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Abstract

| set out to determine how the contemporary Wedtnale traveler is constructed in
popular travel media, and how resonant such images with female travel consumers
themselves. Two periods of ads were compared --2003, with 1989-1990 - from three
widely circulated travel magazines, to gauge afffemdinces discernible over the course of
fifteen years with respect to how female touriststzeing depicted. Methods included
guantitative tabulated comparisons of the gendéraokl ad subjects, content analyses of ads
featuring female tourists, and participant inponirquestionnaires and focus groups. The
female travel consumers who participated in thuglgtvere demographically compatible
with the readership of the magazines in which tlaelseare shown. An intensive interview

with one executive at a creative agency responfiblseveral of the ads was also conducted.

Results indicated that, while representations widie travelers have significantly
increased both numerically and relatively to thdepicting other sorts of tourists in recent
years, this trend does not broadly include morg@ssive representations of women’s

increased socio-economic independence and status.

Female travelers are predominantly portrayed inaads

* Young and attractive

» Sexualized

* Passive

» Sleeping or reclining, seemingly more interestelyiimg around (decoratively) in a

trance-like state and being “pampered” than invatiengaging with their environment.



These portrayals were incompatible overall with iffeanale travelers themselves reported
they enjoyed doing when they travel, and in teringttat they reported they find resonant in
travel advertising. Overall, participants found treevel ads featuring females to be

unappealing.

However, there were indications that the ways fentravelers are portrayed in ads are
slowly evolving to better reflect wider spread féenaconomic independence and autonomy.
In particular, a new phenomenon shown in more copteary ads was the emergence of a
“female gaze”. This finding coincides with the sitaneous sexualization of female travel ad
subjects — perhaps in reflection of a current pestnist emphasis on sexual freedom for
females. Also noted was an increasing de-emphasspecific destinations in ads, in favour
of a more idealized generic “placelessness.” Fempatgcipants in this study did not

generally like this trend.

There appeared to be some lag in the industrycogrizing that “regular” (i.e. older,
average-looking) women are an important sourcewémue, in terms of making a larger
proportion of travel decisions. Several possiblpl@axations were offered to address this
apparent gap between how females in travel adseang depicted, and the stated likes and

preferences of actual female travel consumers vanticppated in this study.

Female traveler-participants in this study indidateey would very much prefer to see
actively engaged, older and realistic-looking feengubjects in travel ads, in specific
destinations. They noted that travel is a partitylgersonal form of consumerism, often

closely interwoven with one’s own sense of persashahtity. That result may in part explain
v



the strong negative reactions of many participgmtsome portrayals in these ads. Tourism-
related marketing industries could also do fardsett terms of better cultivating the

goodwill of female travel consumers, and more sssitdly attracting their favorable

attention.
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Chapter 1
INTRODUCTION

1.1 Framing Remarks

“We see in popular culture a playing out of heaglkvents and
cultural crisesalbeit clearly for commercial reasons
Nevertheless, popular culture may wander deepewahet

into what haunts our culture at the present mortrent the
methodologies of our formal discourses permit thiéhatoli,
1997: x)

Commercial interests today not only shape the paranm®s of individual cultures; they
define idealized individual identities by delinegfiwhat is considered valuable in a
particular culture. In a world influenced by the Antcan and “western” media, the
commercial enterprise of tourism has been acknayeédn recent years to be a signifier of
broad economic, social and cultural changes (ehgntbers, 2000; Urry, 2002; Morgan and
Pritchard, 1998; Enloe, 2000; Seddighi et al., 200durism as a place- and mobility-based
industry is also one of the fastest growing seabbitbe world economy (Urry, 2002; WTO,
2005; Cartwright et al., 2001). Tourism scholargehaoted that the more affluent, tourist-
producing populations of the world have economycaliprecedented means for pleasure
travel and that they continue its undertaking ittespf post 9/11 fears for safety (Wulf et al,
2003; Cavlek, 2002). Urry (2002: 157) noted thatalatively affluent nations such as the
United States, there is a deep sense of entitlemiémn the middle class to travel. Tourism
destinations around the globe, and certainly matitomal corporations in the travel industry,

spend billions of dollars on tourism advertisingapture larger shares of the tourism



market, in awareness of the economic significaricewsism, and in an effort to fulfill their

tourism potential (Sirakaya and Sonmez, 2000: 353).

Travel is no ordinary form of consumption. It i$ faore personally enmeshed in
consumers’ own constructions of their self-ideasitthan would be the consumption of many
other frequently advertised personal products sisatosmetics, alcohol — perhaps even
clothing. As pointed out by Urry (2002), Crang (8%@nd Morgan and Pritchard (1998),
travel consumption serves as a pivotal sourceaesftity to many in the post-modern era —
complete with associated self-starring narratihas €nable people to feel they are “special”
(Urry, 2002; Morgan and Pritchard, 1998). Many tstsrconsider travel to be one of the

more defining experiences of their lives (Robinst®94 Edensor, 1998).

While more accessible and widespread in the pakisinial age, contemporary travel may
represent to western women of means the reward&leals of autonomy and independence,
much as it did to some of their Victorian predeoessAlthough the same may be true for
male travelers, in this study | more closely examwomen’s place in travel and tourism
discourse, because their experiences have oftenrbarginalized relative to men'’s travel
(Apostolopoulos et al., 2001, 2002; Swain and Mam2802; MacCannell, 2002; Kinnaird
and Hall, 1994; Enloe, 2000; Richter, 1995; Ur®9Q@). The creation and preservation of
romantic or idealized notions of self through tlaregnain at least as important as any reality
of actual travel experiences to the traveler. Shingtso pivotal and central to the self-
identity of its consumers warrants more attentimoahow it is packaged to large groups of

consumers — and thus widely ingested and variaotdypreted.

2



Gender and tourism issues today attract increadtegtion from researchers (e.g. Elsrud,
2005; Small, 2005; Jordan and Gibson, 2005; SwaihMomsen, 2002; Norris and Wall,
2002; Gibson, 2001; Kinnaird and Hall, 2000; Aitsbe, 1999). As tourism continues to
expand as a multibillion dollar global industrydaas Euro-American women travelers
increasingly exercise their economic and socia¢pshdence and clout as a large and critical
component of this market (Sirakaya and Sonmez, :3830 Gibson, 2001; Swain and
Momsen, 2002; Richter, 2001), the tourism and habfyi industries are beginning to regard
women as consumers who are either sole decisiormmak who have a critical role in the
purchase decisions of families for a variety of d@and services (Sirakaya and Sonmez,

2000:353; Zalatan, 1998; Apostolopoulos and Son2@a]; Smith, 2005; Charron, 2005).

However, in spite of the economic viability of teeer-more financially solvent female
travel consumer, many scholars have noted the lbveaaginalization of western female
travelers from academic research. Travel statisiyogender are unavailable, even in federal
(Canadian) marketing research publications. Howeagediscussed in advertising industry
publications (e.g. Grimshaw, 2003), in journalisparges (e.g. Costello, 2001; Catto, 2002;
McDaniel, 1999; Smith, 2005), and by Sirakaya aodr&ez (2000: 353), working women
today make up about 50% of the total workforce, ey are generally more educated, more
economically independent, and have greater flawtiib travel than women who stay at
home and raise families. These authors discussdarking women represent a substantial
and lucrative market for advertisers. Increasingnbers of western women are traveling
independently — that is, without male companiongkig.Elsrud, 2005; Gibson and Jordan,

2005; Wilson and Little, 2005; Swain and Momser)20/Nestwood, Pritchard and Morgan,
3



2000; Apostolopoulos et al., 2001, 2002; ButleQ3;Henderson et al., 1996; Morgan and
Pritchard, 1998; Richter, 1995; Swain, 1995; Kind&nd Hall, 1994, 1996, 2000; and

Sirakaya and Sonmez, 2000). Yet in spite of theseldpments, remarkably little has been
written about the western female traveler in congoarto her numbers, and corresponding

output of hard currency.

A substantial body of historical scholarship comsathe constructed identity of female
travelers, particularly from the colonial era oé thd" to 19" centuries (e.g. Chaudhuri and
Stroebel, 1990; McClintock, 1994; McEwan, 2000;I8ilL991; Prakesh, 1995; Pratt, 1992;
Robinson, 1994, 1990; Stevenson, 1982; Tinling,1986wever, equivalent contemporary
descriptions or representations regarding the amaois western female traveler, minus a
salient focus on her sexuality (e.g. the literatmméromance” tourism) — are few, and the
recent exceptions are mostly appearing in the apacimen’s issue ofourism Review
Internationalof December, 2005 (e.g. Elsrud, 2005; Wilson antld,i2005; and Jordan and
Gibson, 2005). Pritchard (2000:80) noted that rales representations of women in tourism
are an uncommon focus of study. Nor prevalent representations of western women as
individual travelers in their own right prominentigcessible outside of academia. A review
of literature regarding imagery of the contemporfarale traveler in tourism scholarship
suggests that they are generally portrayed asililad or semi-nude at a spa or, even more
particularly, where they may be easily defined it (fecund) positioning to a male as part
of a heterosexual couple and/or ‘mom’ in a famiytext — and occasionally as stereotypical

“babes” in a gender-mixed group of singles (e.gylJt990; Enloe, 1989; Richter, 1995;



Pritchard, 2001; Morgan and Pritchard, 1998). Timesreferences to female tourists’

representations as autonomous individuals remaireld.

Considering the substantial economic contributlwat temale travelers make to tourism
industry coffers, one might question whether orihis still the case in 2006, that post-
modern-era female travelers simply continue todrérayed reductively in a predominantly
‘decorative’, sexualized light as has been fredyeniggested in the literature (Urry, 1990;
Enloe, 1989; Richter, 1995; Pritchard, 2001; Morgad Pritchard, 1998) — despite the many
references in Western society today to female auhyrand empowerment (for example,
Early and Kennedy, 2003; Grimshaw, 2003; Harri©20nness, 2004; Kingston, 2004;

Wolf, 1997; Dworkin and Wachs, 2004).

Tourism and culture have a significant symbiotiatienship, whereby tourism makes use
of selectively drawn cultural meanings to framamsagery (Chambers, 2000; Morgan and
Pritchard, 1998). The notion that what is deem@desentative of a culture or group of
individuals depends on who gets to say is highdpisicant to this topic. Post-structuralists,
such as Foucault (1980) or Hollinshead (1999), etbat multinational corporations control
the worldwide image media, to the advantage of thenh economic hegemony and thus they
play a critical role in the documentation and shgpf specific gendered representations. As
is well understood by magazine editors and ad aredbr popular travel magazines,
knowledge and the power to represent knowledgaeasvould wish are potent (Milkie,

2002; McRobbie, 1997). Media power and pervasiveaes increasingly being

acknowledged by academics as a mighty force inisgggpular culture, world views, and
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most certainly as an overriding determinant in ggndlations (e.g. Seddighi et al., 2001;

Morgan and Pritchard, 1998).

Crang (1998), Morgan and Pritchard (1998), HalB@®) and Urry (2002) also noted the
notion of the “circuit of culture” in terms of hoadvertising and popular culture circuitously
impact upon one another, each influencing how theracontinuously evolves. As Inness
(2004: 96) notes, a television or film heroine mustconstructed in a very particular way in
order for her to gain mainstream popular appeahet®n which is not lost on the billion-
dollar corporate advertising conglomerate. Dwoikna Wachs (2004: 613) argue that in a
post-industrial society, the news and entertainmegdia serve primarily as vehicles to

produce audience viewing time for advertisers.

Travel advertising, like any other form, existfuaher commercial interests (i.e., to sell
goods and services), not infrequently by featuamgle modelor idealized person with
whom the sought-after/pursued consumer may potbntigntify or (even unconsciously)
aspire to become more like (Goldman, 1992; Fowlle86; Goffman, 1979; Williamson,
1978; Wolf, 1997). This notion also has significgabgraphical relevance. Ads are intended
to influence tourists to travel to specific destioas, via particular carriers or agencies. If

successful, ads significantly impact travel patern

The relationship between tourism advertising argeh®nic discourse has been well
documented (Bishop and Robinson, 1998; Britton21 ®8uner, 1989, 1996; Butler and
Hinch, 1996; Chambers, 2000; Cohen, 1988; Cricki&densor, 1998; Edensor and

Kothari, 1994; Enloe, 1989; Hall, 1994; Kaur andiijtk, 1999; Kincaid, 1988; Leheny,
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1995; Momsen, 1994; Palmer, 1996; Turner and ASK5)L Sirakaya and Sonmez (2000), as
well as Morgan and Pritchard (1998), point out thany believe the media mirror public
opinion, while Tellis (2004) argues that it laghimel. Either way, the pervasive influence of
media advertising plays a huge role in Canadiansi social constructions of various

identities, and in our travel habits.

