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[bookmark: _Toc499740230]Introduction

This essay will explore gender theory and gender identity in the context of gender not being related to your biological sex. I will explore themes of masculinity and its construction, and masculinity in relation to cosmetic use and cosmetic advertising. This subject interests me, being a male makeup user as I wanted to explore how brands market these products, and why it is mainly women that are targeted. This also leads to research recent changes in the industry and trends in recent years where men are being targeted by these brands. 
The main source used for research is books as I found that they had the most relevant and direct information on the subjects I was looking for such as gender identity and the construction of masculinity. I also feel that books have the most trustworthy information compared to journals and websites because of the information verification process required before books are published. I found that online articles were useful to find research and statistics on current trends, as well as information on recent developments, particularly in the field of men’s cosmetic use. Journals were an insightful source of differing opinions on topics such as changes being made in gender identity and also, people’s opinions on these changes.
My first chapter explores the basics of gender theory and gender identity. This also introduces the idea that your biological sex is not related to your gender and how you identify. The idea of gender being performative and not set is also explored in this chapter. 
Chapter two researches how advertising and marketing helps to enforce strict gender norms and gender boundaries by the creating a divide between male and female genders. The techniques used to differentiate men’s products being ‘masculine’ and ‘easy to use’ compared to women’s products being represented as ‘making you look younger’ and ‘high maintenance’ are also researched. I then looked into how some brands are challenging these gender boundaries using advertising by representing those who do not conform to their expected gender and ads challenging the norms expected for certain genders.
Chapter three studies how these positive changes being made by brands to challenge these norms and expectations can affect trends and statistics in gender identity, and societies views on gender identity and masculinity in relation to cosmetics use. 


[bookmark: _Toc499740231]Chapter 1: Masculinity and Gender

[bookmark: _Toc499740232]Is gender a set binary?

Some people believe that sex and gender are the same thing, but there are a growing number of theorists specialising in gender, such as Judith Butler, who see these as different entities. By definition, sex is “natural or essential properties of
[bookmark: OLE_LINK3]an individual as male or female that derive from biological characteristics of the body.” (B, Chris. 2004:182). Gender is “the cultural assumptions and practices that govern the social construction of men, women and their social relations.” (B, Chris. 2004:73)

The idea of gender being unrelated to your sex argues that gender is part of our identity, and identity is socially constructed. The quote “The way we construct our identities” (Woodward, K. 2000:44) states that our identities are constructed by ourselves, not a biological given, and that they are not set. The use of the words ‘way we construct’ infers that we can build these identities however we wish, choosing any personalities and elements of ourselves. The idea of gender being a part of our identity argues that this is also constructed and not a part of our biological makeup, so we could choose any gender, or even to be gender fluid or not conforming to one singular gender.

This theory on gender being unrelated to your sex raises the question, ‘if gender and sex are unrelated, why does the majority of people’s gender conform to their biological sex? “Gender is constructed; that is, who we are is shaped by historical circumstances and social discourses, and not primarily by random biology”. (Berger, M., Wallis, B. and Watson, S. 2012:2-3) This quote implies that our gender is constructed based on many influences including events in history and social discourses, making us follow what society has set in place for us and tells us is correct. For example, if your biological sex is female, society assumes your gender as female and starts to treat you this way. Most people conform to this gender that has been set for them, without questioning it as this is seen as the norm. Part of the problem is that parents buy into these stereotypes, enforcing gender norms on their children from the way they dress to the toys that they play with. 

As well as the construction of gender, the development of gender roles is an important part of gender studies, as arguably, the roles and expectations we have of each gender are what differentiate the two. “Gender roles, the subject positions we occupy in society, are constructed from a complex web of influences; some of these effects we control, others we do not”. (Berger, M., Wallis, B. and Watson, S. 2012:2-3). The idea of gender roles are questioned when sex and gender are unrelated. Gender roles play an important part in our patriarchal society, but with these roles being challenged using advertising and marketing, of those who identify as female, a biological woman should be seen as equal to a biological man. This is an unlikely implementation as people often disregard others’ gender identity and assume their gender based on their physical appearance, whether they have been corrected or not. The complex web of influences can be difficult to narrow down, making the altering of gender roles to be difficult in a society so reliant on them. 

