includes first presenting/setting up a problem or question, possibly followed by elaboration on how it is a problem, or legitimation of why this should be considered a problem. Towards the end of the text we have the presentation of the solution to the problem/issue, again possibly elaborated or legitimated (Polyzou, forthcoming 2008). Some advice texts also present a similarity to journalistic news reporting, namely, they include a lead-in first paragraph (in capitals), which summarises the ‘main points’ of the whole text, before moving on to elaborate on the details (cf. van Dijk, 1985: 82). Here the ‘problem’ is mentioned briefly in the text (‘how to satisfy a woman sexually’), but the ‘main points’ in the lead are the solution and its legitimation. The elaboration of the solution, in the main body of the text, includes a step-by-step guide on how to give the massage.
The lead paragraph includes the following:

(1) ΧΑΡΙΣΕ ΤΗΣ ΕΝΑ ΣΠΕΣΙΑΛ ΕΡΩΤΙΚΟ ΜΑΣΑΖ ΜΕ ΤΟ ΟΠΟΙΟ ΘΑ ΣΟΥ ΠΑΡΑΔΟΘΕΙ ΑΝΕΥ ΟΡΩΝ 
OFFER HER A SPECIAL EROTIC MASSAGE WITH WHICH SHE WILL SURRENDER HERSELF TO YOU UNCONDITIONALLY
Already from the beginning of the text, we have reference to a ‘her’. This pronoun does not refer anaphorically to a person previously mentioned in the text – rather, it evokes shared knowledge about the conventions of the discourse in lifestyle magazines, namely, that partners or prospective partners are referred to as ‘he’ (in women’s magazines) and ‘she’ (in men’s magazines), without further explanations. It also presupposes that the targeted male reader is heterosexual and has, or should have, a female sexual partner (cf. Rich, 1980 on presupposed ‘compulsory heterosexuality’ for women).
The words ‘offer’, ‘surrender’ and ‘unconditionally’ trigger the related metaphorical frames of TRANSACTION and WAR (see Lakoff and Johnson, 1981; Lakoff, G., 1987 on conceptual metaphors). The semantic frame of ‘offering’ by itself does not necessarily include a transaction, but here the legitimation of offering the partner a massage includes receiving something in return – namely, the woman herself. This is objectifying the woman and also, in conjunction with the expressions from the ‘war’ domain (‘surrender’, ‘unconditionally’) preserves sexist beliefs about ‘the battle of the sexes’, according to which men and women belong to different camps and only one can win (cf. Polyzou, 2004; Sunderland, 2004).
Throughout the text runs the underlying (presupposed/given) belief that the reader is male, heterosexual and sexually active, which is never explicitly asserted or discussed. We also have two other, related beliefs: that male sexuality is ‘beastly’, unsophisticated and rough (cf. Hollway’s discussion of perceptions of the ‘male sexual drive’, 1984), and that it is diametrically opposed to women’s, evoking stereotypes about ‘femininity’ linked to sensitivity, delicacy etc. (cf. discussions about stereotypical beliefs about ‘gender differences’, e.g. Sunderland, 2004). Such beliefs are parts of broader essentialist stereotypes about the ‘nature’ of men and women as being fundamentally different and feeling heterosexual attraction exactly because of their differences (cf. Eckert, 1989: 253-254).
Thus, in example (2) below, male sexuality is metaphorically represented and conceptualised as a ‘beast’, which is difficult to control and thus needs to be ‘locked up’:

(2) Κλείδωσε καλά το κτήνος που κρύβεις μέσα σου. Θα έρθει και η σειρά του!

Lock up well the beast you are hiding inside you. Its turn will come too!

The metaphorical frames of ‘hiding’ and ‘locking up the beast’, presuppose, on the one hand, that female sexuality is not ‘beastly’, and hence men should hide and not express this kind of desire spontaneously, but also that, where this difference is indeed the case (which is not self-evident despite being presented as ‘given’), it is not a matter of changing or making an effort of convergence between the two partners, but rather a matter of ‘hiding’ for strategic purposes.