Prominent tourism scholars such as Urry (199@d)Enloe (1989) contend that women
travelers are portrayed in a predominantly (hetsexualized light (- i.e., as sexually alluring
or “pleasing” to eheterosexual malgaze). Numerous scholars (e.g. Richter, 1995; &mdn
and Hall, 1994, 1996; Swain and Momsen, 2002; L#&{)2; Apostolopoulos and Sonmez,
2001; Pritchard, 2000, 2001; Pritchard and Mor@&®0b; Morgan and Pritchard, 1998;
Sirakaya and Sonmez, 2000; Westwood et al., 208@jdHand Ateljevic, 2003) also support
the claim that women in tourism marketing contituée relegated to stereotypes in ads.
Therefore, closer examination of contemporary femepresentation is intellectually
worthwhile, since their answers may provide impatrzultural revelations in terms of which
groups are silently empowered, at the expenseosktivho are quietly being disempowered.
Feminist geographers McDowell and Sharp (1999: f8@)xample, suggest “a backlash of
misogynistic movements, seeking to denigrate wothesugh sexist representations, in
reaction to women'’s increasing autonomy and indéeece.” Are, in fact, patriarchal
advertisers trying to subjugate a large, wealttietter educated segment of the female
populace? If current ads do actually continue tigiish and even exploit women — as has
been argued by Pritchard (2001), Westwood et BDE}, Sirakaya and Sonmez (2000), and

Dworkin and Wachs (2004), this topic bears at they Veast further illumination. If, on the
7



other hand, contemporary ads appear to be morgrgssive”, or more reflective of how
contemporary women view themselves, this findingid@lso warrant illumination —
because it may indicate a significant, under-reggbaultural turning point. If travel
advertising reflects or moulds popular culture #&aya and Sonmez, 2000; Morgan and
Pritchard, 1998), and if western females have becmereasingly autonomous and
prominent in a socio-economic context as travekoamers, the question emerges: do travel
advertisements continue to substantiate the caatendf tourism scholars such as Urry
(1990) and Enloe (1989) that women are largelyategiin a “sexually decorative” light, or
are travel advertisements now more reflective ofnen’s enhanced independent status? Or

is a more complex explanation in order?

1.2 Research Questions

In the context of the greater gender-consciousimégsent within cultural geography

today, the specific questions | address in thidatatresearch are as follows:

1. How is the contemporary western female traveleresgnted in (full-paged) travel-
related advertisements in widely circulated poptriavel magazines?

2. What ideals and values are implied in popular travegazine advertisements featuring
and seemingly directed toward female consumers?

3. Has the portrayal of women in such travel ads edtérom 1990 to present, in terms of
both sheer volume and thematic content, to morg egftect women'’s increasingly
autonomous status and more economically powerfuéta role?

4. How appealing are tourism advertisers’ images dcftera female travelers to female

travel consumers who fit within the projected denapdpics of the selected travel



magazines? Have the travel ads kept pace with ekt female travelers and their

preferences?

| hypothesized that | would find, when comparin@tperiods of western female-featuring
travel ads separated by 13 years, that an inciggasoportion of more recent ads might be
more ‘progressive’ in comparison to more reducttnifemale stereotypes that | expected to
find in earlier travel magazine issues, as repdoietrry (1990), Enloe (1989), and Richter
(1995). The alternative thesis would be that the@eylmale, hetero-normative gaze continues
to predominate, as suggested by Pritchard and Mq&f200b, 2000a), Westwood et al.

(2000), and Harris and Ateljevic (2003).

1.3 Study Structure

My specific methodology included an initial gatmgyiof full-paged, travel-oriented ads
featuring traveling females only, from the threestneidely circulated popular travel
magazines availabl@ravel+Leisure; Condé Nast TraveleandNational Geographic
Traveler— first for the period of 2003 to 2004 and the,the purposes of proportional
volume and thematic comparisons, for the periotid®9 to 1990 inclusively. This data
collection was followed by a qualitative contenalysis of the travel-related ads featuring
female travelers, in order to compare the more prent tendencies for both periods. Input
from the ad producers was sought, to better deterintentional characteristics of the ads
under study. This was followed by steps to deteentiire reactions to these ads by actual
female travel consumers, who were demographicaltypatible with the readerships of the

three travel magazines used. This final methodolgiomponent involved administering a
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guestionnaire to 38 participants, and then condgdhiree focus groups with 30 of these
same respondents, to see how contemporary fenaakd tonsumers actually responded to

samples of contemporary ads, ostensibly depictiognen like themselves.

Because this study focuses more on perceptionsaii@ome objective reality, its
orientation is predominantly qualitative and dgstive. Aside from the quantitative
processes involved in acquiring, sorting and cateng the data for closer examination, the
critical results of this research are based lesslid quantifiable material than in
perceptions, held both by and about female traseldre qualitative approach to which
research of this nature lends itself particulargliwvas further endorsed by Riley and Love
(2000) and Aitcheson (2000), and was argued agnaigle in studying female travelers by

Small (2002, 1999).

1.4 Definition of Terms

1. Western: The term “western” is problematic, as would be otideernatives to designate
tourists’ origin and cultural orientation. For exale neither “Euro-American” nor
“North American” has a clear or exhaustive defomnti Because the magazines studied are
also available in Europe (at least omevel+Leisure publishing separate European
issues), and the term Euro-American may uninteatipmmply “white only” to some
readers, | decided to use the descriptor, “westdié meaning of this term is of course
contestable, as it continues to evolve into tHé@htury in light of massive global
migration, and numerous citizens of broadly varyatignic and racial origin naturalized
and residing in Canada and the United States.Heopurpose of this study, | assigned the
status of “western” to any image of a female trax@isumer, as found in the
advertisements of the utilized, all American-basedgazines - regardless of the

subject’s complexion. The use of the term “westasnihtended to include non-white
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women shown as models or consumers in these meanstads. | further applied this
term to indicate research participants who weemaat in self-identifying themselves as
westernfor the purpose of participating in this studygasdless of complexion,
birthplace or ethnic heritage. For convenient samgpieasons, this study also involved
only female subjects who were living in the Gredteronto area, one of the world’s
most ethnically diverse cities.

. “Tourist” (used interchangeably with “traveler” in this thesis):In order to adequately
screen and eliminate ads for use in this studydéimition of “traveler” indicated either
a pleasure-seeking tourist, or business travgbparently away from home for a
minimum of 24 hours but less than one year (Woddrism Organization, 1993;
Cartwright et al., 2001Regrettably this criterion eliminated a number ofgmtially
information-rich “leisure-depicting” ads, unusalfliéhe image could have been
interpreted as portraying a simple day trip or egicun near home of only a few hours. |
found this distinction necessary to ensure datd@&med was tourism-related and
replicable.

1.5 Anticipated Contributions of My Study

This work offers substantial contributions to thed of geography, both intellectually and

pragmatically. Coleman and Crang (2002) statedth®ahotion of place is in a constant state

of re-configuration, a notion also discussed byggaphers such as McDowell (1997), Relph

(1976), Williams, Gill and Chura (2004), Andersd®99), Dodge and Kitchin, 2004,

Coleman and Crang, 2002 and Yeung (1998). Hublsaichin and Valentine (2004: 10)

further point out that space and place as enttieslways in the processlecomingand

thus are unavoidably caught up in power relatidingy also suggest that place is becoming

increasingly important in an economy where imagevierything (Ibid: 9).

11



This study illuminates distinctions and evolutioamsepresentations regarding “place” and
mobility over a 15-year period of time. If highemebtravel magazines may be considered an
authoritative source, this study may further agsigdentifying impacts of globalization and
multi-nationalization — for example, what if anypacts may be noted on how the
representation of specific places is evolving. Reagerest in the implications of
globalization and the presentation of specific etaas generic and interchangeable
(Gammack, 2005) are addressed in this researchntdiie context of the wide distribution

and circulation of the travel magazines used far data.

Within the context of the cultural turn, this wdrlghlights the shift in geographical focus
from production to consumption as a driving foréedentity in contemporary society. It
further illustrates Johnson et al.’s (2000: 356npwith respect to the power of discourse
within the context of the cultural turn in seekiiogdentify which narrative voice(s) are
loudest at present with respect to what femalesteas supposedly “are like” and what they
enjoy — particularly in the context of postmodeomsumerism as a form of (elitist) identity
(Jackson, 1989; Thrift, 2000). Advertisements arbd deconstructed within the contexts of
hegemony and discourse. In keeping with terms eat@dd by Johnson et al. (2000: 356), this
study’s contributions are particularly concentratethe integral and frequently overlapping

areas of gender and tourism.

The subject matter of this study and the data asedinequivocally related to the strong
geographic traditions of travel and mobility, iretbontext of tourism. This work bears a

close and pragmatic relationship to applicatiogedgraphic principles to create value
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beyond academia, indicated as critical by Johnstah. (2000: 135), by focusing on cultural
products of the ‘real’ world, circulated among estive tourism consumers from
mainstream society. Rich detail will be produceglareing how female travelers are
commonly portrayed in the popular culture genre@afel magazine advertisements. Female
travel consumers’ specific impressions of ads predily directed toward and featuring
themselves — an area barely yet examined — wilighglighted. This research will also
generate more specific information than is pregemthilable with respect to what female
travel consumers report as critical factors regaydheir travel motivations, anticipated
travel activities of distinction, preferred travsgckdrop-settings and what, if any,
perceptions they may hold regarding the gendeepgnted in the literature of travel

advertisements.

The approach in this thesis is original in testimg veracity of the alleged gendering in
travel advertisements (as discussed in Chaptér @dertakes content analysis across two
separate periods to determine whether such longjsiallegations were, and still may be,
plausible - particularly in light of more pronounicgost-feminist sensibilities at present. As
well, few tourism scholars have interviewed traaglcreators to determine their more
specified intentions in ads showing female trawdljacts. This study’s results additionally
provide detailed and descriptive information navpously available with respect to the
actual proportion of travel ads featuring femasesppposed to other human subjects, and
also regarding what types of travel-related proslpcedominate in female-featuring travel

ads.
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My results should interest travel ad creators &ed torporate clients, since | conducted
focus groups and interviews with actively spendemale travelers, and asked them to
respond to various travel ads. Participant resgosleuld reveal inclusions and/or omissions
in ads that may be potentially costly and detriraktdt travel industry advertisers. Market
researchers as well, in their quest for new nichekets (Nash, 2004: 467), may take interest
in the findings of this study, as they reveal irdraup distinctions among women as to how
various types of ads are perceived. Consumer pgoospnfluence the long-term viability of
the travel magazines themselves, as well as ththedeatured destinations promoted in
specific issues, and the advertised tourism pradddtese viabilities in turn will have
considerable impact upon the evolving shape ofdbhasm industry and ensuing travel

behaviour.

Finally, this study may contribute toward an evotyacademic approach to more
effectively studying the cultural messages beingveyged by depictions of female travelers
in advertising. Rose (2001:194-201) pointed out there is no one simple image or
unambiguous message to be conveyed by an adveetiseas different viewers will
appreciate it or reject it in light of their owrstas and experiences. Cusack and Breathnack
(2003) and Chan (2003) also argued that an imagietd® is an inherently unstable carrier
of meaning, since no single image can represeateadgeneous identity or entity such as
“female travelers”. Widely distributed travel magees disseminate popular images with
respect to how female travelers come to be popubaiceived and constructed.
Advertisements, if for no other reason than themtavedness (like all other forms of

advertising), offer rich and unique detail on tleatemporary construction of the western
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female traveler. Ads are a potent and viable soof@aformation on the driving forces of
popular culture, and what motivates or compels emmvwo behave in all kinds of overt and
more subtle ways. In light of the amount of monethlinvested in advertising and
potentially to be made by hitting one’s mark, ittldbseem fair to assert that there are no

unintendednclusions in large travel ads.

