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Gender and Consumption (GNSE 23129, SOCI 28090): Syllabus 

Class meeting time: T, Th 2:40 – 4 PM (remotely; see Zoom link on Canvas) 

Lecturer: Yaniv Ron-El, PhD Candidate, Department of Sociology (He/Him/His)  

e-mail address: yanivr@uchicago.edu  

Office hours & location: Tue 4:20-6:20 PM by Zoom / TBA, or with appointment (by email) 

 

Course rationale:  

This course explores the history and sociology of modern consumption with a focused outlook 

on gender. It is this course’s contention that the two subjects are inseparable: modern 

consumption has been gendered from the onset, and it is impossible to understand it without 

addressing its relation to gender. Likewise, to discuss the history of gender and of the feminist 

movement in modern societies, it is essential to read it within the context of consumer culture 

and consumer capitalism (and capitalism more generally). More specifically, the modern 

separation of the economic functions of production and consumption has developed parallel to 

cultural binary division of male and female (as well as to other dichotomic categories) and since 

the 19th century in the West, consumption has been intensively gendered – specifically, encoded 

as female or feminine – while the categories of “consumers” and “women” have been perceived 

as largely overlapping. At the same time, precisely the emphatic way in which consumption has 

been gendered, allowed these sharp dichotomies to be challenged from the onset, in various ways 

that traversed the separate spheres and transcended their superimposed boundaries: sites of 

consumption were among the first to provide “dignified” employment opportunities for women 

and the first legitimizers of the public appearance of women; the strong affinities between 

consumption and gender identification allowed for practices of consumption that subverted and 

playfully undermined gender identities; and women as consumers have long understood the 

potential  the status of consumers for political claim-making, and were at the forefront of 

consumer activism – to name a few examples.  

The course will ask questions such as: What are the sociological and political meanings of 

consumption and how it has been gendered? How did consumer society and consumer culture 

develop in light of gendered practices and ideologies? And what are the models to challenge and 

change these institutions and their gendered reality? Emphasizing a historical perspective, the 

course will explore the relationships between gender and consumption through the lenses of 

sociological categories and concepts such as identity, commodity, status, and class, and through 

the mediation of social-psychological and cultural phenomena like exchange, competition, 

desire, power, and space. 

Course Requirements and assignments:  

Attendance and participation in class discussion; Reading, posting 3-5 reading-responses to 

readings (on Canvas), and presenting a reading in class at least once (and maximum twice); 

coming to office hours at least once during the quarter; two middle assignments (potentially 

collaborative), a final assignment.  

 

mailto:yanivr@uchicago.edu
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Grading: 20% Class Discussion  

30% Reading responses + presentation(s) on reading  
- 20% for 5 responses + 10% for 1 presentation OR  
- 12% for 3 responses + 18% for 2 presentations.  

50% Assignments: mid-term assignment(s) + final 
- If you’re not graduating this quarter, choose between:  

o One mid-term (20%) and a final assignment (30%) OR 

o Two mid-term assignments (10%+25%) and a final assignment (25%) 

- If you are graduating this quarter, choose between:  

o Two mid-term assignments (10%+25%) and a final assignment (25%) OR 

o Two mid-term assignments (14%+24%) and a shorter final evaluation (12%) 
 

Attendance and participation: The class relies on discussion, so your active participation is essential. 

I expect you to attend and participate in all classes, come to class prepared to discuss the readings of the 

day (the response papers should help you with that, and that is their aim). Participation in class discussion 

will contribute 20% of your grade. The criteria for grading will be the degree of contribution to discussion 

in class, the relevance of comments to the text or the questions at hand, and the manner of discussion and 

of responding to others.  

▪ I realize that not everyone is equally comfortable speaking up in class (especially with the Zoom 

format). Nevertheless, it is a necessary part of your academic and civic education to at least partially 

overcome this discomfort. If you feel consistently hesitant to talk, come see me in office hours: first, I 

want you to inform me of your particular challenge. Second, if necessary, we can work on ways to 

make you feel more comfortable. We can also talk about adjusting your grade composition so that 

participation would be graded in other ways (such as additional Canvas assignment) – but you are still 

expected to participate.   