Judith Butler takes the idea of gender being constructed further, believing that rather than gender being a construct that we decide and conform to throughout our lives, that gender is performative and fluid, and therefore can be changed as and how we wish. 
Gender, rather than merely constructed, is performative, that it inevitably unfolds as a series of ‘performed’ operations that render complex meanings about the normative standards that we cannot escape. (Berger, M., Wallis, B. and Watson, S. 2012:3)

This quote states that gender is performed based on our ideas of what each gender should be doing and how they should be acting. The series of performed operations are decided based on our perception of each gender, which are learned through societies expectations of these genders. The majority of people conform to the gender that relates to their biological sex as this is what they are expected to do.

Implementing these strict gender roles becomes problematic when you consider each individuals’ personality being different, as this causes a discrepancy, be it slight or major, in the idea of what a male or female should be and what they should be doing. “They imply the existence of a single norm for each gender, against which variations from that norm must be seen as de-valued deviations”. (Perchuk, A. and Posner, H. 1995:15) This quote argues that the issue with strict gender roles is that for people who don’t completely conform with the set boundaries for what is acceptable for each gender, this makes that person less of a male or female, because of this minor stray from the norm, as if this excludes them from the category because of difference.




[bookmark: _Toc499740233]How is gender Constructed?

The idea of gender not being related to your sex, implies there are other contributing factors to your gender. The idea of your gender being constructed suggests that many influences and choices made make up your gender, typically being male or female. 

A strong influence into the construction of gender identity relies on gender norms in culture. If someone has a set of traits that are typically feminine, they will presumably identify as female, and the same goes for the relationship between masculinity and being male. “Strongly influenced by a set of rather stereotypically feminine and masculine characteristics and traits that we often associate with gender categories, with women and men”. (Woodward, K. 2000:44.) This suggests that one of the main contributing factors to gender identity is stereotypes assumed with each gender, meaning that rather than people choosing their gender on how they feel, what they would prefer or who they wish to be, they assume they fit best with a particular gender and categorise themselves within that, to create linear boundaries within society. 

These gender boundaries have become an important part of everyday life, defining how we perform a variety of tasks, what we do and even set roles in society. One could argue that these boundaries are used to keep us in line, showing us how to behave. “Related to the groups – social categories – that they see themselves as belonging to” (Woodward, K. 2000:47) Here, the two genders are described as social categories which is a more literal description of men and women. This suggests that the only purpose served by the use of gender is to create a divide in society and to represent differentiation. The fact that people ‘see themselves’ as being categorised suggests that we do not get much of a say in the choosing of your gender, as we are told how a male or female acts, and whichever the individual fits best, this is your chosen gender.

In order to fit into these social categories, people may act a certain way or do a certain thing to prove their status or belonging to their chosen gender, in particular males and exhibiting a performative masculinity. “The masculine mask is worn in order to achieve a normative performance orientated phallic heterosexual male sexuality”. (Perchuk, A. and Posner, H. 1995:17). This description of a masculine mask suggests that males are hiding behind a ‘mask’ of masculinity, to hide something else that that they truly are, which could suggest that men perform masculine traits to fit in to the category of males. The use of the word achieve implies that being a man or being masculine is something that is aspired to or worked hard to show. A ‘normative performance’ suggests that men attempt to show that they are what they and their peers perceive to be normal and completely fit in to the male category, having no flaws in their masculinity as this could compromise their reputation or status of being a man. The use of the words ‘performance orientated’ further implies that all the complications of masculinity and being a man are a performance and to a certain extent, not true. 

This idea of wearing a masculine mask to fit into gender barriers set by society raises the question that if we wear a mask to show masculinity, what else are we hiding by preforming or showing ourselves in a way that is not true to us, to conform with boundaries set? The quote “We are what we pretend to be, so we must be careful about what we pretend to be” (Vonnegut, K. 1961:6) suggests that nobody really shows their true self so the perception other people have of us is what we pretend to be, because everyone wears a mask. The idea of being careful about what we pretend to be could suggest that what we pretend to be must fit into boundaries set because people cannot differentiate between our true selves and the mask we wear. 