1.6 Theoretical Foundations of My Study

Theoretical approaches particularly relevant towmoyk include feminist post-
structuralism (e.g. Aitcheson, 2000, 1999; Sma&l02 1999), particularly in terms of social
constructivism (Riley and Love, 2000; Milkie, 20(&2eddighi et al., 2001; Sirakaya and
Sonmez, 2000; Mellinger, 1994). Also of value dre feminist-geographer traditions of
reflexivity and positionality, in striving to maigih ongoing conscious awareness that as an
academic researcher, one’s knowledge is highlattl(Rose, 1997, 2001; Small, 1999,
2003; McDowell, 1992; Bondi, 1992; England, 1994tcAeson, 2000; Gibson, 2001). Key

theoretical contributions to my work from each aaea highlighted below.

1.6.1 Post-structuralism

The recognition of discourse as power, and the paiv&knowledge” production, are key
underlying precepts to this study, as discourséyaisas critically interwoven throughout
my methodology. As noted by Foucault (1980), arsgalirse exists as a set of ‘rules’
(whether acknowledged or not) which determine veltatements may be made or which
topics may be discussed, as well as what the ieriter ‘truth’ or ‘actuality’ may be. His

work was drawn upon by other scholars discusséhisrthesis (Ramazanoglu with Holland,
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2004: 96; Ogborn, 2003: 11; Hollinshead, 1999;,G#96; Rose, 2001). As post-structural
theory posits, discourse that prevails is much naomeatter of who has the power to
represent than of some objective ‘reality’. Ascdissed in Chapter 2, such power relations
are inherent within the representations found uritmn marketing. Rose (2001, pp.135-163)
discusses Foucault’s assertions that since disesp@are seen as socially produced (as
opposed to created by individuals), discourse amalyay be applied to explore how images
construct specific views of the social world — tisathow specific views are socially
constructed as real or natural through particidgmnes of truth (Rose, 2001:140). Although
post-structuralism rejects binaries, polarities agl categorizations, discourse as power

remains a central post-structural concept to tladyaas of tourism.

Connected to post-structuralism, but even moreipéa this study is the notion of social
constructivism — also known as feminist construstiv(Small, 1999; Dworkin and Wachs,
2004; Riley and Love, 2000: Mellinger, 1994; Luc2804; Westwood, Pritchard and
Morgan, 2000; and Wearing and Wearing, 2001). $coiastructivism, according to Riley
and Love (2000: 72), may be ontologically definechaknowledging that knowledge is
relative, being socially constructed locally anéfcally. It should be noted, in relation to
this research, that there is no “reality” in thasls, or in participant assertions. Rather, there

are different views and opinions, as may be sitlbteone's age, gender, and place/period.

1.6.2 Feminism

Swain (2002), in discussing the topic of femaleigia as a neglected market segment,

suggested that the concerns of gender and touesearchers and the social justice
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dimensions of tourism in host societies are embeddéberal feminist and post-colonial
perspectives, at least indirectly. My applicatiohgeminism within this context of gender
studies may be summarized, similarly to post-stn@ttprinciples highlighted above, by
noting that ideological discourses always involegvpr, as one party claims the authority to
represent another. Feminist scholars have furtbtdthat ideological discourses are
necessarily gendered, and typically assign differeles to men and women (e.g. Cusack and
Breathnach, 2003:581; Paechter, 2003; RidgewayCamncell, 2004). Milkie (2002:839)
articulates, “A central way women'’s disadvantagereated and maintained is through
widespread cultural beliefs and stereotypes thatige narrower, more distorted, or more
harmful images about women than about men. Thesdsiébout what women should do, be
like, or look like are powerful yet subtle vehicesough which women are controlled.”
Such concepts as these have influenced the fodissaftudy. Although, as Ramazanoglu
with Holland (2002) point out, there is no reseaethnique that is distinctly feminist, this

study is a feminist critique regarding power andrayy.

It is also appropriate to acknowledge some vehemwrré@tisms to which feminism has
been subjected. Among these are accusations dlege@ white, middle class, heterosexual,
able-bodied, Western orientation — and thus ladlepfesentation for all women, as some
would argue it claims (e.g. McEwan, 2000: 13; hodl@92; Spivak, 1988; Bhattacharya,
1996; Mohanty, 1988; McEwan, 2000). This criticiswdifficult to counter, as my work
involves female subjects who overall are finanygigliivileged in relative terms and
frequently, although not always, white. My intentthis dissertation is to apply (liberal)

feminist principles in as non-exclusionary a maraset am able, much the same as | would
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argue these principles were applied in the bulgesfder-related works used for this paper,
such as Aitcheson (1999); Pritchard (2001); Sirakayd Sonmez (2000); Westwood et al.
(2000); Wearing and Wearing (1996); Morgan andcRatd (1998); Sirakaya and Sonmez,

(2000).

Further resistance associated with feminism isriety younger women regard feminism
as passé and no longer relevant or necessary.({\@87: 283) suggests that young women
do not want to be associated with “feminism”. Feistifaculty have reported student
aversion to feminism, and of having a sense ofrigébeleaguered, trivialized and under
siege” (Webber, 2005). As well, many female tosrisday would hardly consider
themselves feminists for the same reasons giveveafizenfeld, 1995), and also, because of
a sense that, “the ‘battle’ has already been wgat-en with it.” Rogers and Garrett (2002)
reported that, while women'’s studies attracts nstweents on American campuses than does

any other trans-disciplinary area of study, thenetionues to be a fear of feminism.

Rather than becoming quagmired in a potentiallalyamg discussion regarding some of
the criticisms of liberal feminism outlined aboVvejmply acknowledge that this study
focuses upon self-identified western, comfortablglate-class women residing in the
Toronto area of Canada. An inescapable degreeasSonplification in reference to feminist
principles is also acknowledged and accepted, thiglsincere aspiration to progress in a
forward motion toward some potentially meaningfod aiseful new generalization

(Ramazanoglu with Holland, 2004: 76).
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1.6.3 Positionality and Reflexivity

Feminist research methods in geography, as patlgiemphasized by Aitcheson (2000),
McDowell (1992), Rose (1997), as well as by Weaand Wearing (2001) and
Ramazanoglu with Holland (2004), outline severatdes as critical to good research. These
include recognition of one’s own positionality; awaess of potential power relations
between self and subjects; and having a more aoliive and ‘non-exploitive’ orientation
with participants — that is, a greater consciousmésnter-subjectivity. Rose (1997),
Aitcheson (2000) and McDowell (1992) also emphasibe situated nature of knowledge,
and the critical need for ongoing, conscious refligxon the part of the researcher.
Qualitative, detailed, small-scale and case stuokware ideally suited to women studying
women (McDowell, 1992: 406; Small, 1999, 2003; Raamoglu with Holland, 2004), as is
the case with this study. The concepts of positignand reflexivity were particularly
prevalent among feminist geographers (e.g. Domi@98; Domosh and Seager, 2001;
Aitchison 1999, 2001; Rose, 1997; Haraway, 1994{tP2002), as well as by some feminist

authors of other disciplines (e.g. Harding, 1998 khlls, 1999).

1.7 My Own Positionality

| am conscious of being the practically clichéd hmiddle-class, educated woman,
studying women like me, and of the critiques warkused on this group may generate. The
identities of western female travelers have lorigrigsted me, however. This dissertation is

not as narcissistic an endeavor as | wish it waretraveling ended several years back when
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| returned to graduate school in mid-life, got medrand had a baby — all in short order of

one another.

In light of the above factors, | strove to retagnmauch vigilance as possible with regard to

minimizing the following:

1. Over-identification with subject participants, tetpoint where | could have potentially
projected onto them my own perceptions.

2. Bias toward advertisements either reflective ohavpposition to my own particular self-
perceptions, outlooks, interests and preferences.

3. Being inadvertently influenced by overexposuredretully crafted advertisements, and
unwittingly reflecting this potentially “brainwastiebias by the time | held my focus
groups.

4. The fact that, although | genuinely anticipatedhigkand having good rapport with my
participants, | may have found more natural chemisith some than others — and that |
had to be vigilant in treating each one with thesgerceptible warmth, courtesy and
professionalism.

In retrospect, after completion of this projeate¢ognized that my work had been more

prone to the following, less anticipated biases:

1. Frustration associated with particular ads bectusereative agencies responsible for
them either declined to speak with me in the fiate, or unexpectedly failed to provide
promised information.

2. Disproportionate gratitude and an inconvenientcptl feeling of ‘protectiveness’
toward the one creative agency that was extremagigus in terms of assisting with
information, but whose ads were unfortunately motvell received by participants.

3. Pronounced and humble gratitude for the generasityenthusiasm of my female
participants, who provided a significant emotiobabst within an otherwise extended
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period of self-imposed exile, to complete this éitation under time constraints
mandated by other responsibilities.

| believe | was able to sufficiently confront andigate these challenges, although one can

never fully be sure.
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Chapter 2
LITERATURE REVIEW

This chapter contains a review of relevant resedratvn from the intersecting areas of
geography, tourism and gender, as it relates todhemporary construction of female
travelers. | begin by examining studies valuablejowork in terms of thematic content and
methodology. The second section of this literatexéew is organized by themes that
predominate in the extensive body of works reviepedaining to gender and tourism.
Some of these strongly relate to cultural geograpbgh as the acknowledgment of culture
as a constructed phenomenon; the large extentithwdurism itself is also a contrived and
constructed phenomenon; the inherent presencevadrend discourse within tourism; the
gendering of tourism; how consumption (rather theoduction) of tourism is a signifier of
identity; and the notion of placelessness. Thisiaeds followed by a review of works
specifically on female travelers and how they arpyparly constructed and portrayed; and
the cultural hegemony maintained within popular medivertising as related to this topic.
The next section covers a number of relevant wdrlg/n directly from the realm of
advertising, highlighting principles relevant tastistudy. Finally, this literature review is
supplemented with a brief discussion of potentiilences from contemporary popular

culture that relate to how women are portrayedeinegal at present.

In keeping with this study’s contributions withimetnew cultural geography, this research
has been informed by relevant literature from othsciplines, including gender studies,

tourism, marketing and advertising, cultural andiimestudies, leisure studies, and
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anthropology. (Conclusive contributions to specdieas are highlighted in Chapter 7.) The
wide scope of works included in this literatureiesv reflect that the intersecting fields of
gender and tourism are informed by a variety ofigisies, a phenomenon advocated as a
highly desirable feature of the new cultural gepbsaby Johnson, Gregory, et al. (2000: 136

—137).

2.1 Methodology
Aitcheson (2000), Scraton (1994), Coalter (199l Momaas (1997) each noted a

“contemporary theoretical crisis” (Aitcheson’s weydn leisure, tourism and cultural studies
discourse. Academic research on gender and tousismiar in methodology and subject
matter to this study, is nevertheless well docueiacross several social science
disciplines, including geography. Qualitative saslhave been frequently undertaken to
better examine image analysis, often in the cordégender and power relations. Many such
studies have been based on content analysis, lasedutelow. Some of these studies also
applied semiotic principles outlined by Goffman 729 and Williamson (1978). Other
studies modelled the application of post-structpraiciples such as social constructivism,
while others provided useful discussion of the fastigeographer principles of reflexivity
and positionality. As noted previously, the bulkloése studies were under-girded by some
form of discourse analysis. For example, Rose (R0ininated several aspects of visual
methodology, including content analysis, semiofacst-structuralism, and discourse
analysis. Also of value was Rose’s (1997) worklmnfeminist geographical principles of

reflexivity and positionality.
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Lutz and Collins (1993), Dworkin and Wachs (20@tchard (2001), Morgan and
Pritchard (1998), Sirakaya and Sonmez (2000), kigdr (1994) and Lucas (2004) each
provided illuminating applications of content argdy In this thesis, principles of content
analysis as outlined by Rose (2001), Lutz and @9{1993), Mellinger (1994) Sirakaya and
Sonmez (2000), Pritchard (2001), Dworkin and Wg@i@94), and Lucas (2004) were
applied to uncover prevalent patterns and tendsmeigavel ads featuring a particular type

of subject.

Content analysis for graphic images, particulagytlized by Lutz and Collins (1993),
and as explicated in Rose (2001: 56 - 71), is datedf counting the frequency of certain
visual elements in a clearly defined sample of iesagnd then analysing those frequencies.
Discourse analysis was an inherent component efibrk. Pritchard (2001: 82) pointed out
that a major limitation of content analysis is thatoes not necessarily enable an
understanding of the full interaction between med@esentations and their audience.
However, as is the case with discourse analysigeab analysis is useful in illuminating
how images are authoritativelged in a highly calculated manner to constructifipeviews
of reality as “real” or “truthful” or “natural” (Ree, 2001: 140; Riley and Love, 2000; Small,
1999; Mellinger, 1994; Wearing and Wearing, 2004c¢i@ghi et al., 2001; Echtner and

Prasad, 2003).