This is also presupposed at numerous points in the text, including the following examples:

(3) δείξε αυτοσυγκράτηση 
show self-restraint 
(4) Εδώ κι αν πρέπει να δείξεις αυτοσυγκράτηση!
This is where you have to show even more self-restraint!
(5) Μην τη χουφτώνεις άγαρμπα
Don’t grope her loutishly
(6) Μη βιάζεσαι
Don’t hurry

As one can see from the examples, much of the stereotypes about male and female sexuality are not explicitly stated but are presupposed as satisfying the felicity conditions of the directive speech acts. Felicity conditions are the conditions (we know) a speech act has to meet to be ‘felicitous’, in other words, to ‘make sense’ (Austin, 1975; see also Searle 1969; 1971/1976 on felicity conditions). All directives presuppose, as part of their felicity conditions, that the receiver of the directive would not do the action anyway. In this case, then, it is presupposed that if men are not repeatedly told to control themselves, to show self-restraint, to ‘lock up the beast’, etc. they would be rough, unrestrained, loutish etc., which stereotypes all men, and constructs this stereotype as a given reality, which therefore has to be accepted.

The acceptance of ‘beastly’ behaviour (due to ‘beastly nature’), is indicated by the assertions legitimating the temporary ‘taming’ this sexual drive, namely, the benefits to be gained: that the woman will surrender herself unconditionally (example 1), and that then it will be the time to stop hiding and pretending to be nice (example 2 – ‘its turn will come too!). This is encapsulated by the final, permissive speech act, namely:
(7) Προσχήματα τέλος! Απελευθέρωσε επιτέλους το κτήνος που κρύβεις μέσα σου! [Keeping up] appearances is over! Release at last the beast you hide inside you!

This strategic oscillation between apparent sensitivity/care and ‘real’ roughness and objectification of women brings to mind the cultural construct of the ‘New Lad’ in contemporary media representations of masculinity in the English-speaking world (see Benwell, 2002, and contributions in Benwell, 2003b). In a nutshell, the New Lad is often claimed to be a reaction to another construct/model of masculinity, the New Man of the 80’s – the New Man was supposed to be narcissistic, sensitive, and sympathetic to women and feminism, whereas the New Lad represented a return to traditional beliefs of ‘male superiority’ and misogyny, but at the same time, in a playful way eschewing the values of responsibility and seriousness included in traditional masculinity models (of the father and ‘bread-winner’ – cf. Rutherford, 2003). Gill (2003: 39) points out that
some accounts of the new lad […] assert that the performance of a new man sensibility is something that they knowingly enact to get women into bed. For example Sean O’Hagan [Arena magazine contributor] says that new lad ‘aspires to New Man status when he’s out with women, but reverts to old lad type when he’s out with the boys. Clever, eh?’ (1991).

This is exactly what is happening here – old stereotypes are preserved, but ‘keeping up appearances’ is ‘knowingly enacted’ to achieve yet another ‘victory’ over women (see also Crewe, 2003: 93).
3.2 Q+A (Roman characters in original)
(Status, Feb. 2006, pp 54-55)
Status generally aligns itself with New Man values (in his February 2006 editorial (pg. 19), the editor juxtaposes Status to more ‘laddish’ magazines, which construct themselves as ‘enemies of women’), at the same time it maintaining male hegemony ideologies. In this text advice is provided on issues of men’s fashion, style and skincare. Thus, we overall have promotion of consumerism (specific designer brands are recommended) and a preoccupation with appearance, both stereotypically associated with femininity – and, by extension, with (male) homosexuality, as the two are often conflated and assigned a subordinate position in hegemonic masculinity discourses (and practices). As Edwards observes, ‘[s]tereotypically, ‘real’ men don’t care what they look like and just throw things on whilst women go shopping and agonize over matters of self-presentation’ (2003: 142). Indeed, the New Man construct, and men enacting (parts of) this construct, have often been criticised for not being masculine enough (Gill, 2003: 48). So Status here is caught between keeping advertisers satisfied by promoting a consumerist lifestyle (as the editor points out, the main income of magazines like Status comes from advertising – editorial Feb. 2006: pg 19), and the consumerist imperative of keeping its (target) readers interested and satisfied by ensuring that neither the persona of Status or the (ideal, target) readers are represented as effeminate, unmasculine etc. As will be shown in the analysis below, here this tension is dealt with by providing (often seemingly irrelevant) assertions of heterosexuality, which in the previous text, by Playboy, were not necessary, as the heterosexuality and ‘machismo’ of both the readers and the expert persona providing advice were uncontroversial. 
Q+A, as a question-and-answer section, includes a number of texts, each of them consisting of a question (presumably by a reader), setting up and potentially elaborating on the ‘problem’, and an answer by a magazine contributor represented as an expert, which begins usually by further elaborating on or reframing the problem and then provides the solution(s) and the legitimation/justification of the suggested solutions. I am here concentrating on parts of three of the questions in the section:
(8) Question:
΄Εχω παρατηρήσει ότι οι Ιταλοί φοράνε καφέ παπούτσια με γκρι κοστούμι. Και μόλις πρόσφατα έμαθα το λόγο. Οι Ιταλοί, λοιπόν, ισχυρίζονται ότι μαύρα παπούτσια φοράνε μόνο οι μαφιόζοι όταν πηγαίνουν σε κηδεία. Κατά πόσον ισχύει κάτι τέτοιο;
I have noticed that Italian men wear brown shoes with grey suits. And only recently did I find out the reason. So, Italians claim that it is only mafiosi who wear black shoes, when they go to a funeral. To what extent is something like this true?
Answer:

Καταρχήν, οφείλω να παραδεχτώ ότι περισσότερο με απασχολούν οι Ιταλίδες, παρά οι Ιταλοί. Βέβαια, το ίδιο κάνουν και οι Ιταλοί. Επιπλέον, κυκλοφορούν περισσότερα παπούτσια από Ιταλίδες.

To begin with, I ought to admit that I am more interested in Italian women than Italian men. Of course, Italians do the same. Moreover, there are more shoes around than Italian women.

(9) Question:

Ποια παπούτσια θεωρούνται επίσημα κατά τη γνώμη σας; Αυτά με τα κορδόνια ή τα παντοφλέ; Απαντήστε γρήγορα και σταράτα.

Which shoes are considered formal, in your opinion? The laced ones or the slip-ons? Give [pl.] a brief and direct reply.

Answer:

… Αν η εκζήτηση του παντοφλέ σας κάνει, προτείνω τα βελούδινα του Tom Ford για την Gucci ή τα pump λουστρινένια «γοβάκια»  Faniel του John Lobb. Επίσης, μια γυναίκα από βελούδο, με κορδόνια και όχι παντοφλέ...

…If the [eccentricity] of the slip-on suits you, I suggest the velvet [ones] by Tom Ford for Gucci or the pump patent leather “pumpettes” Faniel by John Lobb. Moreover, a woman made of velvet, with laces and not a slip-on…
In both examples (8) and (9) above, a reader is asking for advice on wardrobe and shoes. Their ‘problem’ is ignorance about how to select the appropriate shoes for each suit colour or occasion, and thus the ‘new information’ provided by the expert should involve telling the readers what to do in relation to these issues. Both the three assertions in example (8), at the beginning of the answer (‘I am more interested in Italian women than Italian men’, ‘Italians do the same [i.e. are also more interested in Italian women]’ and  ‘there are more shoes around than Italian women’) and the last piece of advice in example (9), which is at the very end of the answer (‘[I suggest]… a woman made of velvet, with laces and not a slip-on…) are irrelevant to the problem and don’t provide any of the moves of the genre of advice texts. That is, they do not provide a solution to the reader’s problem nor do they explain anything related to the problem or the solution (however, actual solutions about suit/shoes combinations are provided later on in the text).
There are two possible explanations about the insertion of this irrelevant information, which is not really ‘new’ if we take into account the presupposed assumption of heterosexuality underlying all three men’s magazines analysed here – it is self-evident that a heterosexual man would have (romantic) interest in Italian women rather than men (example 8), and that a woman would be recommended as a romantic partner to a heterosexual man (example 9)
. The first explanation is that precisely in this context and co-text, that is, providing advice for ‘feminine’ matters such as fashion and appearance, heterosexuality is not self-evident but rather in danger of being questioned, and thus it needs to be deliberately asserted to avoid the feeling of ‘getting drawn into too feminine issues’. The second explanation is that the author is just trying to be entertaining, rather than to ‘be taken seriously’, and the magazines often try to simulate everyday, naturally occurring conversation in both style and content. Especially in example 9, the reader is advised to find a woman ‘made of velvet’ (linking to the recommendation of velvet shoes in the previous sentence, who should not be a slip-on’ – here the Greek word used for ‘slip-on’, παντοφλέ (pantofle) has the same root as the word ‘slipper’, παντόφλα (pantofla), which can be used in Greek humorously to describe ungraceful objects or people. Even if we take the second explanation, the presupposition of heterosexuality and omnipresent/continuous male interest in women remains a presupposition used as a basis for the humorous remarks, which otherwise wouldn’t be funny (clearly recommending to a gay man to find a woman could possibly include a humorous element, depending on the context, but would involve also a number of face-threatening, and indeed discriminatory, implications).
The third question I am looking at here explicitly draws attention to the ‘dangers’ of becoming ‘effeminate’ through caring about appearance too much:
(10) Ποια είναι τα κυριότερα καλλυντικά που πρέπει να χρησιμοποιεί ένας άντρας, αν δεν είναι γυναίκα;
What are the main cosmetics a man must use, if he is not a woman?
The elements of the semantic frame of ‘woman’ relevant, and therefore evoked, here are not those of ‘femaleness’, but rather of ‘femininity’ – thus, the question is how a man can use cosmetics without appearing to conform to the femininity stereotype of vanity, delicacy, insecurity and so on (which the reader asking the question takes as the ‘given’ reality of how women are).
The expert answering initially discredits the desire of some men to use cosmetics, by attributing it to a number of negative characteristics of the modern society and the modern individual:

(11) Ακραίος ατομισμός, λυσσασμένη επιθυμία αθανασίας, λατρεία νεότητας, πλήρης απελευθέρωση και ισοτιμία των γυναικών, ανασφάλεια, καθημερινός ανταγωνισμός, οικογένεια πάπαλα… 

Extreme individualism, ravenous desire of immortality, worship of youth, complete liberation and equality of women, insecurity, daily competition, family no more…

The assertion here is that the above factors have resulted in men using cosmetics as much as women, which evaluated negatively. The assertion functions as de-legitimation of the practice of men using cosmetics, and by extension de-legitimises any advice to a man on the issue. The author, however, has to provide the advice keeping in line with the interests of men’s cosmetics companies advertising in the magazine, but also promote the (desire for a) generally consumerist lifestyle which gives lifestyle magazines a reason of existence.
Some of the factors mentioned as illegitimate reasons for men using cosmetics are stereotypically associated with femininity, and, indeed, are used by women’s lifestyle magazines as perfectly legitimate reasons for using cosmetics or even doing plastic surgery (specifically, ‘worship of youth’ and insecurity). The author-expert of Status then provides a reason which not only is perceived as not shared with women (or gay men), but actually emphasises the presupposed heterosexual desire and its importance for men, that is, men have to look after their appearance so that they will be able to attract women. He focuses on specific parts (he suggests) women would like, which therefore men should look after using cosmetics.
(12) οι γυναίκες αρέσκονται σε υποβόσκουσες, αδρές μυρωδιές
women favour subtle, rough smells (about perfume, deodorant etc.)

(13) Οι γυναίκες μαγεύονται από τα σημεία αυτά. … Τρελαίνονται. Εκεί «εδράζουν» το βλέμμα τους και τα χέρια τους
Women become enchanted by these parts. …. They get crazy. This is where they “focus” their gaze and their hands. (about ‘hands, feet, fingers … nails… and ass’)
(14) Στοιχείο γοητείας στο οποίο πρέπει να δώσετε μεγάλη σημασία.
Element of charm to which you must pay much attention. (about hair)
(15) And for some unnecessary (not ‘main’) cosmetic usage:
Δεκάρα δε δίνουν.
They don’t give a dime. (about the skin around the eyes)
These assertions, in the form of declarative sentences, may well be providing new information, as the author claims to know what women like and don’t like, presupposing that the reader doesn’t. At the same time it is also presupposed that the reader actually cares about what women like, which goes against more ‘laddish’ and more traditional perceptions of women as the objects of gaze and evaluation, and men as agents judging rather than being judged. Thus, for at least some readers this reason (look after yourself in order to be attractive to women), may need further justification. As we can already see from example 13, the desire to be attractive to women is not framed in terms of insecurity, anxiety etc. (as is often the case with representing women’s desire to be attractive to men, both in men’s and women’s magazines), and also not in terms of love or other emotions. Rather, metaphorically, it is legitimated through the effect male charm would have on women, rendering them as losing their rationality and agency by becoming ‘enchanted’ and ‘crazy’. Elsewhere in the text the author describes the process of seducing a woman, again metaphorically, as a ‘game’
, evoking yet another well-established conceptualisation of men-women relationships, in line with the metaphorical frame of WAR discussed above in the Playboy text.
Thus, in this text of Status we have some representations and advice that do not adhere to Greek masculinity stereotypes – however, they all revolve around preoccupation with appearance (detailed discussion of colour combinations for clothes and shoes, brand names and cosmetic use) and the function seems to be the perpetuation of consumerist and upper-class stereotypes. There is no attempt to overthrow stereotypical hegemonic perceptions of ‘male superiority’, ‘gender differences’ or heteronormativity. On the contrary, the less stereotypical elements of masculinity are positioned within the dominant ideological matrix, justified and legitimised in a way that does not challenge but rather reinforces the status-quo.
3.3 Ο ΔΙΚΗΓΟΡΟΣ ΤΟΥ ΔΙΑΒΟΛΟΥ-ΠΟΣΟ ΓΚΕΪ ΜΟΙΑΖΟΥΝ ΟΙ ΜΟΝΤΕΡΝΟΙ ΑΝΤΡΕΣ;

