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Teacher’s Introduction

This resource has been written for the AQA Media Studies A Level

specification (7572), with a specific focus on Media Two In-depth Study: Always check the exam board
Magazines: GQ (March 2022 edition) and The Gentlewoman (Issue 23 — website for new information

Summer 2021). including changes to the
specification and sample

As a ‘Getting to Know’ pack, this resource has been constructed to actively assessment material.

engage students with the source material through a range of stimulating,
focused and entertaining magazine-style articles exploring different topics across the media frameworks and
theories. Discussion tasks are included throughout to recap knowledge. At the end of the resource, we have
included a range of more challenging essay-style questions for students to test their learning.

The structure of the pack is as follows:

1. What Should | Know? — a brief overview of the key facts/information about both close study products.

2. Getting to Know — 17 articles on a variety of topics (15 on each separate text, two comparative articles), such
as the production background, industrial context, representation and cultural context. In these articles, we
have tried to focus on the more niche aspects of the texts that may not have been covered by textbooks, to
broaden students’ understanding.

3. Show What You Know — various essay-style questions on the close study products across a range of difficulty
levels complete with an answer section.

Our aim with this resource is to provide variety for those students who may feel overloaded by textbooks and
other learning materials with a solely academic writing style. Ideally, the blend of informative content and

entertaining presentation style will not only help to strengthen a student’s knowledge of the texts, but also help
to foster a genuine interest for the texts.
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GQ

Background information

>
>

Y VYVYVYVY

Y VY

GQ UK facts and figures

YV V VYV

The Gentlewoman

3 data).
Conde Nast, which is he

GQ is the top-performing men's Hifestyle ma
Owned and produced by US media
owns a huge number of film nd digital video programming ¢
American edition 1931, with the UK franchise hitting she
As of 205 sobal editions circulated monthly.
es on men's fashion and style brought to you by indust
GQ mag@®ie provides entertainment, fashion, lifestyle, culture news, rev
The front cover typically features a cover model who is a celebrity, an act
public figure.

The current editor-in-chief for the original American edition is Will Welch.
The total global physical circulation of the GQ franchise (as of December 2
932,580 copies globally, per month?.

GQ UK has a separate editorial team from the American magazine.
Current editor-in-chief is Dylan Jones, who has held the position since 2023:
The magazine’s production is based in Vogue House, located in central Lonc:
As of 2019, the magazine has a monthly circulation of approximately 85,08C
derived from paid-for subscriptions.

Background information

» The Gentlzas tish independent magazine founded in 2010 and g
Jonketi

»  The DuXze
people workmg outside of the mainstream pubhshmg industry.

» The magazine has an average biannual circulation of 100,000 copies and a
around 100,000.

> The chief editor is Penny Martin.

» It covers subject matters such as the arts, culture, sustainability, fashion ar\;

Edition

» Issue 23 features actress Scarlett Johansson on the front cover.

»  The articles for study include a feature on Somalian female boxer Ramla A
Isabella Tree.

>  Stella McCartney also features and promotes sustainable {vegan) fashion.

» The magazine features an unconventional layou nd images with

informal and natural mise en scéne, rathes p;cé studio digital phcg

mainstream magazines.

1 https://abcas3.auditedmedia.com/ecirc/magtitlesearch.asp
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1. 6Qproduction background

GQ is one of many titles owned and published by

China, France Germany, India, italy, Japan, Mexico and Latin America, Spain, Ta
and the US, with additional licence partners around the globe.

Conde Nast is based in New York City and was established in 1873. It has an ap
annual revenue of upwards of $2 billion (2021 figures). The multinational cong
assets — companies or media titles such as Vogue, Glamour and Wired. Conde N
Entertainment was launched in 2011 to develop film, television, and premium d
video programming.

It has recently launched influencer-based platform ‘Next Gen’. Moving with the
times and utilising technology, it aims to harness a new approach to
content creation. The campaign was revealed across video, mobile, display,
and social media. it uses approximately 3,500 mﬂuencers wits a collective
following of over 300 million, which enabled it to 1 ‘ciiic audiences
for specific advertisers using CitizenNet alysing tool).

ing

-

Franchis

its cousin over the pond. Our close political and cultural relationship with
America means that we have much in common (e.g. fashion, movies and
fast-food chains), and many American media conglomerates branch out

with a British regional franchise.

But of course, even though British and American cultures are strongly
linked, they aren’t one and the same — not everything that plays well across
the pond is likely to be successful here, and vice versa. While the
celebrities that get featured on the front cover, such as Robert Pattinson,
are going to be instantly recognisable to readers in the UK, other things
would be maccess:bie such as lf the magazme recommended products to

pe as successful as it possibly coul
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Editorial staff

Currently, the editor of GQ UK is Adam Baidawi. He was previously a
reporter for the New York Times and Vanity Fair then joined the GQ family
and became editor for GQ Middle East in 2018. With him, he brought a
fresh perspective to the brand and helped to instigate more contemporary
and progressive values for the modern male reader.

As a large company with substantial fmanrl
company, GQ can afford to emplo
content editors and art di
being solely rea

: a parent
er of full-time staff writers,
35 regional editions, instead of

Distribution network

Conde Nast has a global distribution network, and here in the UK it can be

bought on the high street or by subscription. GQ has an incredibly wide
UK distribution, appearing on the shelves of all the major supermarkets,
such as M&S, Waitrose, ASDA, Tesco and Sainsbury’s. You can also buy it
from major chain stores such as WHSmith. The popular choice is to have a
subscription for either getting a physical copy delivered directly to the
home or for a downloadable digital copy for PC or tablet.

Ownership

Conde Nast was acquired by Advance Publications i
portfolio which inctudes shares in other compani
Discovery and is owned by the New :

e
¥ 8
3
3 &
3
e

parent company:

Parent company

VOGLE

.
{ by
3
By >
R .\. g
Y F.

RS

THENEW YORKER ~ p waner seos
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2. Look, layout and language of 62

SRR

Front cover breakdown

The cover of the edition for the course somewhat ‘breaks the
mould’ for GQ’s usual choice of image. Instead of featurin
well-dressed celebrity in perhaps a suit, it has an imag;
refers to an earlier time — the punk era. Th |

S
~t\§“
o
S
S

o
.

&
& T
£ &

e =

SRR
\ R

an unconventional manner compared ® ences would Bl

normally expect him to app intrigue them and g

make them interested thie reason why heis so 8 OEF B
R

altered. \Q‘ \\\

B &

» Central image 3

m\\\\‘%
=
#

o The photo of Robert Pattinson has been carefully

TRRRARRRARRRRRE

constructed to convey a sense of rebellion and revolution o
o The spiky hairstyle has intertextual references to Sid %\x““\\\ \
Vicious (infamous ‘80s punk frontman for band The Sex h‘\\\ §
Pistols), which some audience members of the older \\\\\t‘:\i;“
demographic might remember \@\*‘\
o The tattoos, heavy chain and nose injury all denote JF: —
aggression and force
o The non-verbal codes present him as confident and g‘\\“\\\\
sensual through the direct eye contact, parted lips and §\\ \§
suggestive stare; some audiences may find this appealing and inspiring \m\\
» Coverlines \\\\\\Q
o  The main coverline ‘Who is Rob ¢ g
story as indicated by the ! 5 positioned in the bottom-left S\\f
that are sold o the lead story is seen when displayed
o The are in a typeface font which contrasts with the mg m\\i\
ic : rmity at play
o  Th\geErlines reveal that within this edition you can read about other:
Abloh (CEO of streetwear fashion company Off White) and Francis Forc |
indicates a more diverse line-up for the content
o The edition is called the ‘Art and Fashion’ issue, which indicates that t
offer compared to the usual monthly content
»  Colour scheme
o The colour scheme of the fonts, images, and other elements such as t
black, with tones of desaturated blue being used for major elements sy
with the conventionally masculine aesthetic in society, where products: COPYRIGHT
darker and less colourful, as well as fitting the March weather when tht PROTECTED

v image, implyin
red has high stat
this blue choice inte
ue is different from the co

o The masthead itself is almost hidden behind the ma
need explicit positioning and that the celeb

ig

Qg

Education
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Privileged knowledge, privileged people

For generations, newspapers and magazines have used exaggeration and
emotive language on their front covers to draw audiences in so that
copies will sell quickly. Online, the term used for this is clickbait. It is the
strategy of using sensationalised statements to get attention from people
and entice them to find out more by clicking on the link.
coverlines are used to ‘hook’ the interest of the rez

ce them to ‘look

y of the coverlines on this

a codes, as the semantic
questions in potential buyers. They act as
f mformat;on that draw you in like a fish to afly,

@\ formation, like — why IS Pattinson so altered? And, how
has Vigil Abloh impacted the ‘Age of Creativity’?