One criticism of content analysis is that the categ selected are done so within the
limits of the researcher’s knowledge, background laiases. As earlier noted, different

viewers bring their own tastes and experiencesiyogaaphic image, including

25



advertisements (Rose, 2001: 194-201), and no obgestandard exists for discerning one
intended meaning. Another criticism may be dire¢tedard simple frequency counts of

subjective phenomena.

Pritchard (2001) studied a range of British touem@pors’ brochureg,ombining content
analysis with a critical discourse framework. Ste@ed and further developed a content
analysis technique based on an ordinal scale intexiby Paisley-Butler and Butler-Paisley
(1974), and also used by Morgan and Pritchard (1 9388acilitate the quantitative analysis
of gendered representations. The scale was adeipredButler-Paisley and Paisley-Butler’s
“Consciousness Scale” (as outlined in Morgan anithard, 1998: 194-196). The scale is
based omrdinal (as opposed to nominal) classification to fadéidegreemeasurement,
operating as a continuum describing points ranffimim “sexist to non-sexist portrayals” of
roles and relationships. Similarly, Morgan anddPrd (1998) employed the same scale for
textual analysis to evaluate images of male andifenourists in holiday advertising
imagery to determine the extent to which they weréhe authors’ words, “sexist”. Findings
were that brochure advertising images remain higtdyeotypical in terms of gender roles.
Pritchard (2001) found that tourism representatedies heavily on the use of women as

“sexualized product adornments”.

Lutz and Collins (199Bapplied image analysis to depictions of “third lddpeoples
featured inNational Geographienagazine. Their methodology was based on coutiimg
frequency of certain visual elements in a cleadfired sample of images, and then

analyzing those frequencies in newly formed theenediegories. Rose (2001: 57) discussed
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how this travel-related magazine in particuladjght of its wide distribution, is a culturally
valued and potent media vehicle in shaping NortreAcan understanding of the people it

portrays.

Mellinger (1994) critically analyzed tourism repeegations in postcard photographs
depicting African Americans in the southern Unidtes from turn of the 19 20th
centuries. He explored the discursive organizadicthese images and their situated use in a
historical context, noting specific iconographiagtgies to “culturally inscribe black bodies
with ‘Otherness’™ (1994: 760). Postcard sendersssages were also analyzelk made two
thematic categories/sets of photos for closer stlilis study offered a prime example of the
analyses otonstructed subjectivitietn keeping with MacCannell’s (1973) ‘staged
authenticity.” The photos utilized by Mellinger @4 were examined through what he called
the ‘white tourist gaze’ in the attempt to elucelaspects of the wider society in which they
were embedded. Such analyses included the meatiegsonveyed, the social uses they

served, and their senders’ interpretations as fegt@a their written messages.

Dworkin and Wachs (2004) conducted a content axttiaéanalysis of a pregnancy-
fithess magazine, to determine how contemporamp(real) motherhood is constructed,
focusing on “preferred meanings” in magazine texi®., meanings that producers of media
images and text built into the magazine with thention of shaping the messages derived by
the audience. They discussed the ways in whichragements and articles work
symbiotically to promote a narrow set of idealsaatordance with a specific (privileged)

lifestyle. Focusing on language, Pritchard and Matg (2000a) study of gendered tourism
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landscapes examined, “the interrelationship betvpeenarchy and (hetero)sexuality and the
language of tourism promotion” applying criticaladysis to national tourist organization

brochures and advertisements.

Westwood, Pritchard and Morgan (2000) examinedn@ssi women’s perceptions of
airline services and marketing via telephone inéswve, in-depth personal interviews and
focus groups. The study’s main finding was a “disiagly dominant male perspective” in
services and marketing. This work paralled otheéstwictionist approaches, such as
Mellinger (1994) and Dworkin and Wachs (2004). Aliigh not related specifically to
gender and tourism, Lucas (2004) studied imagdddesed in retirement community
brochures. She applied content analysis to promatkiorochures supplied to potential
residents, using descriptive content analysis tie@entences and phrases of brochures into
one of three researcher-constructed categorigbedsrochures’ images were too small or

irrelevant to be used.

Semiotics as the analysis of signs in cultural mateis particularly valuable in the
analysis of tourism advertising (Crouch, 2002: Zbéyies, 2003: 207; Cohen, 2001: 69;
MacCannell, 1994; Selwyn, 1993; Dann, 1P96n spite of it also having been criticized for
“Isolating representations and meanings from infiileg material factors in the arena of
power and knowledge” (Morgan and Pritchard, 19%: BRose (2001), however, noted that
semiotics is a complex area of application in wHml are well qualified. My dissertation’s
working definition of semiotic application is to@mnstruct the ideology underlying

advertisements by scrutinizing specsignifyingcharacteristics, such as appearance-related

28



indicators (Goldman, 1992; Fowles, 1996; Williamsbd®78; Goffman, 1979; Shields,
2006), including the signifying meanings of specdestures and sometimes objects, or
activities (Ibid.). As distinguished by these auth@semiotics confronts how images create
rather than reflect meaning; thus, as Rose (200% #9) outlined, the image itself should be
concentrated upon as the most important site e@aning, and in conjunction with the

“social modality” of that site.

Williamson (1978) focused on the ways in which atlsgg images generate meaning,
specifically the construction of social differencas articulated through signs (i.e.,
“signifiers + the signified”) to indicate such plnena as class, gender, race, able-
bodiedness and power relations. Signifiers utilimeder work included such attributes as the
ad subject’s age, posture, grooming, and partidaddy parts emphasized by the camera’s
angle (Rose, 2001: 69-99). Cohen (2001: 69) notdlievison’s (1978) further racial
distinction regardinghadeof skin tone — i.e., she found only lighter-skidrgfrican
American subjects employed in ads, to de-emphaisee“difference”. Dyer (1982: 96-104)
highlighted further suggestions for semiotic fastdrhese included estimated age groupings,

race, body shape, specific ways of grooming, lfiaial expression, eye contact, and pose.

Sirakaya and Sonmez (2000) categorized and comptattravel advertising brochure
depictions of women versus men, using Goffman’§@)%ix categories of nonverbal
‘gender displays’, within which relationships beemethe sexes and the meaning of more
subtle nonverbal cues were then discussed. Thekmled relative physical size of people,

the tendency for females to be shown touching edjeanking social and occupational roles,
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family gender depictions, ritualization of suboration and gender detachment. They used
three coders, to achieve 100% inter-coder religbiliheir main finding was that
stereotypical images of women continued to be pge, using terms in their conclusions
such as “sexy, helpless, non-competitive, shy assige”(Sirakaya and Sonmez, 2000:

360).

Bowen (2002) undertook a semiotic-based conterlysisaof advertisements appearing in
Travel+LeisureMagazine between 1969 and 1999. She suggestechdmgt of the images
revealed a "grand narrative in which the heteroigpahal neo-colonial system of tourism is
normalized through reproduction”. However, she alsted that the images could potentially
be subverted by the reading of female tourists sites of resistance to constraints and
escapism: for example, a female viewer may alterelgtview an image of a bikini-clad
woman lying on a beach as that of a female towinsi has autonomously flown to a warm
destination of her choice, and freed herself framdonstraints of clothing, as it may have

pleased her to do so.

Several studies, which did not employ content aig)yvere of interest in their
implementation of feminist post-structural prinepl Milkie (2002), for example,
interviewed ten editors at two national girls’ maige organizations, and revealed struggles
over narrow views of femininity at both the orgatianal and institutional levels — citing as
her primary example the advertisers’ insistencesing “emaciated’-looking models, and
the incongruence of this with articles on young weois self-esteem. Ridgeway and Correll

(2004) also examined the notion of gender as daheisocial relational” contexts, as well as
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cultural beliefs about gender distinctions. SinljlaPaechter’s (2003) focus was on how
children are conditioned to participate in masatiés and femininities as local communities
of practice. She examined and analyzed the eaillyhdod naturalization of
power/knowledge-differentiated sex roles. Her nfaiding was that behaving in accordance

with assigned gender role is rewarded.

Small’'s (1999) study was based upon the colledtiterpretation and theorisation of
memories regarding a vacation that two women (gglyanother and daughter) had taken
together. Using memory-work as a method for ressagcfemale tourist experiences, Small
(1999) initially noted the dearth of tourism metbtmyy and methods (as did others, such as
Aitcheson, 2000). She thus situated her work withfaminist social constructionist
paradigm. Using a more strictly post-structuraéotation, Echtner and Prasad (2003)
analysed promotional brochures representing difitettérd world countries, using

postcolonial theoryas a critical context for interpretation.

Seddighi, Nuttall and Theocharous (2001) studied taurists’ cultural background
influenced destination choices. In considering Ip@nception ultimately and critically
shapes human behaviour, they used an ANOVA scalei (2003) studied cognitive
perspective as applied to tourists’ evaluationedtohations. Her work utilized eleven bipolar
word pairs with which tourists had to group dediorss into types or categories. Kingsbury
and Brunn (2003) sought to determine the extenthich issues of risk, security, and anxiety
were addressed or disavowed in editorials, artiddsgertisements and photographs by

examining twelve popular U.S. travel magazines pdkt. They applied psychoanalytic
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theory (Sigmund Freud; Jacques Lacan) as the priedatmmeans in evaluating the

magazines’ responses.

2.2 Predominant Themes

2.2.1 Cultural Phenomena as Constructed

Crang (1998, 2003), Blunt (2003) and Kneale (2@&&h noted that representing the
world is not a neutral practice, and also thatwaltgeographers have studied representations
in a wide range of forms, including with emphagi®ni visual images. Castells (1989) also
argued that media do more than simply represerdridwutside: they offer different ways
of apprehending and comprehending spaces, by ngeatdiated environments and
relationships (Hubbard, Kitchin and Valentine, 2D0hrift's (2000) notion of economies
embedded in social relations similarly maintairet tiglobal flows and connections are
constructed by human beings who are always embeaddextworks of power and
knowledge which are themselves part of an evergihgrstructural context” (as cited in
Hubbard, Kitchin and Valentine, 2004: 297). Thusdfwre is neither objective, neutral nor

static.

According to Kneale (2003: 40), cultural geograglemtvocate that representations of the
world do not mirror reality, but ratheré-present” elements of the world (also supported by
Barnes and Duncan, 1992; and Duncan and Ley, 1898hg (1998) suggested that cultures
are embedded in real-life situations, locatable spetific, embracing operational values that
guide people’s day-to-day activities and decisiaakimg choices, and that examining

different cultures reveals the taken-for-granteshiagptions of one’s own. These studies shed
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light on female travelers’ depictions in populaviel magazine ads, via the politics of
representation. Texts and images such as thosd founedia advertisements are part of
wider discursive formations which are inseparaldenfthe exercise of power (Kneale, 2003:

39: Said, 1978).

Power is a critical concept in contemporary cultgeography, particularly in terms of the
contested nature of culture and the politics ofespntation (Rose, 2001; Thrift, 1999; Crang
and Coleman, 2002; Crang, 2003). Crang (1998) aytzbf (2003: 9-10) argued that
cultural geography may be seen as a ‘translateomaking of connections between different
ways of seeing the world. Similarly, Foucault (1380ewellyn (2003), Dworkin and Wachs
(2004), Morgan and Pritchard (1998), Milkie (20@2d Crang (1998) all further suggest that
truth is not revealed; it is constructed. Thus espnting something as ‘valid’ — including the
portrayal of a subject in an advertisement — becoangolitical issue in the sense that it
empowers the group whrepresentshe world in this way, and disables the arguments o
silences the views of other groups who do not rezzédg subscribe to the same view. Judith
Williamson (1978) noted almost 30 years ago thaketars select and utilize particular

images and aspects of society, while discardingreth

2.2.2 Tourism as a Contrived and Constructed Experi  ence

Urry’s (1990, 2002keminal work on what he termed “the tourist gaza$wtegral to this
study’s examination of travel ads. His work highlis that all travel ads are constructed in a
calculated manner. Urry (1990/2002) adapted Fotisquost-structural concepts to develop

the notion of the ‘tourist’'s gaze’, whereby therisudemarcates the ‘other’, and claims the
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right to name the ‘out-of-the-ordinary’. As UrryQ@2: 10) put it: “Images entice people to
visit places and once there, people ‘gaze’ atwlath initially drew them, photographs are
then taken...particular images are carefully seleatetiendlessly reproduced and captured”.
Travelogues and travel writing arguably serve alamfunction. Morgan and Pritchard
(1998: 173) noted that photographs are presentesflastions, rather than constructions, of
reality — and thus are accorded special valuera®fpof existence. Congruent with works

by Dann (1996a) and Boorstin (1992), Urry (199@htighted that tourists have to ledrow
and at whato gaze; he took this a step further in arguirad tburism is a tautology wherein

tourists merely confirm the discourse which inlfigdersuaded them to take the trip.