▪ In the goal of encouraging engaged participation, and recognizing that not everybody feels comfortable 

speaking via Zoom, I will also count additional posts on the discussion-board (see below) as class 

participation. That is, posts that are beyond the five required. These should not be posted necessarily 

before class – they can be posted after, in response to others’ questions, or as general comments.  

▪ My goal is for all students to feel included in the course. While I encourage lively discussion, I ask that 

everyone maintain respectful attitudes toward their classmates’ viewpoints. Disagreement and debate 

facilitate engaged discussion. I see heated discussions as a good thing – yet there’s a clear difference 

between heated discussion and animosity. I am accessible via email and office hours to address any 

concerns that may arise. 
 

Attendance requirement: Quarters are brutally short, and recurring absence will have detrimental effects 

on class dynamics and on your level of involvement in the course. Up to three absences will be excused if 

brought to my attention before class. Absence of more than three classes should be justified only by 

special circumstances and with supporting documentation + a note from your academic advisor.  

Class presentation and reading-responses:  

Reading responses: You will be required to submit five (5) reading-responses on the discussion-board on 

Canvas, starting on week 2. The reading responses should be uploaded by midnight the night before class. 

The timing is to your choice, but no more than one response per week. These should be short – a paragraph 

or two, and no more 400 words. They should be phrased, largely, as a question. Pick from the reading 

item(s) an issue or a couple (you will likely have no place to discuss more than that), and ask a question(s) 

about them. These can be points you found hard to grasp in the text / issues where you disagreed with the 

author’s argument, or found it less credible and you want to pose a challenge to it. Each response rewards 

4% (together: 20%).  
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You have an opportunity to get my feedback on your first response paper in office hours – please submit 

the response paper prior to coming to see me for the first meeting in office hours. If you want specific 

written feedback on later response papers – please mention it in the paper. 

In addition, starting in week 2, each student will be required to present at least one reading item in class. 

Class presentation on reading items: Starting in week 2, each student is asked to present a reading item. 

The presentation should summarize the reading, engage with it critically, and bring up questions for class 

discussion. It should not exceed 10 minutes (per a reading item). In some cases, I will ask you to meet with 

me prior to the presentation in class, in order to guide you. You are encouraged to work on the presentations 

collaboratively with the students who signed for other texts from the same week, and bring the texts into 

conversation and present them together. The class presentation equals 10% of the final grade.  

Optional additional presentation: You may opt for presenting a second time in class – if you do so, this will 

count as two reading-responses (meaning that you will have to submit only 3 reading responses, and you 

will receive 9% for each presentation). 
 

Office Hours meeting: The Office Hours is not a “requirement” but an institution that is meant for your 

benefit. You should make a habit of using Office Hours throughout your college studies. In order to 

strengthen such a habit, and to get to know you better, I request that each of you will come meet me during 

Office Hours during the first four weeks of the quarter (if you can’t make it to regular O.H. time – email 

me). One meeting in office hours is a requirement to pass the course (you are obviously welcome to more!)  
 

Assignments: There will be two mid-term assignments – for those who are not graduating this quarter, 

one of them will be optional – and one final assignment. Specific prompts and instructions will be given 

to each of the assignments separately. The grading of the assignments is increasing in terms of weight. 

This is intentional, to allow a learning curve. These assignments in total constitute 50% of your grade. 

Grading criteria will be specified in the prompts, but generally will be: argumentation, evidence, writing 

(clarity and eloquence), and creativity.   

▪ You are allowed – and encouraged – to work collaboratively, in groups of up to 3 people. The 

prompts will give you an option between experiential work and more traditional essay-writing. The 

collaboration should make it easier for you to engage in experiential assignments.  