This edition of GQ utilises a simil
front cover are examples o
meaning of theg pi:t'

Overarching narrative: look sharp, live smart

The brand slogan encapsulates its values. The message is that to be
respected you need to be clever and look good. GQ claims to be a lifestyle
magazine that offers content on: ‘entertainment, sport and culture news,
reviews and comment.’

In the Eddie Redmayne edition, the slogan can be perceived through the
codes used. He is presented as smart, cool, brooding, orderly and in
control. The alternative issue featuring Robert Pattinson with a punk
makeover suggests something ‘new’ in this edition; rebellioyss yet still
‘rough’ and masculine. This alternative style coul 2 this edition
has alternative representations, ideas and ¢ ual formula.

However, both feature who are young and successful.

A Level AQA Getting to Know... GQ and The Gentlewoman Page 6 of 38
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3. 6@ Masculinity in crisis?

Traditional stereotypes of masculinity include the appearance and
behaviour traits of men being physically muscular, with brooding and
bearded faces with a tendency towards being sexually motivated.
Obviously, over time attitudes towards gender evolve and GO sees itself as

e representation of

wease the male form as something to be
applauded . : , a notion that Van Zoonen puts forward in her
theory on geW&SY. “Men'’s bodies are celebrated for their power and
strength, and this is stilt the case in many men’s magazines today (see
Men’s Health, for example). The status quo has been that it is normal for
men to be preoccupied with their physical prowess and to be admired by
other men and women alike for their efforts.

Depictions j

GQ has moved on from presenting such a linear interpretation of
masculinity and focuses more on men having power in other ways.

The covers often present well-known individuals (occasionally women) who
are dressed in formal attire. The oft-used ‘headshot’, or medium close-up,
brings attention to the face as opposed to the entire body, and so detracts from
form.

crisis’ and GQ se
ay:2goated as being
rchal prototypes tha
re brought up with is that they
ed to a decline in mental health for
to them.

There has been much debate about the topic of ‘masculini
concept that it is, in fact, not in crisis. Feminism h
uncertainty, when in fact it is the damagma
what it is to be male. The implicati
assertive and always be a
standard that may n

The diverse n of men from different industries, races, ages and sexualitie
progressive and'supportwe brand. The focus tends to be on success in terms of
talent, and infamy. it could be said that GQ is playing a part to aid the transition
masculine, For example, the typical perks of traditional masculinity — power, pri
moving towards a movement that embraces vulnerability and inclusivity as stre

For a visual representation of this, see the gender spectrum graphic here:
https://www.themichaelteaching.com/michael/masculine-feminine-duality/

According to Judith Butler, masculinity is a construct. This concept that is often |
imagined, reimagined and reshaped over generations. It is extreme traits that m
aggressive and dominating behaviour, for example,

Gauntlett’s identity theory helps us to see how a “isense of self is not.
shelf’ set of traits, but an adoption of tra ts
Just as the giut of ‘self- heip boo
today still play a role in i

interpretationgaw!

he ‘masculine’.
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4, 64 ldentity in the modern era

Typically, we define ourselves against the ‘other’ —anyone ‘outside’ ourselves is
a threat). Collective identities also produce this effect; groups of similar looking o
oppositional perspective to those who are ‘other’ to their group. This is most dist
are not women; therefore, they are ‘other’. This sense of o ing can also take
race, age, and even religion. The primary sense of self ! , the person. Ho

a fragmentir;‘x‘_”_,‘.. Fower, and therefore, a more nuanced set of identities coming tg
Binaries such as male versus female have become less defined; it is accepted that
or female are far more fluid and interchangeable than people have thought in gen:
feel very unsettled by this notion because if they see others who appear to change
then it makes them question who they are — it destabilises their sense of reality,
this occurs because we define ourselves by comparing who we are to those arou
somehow we are different too. According to Byrad Yyeliand, Professor at Virgini
Qatar, we are architects and continually build our sense of self and identity.

The twenty-first century has been a time of big changes in how we think about
orientations and gender identities all over the world. In many countries, people
topics and making new laws to support them, such as allowing same-sex marria
more accepting of sexual minorities. For example, some
However, there are still many arguments about t
LGBTQ+ rights.

eh a lot more visibility for transgender peo
dthary. We now talk about things like assigned sex,
zender pronouns.
Researchers W scientists have changed
how they study sexual orientation and
gender identity, too. They used to try to find
out what caused someone to be gay or
straight, but now they're more interested in
the experiences and stories of LGBTQ+
people. Some important books and studies
from the early 2000s started to look at
things such as young people not wanting
labels for their sexual orientation,
bisexuality, and how schools teach about
gender and sexuality. This approach has
become even more popular in the last 10
years. Now, researchers study things like
language we use to talk about
sexuality, new experiences i

At the same time, this
about gendgewilils:

s%inds of sexual

’r identities, like

e on- -binary. They also study
less known or Iess understood sexual
orientations, such as asexuality, kink, and
polyamory.

LGBTQ+ gender symb;

A Level AQA Getting to Know... GQ and The Gentlewoman Page 8 of 38
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Jonathan Bailey

GQ contains a feature article on actor Jonathan Bailey. The article is in the form i
of an interview and covers the topic of his ‘coming out’ and how this
juxtaposes with his ‘straight’ role in Bridgerton. The representation of this “
queer actor is positive, and he is given ‘voice’ to communicate his thoughts and
feelings, which is a refreshing alternative to the common r
articles used by many mainstream magazines‘ The im.s

Van Zoonen states that gender stereotypes are so embedded within media and
culture that they are perceived as ‘natural’. GQ can be seen as challenging such i
stereotypes with a preoccupation with grooming and fashion which counters
the idea of being tough, rough and burly. Progressive gender ideas that alter th
contexts are reflected through the media and presented by the media to evoke

Gauntlett’s belief that identity is a fluid and ever-evolving state of being can be &
presented as more of a ‘spectrum’ of being than a fixed set of traits. GQ March
Coppola and Jonathan Bailey, which could perhaps be seen as keeping feet in b
male readers — Coppola would appeal to perhaps the more typically masculine
appeal to all orientations (queer, bi or straight!), Fashion and beauty have tradi
women’s magazines; however, GQ dedicates much of its content to this, demo
binary interpretation of gender while also perhaps appe _0 the female dem

; uals and routines that a
part or version of masculinity —
Stor we ‘know’; Baitey plays a straight man
Masculinity is presented as something beyond a

Butler states that we all ‘perform’ a genc,
we ascribe to. The men featur
thisis a dn‘ferent versi

#GQ have put the LGBTQ+ community at centre-stage with cov
featuring md:wduals such as Olly Alexander, Ricky Martin, Lil Nas X, and Sam Smi
This move to go against the heteronormative status quo indicates that the branc.
feels the benefits outweigh the risks in business terms, as the diverse clientele |t
attracts will counteract ‘loss’ sales with more traditionally minded male readers.:
this edition we again see an inviting pose, with Olly looking directly at the reader:
with parted lips and an enticing gaze. The glamorous outfit also indicates a more
open representation of masculinity that celebrates lavish designs and embellishe:
fabrics, which again undermines typical fashions for men and provides alternat
for readers.

In addition, a cursory glance at the social media presenc
its website will also establish how inclusive it has hec
and provide a broader set of representati

A Level AQA Getting to Know... GQ and The Gentlewoman Page 9 of 38
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5. Social and cultural context for 60

GQ was founded in 1931 in the US (New York), fashion and style capital of the w
generations of people have lived through a world of different trends, styles and
fashion, social attitudes and perspectives have also developed. Typical notions
female have morphed and now even our language is growira s

readers do not feel alienated.

Movements surh.a : ; etoo have encouraged more progressive and
that have ar wsed in the past. Dylan Jones, former GQ editor, claime
movement (eggi¥ecalibration’ that was ‘necessary and long overdue’.