THE DEVIL’S ADVOCATE-HOW GAY DO MODERN MEN SEEM?

(Nitro, Feb. 2006, pg. 183)
This text appears to be a commentary on modern men, but at the same time can function as advice/guidance on the ‘problem’ of ‘appearing gay’. Presenting ‘appearing gay’ as a problem of course carries the ideological presupposition that appearing, or being, gay is undesirable and problematic. Moreover, we actually observe a disjunction between masculinity and (male) homosexuality:
(16) ΠΟΣΟ ΓΚΕΪ ΜΟΙΑΖΟΥΝ ΟΙ ΜΟΝΤΕΡΝΟΙ ΑΝΤΡΕΣ;

HOW GAY DO MODERN MEN SEEM?

The verb ‘μοιάζουν’ can be translated as ‘seem’ or ‘look’, which, both in Greek and in English, under one interpretation can mean that something appears to be x, but is not. The question also presupposes that it is a fact that certain straight men (‘modern men’) seem gay, and the question is, to what extent. This on the one hand juxtaposes ‘modern men’ to ‘traditional men’, but on the other hand presumes a ‘fixed’ correlation between sexual orientation and certain behavioural or appearance traits – modern men can seem gay, but not be gay, and they only seem gay because they adopt elements of the ‘gay’ stereotypes (as if it wouldn’t be possible for modern gay men to exist!). Thus ‘gay man’ is not included as a hyponym of the broader category ‘man’, on a par with ‘straight man’, but rather ‘gay’ is represented as a gradable attribute. Clearly this is not in any way reflecting any theoretical concerns about the gradability of biological sex, gender and sexuality (see Wodak, 1997: 2-3, 11-13; Cameron, 1997), or about the fluidity of ‘identity’ - the question is one of appearance rather than essence, relating ‘gay’ to a gendered performance of lifestyle and not much else. As identity constructs, ‘modern man’ and ‘gay man’ are very solidly separated, not only by the wording of expressions such as example 16, but also visually as two very clear-cut, distinct categories (see examples 20-23).
The text begins by a narration of how the female author’s boyfriend complimented her on her outfit using the word ‘γαμάτη’ (translated as ‘gorgeous’) and comparing her to pop singer Jennifer Lopez (abbreviated as J.Lo):

(17) «Γαμάτη είσαι... σαν την J.Lo»
“Gorgeous… like J.Lo”

The author considers this expression ‘gay’. Probably the reasons are stereotypes about women using strong evaluative adjectives (‘gorgeous’ instead of ‘nice/good-looking’) (cf. Lakoff, R., 1975), and also about ‘feminine’ interest in pop music and celebrities to the point of using their nicknames (rather than the more ‘distanced’ full or last names). Through conflating femininity with male homosexuality, thus, this ‘feminine’ expression is ‘gay’:
(18) έσκασα στα γέλια και είπα: «Πραγματικά, πόσο γκέι ατάκα!». Ύστερα ένιωσα τύψεις. Γιατί ο φίλος μου δεν είναι γκέι (όχι ότι θα’ταν κακό, απλώς δεν θα τα είχα μαζί του). Είναι απλώς μοντέρνος. 

I burst out laughing and said “Really, what a gay line!”. Then I felt guilty. Because my boyfriend is not gay (not that it would be bad, I just wouldn’t be dating him). He is just modern.