▪ Late assignments will be marked down. For the two mid-term assignments, you have a one-day grace 

period, in which no marking down of late submissions will occur, if you notified me prior to the 

deadline. No reasons are required – just let me know you’re handing it in late. Any later extensions to 

the deadline, and any extension requests in the final assignment, should be requested well in advance, 

and with reasonable justifications. Unjustified or unannounced late assignments will be penalized in 

grade. The grade marked down will be in correlation with the overdue submittal of the assignment.  

▪ Your papers should be original. Plagiarism is, essentially, using another’s work without giving the 

right credit. Plagiarism is not accepted, whether intentional or inadvertent, and plagiarism in your 

papers will be dealt with seriously - penalized in grade, and if need be, handled disciplinarily through 

the proper institutional channels. For more on plagiarism, see the Additional Resources section at the 

end of the syllabus. If you are not sure, consult these sources.  
 

A note on contents: While I do not anticipate that the contents of our class will be substantially 

disturbing, I cannot preclude that some of the materials that we will be discussing might be disturbing, 

perhaps even traumatizing, to some students, especially as some of the materials make (usually general 

and not explicit) references to sexual harassment or violence, and to occasionally to non-conventional 

body images. If you suspect that specific material is likely to be emotionally challenging for you, I’d be 

happy to discuss any concerns you may have before the subject comes up in class. Likewise, if you ever 

wish to discuss your personal reactions to course material with the class or with me individually 

afterwards, I welcome such discussions. If you ever feel the need, for these reasons, to ‘step out’ during a 

class discussion, you may do so without academic penalty.   
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Course Structure and Reading Items: 

All readings will be uploaded on Canvas, unless otherwise mentioned on the syllabus/in class.  

 

PART I – INTRODUCTION: FEMINISM, CAPITALISM, CONSUMERISM 

As a backdrop to our class’s later focus on the sociology of consumption from the perspective of 

gender and sexuality, in this introductory part we will read a couple of canonical feminist texts, 

to familiarize ourselves with the narrative of waves of feminism and their contents. Through this, 

we will explore the connection between feminist thought, consumer culture and capitalism.  

Key-terms: feminism; first/second/third(/fourth)-wave; consumer culture; neoliberal capitalism  

 

Class 1 – 3/30/2021: reading items 

Friedan, Betty 2001 [1963]. “The Sexual Sell,” ch. 9, pp. 207-232 in: The Feminine Mystique. 

New York: Norton & Co.  

Baumgradner, Jennifer and Amy Richards. 2000. Manifesta: Young Women, Feminism, and the 

Future. (10th anniversary ed.) New York: Farrar, Straus and Giroux. “Prologue: A Day Without 

Feminism”, pp. 3-10 & Ch. 5: “Barbie vs. the Menstrual Kit,” pp. 169-177, 195-201.  

 

Class 2 – 4/1: reading items 

Valenti, Jessica. 2011. “SlutWalks and the Future of Feminism,” Washington Post, June 3, 2011. 
https://www.washingtonpost.com/opinions/slutwalks-and-the-future-of-feminism/2011/06/01/AGjB9LIH_story.html 

Fraser, Nancy. 2013. Fortunes of Feminism: From State-Managed Capitalism to Neoliberal 

Crisis. London & New York: Verso. “Prologue to a Drama in Three Acts,” pp. 1-7, 16-19. 

Evans, Elizabeth and Prudence Chamberlain. 2015. “Critical Waves: Exploring Feminist 

Identity, Discourse and Praxis in Western Feminism,” Social Movement Studies 14(4): 396-409. 

Read only pp. 396-398 and the paragraph at the bottom of page 399.  

 

PART II - SPACES OF CONSUMPTION 

We start our foray into the sociology of consumption through engaging with the concept of 

space. In this section, we will look at spaces and locations of consumption. We will learn about 

the separate spheres ideology, how it relates to the separation between production and 

consumption, and how it was challenged by the emerging consumer culture in the early twentieth 

century, and the mass consumption republic in the later half of the century. We will answer 

questions such as: How do the concept of space, and specific locations, affect practices and 

meanings of consumption? How have sites of consumption changed over time? In this section, 

we will also look what are the characteristics of non-Western consumer societies.  