An acknowledgement of the mental health crisis (particularly in young men) ha
content and representation of modern men. The understanding that living up to:
and not sharing fears has helped it to produce more sensitive and considerate d
evident in articles such as 2023’s online piece entitled, ‘How to improve your m
and 2020’s piece ‘Black men’'s mental health is the next pandemic’. These articl
stereotypes and indicate that these ‘universal truths’, these hegemonic ideas, a
men to have mental health issues and it is also OK to talk about them.

Attitudes towards women also appear to have evolved over time. Unlike most
women on the cover. However, this has often been used as a voyeuristic selling
scantily clad and posed in seductive positions.

Left to right: Jung Hoyeon GQ 23 ‘GQ's Men of the Year issue’; Zoe Kravitz GQ D

‘0jdars present women as less sexualised as they
ioik rhere is also a more ethnically diverse set of representa
movement G inclusivity of our time. Portrayals of men on the cover have
of men in obvious heterosexual relationships and posed to look stern and in co
even personable image. The outfits are less exposing and, therefore, objectifica
are assertive as opposed to erotic, which connotes a movement towards respec
individuals rather than just vessels to be fantasised over. The ‘Zoe Kravitz’ cove
masculine signifiers with the use of a tuxedo and a monochrome palette.
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Social evolution
GQ covers from the past few decades illustrate the change in style of the magazi
are represented. Covers focus on the individual and what they stand for (fame, s;
to idealised relationships or settings.

Then:

2
&
3

3
4

s

i

R

S

GQ November 1960 cover

Instead of focusing on being part of a ‘couple’ and thus indicating worn out ide
material and providing for a family, thus proving you’re a ‘real man’), more up-tg
toxic and more open to change. -

Now:

These oppositic:
different versios:
positioned ina
expression. W
contributes to
recent edition
him with open
brightly coloure
a more extravag
creates a war
This is somethir:
magazines and,i
expectations ars
interpretation ¢

Cillian Murphy
GQ March 2024 cover

Liam Gallagher
GQ September 2017 cover
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Covers that include Eddie Redmayne, Timothée Chalamet and Lil Nas X indicate &
traditional masculine representations. The pose, outfits and ‘soft’ expressions
instance, the fact that these individuals are svelte as opposed to muscle-bound.

SRR

Redmayne has been lit with low-key lighting, which depicts him in a seductive ar: —
Audiences will recognise him for his roles in films such as The Danish Girl, where: \s

which again reflects the progressive choices being made by GQ to include men w M‘
traditional ideals of what masculinity means. \ \\\\\\
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Left to right: Timothée Chalamet GQ October 2023 cover; Lil Nas X GQ Style Summer 2021 ed|

#BLM L

Although more diverse representations of ethnic minorit: s have often

%

F
%//////

A

=
it

L

Y
been present in GQ, since the BLM movement m ¥ \\\\x\
representations of people of colour ha; the covers. in 2020, it \\\\\\\\§\\\\\\\§
launched a special edition with. , uare. in 2022 there were three N
black males featured ! er of the GQ UK editions and in 2023 \\\\\\\\\\
there wereg Ur. No doubt this is down to editor Baidawi, who g

committed an ‘emphasis on diversity, gender equality,
sustainability*nd mental health’. The Donald Glover edition featured here
presents him as Hollywood’s ‘favourite provocateur’, which indicates that he
is seen as an individual who likes to be rebellious and incite change through
his behaviour. By featuring him, GQ both backs and encourages Glover’s
creative methods to inspire revolutionising attitudes and preconceptions
about black males.
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6. 6@ Diversity in men's magazines

Historically, women’s magazines have played the role of villain when
it comes to preying on vulnerable young women and exploiting their
feelings of inadequacy for monetary gain. However, men’s magazmes
cannot escape their part played in doing the same for m ;
Magazines such as Men’s Health and Loaded fc>cuc 2 yiique
and sense of status men need to strive for i 5

on society’s radar this would result in far more equal representation
in magazines. Sadly, this is not the case. It would seem that in order
to minimise risk to financial margins, most conglomerates decide to
stick to the hegemonic notions of male representation: namely being
white. Evidently, in most industries there are more people who are
from non-white backgrounds, but this is not necessarily reflected in
the content of mainstream media texts. Some genres of music and
film tend to have a somewhat inclusive representation of various
groups, but often these are limited to specific genres.

6Qfighting the trend

Following the death of George Floyd, companies have been,
signalling’ in order to appear diverse, inclusive an
wants to have the ‘racist’ badge plnned on
include black representation hav
Star marketing has bee
that feature ng *ﬂe

on at rapid rates.
status and kudos to the brands
instance, the October 2019 edition
presented | ams on the cover with the explicit coverline
‘The New Mg \ity’. The singer was posed wearing a full-length
‘puffa-dress’ whxch had a vague semblance to regal wear of the 1600s.
This bold move to dress in something extreme, and bright yellow to
boot, jettisoned typical versions of male fashion into the proverbial
bin. Williams states in the interview article, ‘Well, I'm ashamed to say
it was an aesthetic choice first. | liked something, and | put it on.

Then the philosophy came behind it. And | do have my lines. Like, |
can't wear no skirt. Nor am | interested in wearing a blouse. That's not
my deal. But things that are made for women that | feel will look good
on me—that | like—I will wear.” Including the perspective of a straight
black artist who is confident enough to select how he appears,
whether it includes typically feminine pieces or not, allow
readers to feel more at ease when experimenting w ‘
and forging their own gender identity.

woh featured Travis Scott with the main co
: cept of evolving and growth to the readers’ m
face where we could just all sit across from each other a
#ore we all realize we're equal. As just humans.” GQ allocates a
fora detazied mterwew about not just the career of the individual but his suppo
movement, which by osmosis means it too is an advocate for the cause. Critics ¢
example of ‘virtue signalling’, where the brand appears to be acting philanthrop
financial ends.

In addmon the Iater Au
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According to Van Zoonen, gender is socially constructed and so individuals are i
characteristics of their gender according to what they see and accept as the ‘nor
they have been assigned (usually attributed to the biological sex you are born w
that gender is a somewhat fickle concept and is an ongoing process. Take, for ex
colours have been engendered but as time passes and fashions change, what is
colour can alter. Pink used to be the hue of choice for anyone born female, yet i
deemed the proper palette of a gentleman. GQ reported " Simmons (form

Therefore, it is clear to see that idea
liberating prospect for those wh

only in limitir®®% hd simplistic ways. However, she also states that it is patriarchy
book The Will to Change: Men, Masculinity and Love she makes it clear that men::
believe that they should be emotionally distant and judged by their physical prow
masculinity does not have to be ‘defined with authority and power’. GQ is evide
provide its male readership with alternative notions of what masculinity can loo
familiar set of values of what is deemed admirable in order to be a respected m
of masculinity, with the inclusion of black rappers and fashion designers as well
brands to wear and how to ‘wear pink right’.

Having an established brand and readership means that GQ can take the risk of
masculinity which help to break down damaging binaries of what ‘is’ and ‘is not’
Essentially, it wants to make a profit, but utilising modern trends on gender help:
the ‘modern man’.
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7. Global impact of 60

Digital media dominates most industries, and conglomerates such as Conde Nas o

the opportunities that such digital means can give. This can be seen through Co
extensive online and social media presence.

Reach results from the site Statistica show that GQ
men’s lifestyle magazines, and Men’s He
https://www.statista.com/statist!

jaigest digital reach i
sest print reach. See det

of past edmons that subscribers can access.

Visitors to the website for the magazine are greeted with this invitation:

a-monthlv-reach-bv-demograp

https://www.gq.com/

which is designed to encourage business and increase readership figures. Many
subscription, will fail to remember to cancel it and so 2 r¢ ncome is maintai
features that wil

most cutthi yitest’, which indicates a far more salacious Hollywood vibe th
the continent1s common and much like how the print front covers will often mo
they are sold in; the website pages are able to keep up a constant state of altera
edited in real-time and provide readers with updates as and when relevant to th

Social media accounts

Content on social media has the ability to reach many, many more people than s
corner shop. Conde Nast markets on these platforms due to the valuable and po
GQ franchise.