Urry (2002) further noted the tourist gaze was abtarized by a sense of contrast from
one’s “everyday” experience and settings. He aisoudsed what he labeled a post-tourist’s
delight in the inauthenticity of the normal tourestperience (Urry, 2002: 12), citing by way
of example the seeing of particular signs to in@i@stereotypically “authentic” (but
artificial) segment of a destination or ‘realistictal life such as an English village, or a
landmark-signifier simply “famous for being famouyg’g. the Eiffel Tower). He argued that
this phenomenon entails something like a sacreglimihge to a sacred centre, sometimes an

urban centre, similar to Graburn’s (1989) work oartsm as a sacred journey.

MacCannell (1989) noted the tourist’s quest to pe@sense of alienation, in
experiencing something more “authentic”. Boorsiii92) argued that the tourist finds
pleasure in inauthentic contrived attractions (plseevents), an assertion supported by Urry

(2002) and by Morgan and Pritchard (1998). Colearah Crang (2002: 8) further discussed
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how “tourists are frequently bedazzled and alllrggromotional images and fobbed off
with manufactured and superficial images.” Baudrdl (1989) refers to such place-images as
“simulacra”: they are imitations of phenomena theyer actually existed or, as Crang puts it,
“hyper-reality” (Crang, 1998: 126). Crang (199803pand Urry (2002) further discussed
the manufactured and controlled environment agydesli to offer fulfilment through the
purchase of commodities. Cohen (1988) discusseddtien of commodification inherent in
tourism, suggesting some tourists’ desires forentibity. Wearing and Wearing (1996)
suggested the general importance of examining stiNgemeanings and realities constructed
by tourists in the “tourist space”. Turner and A$A75) highlighted that mass tourists
themselves were placed at the centre of a severelymscribed world, “protected”, and
relieved of responsibility. (Their concept becartr&kimgly apparent in the travel magazine

ads featuring female travel consumers analyzekigthesis.)

Some of the above approaches have been criticmdukfng too value-laden, for being
critical of mass tourism, and for being too elifistg. Morgan and Pritchard, 1998: 8; Urry,
1990; Dann, 1996; Crick, 1988; Nash, 2004). As wetry’s (1990/2002) ideas conflict with
MacCannell’s (1973) notion of the tourist questdathenticity: work sometimes criticized,
according to Morgan and Pritchard (1998), for ligst¢ aura of an, “I-the-traveler” versus
“Them-the-mass-tourist” perspective. Furthermores may argue the difficulty in proving a

relatively abstract notion such as a “tourist gaze.

These themes noted above are discussed in mote idegpe analytical discussion of the

actual ads used in my sample, in Chapter 6.
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2.2.3 Tourism as a Form of Power and Discourse

Tourism as a form of power and discursive hegeni@sybeen well documented
(Apostolopoulos and Sonmez, 2001; Cohen, 2001eBatid Hinch, 1996; Chambers, 2000;
Cohen, 1988; Crick, 1988; Edensor and Kothari, 1#9doe, 1989; Hall, 1994; Kaur and
Hutnyk, 1999; Leheny, 1995; Turner and Ash, 19K&rgan and Pritchard (1998: 19)
succinctly pointed out a recurrent theme foundurism scholarship was that what is
deemed representative depends on who gets torskgeping with Foucauldian principles,
Morgan and Pritchard (1998: 381) further noted thatimplementation of representation in
turn limits other ways the same object or topic rhayonstrued. Kinnaird, Kothari and Hall
(1994: 6) suggested that tourism involves procesa$esh are constructed out of “complex
and varied social realities and relations thatodien hierarchical and unequal” (cf.
Apostolopoulos and Sonmez, 2001). The symbioteticiship between tourism and culture
is significant, since tourism makes use of cultmnabnings to frame its imagery, the
meanings of which are drawn from varied but higd#lected areas in society (Fowles, 1996;

Chambers, 2000; Goldman, 1992; Morgan and PritcH£@g).

The study of tourism leads the researcher notdgériphery but to the core of global
power structures: as tourism is a subject fundaatlgrdconcerned with perceptions of
images, identity and stereotypes, the vast powdetioe is at stake (Enloe, 2000; Richter,
1995; Mowforth and Munt, 1998; Morgan and Pritchdr@98). Discourses of identity can be
further deconstructed to determine what is ‘propdeminine/masculine, what is a good

sexual reputation, how these may be establishpdriicular cultures, and how such
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identities may be permitted to shift and changen{Reanoglu with Holland, 2004: 92;

Sirakaya and Sonmez, 2000; Pritchard, 2001; MiR@92).

Related to the above, the notion of space anditglexst social constructions is well
accepted in cultural geography (Johnston et al02036; McDowell and Sharp, 1999: 183).
As pointed out by Lefebvre (1991) and Mowl and Taur(L995), space is not simply an
empty stage on which actors perform. Most analgég®wer in cultural geography argue
that the active social construction of ‘placescggaand landscapes’ perpetuates relationships
of unequal power between social groups (e.g. Ogl#f03; Gammack, 2005). Ogborn
(2003) further pointed out the presence of differaterests, which can come into conflict
over cultural issues, leading to the notion of wdlt resistance in which the exercise of
power to represent is contested. As a result, anwmay be provided for identities to be
renegotiated and redefined, along with social i@hst— for example, those dominated by
gender. In tourist sites, and in popular travel azawge ads such as those used for this study,
some particular places and spaces are valorizib@ &xpense of others (Massey, 1994;
Edensor and Kothari, 1994). The privileging of agrttourist destinations and/or images
may simply come down to who is paying for how madyertisements, yet nonetheless, a

distinctive impression is left as to which destioas are more “relevant” or compelling.

Related to tourism as a form of discourse and ppavaumber of authors discussed
neocolonialism in tourism marketing (e.g. Echtred 8rasad, 2003; Seddighi et al., 2001;
Apostolopoulos and Sonmez, 2001; Crang, 1928-41; Cohen, 2001; Morgan and

Pritchard, 1998; Urry, 2002; Enloe, 2000; Richi&95). The hegemony of vested financial
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interests and resultant appropriations of locatiidies are significant issues. Kaplan (1996)
goes so far as to suggest that the tourist is a-Borerican construct embedded in its
colonial legacy. These literary themes regardingison as a form of discourse and power

inform this study in addressing whose views paldicads depict, and to what end.

2.2.4 Tourism Consumption as a Signifier of Identit  y and Elitism

Urry’s (2002) work on “the tourist gaze” furthermared tourism as a signifier of identity
and elitism, as did Crang (1998), Morgan and Paitdl{1998), Crang and Coleman (2002)
and Fowles (1996). Hubbard, Kitchin and Valenti2d@04: 199) noted that Jackson (1996,
2002a) helped to shift human geography’s oriemaftiom the study of geographies of
production, to the geographies of consumption. iBouis a field profoundly influenced by
both image and identity in terms of both productma consumption (Chambers, 2000;
Enloe, 1989; Richter, 1995; Morgan and PritchaB®8t Selianniemi, 2002; Rose, 1997,
2001; Pritchard and Morgan, 2000; and Urry, 20Q2)y (2002), Crang (1998), and Morgan
and Pritchard (1998) in particular argued thataagioups in the post-modern era frequently
define both themselves and others by their habispatterns of consumption, consumers
fashioning a self-image through goods — assemlliognd them goods with which they feel
at ease, and which thus unselfconsciously commtenho they are. Urry (2002: 77) cited
Baudrillard’s (1989) observation that what we imsi@gly consume are “signs and

representations; social identities are construtttezligh the exchange of sign-values”.

In discussing the geography of consumption, Cra8§8§) suggested that groups showing

similar patterns of consumption will probably idéntvith one another, since positional
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goods are used to convey particular status witheir societies. Urry (2002: 450) further
noted that “professional opinion formers”, suctbeschure writers, tend to be middle class —

and within the middle class is the strongest-bakssiie for positional goods.

Coleman and Crang (2002: 34) argued that in theepticlimate of individualism and
consumption, rivalry can be acted out through trasasumption, just as the teller of travel
stories is affirming that s/he is “special - be@alubave had these experiences.” Fowles
(1996: 121discussed how consumption “serves as a ticket tabeeship in a group with
similar tastes”, while Urry (2002: 42) argued thainy holiday destinations are popular not
because they are intrinsically superior, but beedligy convey elite taste or superior social
status. (He added that many tourist sites onlyycedatisfaction for visitors in direct
proportion to how congested they are.) To bettemglrize a product, Fowles (1996: 103)
suggested that “advertisers will appropriate sumbupar culture material as celebrities,
music, [and] comedic styles”, while Urry (2002: 8Ralso noted the use of celebrity in

advertising.

MacCannell (1976) and Urry (1990) suggested thantledia are accomplices in the
construction of cultural experiences such as copsiom, including the “traveling lifestyle”.
Urry (2002: 161) pointed out that mobility is ieasingly central to the identities of young
people, to members of ethnic diasporas, and teecefieople who can live on the move, and
that mobility, in its countless incarnations (ggysical, imaginative, virtual, voluntary) has

become a critical identity-related marker of conption (Urry, 2002: 161).

39



Morgan and Pritchard (1998: 39) discerned that sadserepresent “aristocratic leisure.”
Emphases on individually tailored vacationing amglstent rejection of being treated as “one
of the masses” were noted as further manifestabbestism (Urry, 2002: 79, 86; Mowforth
and Munt, 1998). The notions of Post-Fordism amd‘New Tourism” — smaller-scaled,
more personally tailored travel - were discussedlbyley and Robbins (1995: 27) and by
Mowforth and Munt (1998: 26 - 27). To Crang (1998 elite must always find new
locations, “uncontaminated” by the masses — ana@hwvbarry sufficient symbolic capital,
guaranteed, for example, by the difficulty in gagtthere (also see Urry, 2002: 86), further
suggesting that such criteria are required asdistins of one’saste as well as affluence.
Urry (2002: 59) pointed out the countering trendhef “McDonaldization” of elite
experiences, indicating the wide provision of segsiprovided under conditions of profit
maximization. Service is a predominant theme imdradvertising, involving the
“commercialization of human feeling” (Urry, 20028,3%2-4; Morgan and Pritchard, 1998),
with more recent emphasis on the quality of inteoas the tourist has with service
providers. The tourist could become almost “chikd’l in terms of having all of his/her

needs addressed (Urry, 2002: 91).

Urry (2002) noted an increase in the prestige-eeladurist demand for what he termed the
“romantic gaze”, entailing an emphasis on a sefiseldude, and another was in gazing
upon ever-more magnificent scenery. Pritchard aadtl (2006) also indicated that, in
destination-specific tourist feedback, environmefatetors such as natural scenery, flora and
fauna were ranked as highly important in termsw&frall tourist satisfaction. Urry (2002: 84)

also distinguished the tourist’s preoccupation wiltf-actualization or “me-ness”, discussing
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prior work of Ehrenreich (1982) on the contempoffatishizing of self-involvement/interest
as manifested in self-indulgence, irresponsibibtyd “isolationist detachment”, also
formative of identity and elitism. In Chapter @Jiscuss whether or not the themes noted

above as in the literature were evident in thedradvertisements under scrutiny.

2.2.5 Placelessness

Hubbard, Valentine, and Kitchin (2004: 9) argueal thlace is becoming increasingly
important in an economy where image is everythimuvever, several works indicated a
decrease in the importance of notable identitiesdierism destinations (Crang, 1998;
Morley and Robbins, 1995; Urry, 2002; Boorstin, 2prang and Coleman (1999:10)
suggested that tourism was “an event that is atmoltlizing and reconfiguring spaces and
places, bringing them into new constellations dmatdfore transforming them”. To Urry
(2002: 38), the tourism industry is inevitably cagtipve, since “almost every place in the
world could well act as an object for the touriazg.” Noting the “Euro-centricity” in
tourism marketing, Morley and Robins (1995: 37) &uilge and Kitchin (2004) suggested a
tendency toward general de-territorialization areatalization, remarking on the enlisted
“enterprise of culture to manufacture differentthteban or local identities...”, although
geographers such as McDowell (1997) and Yeung (18@fiie that such claims have been
exaggerated. Crang (1998) and Urry (2002) furthggested that, “mass” often really
denotes “American.” To Urry (2002: 8), “... in theaseh for ever-new places to visit, what
Is constructed is a set of hotels and tourist sigmt is bland and lacking in contradiction.”