Key-terms: Separate spheres; public/domestic; department-stores; means of consumption 

https://www.washingtonpost.com/opinions/slutwalks-and-the-future-of-feminism/2011/06/01/AGjB9LIH_story.html
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Class 3 – 4/6, the separate spheres: reading items  

Kerber, Linda K. 1988. “Separate Spheres, Female Worlds, Woman’s Place: The Rhetoric of 

Women’s History,” Journal of American History 75(1): 9-39. Read only: pp. 9-18, 25-31, 39 

(you can skim or skip the rest).  

Smith, Woodruff D. 2002. Consumption and the Making of Respectability, 1600-1800. New 

York: Routledge. From Ch. 5, “Rational Masculinity”, read pp. 139-143, 145-148, 154-157 

(top); From Ch. 6, “Domestic Femininity,” pp. 175-178, 181-183.  

Bowlby, Rachel. 2002. Carried Away: The Invention of Modern Shopping. New York: Columbia 

University Press, ch. 1: “The Haunted Superstore,” pp. 1-11.  

 

Class 4 – 4/8, Department stores downtown - challenges to the separate spheres: reading items 

Remus, Emily. 2019. A Shoppers’ Paradise: How the Ladies of Chicago Claimed Power and 

Pleasure in the New Downtown. Cambridge, MA: Harvard University Press. “Introduction,” pp. 

1-11; from Ch. 1, “Moneyed Women and the Downtown,” pp. 33-34 only; from Ch. 5, “Mashers, 

Prostitutes, and Shopping Ladies,” pp. 147-158, 164-166, 177-180, 184-190. 

Porter Benson, Susan. 1986. Counter Cultures: Saleswomen, Managers, and Customers in 

American Department Stores, 1890-1940. Champaign, IL: University of Illinois Press. Ch. 1, 

“’The New Kind of Store’: 1850-90,” pp. 12-27; 6, “’The Clerking Sisterhood’: Saleswomen’s 

Work Culture,” pp. 227-235, 264-271.  

 

Class 5 – 4/13, Beyond the department stores – malls and supermarkets: reading items 

Cohen, Lizabeth. 2003. A Consumers’ Republic: The Politics of Mass Consumption in Postwar 

America. New York: Vintage Books. Ch. 6, “Commerce: Reconfiguring Community 

Marketplace,” pp. 257-289. Focus on pp. 257-259, 261-265, 278-286.  

Ritzer, Georg. 2010. Enchanting a Disenchanted World: Continuity and Change in the 

Cathedrals of Consumption (3rd ed.) Los Angeles & London: Sage. Ch. 1, “A Tour of the New 

Means of Consumption,” pp. 1-22.  

Miller, Daniel. 1998. A Theory of Shopping. Ithaca: Cornell University Press. Ch.1, “Making 

Love in Supermarkets,” pp. 15-72. [Excerpts to focus will be announced].  

Prompt for Assignment 1 is published 

 

Class 6 – 4/15: Consumption practices beyond the West: reading items 

Annavarapu, Sneha. 2018. “Consuming Wellness, Producing Difference: The Case of a Wellness 

Center in India,” Journal of Consumer Culture 18(3): 414-432.  

Sun, Weimei and Brian Creech. 2019. “Celebratory Consumerism on China’s Singles’ Day:  

From Grass-Roots Holiday to Commercial Festival,” Global Media and Communication 15(2): 

233-248.  



Gender & Consumption, Spring 2021 | GNSE 23129, SOCI 28090 Yaniv Ron-El 
CSGS: The Center for the Study of Gender and Sexuality  Sociology 

6 
 

PART III – CONSUMPTION, CLASS, STATUS  

Is consumption inseparable from capitalism? From Veblen through Bourdieu and unto 

sociologist Juliet Schor, scholars have theorized and showed how consumption is interlinked 

with the capitalist class system. In this part, we will review influential theories on how consumer 

goods and choices signify and reinforce class hierarchies, differentiations, and demarcations, as 

well as how consumers challenge and overcome class boundaries through their practices of 

consumption. We will ask questions like: How does consumption play into the class-system? 