» GQ Twitter account (@GQMagazine) has 1.3 million followers

»  On Facebook the account (GQ.COM) has 2.9 million followers {697k for UK pag:

» The GQ YouTube channel has around 7.67 million subsgr
including videos of Millie Bobby Brown, Natali
of people, albeit all with celebrity st

ers, and includes
nd Marques Brow

f social media followers, Conde Nast

Being a media conglomera :
o to curatmg its posts and managing its interacti

Having such' and pervasive online presence enables the brand to not only

commercial vaiues {as well as those of diversity and inclusion), but also to enabl
participate by leaving comments, sharing articles and re-tweeting links. All of w
community over boards, seas and airspace. Shirky would state that thanks to th
become a part of the product and influence the content and success of the bran
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GQ:

*  Employs 6,000 individuals

*  Serving 37 brands in 26 languages

. Spanning 32 markets worldwide including China, France, Germany, India, Ité S—
America, Spain, Taiwan, the UK and the US, with additional licence partners &

*  Competitor magazine titles include Men’s Heafth and Esquire {both owned L ‘M\
oy i,
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8. Who is it for? — the audience of £0Q

Gender categories

GQ states: “As the flagship of men’s fashion and

style in Britain, to be GQ is to be forward-looking,
progressive and cutting-edge. Entering o new era
of leadership and influence under Adam Bai j

design, Brit) today also a digital, social,
video and exﬁiéfiéntial powerhouse —a
community where people gather to be inspired
and exchange ideas around style, creativity and
culture. As masculinity evolves and men's fashion
has moved to the centre of the global pop-culture
conversation, GQ's authority has never been
broader or stronger.’

Key qualities of its core readership

The media kit, which is a document that publishers put together that sums up t
agencies who might want to buy space in their pages or online, states that the
about style, culture, entertainment and business. ... They are neople of action, i
the style arbiters among their peers.’ This comphmen*"w
encourages them into being loyal to the brand.ar

;late the values and

e average reader:
e income 100k+)

250 rimary audience)

@lominantly male

. Psychog‘ra‘ﬁﬁic - succeeders and aspirers

*  Values and interests — status, reputation, culture, business, wealth, style ang
*  Heterosexual (not exclusively)

Demographic and psychogra
Social class — AB '

As highlighted in the Media Pack’s infographic (top right), the typical readers of
upper-class individuals who own their own homes and businesses, like to travel
in the form of exercise. What is interesting to note is the not insignificant numb
individuals who are a part of the demographic.

Psychographic factors

The name of the magazine ‘Gentleman’s Quarterly’ has congsiiations of class a
good taste. The focus on fashion, wealth and stat ' ti:readers who asp
admiration of peers and business associ he concept of what mak;
GQ aims to present a place where;; 161 interpretation of what it means.
However, the overarchi yse of capitalism and appearance — the
an 1Q’ insinuziat are intelligent if they adopt the values proffered
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Stuart Hall’s reception theory helps to define different ways in which the magazi
might be received by audiences. Obviously, producers want the intended set of :
messages and values to be accepted by the readers as this promotes their valu
system and greases the wheels of the fashion industry. However, not all immed
buy into the intentions, and some may outright object Taketire edition featuri
Eddie Redmayne, for example. You could break d atings as follows: :
Preferred reading — to be masculine ar:! n should be well-dres

about the value of money; I'd never wear a suit, it makes me uncomfortablc{g
wouldn’t want a woman who’s just attracted to my bank account

Uses and gratifications

The average GQ reader is going to find their need for ‘surveillance’ (information
through the magazine’s content that focuses on what to wear, how to wear it,
Entertainment is also offered through the feature articles as well as a sense of
aspirational figures that resonate with their beliefs or looks within the magazin

A Level AQA Getting to Know... GQ and The Gentlewoman Page 18 of 38
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9. Industry and regulation: 6@
Perishing print...

Print is living on borrowed time. To remain ‘safe’ in the market and ensure profit
fund the print production which is supported through the advertising space sol

To keep the brand current and expose it to a digital audience, GQ has embraced;
helps to minimise risks. It has a dedicated website which replicates the print br
with up-to-date information. The social media links retain the GQ values and re
itself. By having such a coherent sense of digital convergence it ensures the bra
established position.

Livingstone and Lunt believe that these types of companies are a potential risk
With few companies at the helm of many products it means the same thoughts
and transmitted throughout their global reach. To prevent damaging and negativ
platform is regulated. Without regulation, mega conglomerates could potentially.
company having 100% control in a market. However, given the other major medi:
print, it’s unlikely that Conde Nast would be able to completely dominate the en

 part of the ‘metaverse:

In order to move with the digital tsmes GQ haz
expanding its digital presence by en
channel will serve as a space t
upcoming ventures

g topics, showcase fashion ense
& Nast, GQ aims to diversify its online offer
transformag nterpnse By establishing a presence on Discord,
but has sinc "fted streetwear enthusiasts, sneakerheads, and NFT collecto
with its audi™®& and join the ongoing conversations. Joel Pavelski, GQ's social
hosting an inclusive celebration where everyone is welcome to participate.

Regulating magazines

Magazines that are published in the UK fall under the jurisdiction of IPSO —the
Organisation (set up in 2014 to take over from the PCC). However, the IPSO is n
regard to regulation before publication, and primarily deals with complaints aft
upholds quality journalism and provides a service to the public if there is conte
that causes offence. It can impose fines or require printed apologies.

Conde Nast Publications Ltd has a standard complaints procedure across all pu
the website of each title. Members of the public can reg ‘n editorial comp
completing an online form, by sending an email, ¢
Complaints received in line with the publi
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10. The Gentlewomam: R fresh format for a moder

Unlike conventional women’s magazines, The Gentlewoman offers a fresh forma
Gentlewoman is minimalist, meaning that the focus is on the women featured; t
such as the use of puffs and banners to distract or divert the reader’s attention.
cover as opposed to the usual additions of puffs, banners, granhics and images.

Front cover breakdown

The masthead

The design is simple and the use of the definitive article ‘the’ ensures that the fes
given status; the name carries similar connotations to that of ‘gentleman’, whichk:
civility, class, wealth and standards. In addition, the use of lower case on the ma
capitalisation of proper nouns and implies an ‘alternative’ to conventional expe
serif font, which is a modern font and evokes a contemporary and progressive t

The format a!so belies convent:on by having a lack of coverhnps There is a simp

The main‘mage
The full-page photograph of a well-respected and familiar face
(actress Scarlett Johansson — known from film franchise Avengers as
well as others) capitalises on stardom to sell the issue. The
photograph is constructed using a low-angle shot, which serves to
elevate the model and refuses an objectified agenda; the styling of
her hair and make-up suggests that the magazine is focused on visual
appeal but not for a male gaze. A recognised convention retained is
the use of a white, youthful and famous female on the cover;
however, the pose, framing, use of colour and expression all
contradict expectations.

The use of bold colours is apparent on not just th
the model but also the border of the front ¢
bold orange connotes a both fre
mirrors the values of the pi
suggests a no- ANSE
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The pose is unusual because the model is
looking down and the facial expression is
atypical of models used in women’s
magazines as she is not smiling inanely or
seductively. The lighting does much to aid a
flawless look; however, the block colours
used on the face hint that this magazine is
something out of the ordinary. The overall
effect of this fresh format is that this
magazine is for a new generat:on I
readership; one that is confi
serious and dagag.
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11. Contextual factors: The Gentlewoman

Production

The Gentlewoman was launched in 2010 in London and is a sister publication of ;
niche, ‘quality’ product with a biannual release (twice a ye
constructed content and deliver a product that isofa!
when print was appreciated and kept for p
per edition. The content focuses on st

oduced, which means that it is not part of any
Dutch publj srs and Jop van Bennekom, who according to Readma
committed \_A_Jtn‘ul design” and as a pair have ‘achieved cult status in print
originators of §ay magazine Butt in 2001, so are considered progressive and ra
Despite being a small setup, they have partnered with Penguin Press in the pas
The Happy Reader in 2014. The duo are not interested in being bought out and
‘design is definitely a form of editing. | always try to have a clear idea and conc
correspond to that concept; that’s why | sit on things forever. They become rea
everything.” It is, therefore, clear to see that The Gentlewoman is seen as ‘art’ a
There is a retro appeal to its print artefact style, and the fact it is considered m
mainstream text is illustrated through the presentation and polished finish of t

The magazine is inde”?