Turner and Ash (1975: 292) predicted that tourisoubd create “a small monotonous world
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that everywhere shows us our own image...the puo$tiite exotic and diverse ends in
uniformity.” Urry further noted the ubiquity of emaously powerful brands and logos (2002:
144). This literature conclusively suggested tlatgr interests in the realm of tourism
compete for discursive dominance (Echtner and Br&(03; Morgan and Pritchard, 1998).
As Hubbard, Kitchin and Valentine (2004: 10) pothteut, space and place are always in the
process obecomingand thus unavoidably caught up in power relatiding notion of

placelessness is pertinent to the travel ads wutatiny, as discussed in Chapter 6.

2.2.6 The Gendering of Tourism, Manifested in Marke  ting

The importance of gender-aware research in tounagsnbeen highlighted in academic
literature since the 1990s (Swain and Momsen, 2002an and Gibson, 2005;
Apostolopoulos et al., 2001, 2002; Henderson, 189dhter, 1994; Kinnaird and Hall, 1994,
1996; Swain, 1995; Aitcheson, 1996; Craik, 1997%ibson, 1996; Deem, 1996), with many
critiques of the gendered signs, symbols, mythsfantsies that the tourism industry uses to
market tourist destinations, and the ways in wihidse reinforce power relationships among
men and women. Insofar as gender roles are cultaratructions, the specific processes of
tourism are developed out of gendered societiescf{irar, 2003; Ridgeway and Correll,
2004; Wackwitz, 2003). This trend is highly appanarthe marketing of tourism (Pritchard
and Morgan, 2000a, 2000b; Hall and Kinnaird, 1994dtris and Ateljevic, 2003; Wearing
and Wearing, 2001). Small (1999:25) stated thatvgrg feminist scholarship in tourism
(e.g. Aitcheson, 1996; Craik, 1997; Davidson, 199éem, 1996; Kinnaird and Hall, 1994,

1996; Norris and Wall, 1994; Richter, 1994; Swdi®95, 1998, 2001) has contributed
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toward the reconstruction and reinterpretationroéaalysis of tourism from a gendered

standpoint.

Morgan and Pritchard (1998: 187) declared the netialck of image-based research on
gender and tourism. Cohen (1995: 418) argued ¢thanderstand how tourism mediates
existing power relationships, one must focus motenitly upon the largely overlooked “role
of sexual ideology in maintaining and reproducingse systems and structures.” Enloe
(1989: 41) more pointedly asserted that “the vémycsure of international tourism requires
the patriarchy in order to survive”, in her latesnk stating that tourism is infused with
masculine ideas about adventure, pleasure andithie e and that it also depends on

women for its success (Enloe, 2000: 20).

Urry’s (1990) notion of the tourist gaze has baamthier extended into the notion of what
has been termed a distinctively white, heteroseXuale gaze”, particularly manifested in
tourism marketing (Pritchard, 2001; Harris and fsat, 2003; Pritchard and Morgan, 2000;
Morgan and Pritchard, 1998; Richter, 2001; Weaand Wearing, 1996) — the suggestion is
that tourism industry representatives are bothetang and catering to an audience with
stereotypical white hetero-normative male tastgso&olopoulos and Sonmez, 2001, 2002;
Gibson, 2001; Pritchard, 2001; Harris and Atelje2i@03; and Wearing and Wearing, 2001,
1996; Westwood, Morgan and Pritchard, 2000; Kirchand Hall, 1994, 1996; Swain and
Momsen, 2002; Richter, 1995; McDowell, 1999). Lahhalvey (1989)also discusses the
“male gaze” as highly apparent in film. As Richt2®01) concurs, the impact of tourism

continues to socialize generations to the impodarfavhat men have done, while women
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are ignored, sexualized, or “immortalized on pastsanutcrackers and t-shirts” (also in
Richter, 1995: 154). Richter (1992), as well asrisde and Kothari (1994) argued that in
tourism advertisements, females’ greatest sigmfieas portrayed within the context of their
sexualized utility to male figures. Pritchard (2081) further highlights the male-oriented
idealization of certain roles and associations \m#sculinity and femininity, which tourism
advertisements reinforce in self-conscious constras (Johnston, 2001; Westwood et al.,
2000; Sirakaya and Sonmez, 2000; Morgan and Prd¢hi@98; Enloe, 2000; Valentine,
1993; and Kinnaird and Hall, 1996). Dickson et(2006) also noted in snowsport images the
dominance of stereotypical images which convey agactive and competent participants,

while women are often conveyed as inactive 'eyelgan

Akin to the notion of the male gaze, several awlfohrry, 2002; Morgan and Pritchard,
1998; Wearing and Wearing, 1996; Massey, 1994; @&ip2001: 24) referred to the role of
theflaneurin tourism —i.e., one who freely moves about spdxserving, without being
himself observed - as assigned to the male towtiser than the female. Her mere presence
in public may be viewed by some as transgresdiveptemise being that public space in
some societies is implicitly designated as maled@iday, 1991; Massey, 1994; Valentine,
1989). Several feminist geographers argued thdigsipace is encoded as both masculine
and heterosexually dominated (Duncan, 1996; Valenti993). Mitchell (2003) and Jackson
(1989) undertook related work on “structural inddies under patriarchal capitalism”,
exploring the domination of women in public andvpte spheres. Much of his focus was on
“women as bearers of gender, while men remainecgong of an unmarked category”

(Hubbard, Kitchin and Valentine, 2004: 197).
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A prevailing theme in much of the research on gemd®urism marketing and promotion
has been that the range of published images hashigiely gendered and, particularly with
regard to women, narrow, limiting and frequentlyssized (e.g. Pritchard and Morgan,
2000; Kinnaird and Hall, 1994; Morgan and Pritchd@98; Pritchard, 2001; Sirakaya and
Sonmez, 2000; Westwood et al., 2000; Foster anttBlgt1995; Rigsby, 2001). For
example, Western female tourists tend to be pattas bikini-clad or semi-nude at a spa, or
in settings where they may be easily defined iatreh to their positioning with a male as
part of a heterosexual couple and/or ‘mom’ in aifacontext (e.g. Bowen, 2002; Urry,
1990; Enloe, 1989; Richter, 1995; Pritchard, 2(Ritakaya and Sonmez, 2000; Dickson et
al., 2006; Morgan and Pritchard, 1998; Kinnaird &adl, 1994). Thus, despite prominent
references in post-feminist popular culture to fEenaitonomy and empowerment (Early and
Kennedy, 2003; Grimshaw, 2003; Harris, 2003; Inn2664; Kingston, 2004; Wolfe, 1997;
Dworkin and Wachs, 2004; Milkie, 2002), female &bars nevertheless continue to be
portrayed reductively in tourism-related marketieghtner and Prasad (2003), however,
found that heterosexist images of women in swirsguiedominated only for "sea and sand"

destinations, not for other types of tourism.

Selwyn (1992: 355) argued that even where womepanteayed in situations which may
be termed active and/or work-oriented, they atemtsented as passive and attractive
adornments to the tourism product, discussing by afa@xample, that tourist brochures help
to construct the myths and fantasies charactenstkey ideological features of western
culture, which include representations of men beaisgpciated with action, power and

ownership, while women are associated with belapginsomeone (also in Pritchard and
45



Morgan, 2000b, 2000a; Morgan and Pritchard, 1998ilarly, Sirakaya and Sonmez (2000:
361), in their study of state tourism brochuresiaboded that “women are portrayed
unrealistically — even if with little conscious amtt — in printed tourism advertising.” They
found women to be portrayed far more frequentl§traditional stereotypical poses”
indicating submission and passivity than were ngentending that this was a clear visual
manifestation of power relations in the contexgender relations. Such findings were
substantiated by Chambers (2000), ApostolopouldsSaimmez (2001), Kinnaird and Hall
(1994), and Oppermann and McKinley (1997). Weaand Wearing (1996: 231-2) further
distinguished that “gendered tourists, genderetshgendered tourism marketing and
gendered tourism objects each reveal power diftagbetween men and women which
privilege male views and which have significant aofs on tourism image and promotion.”
Swain (2002: 6), Jokinen and Veijola (1997), Ragekl Urry (1997: 17), and Selianniemi
(2002: 7) also suggest that a large proportiomofist experiences in general are presented

asengendered

Similar arguments regarding the use of sexuakterkotypical portrayals of women in
advertising as framed by the dominant white, hetxaal male perspective have been
similarly made in the fields of marketing, jourrsa, and in media and cultural studies
(Goldman, 1992; Fowles, 1996; Bolla, 1990; Coh&®12 Cortese, 1999; Dworkin and
Wachs, 2004; Frith, 1995; Ford, LaTour and Lundstra991; Goffman, 1979; Grimshaw,
2003; Heatwole, 1989; Klassen, Jasper, and Schwi93; Marshall, 1996a; 1996b;
McRobbie, 1997; Milkie, 2002; Miller, 1992; Reichacambiase, Morgan, Carstarphen, and

Zavoina, 1999; and Rhode, 1994). Morgan and Pritc(E098:188) point out that little
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research has literally been done on gendered toudentities ascribed to men. Goffman’s
(1979) seminal work on women’s magazines indic¢étatl photographs of women projected
desirable female attributes, such as youth, beaatyality and the possession of a man.
They also endorsed stereotypes of submissive, abwsinen and powerful active men
(Pritchard, 2001: 79). Goldman (1992: 119) statadyertising has historically signified the
commodity self by the visual abstraction of bodytgaWe are accustomed to equating
persona with unblemished components of the humdg-bonost notably the expressive
surfaces of the eyes, mouth and hands. And, okepéimerican media culture has
abstracted female breasts so relentlessly thatareegften treated as if independent of the
person who bears or 'wears' them.” According tes@m(2001: 38) and Aitcheson (2000),
the construction of masculine forms instead of ferme ones is a way in which male
supremacy is reinforced in society. Behaviour iocadance with assigned gender roles is
both expected and rewarded (Butler, 1990, 1993;HRar 2003; Ridgeway and Correll,

2004; Wackwitz, 2003; Cusack and Breathnach-Ly2003: 581).

2.3 Review of Related Literature on Female Traveler s

Little scholarship has been written directly abihg Western female traveler (Pritchard,
2001; Jordan and Gibson, 2005; Urry, 1990, 2002hter, 1995; Kinnaird and Hall, 1994,
1996, 2000; Morgan and Pritchard, 1998; Westwoal.eR000), particularly without focus
on her sexuality, in comparison to her alleged nemmland corresponding hard currency
(Apostolopoulos and Sonmez, 2001; Westwood e2@00). Nevertheless, numerous

Western women are reported to travel independenttyat is, without male companionship
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(e.g. Elsrud, 2005; Wilson and Little, 2005; Jordaw Gibson, 2005; Swain and Momsen,
2002; Westwood et al., 2000; , Pritchard, 2000; #iplmpoulos and Sonmez, 2001; Butler,
1995; Henderson et al., 1996; Morgan and PritcHE9€8; Richter, 1995; Swain, 1995;
Kinnaird and Hall, 1994, 1996, 2000; and Sirakayd onmez, 2000; Anastovassa, 2002).
A significant exception to this gap is the receiplishedTourism Review International
Special Issue on Female Travelersleased in December, 2005. Sirakaya and Sonmez
(2000: 353) further mentioned that women compr3% Bf the total global workforce, with
an increasing prevalence in professional and maneagepositions, and overall high levels
of education and economic independence. Timoth@X2240) noted that women traveling
for business comprise one of the fastest growintketaegments. Dole’s (2002: 53-57)
paper on women'’s travel magazines indicates howrtearoand travel’ became a “hot topic”
in the 1990s in North American popular culture. Shggested two reasons for this
development: business opportunities and unequivadalral expectations that markets be
gendered. Dole (2002) quoted Tom PeterSsarbes Magazinevho noted that women are a
“premier-business-opportunity-for-anyone-and-evae/o adding that 50% of business
travelers today are women. According to hotelmanketom (2005), all five travel
professionals speaking at a panel session of tineakthBusiness School Dynamic Women
in Business Conference stressed that female travate “a valuable market still waiting to
be served; that goes double when one considers wemm@bstantial role in organizing their
families’ leisure vacations.....Any company that urstiends its female travelers’
experiences and wisdom is likely to succeed.” YeeCanadian travel statistics organized by
gender are presently available. Butler (1995) mairdut that when gendered guest-host
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interactions are investigated, attention is commgilen to the women as the hosts rather
than the guests, and that when women are spokas giests in a country, what is
commonly meant are white, middle-class touristghase are the women with sufficient
time, money and desire to undertake travel (Bull®895: 488; Gibson, 2001: 21). Garcia-
Ramon and Albet i Mas (2002: 39) stated that, “nodshe research on women travelers has
been carried out by English-speaking authors origimgpeaking women travelers,” and

that this was the case in geography with very feeeptions.