What is the relationship between class and status? And what, if at all, can we learn from this 

about gender relations?  

Key-terms: conspicuous consumption; life-style; taste; fashion; distinction; cultural capital; 

habitus; omnivorous(ness)  

 

Class 7 – 4/20, Veblen and conspicuous consumption: reading items 

Veblen, Thorsten. 2009 [1899]. The Theory of the Leisure Class (edited with an introduction and 

notes by Martha Bhata). Oxford: Oxford University Press. [Excerpts uploaded to Canvas].  

Waddoups, Jeffrey and Rick Tilman. 1992. “Thorstein Veblen and the Feminism of Institutional 

Economists,” International Review of Sociology | Revue Internationale de Sociologie 2(3): 182-

204.  

Gimlin, Debra L. 2013. “’ “Too Good to be Real’: The Obviously Augmented Breast in 

Women’s Narratives of Cosmetic Surgery,” Gender & Society 27(6): 913-934.  

 

Class 8 – 4/22, Further emulation: Distinction: reading items 

Bourdieu, Pierre. 2000. “The Aesthetic Sense as the Sense of Distinction,” (an excerpt from: 

Distinction: A Social Critique of the Judgement of Taste. [1979; English translation 1984]). pp. 

205-211 in: The Consumer Society Reader (Edited by Juliet B. Schor and Douglas B. Holt). 

Schor, Juliet B. 1998. The Overspent American: Why we want what we don’t need. New York: 

Harper Perennial. Ch. 1, “Introduction,” pp. 1-22; and Ch. 2, “Communicating with 

Commodities: How What We Buy Speaks Volumes,” pp. 25-42 (specific pages TBA)  

Additional reading (optional): Simmel, Georg. 1904. “Fashion,” International Quarterly 10(1): 

130-155.  

 

Class 9 – 4/27, Distinction: application and criticisms in American contexts: reading items 

Peterson, Richard A. & Roger M. Kern. 1996. “Changing Highbrow Taste: From Snob to 

Omnivore,” American Sociological Review 61(5): 900-907.  

Bettie, Julie. 2014. Women without Class: Girls, Race, and Identity (edition with a new 

introduction). Oakland, CA: University of California Press. Ch. 4: “Hard-Living Habitus, 

Settled-Living Resentment,” pp. 95-106; 110-113; 122-138. [Other excerpts from the book may 

be added.] 
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Trautner, Mary Nell. 2005. “Doing Gender, Doing Class: The Performance of Sexuality in 

Exotic Dance Clubs,” Gender & Society 19(6): 771-788.  

 

PART IV – CONSUMPTION, CULTURE, IDENTITIES 

What are the symbolic aspects of consumption? Does consumption construct or reflect identity? 

And what is the meaning of identity, anyway? Practices of consumption and the identification of 

consumers are both conditioned by cultural norms, and, in turn, participate in the engendering 

of and conveying cultural meanings for individuals and for groups. This part will look at the 

interplay between consumption practices, cultural phenomena like lifestyles and group 

subcultures, and individual identities, including gender identities. It will ask questions such as: 

How do practices of consumption and consumer products convey cultural meanings and who are 

their audiences? How do individuals find and project meaning through consumer goods? What 

is the role of advertising in capitalist society?  

Key-terms: Doing gender; gender identity; performance/performativity; drag; culture; meaning-

making; advertisements  

 

Class 10 – 4/29, gender, identity, performance and performativity: reading items 

Goffman, Erving. 1979 [1976]. Gender Advertisements. New York: Harper & Row. Chapters: 

“Gender Display,” pp. 1-9, 3, “Gender Commercials,” 24, 26-27, “The Feminine Touch,” pp. 29-

31, “Licensed Withdrawal,” pp. 57-67, “Conclusion,” p. 84.  

Also see this link: An Artist Reversed The Gender Roles In Sexist Vintage Ads To Point Out How Absurd 
They Really Are (buzzfeed.com) 

West, Candance and Don Zimmerman. 1987. “Doing Gender,” Gender & Society 1(2) 125-151.  