Distribution

The biannual availability of the magazine makes it seem

exclusive and appealing to those ‘in the know” and those who
subscribe to gain access to the magazine’s earliest
This sense of elusweness may appear nsky to <on

: al. The fact that each cover
3 that it still is recognised as a
gt that even the ‘stars’ want to be a part of.

prestigious |

Unlike common practice, the move to digital form for this print product has be
magazine members can access; however, the main purpose is to create awaren
orders for subscriptions so that the magazine can be mailed out. This promotes
and yet also encourages audiences to stay in touch, and even states on the ho
gentlewomanly happenings and Club doings by signing up for our fortnightly ne
miss out now, would you?’ Their ‘shop’ invites new members with the declaratio;
Gentlewoman are available through magCulture, who offer an impeccable inte
nice?’ The informal mode of address and use of rhetorical questions creates a f
aimed at broadening its reach of customers.

The twice-yearly hardcopy produced is marketed as a hi

irt, pyjamas, cocktail stirrers, a b

A Level AQA Getting to Know... GQ and The Gentlewoman Page 22 of 38

SRR
S \

e
\s\‘““\
o

A

-y
3 N
{ \
LW

\\\\\\\\\\\\

\\

\N\\\\\‘N\

'—':’//)?'/

i

&

P

i,

35 A%///////

%

///V

"
m\\\\‘%
=
#

TRRRARRRARRRRRE

-

-@2\\\\\
.&

\\\\\\‘&\\

\\&\'ﬁ-\\
R \\\\\\

\

\Q-

\\\\\\Q\

%
P

%

%

/,{«?//,4,
”"’/////

i

COPYRIGHT
PROTECTED

ig

Qg

Education




12. Audience and readership: 7he Gentlewoman

The Gentlewoman could be seen as a modern revival of ‘zines’, which were hom:
magazines made by and for a particular niche community, often for subcultures,:
movements and activist groups, or other groups and interests overlooked by the:
Zines embodied a creative spirit whereby people made the eces of media no
share their interest with like-minded people and m
given the internet’s ability to link people
same necessity for their existenc

this case, photocoplers) allowed people to make the things they wanted to ma
and experience. But where the comparison comes from is that The Gentlewoma
defined its content and aesthetic in order to appeal to an equally precise target &
creatives.

The Gentlewoman claims to appeal to a broad range of age groups
but the stats show that a substantial 61% are aged 28—46. This is
logical when you consider that the price and content would most
likely appeal to those with disposable income and who have time
and interest in contemporary topics that are hosted within the
magazine, The articles featured in the AQA CSP booklet showcase a
young black female boxer, an environmentalist socialite, and a
renowned fashion designer of sustainable trends — SteHa ‘
This implies that the readership would most likel
psychographic mix of succeeders, reform
stylish!) readers. A socioeconori
average income on theig s

ally minded (if
:8ABCL s indicated by the
55, which again implies a

that it promc¥Es. "The fashion element — as seen in most women’s
magazines — is of high-end and ethically sourced manufacturers so
these readers are also appearance conscious and have the deep
pockets to afford looking good and having a clear conscience about what they ar.
feature articles that interview elite and wealthy women (in this edition, Isabell
suggests that the readership are environmentally minded and have strong attit
maintenance and sustainability of lifestyles we live.

Applying Hall
The Gentlewoman can be ‘read’ in various ways. According to Hall, audiences cat
dominant, negotiated or oppositional readings. Some audienrgs would take the
producer intended and believe that women are poweg:.: ntial, and revere;
opportunities of male counterparts. Wherea réadings might conce
opportunities to be instrumental in ths itudes and actions in socie:
their celebrity status to mak " . Alternatively, oppositional reading
featured are just a m! 3s that do not make much impact on hegemo;

Applying S
In our digital age, it is not only easier to engage but also audience participation is
not only helpful to gauge levels of interest and influence further content, but als;
fans to the brand. The adoption of thoughts, beliefs and values is instrumental t¢
readership, but also maintains an identity that connects the product with the p
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What 'needs’ might 7he Gentlewoman satisfy?

Audience needs and gratifications granted

through media texts are far more complex {he Gentlewonun, a Magazine
than perhaps implied by Maslow’s theory. i
According to Richard Dyer {Professor of Film
Studies) and Asa Berger (American Media
Theorist), appeals are far more ranging than
the simplistic needs for ‘diversion’ and
‘surveillance’. Human identity is e;
evolving and adapts to ne: ‘
cultural develegane
audiences’ k uanced and,
therefore, d\ Wit texts will provide
‘solutions’ to these needs. The Gentlewoman
may well fulfil the need for information by providing details about relevant even
also helps readers to become more proactive in their beliefs. For example, the a
and the need for sustainability to rectify the damage caused by urbanisation wil
also motivate readers to adopt a more environmentally minded perspective and::
change. This interest in the world around them is satisfied, but then so is the ne&:
support something that isn’t rooted in self-interest. In addition, the need to be
through not only joining in campaigns but also by being part of the magazine’s ‘
despite the world being a negative place, texts such The Gentlewoman help to p
audiences as they can buy into the ‘solutions’ that they offer.

The aesthetic of the magazine would also provide another gratification —apprec
the magazine itself. Asa Berger offers an extensive list o mporary appeals
- To satisfy curiosity and be informed. [P
- To be amused.
- To reinforce beliefs in ine

To eM® Yience the ugiy.
- To experience the beautiful.

- Tofind role models to imitate.

- To identify with the deity and divine.

By taking a look through the magazine you should be able to
identify some of these appeals. Take, for instance, the article
on Ramla Ali. The interview most certainly satisfies one’s
curiosity and yet also provides a role model for women to
imitate. By featuring a woman of colour, this would also
satisfy the ‘need’ for identity for readers who see their
ethnicity represented through the inclusion of thig

Page 24 of 38
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13. Representation in The Gentlewoman

Proudly female-only zone

The edition for focus omits male presence and features just women. Not only d
women, but these also happen to be women from various ages, ethnicities and
To feature only females is a purposeful choice and perkoi cates that this m

3 and content of the magazine. Pen
publication that's pre wpeople as ours .. you can take a fot of ris
about your g )
academic... @helm of one of the industry’s most intellectual and informed
is clear to se€ Rhow her ‘lens’ on how women are represented in her magazine i
perspective.

Radical role models

The article ‘Modern Punches’ is about Ramla Ali — a professional female boxer,
fought her way to the top of her game and aims to be a spokeswoman for the

oppressed. Ali was a Somalian refugee and has lived in Britain since her childho
Despite this, she stays true to her heritage and is passionate about inclusion an
a lot of time working as an equal opportunities activist and humanitarian with
One of her main projects is Sisters Club, which she set up in 2018 to provide a s
for women from ethnic and religious minorities, as well as victims of violence, t
how to box. The club offers free weekly sessions where vulnerable women and
learn boxing techniques and how to protect themselvc" siipunches. Sisters
branches in London, Los Angeles, New York a dition to her activis
also a model for IMG (International |

Zoonen proposed that traditional masculine values included ‘competition, indiv
Ramla's physical and mental strength challenges this ideology. Her image, stan
victory, effectively conveys her self-determination and power to the audience.
blue tracksuit she wears plays with the colour codes traditionally associated wi
the tomboy stereotype as a threat to society because it undermines the binary
women. However, the tone of the article suggests that Ramla takes pride in thi
of independence. Butler (1990) argued that gender is a social construct that is ¢
behaviour and interactions with others. Gender is performative in the sense th
‘stylised repetition of acts’. Ramla is fully aware that she is resisting the domina
promote alternatives to other women.
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Elevating the environment

The article entitled ‘Isabella Tree’ is an intery
women’s magazine. The focus is on the ideaii
course’ and for us to avoid our ‘manicured g
of committed conservationist Isabella Tree
article do not put her i spotlight at all
project she cb resenting a ran
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Advocating change \\

True to typical women’s magazines, the theme and core topic for the content is \
fashion. However, this comes with a twist. Instead of featuring a collage of shots
women draped over sports cars or inanely grinning at the camera, The Gentlewo;
at fashion from a more unconventional stance. An article features Stella McCar
daughter of singer Sir Paul McCartney — and vegetarian crusader Linda McCartne
fashion designer with a difference. She may be accused of trading on the well-e
name of her parents, but she continues to use her status, wealth and influence
values of sustainability — a somewhat contrasting notion with today’s disposable
trends. The informal shot and framing of the des:gner wezriziiall black also works ;
to support this subversion of conformance we ex magazines. \\m\
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14. Values and ethics as a selling tactic: The Gent.