Women as travelers are increasingly discussedlmadists, however (e.g. Aftosmis,
2004; Bond, 1999; Catto, 2002; Costello, 2001; &edez, 2001; Jacoby, 2001; Maxwell,
2003; McDaniel, 1999; Prasso, 2002; Smith, 200ayel + Leisurg2005 Women'’s Travel
Special”), and academicians. Theurism Review Internation§2005) special issue on
women travelers offered articles on women as acéimgaged travelers — for example,
backpackers (Elsrud, 2005; Obenour, 2005), or vimgriiboard ships (Jennings, 2005) -
although offerings on female travelers’ construdtkhtity remain limited. As Vavrus (2002:
166) in her work on media studies noted, the evayyes of women have become the
subject of a great deal of media examination, adrly in terms of a more recent emphasis
on “balance” in women'’s lives. Certainly women dhdir interests are given considerable
prominence in news media. For exampl®ME magazine in June, 2005 ran a cover story on
how many women are making the most of their “mid-tirises” to make desired life changes

(Gibbs, 2005).
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While the academic study of independent femaleeteas dates well before Victorian
times (Robinson, 1990; Pratt, 1992; Mills, 1994gaarch on contemporary women began in
earnest only a decade and a half ago. In the wabtd years, five edited volumes
specifically on women and tourism have been pubtistKinnaird and Hall, 1994; Swain,
1995; Apostolopoulos et al., 2001; Swain and Mom2602; as well as thEourism Review
International Special Issue on Womé&recember, 2005). These have covered broad-ranging
subjects from “romance” tourism (e.g. Dahles anadsB2002), to possible travel motivations
(e.g. Gibson, 2001), to the frequent underlyingrtbef less favourable treatment for women
by virtue of gender, to solo female travel (e.guUdl, 2005; Jordan and Gibson, 2005). Each
volume’s authors lamented the dearth of more ce@@ndormation on female travelers.

Nonetheless, what follows is a summary on availableces.

2.3.1 References on Women'’s Travel Motivations

Several authors refer to women'’s travel motivatiasgpotentially differing from those of
males (Gibson, 1998; Gibson and Jordan, 1998; Apmsbulos and Sonmez, 2001; Kinnaird
and Hall, 1994; Wearing and Wearing, 1996; Small2@ollins and Tisdell, 2002;
Hashimoto 2000). The common argument is that nted@el more to explore and conquer,
whereas women travel more for self-actualizatieff;@evelopment and a spiritual quest for
authenticity. Several authors contended that theséder differences hold true even when
men and women are visiting the same place (WeamgWearing, 1996; Apostolopoulos
and Sonmez, 2001; Anastassova, 2002: 70-71; Ma&lla@002: viii; Dole, 2002; Kinnaird

and Hall, 1994; Garcia-Ramon and i Mas, 2002: 50-Sivain (2002: 7) also noted that
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writings in travel publications appear to confiln@$e same constructs - i.e., female “self-

discovery”, as opposed to “male empowerment”.

Anastassova (2002: 70) suggested that destinatientsn by the female tourist is
dominated by social and intellectual componentselsas “opportunities for contacts with
local way of life”, while male tourists are motieat by competence-mastery and intellectual
components. According to Small (2002: 29), womgpeholidays in which there is “a
socially harmonious environment where everyoneettirgg on well.” Gibson and Jordan
(1998a; Jordan and Gibson, 2005) also suggestéethtieating people on the road” and
interacting with local people are critically impant for solo female travelers. A central
feature of this suggestion is that contemporaryistalin general want to gaze, but they also
want to feel that the object of that gaze alsonjbe “exchange”. (The numerous
guidebook images of local people smiling at the ea@mmply that this may indeed be a

widespread sentiment amongst tourists of eithedgehn

Mills (1994) argued that, since women do not es¢hpeneocolonial ideologies of their
own cultures, female tourists believe to some extetheir own superiority when overseas
(Davidson, Jones and Schellhorn, 2002: 210). B{aR82: 56) further suggested that
western women’s acceptance of their own superitwityomen from other cultures diverts
them from their own subordinate position to mene@riticism of the above
characterizations is that they tend to stereotyjik lmen and women, and to reduce
complexity and ambiguity to a few variables that easily be framed within the context of a

research study.
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2.3.2 Marketing To Female Travelers

Where women patrons are the specific target markieturism advertising, Richter (1995:
152) noted the more frequent promise of physigadi;npering environments with “excellent
shopping.” Kinnaird and Hall (1994, 214) statedtttamily-oriented entertainment, as well
as shopping as a leisure pursuit, are often matketeard female tourists in their assumed
role as caretakers of the family. Advertisementseweported to frequently depict Euro-
American women in images of passive and indulgetitvities, such as lying in a spa or
swimming pool. A recurrent point made in the litera was that much advertising directed
toward and/or featuring female travel consumergioaoas, as it did over half a century ago,
to reductionistically focus on the theme of womerbadies to be consumed for viewing, or
as appearances to be worked on —ingproved with a predominating focus on the ‘fecund’
age bracket (Urry, 2002; Morgan and Pritchard, 1$98chard and Morgan, 2000b;
Sirakaya and Sonmez, 2000; Westwood et al., 20003.point may be a critical one to this
study since, as pointed out by Seddighi et al. 20@organ and Pritchard (1998), and

Kinnaird and Hall (1994), consumer perception cailly shapes travel behaviour.

Diverging from this perspective, Rose (2001: 194)2fbted that different viewers will
perceive advertisements through the varying leng#®eir own individual experiences and
tastes; thus no advertisement can convey one sionpleambiguous message. By way of
example, Marshment (1997) disputed that holidaghwmeoes emphasized a sexual sell despite
the regular appearance of female models in bathitg. She found other variables to be
important, such as the nature of the destinatibesiselves, sorted by socio-economic class

or sponsored activities. She suggested that tlmeamnan the swimsuit was often portrayed as
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a fit and wholesome family mother, rather thanh&sabject of an imaginary sexualizing

male gaze, further arguing that female models wiettg#bing appears provocative to some
viewers might appear “fashionable, free, and exgitio others (Marshment 1997: 21).

Thus, she argued that it may be premature to cdadhat all women find these advertising
images completely unfavourable — particularly iEamere to make age-based comparisons of

consumers (similar to Bowen, 2002).

Several authors profiled Western female touristsy$ing specifically women who travel
independently (e.g. Jordan and Gibson, 2005; GilhsadnJordan, 1998; Wilson and Little,
2005; Elsrud, 2005), although specifics were lichité/alker, Valaoras, Gurung and Godde
(2001: 212) noted that while many women travel \ligir partners and children, the
motives and experiences of these women are qufereht from those of women traveling
by themselves. Deem and Davidson (1996) arguedubiaien traveling with families
frequently do not get a domestic break. Gibson 12@3) found that single and childless
women actually take more overseas trips than doewowith children, as the presence of
young children in a family is a strong deterrentrevel. She also noted that working women
travel more frequently than do non-working womengmay presume for economic
reasons), making the former more “valuable” tottgel industry. Little was written about

women traveling without men but with their children

Hottola (2002) and MacCannell (2002: ix) reporteattsometimes women traveling alone
appeared to be sexually available to local mene&eb on “romance tourism” — the practice

of Western female tourists having sexual relatigyskvith male tourists or local men is a
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prominent theme in tourism scholarship on gendey. (dottola, 2002a; Meisch, 2002, 1995;
Momsen, 1996; Dahles and Bras, 1999; Pruitt andritafl995; Dahles, 2002; Ryan and
Kinder, 1996; Garcia and DeMoya, 2001; Jeffrey@99Karsch and Dann (1996: 179)
suggested that to destination locals, “the whitedie tourist stands as a symbol of escape
from the drudgery of the Third World and accesa tietter life.” In the context of the
developing world, Gibson (2001: 22) argued that imfigrence is specifically to white
middle-class female tourists, since they are thg ames with sufficient time and money, as
well as desire, to embark upon such a journey.f@led that, when seeking to understand
the gendered experiences of tourists, it is ctitwadopt a pluralistic perspective that
acknowledges the interaction between gender, cé&gs and nationality to the extent that

these influence the experiences of the femaledburi

Collins and Tisdell (2002: 133) noted gender asagoninfluence on overall travel
demand, concluding that women traveled more feule than for business purposes. Walker
et al. (2001: 212-213pentioned the participation of women in athletit\attes while on
vacation, arguing that to some women, such padi@p represents a process of resistance to
gendered norms that may inhibit them from beingracbutdoors and independent of men
back at home in their own communities. They furtheted the existence of women-only
tours and adventure-based groups as both a chalerya compromise to gender
stereotypes. More recent references to women asqalfly active vacationers included

Elsrud (2005) and Jennings (2005).
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Caballero and Hart (1996: 10), Small (2003) anch&tand Nichol (1999) noted an
increase in the number of “mature” female tourist&r 55 years of age. Such “21st century
tourists” were noted as “market-conscious, expeadnwell traveled... demanding value for
money and something more than just ‘mindless hetohi(Caballero and Hart, 1996: 11).
They added that this mature female tourist reptesein Europe alone 52% of the traveling
population, and that, with this proportion on aald¢ rise with aging baby boomers, it was
hardly a demographic that an industry concernel itstown economic growth can afford to

ignore.

Smith (1979) stated that women were taste-maketslaminant travel decision-makers
twenty-five years ago. Her arguments were morentécsubstantiated by Zalatan (1998),
Pearce (1989), Pritchard (2001), Sirakaya and Ser{8390), and Small (1999). A recent
article specifically for female travelers Tmavel+Leisure(October, 2005: 71) stated that
women are responsible for 80% of travel decisioagen This claim contrasts with previous
suggestions that women traveling in couples andlyagroups are frequently still burdened
with domestic chores, in a way their male countegpare not (Selianniemi, 2002; Small,
2002; Davidson, 1996), as well as MacCannell’s 2@%) allegation that males enjoy more

power in a decision-making capacity once the vaodtas commenced.

In searching for writings on women and travel sgfehoted an increase in research on
travel safety in general since 9/11, but in a nenetgr-specific way. The authors sought to
address the heightened concerns of travelers hanelftects on the industry (e.g. Cavlek,

2003; Kinsbury and Brunn, 2003; Wulf et al., 2063]lon, 2003; Fisher, 2003; Lepp and
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Gibson, 2003; Floyd, Gibson et al., 2004; Hender2003). Little reference to travel safety
as a specific concern to females appeared, beyadélgpok sections for women, the
exceptions being Chasteen (1994); Walker et aDX2014); Jordan and Gibson (2005); and
Gibson and Jordan (1998a, 1998b). Some hotels pittenmitigate female tourists’ fear of
sexual harassment or assault through improved ketelrity, rooms for solo women located
by the elevator, and programmable keys, alongsiderore female-friendly skirt hangers,
full-length mirrors, hair dryers, and complimentégybble bath (Richter, 1995). Richter
(1995) suggested that women'’s personal safety coseeay account for travel advertising
specifically directed to female tourists that foesisipon sheltered spa holidays that offer few

opportunities for adventure.

2.4 Research on the Commercial and Discursive Hegem  ony of Media

Magazines and advertisements are far-reachingumsints of discursive commercial
power (Dworkin and Wachs, 2004; Milkie, 2002; McRak 1997; Williamson, 1978;
Goffman, 1979; Mellinger, 1994; Sirakaya and Sonm2€00; Wolf, 1997). Walker (2004
32) argued that, “the culture industry, encompagalhforms of mass culture, media and the
businesses behind them, makes up such a totaystgm that some have argued it is
literally impossible to rebel against it.” O'Bart994), Fowles (1996), Kotler (2002),
Goldman (1992), Williamson (1978), and Goffman (@P&ach observed that advertising
offers a highly selective and edited view of sogi@thich serves to “assist” the consumer in
“understanding” social realities that the cliensiaes the consumer to accept. Others

acknowledged that hegemony of both discourse amifitpwere kept within the control of a
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relatively small few — for example, multinationarporations (Mowforth and Munt, 1998;
Kothari, Kinnaird and Hall, 1994; Apostolopoulosa¢t 2001; Morgan and Pritchard, 1998;
LexisNexis Advertising RedbopRE05). Vavrus (2002: 3) suggested that the media
construct particular views of the world, and “thgbucontinuous interactions with these

views, we mold and shape our own perspectives aadtations toward reality”.