Additional reading (optional): Butler, Judith. 1999 [1990]. Gender Trouble: Feminism and the 

Subversion of Identity (2nd ed.) New York: Routledge. 1.V. “Identity, Sex, and the Metaphysics 

of Substance,” pp. 22-34.  

Assignment 1 is due.  

 

Class 11 – 5/4, culture, consumption, identity: reading items  

McCracken, Grant. 1986. “Culture and Consumption: A Theoretical Account of the Structure 

and Movement of the Cultural Meaning of Consumer Goods,” Journal of Consumer Research 

13(1): pp. 71-84. 

Bucholtz, Mary. 1999. “Purchasing Power: The Gender and Class Imaginary of the Shopping 

Channel,” Ch. 18 in: Reinventing Identities: The Gendered Self Discourse (Bucholtz, Liang, and 

Sutton eds.) New York: Oxford University Press, pp. 348-368.  

EITHER: Holt, Douglas B. & Craig Thompson. 2004. “How Do Men Grab the Phallus? Gender 

Tourism in Everyday Consumption,” Journal of Consumer Culture 4(3): 313-338.  

https://www.buzzfeed.com/crystalro/this-artist-re-created-sexist-vintage-ads-with-the-roles
https://www.buzzfeed.com/crystalro/this-artist-re-created-sexist-vintage-ads-with-the-roles
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OR: Cook, Daniel T. & Susan B. Kaiser. 2004. “Betwixt and Between: Age ambiguity and the 

Sexualization of the Female Consuming Subject,” Journal of Consumer Culture 4(2): 203-217.  

Class 12 – 5/6, gender, identity, consumption – contemporary contexts: reading items 

Johnston, Josée, and Shyon Baumann. 2015. Foodies: Democracy and Distinction in the 

Gourmet Foodscape (2nd ed.) New and London: Routledge. Ch. 6 (with Kate Cairns), “Caring 

about Food: Doing Gender in the Foodie Kitchen,” pp. 177-200.  

Hankins, Sarah. 2015. "’I’m a Cross between a Clown, a Stripper, and a Streetwalker’: Drag 

Tipping, Sex Work, and a Queer Sociosexual Economy," Signs: Journal of Women in Culture 

and Society 40(2): 441-466.  

 

Class 13 – 5/11, Back to advertisements… (Is advertising the culprit?!) reading items 

Pugh, Allison J. 2005. “Selling Compromise: Toys, Motherhood, and the Culture Deal,” Gender 

& Society 19(6): 729-749.  

Green, Kyle and Madison Van Oort. 2013. “’We Wear No Pants’: Selling the Crisis of 

Masculinity in the 2010 Super Bowl Commercials,” Signs: Journal of Women in Culture and 

Society 38(3): 695-719.  

Scanlon, Jennifer. 2000. “Advertising Women: The J. Walter Thompson Company Women’s 

Editorial Department,” Ch. 12, in: The Gender and Consumer Culture Reader (Jennifer Scanlon 

ed.), pp. 201-225.   

Prompt for assignment 2 is published 

 

PART V – THE POLITICS OF CONSUMPTION 

From early twentieth century women’s groups of Consumer Leagues and up to early twenty-first 

century trends of ethical consumption and political anti-consumerism, consumers – and 

especially women consumers – have used their status as consumers for political pressure and 

activism. In this part, we will look at some of these trends, both historical and contemporary, and 

will ask: what are the political meanings of consumption and of being a consumer? How were 

women specifically positioned in society, during the twentieth century, to realize these meanings 

and act upon them? And what are the implications of this history of political consumerism on 

contemporary trends?  

Key-terms: consumer activism; consumer protest; consumer boycott; housewives’ boycott; 

ethical consumption; culture jamming; anti-consumerism 

 

Class 14 – 5/13, Historical perspectives: women’s activism as consumer activism: reading items 

Storrs, Landon R.Y. 2000. Civilizing Capitalism: The National Consumers’ League, Women’s 

Activism, and Labor Standards in the New Deal Era. Chapel Hill: The University of North 
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Carolina Press, “Introduction,” pp. 1-7, Ch. 2, “Toward Feminist Social Democracy,” pp. 41-49, 

54-59.  