Traditional women’s magazines promote ideas about how to adhere to traditio
In many fashion and beauty magazines, the representation of women tends to
heterosexual. Accompanying these visuals are headlines that are both conventi
to a beach-ready body’ {(featured on the front page of the magazine Mari
loss remains a s:gmﬁcant concern for women, desn}

Although there'ls\a focus on style and status, The Gentlewoman aims to offer a
wider range of values than traditional magazines. The front cover may well
feature a female celebrity, who admittedly conforms to ideals surrounding
beauty (slim, white, straight, youthful), but Scarlett Johansson also symbolises
success, philanthropy and empowerment. She is one of the highest-earning
actresses of her time and took on Disney in a lawsuit when they contravened a
clause in her contract that prevented further earnings from her role in Black
Widow. Such confident and assertive action is inspiring to other women — not
just in the world of film but in life, to know your worth and fight for equality in
wages. She is also renowned for her work with various charities and campaigns &
that centre on not just aid for those in need but also against harassment in the
entertainment industry. In 2018 she collaborated in the ‘Time’s Up’ initiative
and supported its goals in protecting women from discriminz:ion in the film-
making industry. These sorts of values and eth:cs a iypical fare of
women’s magazines and it is refreshing th ie states, ‘wealth
confers power’, and she chooses to ‘atform for change.

itee, who is known for her pioneering workon
project in England, is written from the perspective of :
o d the opportunity to walk around the estate with Isabella
Tree and gam msxght into her thoughts and goals. This format allows the writer =
to delve into Tree's background and provide a broader environmental and -
political context for the success of the rewilding project. Tree emphasises that
there are more gardens than nature reserves in Britain and encourages people
to get involved in their own small plots of land to support nature. The article
challenges readers to reflect on their manicured gardens and develop a deeper i
connection with the natural world. The accompanying photographs further
highlight the beauty and resilience of the landscape. The image featured ofa &
550-year-old oak also includes the feet of an unseen individual (perhaps Isabella
herself) and could serve to emphasise the size of the tree or to remind ‘
audiences of the fleeting nature of human life compared to the long-lasting

trees. Another photo shows a rainbow, symbolising ptimism, over
trees whose roots have been damaged by pas’ i practtces This image
suggests that, despite our past mist ‘ follow Isabella Tree's example
and work towards a bright g'environment. Overall, The Gentlewonéé
ugh its coverage of individuals like Isabella T

The article int. g
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The magazine is also updating its ‘take’ on the fashion world by reimagining its
products to challenge traditional notions of womanhood. This departure from
the norm is evident in the interview with Stella McCartney where she expresses
her distaste for things that are overly cute or masculine. Essentially, she doesn't
conform to conventional gender expectations. McCartney also discusses the
importance of environmental and animal conservation, a sentlment shared by
Isabella Tree in her interview. This commitment is exe by McCartney's
highly sought-after ‘vegan handbag’.

: magazines, The Gentlewoman is
peals to its discerning readership by

rd ethical practices, as opposed to the profit-driven
companies . Nonetheless, the magazine does rely on selling
advertising s#*Ce and offering sophisticated forms of content marketing to
luxury brands looking to reach their affluent audience. For instance, Stella
McCartney uses the interview as an opportunity to showcase her own clothing
line, featuring items such as the Adley jacket, which originally sold for over
£1,000, and can be purchased at her store. Given Ramla Ali's sponsorship deals
no surprise to see her sporting these brands in the photoshoot. Scarlett Johanss
fur-free outerwear from Stella McCartney, along with shoes from high-end desi
Gentlewoman presents itself as forward-thinking and contemporary, its underly
around a culture of consumerism.

In contrast to the limited pers
part of a growmg move
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15. The Gentlewomam: How do independent magazin

Despite the decline in most print products and the associated financial risks of p
has been a steady revival of independent titles in the UK. The Gentlewoman is n
associated with a large company, so it has more creative control over the conte
mainstream titles. The tone also differs in that it is more persgnal and offers an
fashion industry by interviewing designers and discu sulture of the indu
readers images of how they ‘should’ look. This: sense of community
invitation to ‘join their club’. Thxs is y obea part of an internation
‘sophisticated’ and “fabulol publishers deliver an ‘agenda of cultu
plus active meggher: wa!kmg tours, film screenings and card nights.

How to s8&*n business
Advertising has remained the ‘bread and butter’ income for print. The profits fro
cover the cost to create, produce and then distribute a magazine. To appeal to a
income to be spent on the products associated with the magazine, they need to
the advertising space. Names such as Dior and Caravaggio have utilised such spa
issues of The Gentlewoman. The magazine has a high advertisement-to-article r
lucrative.

In addition, The Gentlewoman also offer packages to access advertising spaces o
collaborations and partnerships in order to make an elite relationship appealing
newsletter contains a classifieds section for advertisements to be sent via email i
those that subscribe online have their data used to enable this ‘extra’ service).

Unique selling points

To attract an audience there hastobe s
content, or even a scanda!ou
be more dtscermng Ap
the profit g Y

&cial about your product. Hi

a cause can p®used as a selling tactic. The ethical stance
presented in The Gentlewoman is one that can be harnessed
and used to massage the virtuous egos of wealthy women.
Indicate that by reading the magazine you are inadvertently
supporting the environment, and ‘ping!’, you have a sale.

In addition to behaving virtuously, The Gentlewoman also presents the appeal ot}
something luxurious and indulgent. An interview with editor Penny Martin in Sy.
opinion on this when she stated, ‘Print can provide a rare source of pleasure that
work.” Penny and other editors claim that ‘digital is ready-to-wear; print is couture’
brought to the reader through the print format. The digital generation that are glu
through content do not stop and appreciate the ‘art’ that ¢ elivered through
print, the collectability, the sense of ‘ownership’ o r handling one’s
Wwnto the simple fact that a
real” and valued.
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16. Paper versus touchscreen (6Qand 7he Gentle

Newspaper and magazine industries are well aware of the inevitable demise of ti;
legacy. Digital technology has seen to it that the world of mass media in print fo
outlived its reign, and in the name of sustainability, its days are numbered. Pape
perceived to be old-fashioned, expensive and too dispos However, does this:
that the only way forward is to be married to the e Jes have its benefi
accessibility, limitless content, speed of infq However, what can be
print on a smaller scale? Does it “will cost the environment? Are t

ways to make it more terzs ay’s generation?

Is techni®zZ8al advancement always better?

Digital platform's have invaded most media industries; from CGl-composed moweQEj
seems to be an influx of inauthentic content. It is no surprise, therefore, that there.
actually have a hankering for the retro-style media products — those played on rec
videotape, and even read on bound paper. Media texts that are genuine and have
sought. Yes, one can subscribe to a digital magazine and even experience the ‘tur
the online text, but what about the physicality of a print version? Modern readers
Gentlewoman like the feel and the visual appearance of having a quality artefact ¢
Screen time for some is ‘deadtime’; reading a magazine is perceived as ‘quality tint
is intellectually nutritious and cerebrally enriching.

Carbon footprint

Large-scale printing is not an environmentally friendl
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17. Differences in tone and approach (62 and T/w

Tone

Overall, the two magazines have contrasting tones. Tone is how something (a ne
a painting, etc.) feels to the audience. it's the overall atmosphere or vibe you get
aggressive, is it light-hearted? Tonality matters; it cani ssively on the em
member in either a good or bad way, so what wo texts creating, an

uence. The coverlines ‘50 Holy Grail
esented in a way that makes it seem as if t

GQ’s overall tone is one of
Robert Pattmson?’ arg

The Gentlewoman has a confident and assertive tone. The colour scheme of boli}
with the border empty space makes the content seem uncluttered and minimali
far more revealed about what to expect in the ‘Art and Fashion’ edition. The fro
avant garde approach reflects its eccentric spirit.