The semantic frame of ‘guilty’ includes ‘doing something bad’ (to feel guilty about) – it is ‘bad’ (insulting etc.) to call somebody gay, because ‘gay’ is ‘bad’. Elaborating on why she felt guilty (possibly aware of the politically incorrect homophobic underpinnings of her remark), the author/narrator goes on with three assertions:
- my boyfriend is not gay

- it wouldn’t be bad (if he was gay)

- I wouldn’t be dating him (if he was gay)

These three assertions are entirely uninformative. It is clearly shared knowledge that a woman and a man dating each other in today’s Greece are usually straight, and that the man she refers to as ‘her boyfriend’ would not be her boyfriend if he was gay. The fact that it wouldn’t be bad if he was gay and its expression here is interesting. For one thing, if it was self-evident that being gay is not bad, it wouldn’t need to be stated. But it is not self-evident, as shown from the guilt associated with even assuming that a straight man seems gay. Moreover, the assertion is phrased as a disclaimer: ‘not that it would be bad…’ Disclaimers similar to this are often used to eschew responsibility for discriminatory remarks (van Dijk, 2000: 61) – here, the narrator directly states that it wouldn’t be bad for her boyfriend (or anyone, for that matter) to be gay, but throughout the text constructs appearing gay as a problem. Interestingly, she could have pointed out that for herself, as a straight woman, it could be a problem determining if a man is gay and therefore not sexually interested in her, or not. Yet she doesn’t elaborate on why appearing gay is bad, because the underlying, widely shared homophobic assumptions are quite self-evident: gay is bad, and taking a straight man for gay is an insult. Her construction of a ‘problem’ of the ‘balance between modern and gay’ is both sufficiently eloquent and sufficiently vague:
(19) Κι επειδή η ισορροπία αυτή είναι σαν το πορτοκαλί φανάρι (ποτέ δεν είσαι σίγουρος αν είναι πιο ασφαλές να γκαζώσεις και να περάσεις ή να φρενάρεις και να περιμένεις), δες μερικά παραδείγματα για να καταλάβεις τι εννοούμε. 
And because this balance is like the yellow traffic light (you are never sure [masc.] whether it is safer to step on it and go through or to brake and wait), here are some examples to understand what we mean.

Through the novel metaphor of the ‘yellow traffic light’ (conceptualising life as a journey), the narrator here constructs the problem through indicating uncertainty (‘you are never sure’), and danger (presupposed by looking for the ‘safer’ option, but also by the word ‘balance’ – another metaphorical framing - which constantly faces the possibility of being lost). So being a ‘modern’ (as opposed to a traditional) man is metaphorically conceptualised as a being at a point of a journey when you don’t know whether it is safe to go on ‘being modern’ (with the danger of overdoing it and thus appearing gay) or to stop (with the danger of not being ‘modern’ anymore, or not being modern enough). The ‘solution’ to this ‘problem’ (not elaborated on or legitimised) is the readers ‘understanding’ the distinction between ‘gay’ and ‘modern’ so as not to mistake ‘modern’ straight men for gay, or so that readers who want to be modern men do not act ‘gay’. Thus, ‘some examples’ are provided to this effect, some of which are:
(20) ΜΟΝΤΕΡΝΟΣ: Πηγαίνει για λέιζερ αποτρίχωση στην πλάτη.

ΓΚΕΪ: Πηγαίνει για λέιζερ αποτρίχωση στον κορμό, στα πόδια και στα οπίσθια.

MODERN: He gets laser hair removal for his back.

GAY: He gets laser hair removal for his trunk, legs and buttocks
(21) ΜΟΝΤΕΡΝΟΣ: Κοιμάται σε σεντόνια από αιγυπτιακό βαμβάκι.

ΓΚΕΪ: Κοιμάται σε σεντόνια από αιγυπτιακό βαμβάκι και ξέρει την πυκνότητα των ινών τους.

MODERN: He sleeps on Egyptian cotton sheets.

GAY: He sleeps on Egyptian cotton sheets and knows the density of their fibres.

(22) ΜΟΝΤΕΡΝΟΣ: Έχει σκύλο που μυρίζει κίτρο από το ειδικό σαμπουάν.

ΓΚΕΪ : Έχει σκύλο που μυρίζει Dior Homme από το δικό του άρωμα.
MODERN: He has a dog that smells of citron from the special shampoo.