Twarog, Emily E. LB. 2017. Politics of the Pantry: Housewives, Food, and Consumer Protest in 

Twentieth-Century America. New York: Oxford University Press. “Introduction,” pp. 1-7, Ch. 7, 

“Organizing in the 1970s: The Rise and Fall of Domestic Politics,” pp. 96-113.  

 

Class 15 – 5/18, Consumer politics in late capitalism: ethical consumption and consumer 

activism: reading items  

Katz, Phyllis A. and Margaret Katz. 1997. The Feminist Dollar: The Wise Woman’s Buying 

Guide. New York: Springer Science + Buying Media. Ch. 1, “Women’s Power: Making Good 

Use of Your Economic Clout,” pp. 1-14; “Book Proposal” (uploaded separately). 

Heldman, Caroline. 2017. Protest Politics in the Marketplace: Consumer Activism in the 

Corporate Age. Cornell University Press. Ch. 5: “Stop Serving Gay Chickens: Campaigns for 

Gender Justice and Lesbian-Gay-Bisexual-Transgender Rights,” pp. 134-160. 

Madden, Stephanie, Mellisa Janoske, Rowena Brions Winkler and Zach Harpole. 2018. “Who 

Loves Consent? Social Media and the Culture Jamming of Victoria’s Secret,” Public Relations 

Inquiry 7(2): 171-186.  

Assignment 2 is due  

Prompts for the final assignment are published 

 

PART VI - CONSUMPTION AND THE BODY 

The body is not only the physical site of consumption, that is, the material instrument through 

which we consume, but it has also been a central object of consumer culture: the body, body 

ideals and bodily images are continuously used to promote and elicit consumption, and as the 

ultimate aim for consumption experience. At the same time, the body serves as an arena of 

conflict on which struggles of and about consumer culture take place. In this part, we will 

examine the relationship between consumption and the gendered body through specifically 

looking at the beauty industry and of a variety of body images that are used to promote and to 

challenge conventional messages of consumerism.  

Key-terms: the beauty myth; the beauty industry; bodily capital; body image 

 

Class 16 – 5/20: The myth and industry of beauty: reading items 

Wolf, Naomi. 2002 [1990]. The Beauty Myth: How Images of Beauty Are Used Against Women. 

New York: Perennial (first Perennial edition, with a new introduction by the author). 

“Introduction”, pp. 1-8, “The Beauty Myth,” pp. 9-19.  
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EITHER: Kang, Miliann. 2010. The Managed Hand: Race, Gender and the Body in Beauty 

Service Work. Berkeley: University of California Press. “Introduction: Manicuring Work,” pp. 1-

9, 12-16, Ch. 3, “Hooked on Nails: Customers,” pp. 96-132.  

OR: Barber, Kristen. 2008. “The Well-Codified Man: Class, Race, and Heterosexual Masculinity 

in the Hair Salon,” Gender & Society 22(4): 455-476.  

 

Class 17 – 5/25: Beyond beauty: further considerations of consumption and the body: reading 

items  

Tiggerman, Marika and Isabella Anderberg. 2020. “ Social media is not real: The effect of 

‘Instagram vs reality’ images on women’s social comparison and body image,” New Media & 

Society Vol. 22(12): 2183–2199 

Johnston, Josée and Judith Taylor. 2008. “Feminist Consumerism and Fat Activists: A 

Comparative Study of Grassroots Activism and the Dove Real Beauty Campaign,” Signs: 

Journal of Women in Culture and Society 33(4): 941-966.  

Mears, Ashley. 2015. “Girls as Elite Distinction: The Appropriation of Bodily Capital.”  Poetics 

53: 22–37.  

 

[1-page proposal for the final assignment is due by 5/26]  

 

Class 18 – 5/27:  

Wrapping-up; presentation of students’ final project ideas.  

 

 

 