Attention grabbing versus aesthetically pleasing

On a visual level, GQ and The Gentlewoman are worlds apart. All you need to da
see the contrast in look between a magazine designed for commercial success a
individual style.
» GQis not visually unappealing but nor is it particularly interesting or unconvents:
» The bold text, the high volume of copy in the full-page s read, and the stylis:

Bailey in the photographs are typical for GQand * ‘conventional for ti
» The Gentlewoman is noticeably design he formatting, the t&

‘naturally posed’ photographs

f.ffi-?::fff.

vertising is always made to be eye-catching si .
o the background or that no one sees? Beautiful de
extremely s g:ven subdued, making it aesthetically pleasant but not always
although The'Gentlewoman is atypical it isn’t necessarily going to strike a chord

Magazines are hke a

Degrees of commercialism

At the end of the day, both texts are ultimately products; they are things design
differ in just how commercial they are. -

The Gentlewoman, despite being a niche product, contains big-name brands in i
However, this can be seen as a profit-only tactic as it isn’t solely a fashion magaz
established earlier in the ‘audience breakdown’ article, that The Gentlewoman’s
creatives care about the sustainability and ethical production of what they buy.
characteristics to the magazine editors and the audience, |
companies because they are expensive.

When it comes to flaunting its co
have a tonne more adv
which makes s

circulation
choice of prige
to its emphaszs on sustamabmty and ethical products.
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Gender representation

Even though they are at opposite ends of the spectrum when it comes to industr
and aesthetics, the two publications share a similarity in their relative depictions
created by and for an audience of mostly women, and GQ is created for an audie
has more of an equal gender split when it comes to the editorial staff.

wr category is wh
: ier titles such as Men’
& diverse inclusion: people of colc
siven ‘voice’ in their publication. That’s no;
eas around masculine traits have somewhat e

However, the fact that each one solely caters to on
GQ’s representation of masculinity has e
progressive tone is demonstrate
LGBTQ+ community are fazissit
hegemonic vak

can see ewdence for David Gauntlett’s assertion that representation of mascul
contemporary media is more flexible and malleable, because The Gentlewoman }
displays much more openness to presenting various versions of masculinity tha

Eminence versus empowerment

This is possibly where the two diverge the most. GQ is ultimately about image;
respect, kudos and capital permeate the magazine. The subtext indicates to th
wealthy and famed for your occupational successes then you are not ‘looking s
implication works to home in on men’s insecurities and embed hegemonic valu
‘enough’. Of course, readers that reject these values will understand that ‘succes
and that what you wear does not ‘maketh the man’. Traits that include being k
and witty are perhaps those undervalued through the ma adia messages so
ones that any thinking individual may well realise give: chance.

to GQ, where the notion of ‘sug
elebratory of women, whether in the art
baiting audierzas wi riise of betterment through purchasing disposable
seems to b ‘gi wnspire readers by giving women a voice. The section fe
an excellent g ble of this attitude of empowerment, rather than making you :
conform in order to have worth in this world.

The Gentlewoman offers an oppo
empowerment. The magaz;
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1. How have technical and visual codes been used in the photography and im
Gentlewoman to convey meaning and tone? Refer to theories of mediala
your answer.
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4. Argue both for and against this statement: ‘The Gentlewoman will not last I¢
because of social and economic factors.” Explain your reasoning.

5. How does the representation of gender differ between The Gentlewoman a o
in each magazine, how they are represented, and the decision-making of th \\\\\\\\\\\\\“
6. According to Neale, genre conventions need to evolve in order to attract a
extent do you agree? Refer to both magazines in your deliberations. Be sure @\\\““\\\\

s

to Neale.
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7. How can Butler's theory about gender performativity be applied to represet
the magazines?

e

a sense of self and create an ids

8. Audiences use media productg
: eories to explore this topic.

play in this? Refer to,

9. Inters¢ :
represc\@®n positive and empowered ways. How is this supported or subs
you have studied?
10. Print magazines fail to appeal to a digital generation. To what extent is this
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1. Which model{s) of integration does Conde Nast Commumcatnons utilise? Both horizonts
competitors but the processes of printing, marketing an "

2. Does it have a monopoly of the print industn? % =) D,Odb individuals serving .

Fasasandt

markets worldwide. \\\\
3. Why do you think 60s ? To tailor the content and appeal to the Britisfé § \g\\\\g
G
2. Look, i¢ : anguage - the visual and writing styles of GQ - Q \
1. Why mig"® use of questions in the coverlines motivate someone to buy the magazig% % &
intrigue potential readers and entice them to buy and read the magazine in order to find \\\\\\\\\\\\\\\§
2. Why do you think GQhas decided to ‘go rogue’ with the format of this edition featuring§ S
ideas about masculinity and male identity are in flux. £
3. What sort of ‘needs’ might be gratified through the content promised through the cove g §
‘esteem’ as the knowledge of what to wear in order to ‘look sharp’ is promised through th \\““‘i
Masculinity in crisis? .
1. How do biological traits for men influence their sense of masculinity and identity? Men§ "
mass, and, therefore, ideas about physical strength and power are deemed important in s & \\\

s

s

////
i

2. How is patriarchy damaging to men? It daes not allow for vulnerability, emotion or inse

feelings and behave in dominating manners, which imposes pressure to behave in ways t m\\\
\\\\\\\\\\\
4, B
1. R §
2. There haiié"f)eén women and people of colour featured on the front covers of other ed
and cons of this more pluralistic range of representations? Pros would include more div
profits as perhaps different groups would buy the magazine; cons might be that core aud
‘alienated’ by the images that do not reflect their identity/demographic.
5. Social and cultural context for GQ
1.  List some examples of traditional male gender roles. Traditionally men were expected
mute and secularly successful. ‘Breadwinners’ for the family, DIY wizards, protectors of th
2. What does hegemonic masculinity mean? Usual, accepted and common ideas about wh COPYRIGHT
3. Why might 60s depiction of masculinity be potentially helpful to readers? Because it PROTECTED

to be bodybuilders, fathers, or even straight. They can be fashi

6. Diversity in men’s magazines

1. To what extent do you agree th
attract a more le

s virtue signalling? GQcould be perceived .
it could also be said that it is genuinely providing

'9

Qg

Education

combat the idea that due to ‘white privilege’ black people do not have a platform ora vo
black celebrities, it helps portray a society where black people are celebrated for their ac
3. What values and messages is 6@ communicating to its primary audience? The primary
respected occupations who have a penchant for sophisticated style and fashion. Therefor
superficial values are promoted though the articles, advertisements and opinion pieces w:
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7. Global impact of GQ

1. How can social media be utilised by magazines to enhance their image? Social media c
power of two-way communication. Sites allows content to be recognised, liked, and shar
upcoming issues. The use of interactive graphics, audio and video can help the brand op

2. How is online advertising more effective than print media? It is easier to hold a ‘captiv
the page when they're scrolling; it is also easier o for them to acfixate the links and go
advert, and this makes it more likely for sales to occur 2 ‘aline and can purcha
magazine can be easily ‘lost’ as they tumn e the left-side.
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3. Why is engagement important for.z,; +‘ovial media account? The better the en \““
the more awareness an juired. Engagement builds a community and a f § E \g

. B4 #ooR
with the 2 trorm will not only result in more sales and profits but also \\\\x\\\\
8. Who is i%# — the audience of GQ % F
.