GAY: He has a dog that smells of Dior Homme from its own perfume.
There is a whole list in this format providing points of distinction between ‘modern’ and ‘gay’. Obviously, this list needs to be abstracted from – as the narrator points out, these are illustrative examples aiming to convey a general ‘spirit’ or attitude rather than specifically describe actual practices applicable to all ‘modern’ or ‘gay’ men. Appropriately, these points are phrased in declarative sentences – assertions. These assertions indeed provide ‘new information’, as the ‘modern man’ identity described here is neither ‘commonsensical’ nor necessarily acceptable in modern Greek society – here, as in Status, the masculinity constructed includes elements which could be associated with femininity. This ‘new information’ to readers about how ‘modern men’ are, (or indirect indication of how they should be), is legitimised through the juxtaposition of the construction of gay men. 

Thus, the ‘modern man’ cares about his appearance (he may even engage in hair removal), but the gay man cares about his appearance too much (and will have hair removal to the degree a woman might do) (example 20). The ‘modern man’ is sophisticated, clean, caring (he has fine bed sheets, looks after his dog and makes sure it stays clean and smells nice), but the gay man is concerned too much with the details of fine living to the extreme point of having a special expensive brand perfume for his dog (examples 21 and 22). 

Obviously, there may not be one single gay man who has bought a Dior perfume for his dog, but through stereotyping gay men in this (exaggerated, humorous/ironic
) way, the feminine-related  ‘modern man’ practices appear more ‘normal’. The overall argument is that it is acceptable and indeed desirable to adopt elements hitherto considered feminine (narcissism, neatness, sophistication), but not to an exaggerated degree (which is associated then with gay men).

Another noteworthy characteristic of this list is that it is generally concerned with lifestyle choices (bedding, pets, eating, grooming, exercising) – desire is very marginally included (in example 23 the male model Tony Ward is paralleled to Pamela Anderson for straight men), and sexual practices not mentioned at all. 

(23) ΜΟΝΤΕΡΝΟΣ: Αγαπάει τον Λασαπέλ για το πώς βλέπει την Πάμελα.

ΓΚΕΪ: Αγαπάει τον Ρίτσαρντσον για το πώς βλέπει τον καβάλο του Τόνι Ουόρντ.

MODERN: He loves LaChapelle for the way he sees Pamela [Anderson].

GAY: He loves Richardson for the way he sees Tony Ward’s crotch.
As I pointed out in the Introduction, sex, desire and sexual practices are very widely and quite explicitly depicted in pop culture (as, for example, in the Playboy text analysed in section 3.1) – but they always concern heterosexual sex. Male homosexuality is either completely taboo or surfacing in the form of insults and swearwords
 – lesbianism is even more invisible. Nitro is the only mainstream men’s magazine, to my knowledge, that actually provides some representations of male homosexuality in a more elaborate way. Although not outright insulting (which could see as somewhat more progressive ideologically
), these representations are juxtaposed not just to heterosexuality but to masculinity in general, and are limited to humour, exaggeration and ‘harmless’ lifestyle descriptions. Thus, desire and sexual practices in these cases are excluded from the representations of gay identities, being still a taboo in Greek society – their inclusion would have been considered provocative and would probably have to involve the authors’ taking a clear position either espousing or discrediting homophobia, which is carefully avoided in texts like the one analysed here (although homophobia is surfacing in less direct ways, as we saw).
4. Concluding remarks
In examining discourse about gender and sexuality we can see the ideological stances taken in context, which would depend on the participants’ ideologies but also the requirements of the situational context of the interaction studied. In the case of lifestyle magazine, aiming to ensure popular appeal and follow the consumerist imperatives of the capitalist context of their circulation, it is quite unsurprising to see that they draw on well- established, dominant stereotypes of gender and sexuality. I have looked at three different texts including a range of masculinity constructions, in order to show how ‘hegemonic masculinity’ is not a homogeneous entity but rather a cluster of interrelated mental constructs one can draw on selectively. And vice versa, the very genre of ‘lifestyle magazines’ creates tensions with different aspects of these dominant ideologies, some of which can be seen in the data analysed here.  
The first major tension involves the relation of masculinity to the speech acts of advice prevalent in lifestyle magazines. By definition, the felicity acts of ‘advice’ presuppose ignorance on the part of the receiver and knowledge on the part of the provider of advice, which makes it face-threatening for the readers. This is accentuated by the common stereotypical perception that men are (or should be) particularly sensitive when it comes to questioning their authority, knowledge or competence, and thus not willing to accept any advice without being offended (encapsulated by John Gray’s 1992 magnum opus ‘Men Are From Mars, Women Are From Venus’, translations of which have been circulating in Greece in many editions, the earliest in 1999 by the publishing house Ψυχογιός /Psychogios).