Crang (1998) argues that this power hegemony wittiermedia implies one voice or
perspective, which in turn influences disseminatiofiparticular cultural projections — such
as widespread images of what female travelerseaty like, and in what they are interested.
As discussed by Crang and Coleman (2002), whouated and who is excluded from the
discourse will depend on what is chosen as sigmfienough for representatiddworkin
and Wachs (2004: 613, reviewing Herman and Chonsd&8) outlined that a small number
of corporations own, produce, and distribute méshe content in newspapers and
magazines: “the maneuverings of multinationalstliimé number of texts and ideologies that
are presented to a mass audience”. Other autham\blpostulated that magazines are first
and foremost commercial endeavors (Vavrus, 200@; Wilkie, 2002; McRobbie, 1997;
Dole, 2002; Wolf, 1997), existing for the purposeacting as spaces in which advertisers can
market their products to a large target audienamosumers, notably women. Travel
advertising, like any other form of advertisingjst to further commercial interests (i.e., to
sell goods and services), often by featuring aexlgr idealized person with whom the
consumer may identify or (even if unconsciouslyigsto emulate (Sirakaya and Sonmez,
2000; Westwood et al., 2000; Morgan and Pritcha0@1; Pritchard, 2000; Goffman, 1979;

Williamson, 1978; Fowles, 1996; Wolf, 1997).
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2.4.1 Profit Orientation and Women

Not all authors were moderate in their conclusioha distinctive gender bias in
advertising. Wolf (1997: 18), for example, argukd éxistence of an economic imperative to
maintain a certain state of insecurity in the feemansumer, in order to keep her buying
products. Vavclus (2002: 3); Fowles (1996); Bollag0); Cohan (2001); Cortese (1999);
Dworkin and Wachs (2004); Ford, LaTour and Lundst@991); Fowles, 1996; Goffman
(1979); Grimshaw (2003); Heatwole (1989); Klasséasper, and Schwartz (1993); Marshall
(1996a; 1996b); McRobbie (1997); Milkie (2002); Mi (1992); Reichart, Lambiase,
Morgan, Carstarphen, and Zavoina (1999); and Rit@@4) similarly suggested that
sexualized and/or stereotypical portrayals of wommtinued to predominate in advertising
images. Gender stereotyping was intertwined wighitahsm and the notion of elitism. For
the consumer to achieve the idealized state depictadvertisements, spending money is
not simply encouraged; it is mandatory. Thus, thenection between how women are
idealized and portrayed in popular media advertesgsand underlying commercial interests
is unambiguous (McRobbie, 1997; Milkie, 2002; Dwiarknd Wachs, 2004; Sirakaya and
Sonmez, 2000; Morgan and Pritchard, 2000; WestwBdtthard and Morgan, 2000; Enloe,
1989; Chambers, 2000). Dworkin and Wachs (2004) 688erted that “feminist researchers
have noted how corporations have successfully caiifirad the empowerment messages of
feminism and sold these back to the target dembgragho benefited most from these
gains, warning that “one must be cautious of aaitcheers for ‘choice’, ‘control’,

‘strength’, and ‘having it all’, whether this isgscribed to women in the public or the private

realm.”
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Some scholars did note the lack of clearly gend@adeld opposition: numerous women
have risen high in corporate and management htgesrcincluding in advertising (Sirakaya
and Sonmez, 2000; Apostolopoulos and Sonmez, Zitthard, 2001). | suggest that the
term “patriarchy” may more accurately be interchethgith “the multinational corporate
establishment,” since fewer CEOs of major compaaiedfemale. Morgan and Pritchard
(1998: 188) and Reichart, Lambiase, Morgan, Cagsktar, and Zavoina (1999) suggested a
recent more egalitarian shift in media portraydlsnen and women, including an emergent

mass market for men’s grooming products and areasing emphasis on male appearance.

Sirakaya and Sonmez (2000: 353) argued that theamad-or public opinion and long-
term changes in societal norms and values, andhidnes begun to reflect the transformation
of women'’s role in society. They asserted that waykvomen represent a target audience
for various promotional messages, and that it weldeasonable to expect ads to portray
women in their newly defined positions in postmedsociety. However, Sirakaya and
Sonmez (2000) concluded that women in mass medi@nce to be portrayed in “traditional
stereotypical” roles. Crang (1998) and Morgan anttifard (1998) also asserted that the

media actually lags behind reality.

Several scholars substantiated this lag behindyealcommenting upon the lack of
representation and the failure of the tourism itgu® recognize and woo several
potentially lucrative market segments, such asogemgumers (Clift and Forrest, 1999;
Johnston, 1999) and the elderly (Morley and Rolif95; Richter, 1995; Westwood et al.,

2000; Caballero and Hart, 1996; Apostolopoulos &admez, 2001; Gibson, 2001). These
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groups are the fastest growing population segmiehieospending market (Morgan and
Prichard, 1998: 129). The United States is on@@fworld’s key tourism generating
countries; and with a population nearing 300 miljitt is an extremely ethnically diverse
market; yet the dominance of the white consumeiaresnbarely challenged (Cai and
Combrink, 2000; Morgan and Pritchard, 1998: 96Missing from much discussion in the
literature is the “subaltern” tourist who is notitety middle class, heterosexual or young.
This vacuum contradicts Nash (2004: 467), as weBisakaya and Sonmez (2000:355, 353),
who argued that marketers are constantly tryingaio competitive advantage in an “ever-
changing market” by honing in on evolving niche keds. Morley and Robins (1995: 15)
noted that, where profitable to do so, global congmwill respond to the demands of
particular segments in the market. Morgan and IRait (1998: 117) suggested in contrast
that historically disenfranchised groups such amam gays, seniors, and ethnic minorities
are becoming new targets of the tourism industhys Trend, both the latter sets of authors
argue, reflects both the saturation of the markeghnd also the fact that these groups are
gaining a greater voice and becoming more visibléhe quest for ever expanding profit
margins, market segmentation is not only a somaittd marketing technique (Nash, 2004;
Morgan and Pritchard, 1998), but also as a proitegser underpinned by power

relationships.

Vavrus (2002: 176), as well as Milkie (2002), McRab(1997), and Dworkin and Wachs
(2004), noted how “editors of ... magazines routirtelgak, alter, and eradicate stories that
might alienate advertisers”. Advertisers may detae placement of stories in women’s

magazines to produce a seamless flow between adsrtcles (Milkie, 2002; McRobbie,
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1997; Dworkin and Wachs, 2004). Editors reportexdlitulate in order to continue to attract
advertisers (Wolf, 1997: 77-8) and thus, as VayR@®2: 176) puts it, “to reproduce the
commercial imperative of their industry”. This asgation was noted by Milkie (2002), who
interviewed ten editors of “girls’ magazines”. Slegealed an ongoing struggle over altering
the “narrowing views of femininity at the organirettal and institutional levels; the
advertisers, however, were winning, despite ca@maa@ qualms experienced by the staff
regarding, for example, emaciating depictions afngpwomen presented as the attractive
norm or status quo.” Morgan and Pritchard (1998:a4S0 discussed “the very real tensions
which underpin the relationships between the atherd (the client), the advertising agency,

the market research company and the consumer.”

2.5 Research on Advertising

Frith (1995: 185) suggested that an advertisensambth a marketing tool and a cultural
artifact, arguing that “by using critical methodsgel deconstruction we can begin to undress
advertising and see the role ideology plays in sttpadvertising messages.” She further
suggested that as cultural artifacts, advertisesr&mpe human consciousness and reflect the
values and mores of a society (Frith 1995: 194A6¢ording to Frith (1995), Goldman
(1992), Fowles (1996), and Morgan and Pritchard@20advertising aims to sell products to
target consumer-audiences by appealing to thenactexistics, values and desires. Bowen
(2002: 4) specified that tourism advertising igYiad at potential tourists in order to sell
them tourism and related products through imagélerhselves ..which incorporate ...

dominant cultural ideology.” Sources on advertidengely supported works discussed in
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Section 2.3 on the media regarding hegemony amdualise, as well as a noteworthy gender-
based imbalance within the medium of advertisingld@an, 1992; Tellis, 2004; Shields,
2006). Crang (2003: 257) theorized that advertipimmgluces an authoritative discourse by
hiding the marks of its production. Rules for itgerpretation and categorization are written
into the spatial order of objects in ads, to diyidassify and specify objects of knowledge,
also determining the amount of attention each adoammage gets (Crang, 2003). Morgan
and Pritchard (1998: 26), similar to the advergsscholars noted above, specified that image
promotion is concerned with transferring meaningpaproduct throughepeated image

association.

Fowles (1996: 37) discussed in greater detail hoyvaalvertisement is the product of
contesting forces. The final execution of an adsement is usually a compromise between
the wishes of the cautious client and the creatdseertising agency (also see Morgan and
Pritchard, 1998: 52). As suggested by both Urnp@@&nd Coleman and Crang (2002),
tourism advertising (like other forms) sells andrdatizes dreams and aspirations rather than
realities. Morgan and Pritchard (1998: 53) argumedyever, that most tourism advertisers
spend most of their working lives acting on beliafsl information about popularized
constructs which are outdated. O’Barr (1994: 7) alsnsidered that the views of the

consumers or audience of advertisements are “jarmgatcessible and rarely sought.”

Similar to Urry (2002), Fowles (1996: 94) arguedttbommodities exist as purchasable
social markers, by which the purchaser construesgeld signals. He argued that advertising

exists more to stimulate consumption of commoditested to external indicators of

62



outward social appearances than to address longfrtge inner emotional self. Fowles
(1996: 152) highlighted how the relative classlessmof American advertising does not
reflect social reality, for “every American senseat different social classes do exist”,
further discussing how any advertisement may oyeartbeal to the individual consumer
while repelling the masses (1996: 94). He suggdbi@idthe designer of an advertisement
strives to sell a commodity to many buyers but geces that sales can only happen on an
individual basis; thus s/he aims to employ imagenych, while in reality “denying” the
individual, appears to speak to him- or herselhald~owles noted that to have the greatest
chance of overcoming resistance, the messages afdtfertiser must be constructed so as to
make fullest contact with the mind of the consumather suggesting that the human mind
has two components of interest to advertisemeiatare: one governs the individual as a
social creature, and the other houses basic itstimepulses, drives and needs. Fowles
(1996: 93) argued that the most successful aduggtgill incorporate symbolizing appeals

to both.

Goldman (1992: 34) drew a stronger correlation lkeetwadvertising and economics,
noting that, “advertising is a form of social piaetinsofar as corporate profitability and
control over markets relies on the existence afii bnvironment which presupposes
commodified relations, such that the world depigteddvertisements comes to be thought of

as the only possible world.”

Several authors of articles in available industiplrations pointed out that women as a

market are ignored at the advertisers’ own perilriGhaw, 2003, 2004;
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hotelmarketing.com; Miller, 1992; Apostolopoulosig@onmez, 2001; Westwood et al.,
2000; Morgan and Pritchard, 1998). Grimshaw (2@)3for example, highlighted in an
advertising industry publication how the women’s€o-30 market” was “finally broken

into” (i.e., penetrated). The lucrative new tangatrket of “middle youth” was also discussed
in advertising industry literature - these beingldie-aged women, aged 30-59 years old
(Grimshaw, 2004; hotelmarketing.com 2005). Ford d@ompany, as early as 1987,
decided to no longer run ads unless they appealbdth men and women (Salmans, 1987).
Cosmopolitan Magazinkas long remained the largest selling women'’s iziagaallegedly
due to its emphasis on “women getting the beshaif relationships, their jobs and their
lives” (Carter, 1997). Today African American wonmaso attract “additional advertising
dollars”, in recognition of their market status ({an, 2000; also Morgan and Pritchard,

1998).

2.5.1 Gender in Advertising

Advertising is often highly gendered, and the wayvhich this occurs may reflect a power
imbalance. According to Sut Jhally (1990: 135), filodern