"
W\\\\\‘%
=
#

TRRRARRRARRRRRE

audience ‘needs’ theories (consider Maslow, Blumler and Katz, Berger, Dyer), audiences n

included, have self-esteem, and be entertained. Their needs are met through the informagy \“\\\\\\
feeling a connection with like-minded readers and inspirational role models (Pattinson, . %\ §
2. Canyou think of alternative ways to ‘read’ the magazine by applying Hall's reception t \“‘\\
the same values communicated from the magazines advertisements and article content s
‘sharp’ and basing ideas of success on wealth and status are not important. - -
3. What secondary audience can you profile for 60, and why? Female readers might be ap .
cover - they may be a fan of the person or aspire to be like them, so would be interested Q\\\ \\\
9. Industry and regulation \\\\\\
1. What are the downsides to being part of an oligopoly? It hi ative content as a p3 § 3
2. What is the role of IPSO? To investigate complai iries if needed. \\m\
\\\\\\\\\\
10. A fresh format for mo 5 mégazines \\\
1. idme for the magazine; what ideas do you associate \\ - \\\
which doé?ﬁot conform to grammatical rules so suggests it is subversive; the font style |<§
suggesting confidence and an assertive tone.
3. Why do you think the art directors chose to style (make-up, pose, hair, etc.) the cover
alternative look for the actress indicates something novel and new with a sense of confid
11. Contextual factors for The Gentlewoman
1. What are the pros and cons of being an independent company? Budgets can be tight bu
2. What are the advantages of having a website when you are a niche outfit? It can help ¢ COPYRIGHT
can market your print product, you can create a community with interactive content. '
PROTECTED
12. Audience and readership for The Gentlewoman
1.
2. 9

Qg

Education

3. Why might The Gentlewomaris website and magazine be a tool for transmedia storyte
the concept that stories are told across various media platforms. 7he Gentlewomancan b
empowered role of women in not just its print magazine but on the site where you'll find
women who tell their story and how they arrived where they are in life.
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13. Representation in The Gentlewoman .

1. How do the photographs in 7he Gentlewoman subvert typical conventions of a women
usual barrage of images that focus on make-up products or wardrobe pieces; the images
The expressions on the faces do not tend to be inane, but serious; there is a focus in the &
of nature and the environment - not as a backdrop for a ‘summer shoot’ but to celebrate .

2. Why do you think the articles are not composed typically in

3.

- overcoming hardship or being an activist for the environment,

14. Values and ethics as a selling tactic in The Gentlewoman

1. Why do you think 7he Gentlewoman has decided to present alternative values and pri
magazines? Because they want to provide alternative ideologies and aspirations for woms

2. How might these values connect with its readership and promote change? The demog
income and modern values so getting them onboard to support campaigns and use their ¢
work to not only create an empowered community but also enable women to be a vehiclcé

3.  Why do you think the celebrities featured in the magazine have been chosen? The worﬁ
and all have a ‘story’ of success of some version to tell. Stella McCartney is renowned in t
her commitment to sustainability. The set of values she embodies would appeal to and pe
audience and so be a selling point for the magazine, -

15. How do magazines stay in business? -

1. What examples of 'virtue signalling’ can you nb ticles in The Gentlewon:

: d be seen as ‘ticking a box’ for i
2. nagazire i able to remain profitable? Advertisis:
3. ou a conglomerate ownership provide for an independent magazine?

Belonginkg _“_.--«'onglomerate would help with the production, distribution and marketing
cost of having less control over the content and having to stick to the conglomerate’s valis

Comparative articles

16. Paper versus touchscreen

1. Why might consumers now intentionally choose retro/traditional media formats such
goods have a collectable quality and a sense of celebrating history. People like to own s
digital age. -

2. From a business perspective, why might a media company be averse to producing retro ;
media landscape? Because of production costs, pressures on sustainability and the desir

3. Does 7he Gentlewoman conform to or subvert Hesmondhalgh's idea of major media co
arqued that a 100,000 biannual circulation figure illustrat; ss of this small and::
risks in its content and layout but still surviv ‘ wing the correct niche maiy
keeps it going. The fact thatitisa su eory that to be successful you n\

17. Differenzas ir: approach (GQ and The Gentlewoman) :

1. Whydo as GQand The Gentlewoman feature big-brand advertising? Be:
deep poc 8 who can afford the designer price tag on the product being advertised. &

2. Why would advertisers want to purchase advertising space in a niche, biannual magazi
has an elite and exclusive audience who are willing to spend their income on the produc
strings and values.
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Show What You Know

1.

How have technical and visual codes been used in the photography and im
Gentlewoman to convey meaning and tone? Refer to theories of media la
e  (GQfeatures a close-up shot of ‘punked’ Pattinson to evoke ideas of re
giving an alternative impression of the celebrity and inferring some so
suggesting we too can be ‘different’ if we wish?
The Gentlewoman also has a close-up shot, o

o TheGentlewoman targets a niche group of educated, independent an

than the stereotype offers; they appeal to their sense of liberty by feat%

have inspirational objectives and outcomes that will act as a model fo
measure up to.

What aspects of The Gentlewoman are unconventional, and why? Conside

language, representation, industrial factors, and audiences, and include rele;

e  The layout and the content are unconventional. There is a lack of cove
articles are arranged atypically with headings and images unconventio
does not focus on typical women’s magazine topics so there are no st
articles about getting your body ‘beach perfect’, or collages of cheap
is an article interviewing black Somalian boxer Ramla Ali which discus
dominated sport. This would challenge hook’s notion that intersectio
representation in media products.

e |tis also unconventional due to its indepe
mainstream product, and enjoys bzgiiiz «
women of style and pumﬂ’

e The audience ar

asive, high-quality prod

mers. The females that purchase this
sposable incomes and high ethical values.

r and against this statement: ‘The Gentlewoman will not last

s cial and economic factors.’ Explain your reasoning.

e  For: Print costs are high; we live in a digital age where most people ar
their ‘pocket’ — print is hard to store; times of financial stress dictate
less likely to buy a magazine if it is a ‘treat’; the digital era means inte
driven by the Internet — print is not engaging in the same way as onlin
sound — plus limited time and attention means audiences tend to ‘dip
magazine requires more of a linear experience.

e Against: Readers of niche products tend to be part of a ‘fandom’ and
emulates their values and interests; quality media products like The G
objective isn’t to be fed information in a hurried and disposable fashi
luxuriated in and to lead to quality time spent on consuming the inter
distribution model means production costs are kept within budget an
the content — readers anticipate the ‘drop’ ar

den The Gentlewoman
28d, and the decision-making of t
ot mascuhmty, but also aims to appeal t

How does the representation of gender
in each magazine, how they a
GQ holds hege

at two issues per.

thé"ééé of 30, and a size 0. Instead, you can see from the back catalog
ethnicities and sizes are celebrated for their successes. This would wo
also reflect more inclusive attitudes of the reformer type reader.
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6. According to Neale, genre conventions need to evolve in order to attract a
extent do you agree? Refer to both magazines in your deliberations. Be su

e |f a product becomes overly familiar it can become boring and stale; N
current you have to evolve in order to attract and appeal to both old
alternative image of Robert Pattinson on the cover which may have b

the ‘novelty’ factor would attract potential buyers of the magazine as

find out why the new look.
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®  The Gentlewoman is a product that ent viith the typical co b
. \\\\\\\\\\\\\‘.

to have a cluttered cover featurin §on

: W

bother with coverlines, T
\ %

o
e

e

i,
. /
Dt

2l

‘behave’ a gender by performing rituals associated with the gender ch
performed by men wearing clothes that cover them up and by wearin
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presents itself as a guide for discerning males wanting to be stylish an \\\\\\\\\\\\\\
them deciding (or being heavily encouraged) to wear high-end fashio § §
them. \W*
e The Gentlewoman perhaps paints a more pluralistic version of femini g
issue 21 of 2022 may wear make-up and wear ‘on trend’ outfits, but t “
‘doing’ than how they look. Therefore, there is less focus on the ‘ritua s
more on their successes as women. \\\\\\\\\
8. Audiences use media products to help forge a sense of self and create an i § §
play in this? Refer to appropriate theories to explore this topic. AN
U] GQ can be seen as assisting men in creating a sense »f identity throug \m‘\\
-
\\\\\\\\\\
9. Intersectionality, according to hooks, means that media texts omit and ma
represented in positive and empowered ways. How is this supported or su
you have studied?
®  GQ has featured several black men and women on its front covers an
has very diverse representation on its website and social media accou
and a platform from which groups from typically marginalised groups
some may argue that those featured are still ‘elite’ in that they are fa
because they are wealthy, which would alienate those from poorer so COPYRIGHT

e The Gentlewoman is inclusive in terms of featuring females from vario
Ramila Ali article presents an empowered woman of colour whoisap

PROTECTED

10.
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Theuentlewoman {rades on the idea of quality and luxury so the physi
wealthy readership enjoy having on their coffee table. It does not cons:
terms of gossip and fashion but contains interesting and insightful artic:
cerebral pleasures of the target audience. Therefore, because of the ae:
it is not the ‘scrolling’ generation it is targeting.
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