Further tensions arise from the specifics of giving advice on how to sexually please a woman, in contradiction to beliefs about men being preoccupied by sex and being oblivious to emotions, including caring about their partners. This is resolved in the Playboy text (Section 3.1.) by frequent reminders of the ‘given’ ‘beastly nature’ of the assumed reader, an overall ‘laddish’ tone, objectifying women and projecting the whole affair as ultimately for the benefit of the reader alone.

Advice on appearance further disturbs the stereotypical dichotomies associating femininity and homosexuality with narcissism, insecurity and consumerism, and ‘real’ (straight) masculinity with security, lack of sophistication and contempt for these ‘feminine’ qualities. However, historically there is also the legacy of ‘the sharp dressing, heterosexually promiscuous and equally highly consumerist, masculinity… Interestingly, men could get away with being consumerist and stylish if they were heterosexually promiscuous enough’ (Edwards, 2003: 143) – and this is exactly the representation constructed in Status (Section 3.2), and also in Nitro (Section 3.3) – with references to female ‘sex symbols/objects’ like Pamela Anderson (example 23).
Thus, whereas these tensions could be used for the questioning and breaking down of norms, by promoting less stereotypical/(hetero)sexist gender and sexuality representations and practices, in fact they are resolved in the texts exactly by falling back on the dominant ideological patterns. Heterosexuality and promiscuity may serve as a presupposed basis (Playboy text), or be asserted when in danger of being questioned (Status), whereas Nitro takes it one step further by contrasting explicitly the consumerism and reflexivity of what they term the ‘modern man’ (avoiding the term ‘metrosexual’, despite it signifying the same construct, possibly to further fend off any ‘questionable sexuality’ implications) to homosexuality. 
In practical terms this means that a market is maintained where sexual representations, advice and reflexivity are appealing and sold to men, while promoting a consumerist lifestyle certainly appealing to advertisers but also to the audience willingly buying into the ideals of such a lifestyle. At the same time the magazines make sure not to threaten, but rather to reinforce, the dominant ideologies (and identities) presumed to be shared by the ‘readers [who] buy the magazine to have their perceptions of masculinity confirmed, but also added to’ (Benwell, 2002: 155).
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� In the analysis I use the terms frames/cognitive models/socio-cognitive representations, stereotypes, beliefs, knowledge, perceptions, conceptualisations, conceptual metaphors (metaphorical frames) etc. without strictly drawing theoretical distinctions among them. My focus here is not so much the precise cognitive structure of these elements (interrelated in cognition and constituting clusters we may call ‘ideologies’ or ‘knowledge’), but rather the fact that, despite the mutual influence cognition and society have on each other, beliefs, stereotypes etc. do not necessarily represent the reality of the social world accurately – they do, nevertheless, constitute the basis of reasoning and action for members of society, legitimating sexist and discriminatory practices.


� Another presupposition underlying lifestyle magazines in general, so self-evident that it seems pedantic even to mention it, is that references to people of the ‘opposite sex’ to that of the target reader are usually related to romantic interest, unless otherwise indicated – in examples 8 and 9 it is presupposed that the speaker is interested in, or recommending, women as ‘objects of desire’ and not as friends, colleagues or human beings in any other sense (cf. ‘her’ in example 1).


� (drawing on the conventional conceptual metaphor LOVE IS A GAME, similar to Black’s discussion on the metaphorical representation of marriage as a ‘zero-sum game’ (1993) – here a relationship is a zero-sum game where one wins and the other loses)


� Cf. Benwell (2003a: 20-21; 2004) on irony in men’s magazines.


� (cf. Edwards, 2003: 139, Kosetzi and Polyzou, 2005)


� Especially as homosexuality is ‘utter taboo’ in (mainstream) men’s magazines, exactly to avoid charges of homophobia (Benwell, 2003a: 18).
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