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Fashion
magazine
comparison

Mainstream fashion magazine VS Independent fashion magazines
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In general, Bazaar tends to be bold, busy, The Gentlewoman feels much more mild
and visually overwhelming — as if it’s trying to visually, even though its content might be
capture all of the reader’s attention. more rebellious or critical.
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2) Background

‘When | talked to audiences about the epidemic These magazines, in effect, guide women to unconsciously follow the “rules” of

of eating disorders, for instance, or about the consumerism which is created to benefit capitalism. This connects closely to Naomi
dangers of silicone breast implants, | was Wolf’'s argument in The Beauty Myth.

often given a response straight out of Plato’s

Symposium, the famous dialogue about eternal Wolf argues that beauty ideals are not natural or timeless — they’re constructed

and unchanging ideals: something like, “Women to serve commercial and political interests. As women become more empowered,
have always suffered for beauty.” In short, it these ideals intensify, working to distract and undermine them.

was not commonly understood at that time that
Ideals didn’t simply descend from heaven, that
they actually came from somewhere and that
they served a purpose. That purpose, as | would
then explain, was often a financial one, namely
to increase the profits of those advertisers whose
ad dollars actually drove the media that, in turn,
created the ideals. The ideal, | argued, also
served a political end. The stronger women were
becoming politically, the heavier the ideals of

beauty would bear down upon them, mostly in Using these 2 references above, a clearer theme has emerged for me:
order to distract their energy and undermine their the dual roles of “women as consumers” and “women as consumed” in the
progress.’ (Wolf, 2002, p. 3) context of fashion magazines.

Wolf, N. (2002) ‘Introduction’, The Beauty Myth: How
Images of Beauty Are Used Against Women. New York:
HarperCollins Publishers, pp. 1-8.
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3) The selected reference

In Order of Pages, 2013, by Veronika Spierenburg

In this project, the designer scanned 450 pages from

various books in a library, based on her personal

Interest, and re-bound them into a new book.

Each page kept its original page number, but the

sequence completely disrupted the meaning and Inspired by that, | also wanted to bring unrelated or
context of the originals. non-commercial content into a fashion magazine,
The result was a new kind of order — one that reflected to disrupt its original meaning and strip away the
personal experience, rather than institutional structure. commodity properties of the images.
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4) Experiments — 4 Covering Strategies

Use plain text from

later pages of the same
magazine; cut into
geometric shapes and
placed in corresponding
positions.

a. Internal Text:

Use plain text from

later pages of the same
magazine; cut into
geometric shapes and
placed in corresponding
positions.
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b. Male Media.

Use content from a men’s
magazine, matching the
same page number and
position;

keep geometric form and
preserve page numbers.
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c. Book Text:

Use text from a book,
matching the same page
number and position;
keep geometric form and
preserve page numbers.
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d. Binary Image:
Convert the image into a . \
pattern of black squares

based on light and dark C

areas, similar to binary

coding. g

: _ T
questions: |I' 'Il I I I ||I|| ll:i
Illll I |||

a. The current experiment
focuses on visual covering
but doesn’t yet fully reflect
the critical ideas about
“women as consumers” and
“women as consumed”.

b. In what ways can the act
of covering be opened up —
materially, conceptually, or
spatially — to create a more
dynamic and critical reading
experience, rather than
simply blocking visibility?
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1) On ‘Women as Consumers’

Across all genders, we are constantly tempted by
different kinds of beautiful imagery in the media.
However, two key reasons place women in a more
vulnerable position under consumerism:

a. Women are not only b. Moreover, it's not only
represented in product stereotypically ‘feminine’
categories aimed at categories — like fashion
them, but also appear — that are defined as

as decorative objects or women’s consumption;
rewards in advertisements even household spending,
for products targeted which should be a shared
at men. responsibility, is often
labelled as women'’s
consumption.

My project uses fashion magazines as a visual
medium to intervene in the ways women are framed
within domestic consumption — as both consumers and
bodies to be consumed — and to reveal how this visual
structure continues to discipline women beyond the
fashion context.

* Images In these pages are generated by Al
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* Images In these pages are generated by Al

| replaced fashion products from Harper’'s Bazaar with  has been reframed as women’s responsibility.
everyday household items, and re-edited them using This visual strategy critiques the normalisation of
the magazine’s original style. Through this, I highlight  women’s invisible labour in the household under
how domestic consumption — from nappies to dish consumer culture, extending beyond beauty
soap, from kitchen appliances to financial planning — and fashion.
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2) On ‘Women as Consumed’

In this section, | obscured the female figures in By doing so, | aim to reset the rules of advertising from
advertisements with minimalist graphic shapes and the advertiser’s perspective, revealing that the female
used neutral labels such as “replaceable.” body as a default display mechanism for household

products is neither necessary nor neutral.
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Fashion magazines are already a clearly constructed
space for both “women as consumers” and “women as
consumed.”

Household consumption, however, is more subtle:
while women appear to be in control of consumption,
they are in fact taking on more unpaid labour.

By using the familiar visual language of fashion
magazines and replacing the content with overlooked
household advertisements, my work critiques

how women continue to be positioned as primary
consumers and visual tools even in product areas
unrelated to beauty.

This ongoing visual association not only hides the
“true gendered division of labour in the home, but
also enables the continued commodification of
women’s bodies.

week 2
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1) On ‘Women as Consumers’ — Left Page

Zine Link: https.//heyzine.com/flip-book/db8299b0ed.html#page/2
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Each left page uses Al-generated images that combine This progression is meant to help the reader

the visual style of fashion photography with household realise: it's not just fashion that’s framed as “female
products. The sequence starts with products closely consumption” — everyday domestic spending, which
linked to fashion, then gradually shifts to items like should be shared by the whole household, has also
kitchen tools and cleaning products. been quietly pushed onto women.
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2) On ‘Women as Consumers’ — Right Page
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On the right pages, | used existing advertisements for = magazine goes on, even with the grey blocks, we can
household products. | covered the female body parts easily tell — based on visual habits — that these are
with grey geometric shapes and replaced them with female bodies. This structure is designed to create
the word “replaceable.” In the first few pages, it's not a slow moment of realisation: women’s bodies are
always clear whether the model is female. But as the always present, always consumed.
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3) Text on the Left Page

a woman’s role in her consumption her labour is invisible the double standard of consumption is strongly
housework isn’t voluntary behaviour is actually being both capable and tied to identity, becoming
— it's a default expectation social discipline beautiful a social trap set for

women
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HHHHHHHHH 4) Text on the Right Page
Women as

CONSUMED

The female body has never been
absent from advertising. Fven in
campaigns for HOUSEHOLD
PRODUCTS - products far
removed from fashion
women continue lo appear
as DEFAULT VISUAL
CARRIERS. Every part of their
bodies is designed to serve its
Sfunction and becomes part of the
product. The IDEAL female figure,
constructed by COMMERCIAL
media, becomes A COMMODITY
IN ITSELF. Women are looked at,
and they are CONSUMED.

—

the woman is part of the women are “packaged” women are trained to especially in baby the female body is merely
product itself as symbols of trust, believe that their bodies product ads, motherhood a channel for consumption

and this visual logic is are more “appropriate for becomes a fixed part of — replaceable, and never
commercialised the home” the advertising language truly neutral
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