Discussions over whether the construction of someone’s gender is voluntary or involuntary are popular. This theory suggests that people see difference between male and female and we perform and conform to one or the other.
Masculinity, then is the ‘taking up’ of an enunciative position, the making up of a psychic complex, the assumption of a social gender, the supplementation of a historic sexuality, the apparatus of cultural difference. (Berger, M., Wallis, B. and Watson, S. 2012:58).
The use of the term ‘taking up’ suggests that this was not something that was done from it being desirable or relevant, but the idea of conforming to and following the expected actions for the desired gender you belong to, or wish to belong to. The idea of this being a psychic complex could suggest that this is not a voluntary choice but is something we unconsciously do as this is how we have been told. The apparatus of cultural difference relates to the divide of the two genders in society and culture, where roles and expectations are set for the two categories.








[bookmark: _Toc499740234]Chapter 2: Gender in Advertising 

[bookmark: _Toc499740235]Advertising Enforcing gender boundaries

Since the earliest days of advertising, it has been an important source in the enforcement of gender roles in society. Advertisements have been used to suggest gender roles and attribute them to the products people should be buying, what tasks they should be doing and how they should act. “Advertising in a commodity-driven consumer culture, is an omnipresent and rich source of gender ideology” (Dines,G. and Humez, J. 1994:351). This quote implies that the gender roles and identities we develop are heavily influenced by advertisements. ‘Commodity-driven consumer culture’ shows how important our societies involvement with these ads is, in relation to on how we are influenced by them. If the culture ignored these ads, they would not have much of an impact on our actions and ideologies, but because the culture is commodity driven, people are easily influenced by what their favourite brands’ or products’ advertisement tells them to do. Generally, these promote biased or exaggerated gender roles to work in favour of product sales, for example, there is little difference in the product between men’s and women’s razors, but they are marketed and sold differently, and generally, women’s cost more than men’s. This is achieved by men’s razors emphasising masculinity and ease of use, and women’s razors promoting luxury and high standards of beauty being accomplished.  

Advertising enforcing gender roles can be used to the advantage of companies by stressing difference or creating the idea that the two genders are more different than they actually are. “Use of gender in advertising has stressed difference, implicity and even explicitly reaffirming the ‘natural’ dissimilarity of males and females.” (Dines, G. and Humez, J. 1994:351). The idea of stressing difference shows the barriers and standards set between the two genders, which are socially constructed and continually reinforced by advertising in popular culture. The emphasis of the word ‘natural’ suggests that the biological differences between men and women are not enough to justify the amount of difference between ads targeted to women and men. 

When comparing packaging for cosmetics targeted to men rather than women, it is clear that the design for men’s is as emasculated as possible to stress difference between men’s and women’s products. “Written text draws on representations of traditional masculinities to help distance the products from the domain of female toiletries.” (Kirkham, P. 1999:198). This quote shows the technique of using heavy amounts of text to show separation from the designs used in packaging for female cosmetics. The use of ‘traditional masculinities’ are used to remove any femininity or potential representations of femininity from the design. A major part of a man’s decision of using a cosmetic product is it being completely necessary, as this justifies the use and purchase. Any product deemed unnecessary or non-essential could be interpreted as the user being too into their appearance, which is largely associated with femininity. 


A case study based on Clinique cosmetics’ ‘for men’ range compared the differences in packaging, advertising and marketing between products aimed at men and women. “Those for men are mostly packaged in grey bottles or tubes, with the occasional muted blue.” (Kirkham, P. 1999:197). The emphasis of the use of these colours shows the fragility of masculinity and that only dark, plain colours are acceptable for men’s products, avoiding any sense of femininity, like the bright, vibrant colours used in packaging for women. The use of an ‘occasional muted blue’ shows how little the colour can stray from grey, as this is the most ‘colourful’ the packaging can be before it strays from suggesting masculinity. 

[image: ../../Desktop/Screen%20Shot%202017-11-16%20at%2012.26.52.png][image: ../../Desktop/Screen%20Shot%202017-11-16%20at%2012.26.40.png]
[bookmark: _Toc500324040]Figure 1 – Clinique packaging

Although some progress is being made in relation to the breaking away from these rigid gender norms, some consumers still wish for these stereotypes to be emphasised. Generally, men wish to prove their masculinity more than women prove femininity, because as a society we see femininity as weakness and masculinity as being powerful.
[bookmark: OLE_LINK2]Advertising that targets young white males has the difficult task of stressing gender difference in an era characterized by a loosening of rigid gender distinctions. Stressing gender difference in this context means defining masculinity in opposition to femininity. (Dines,G. and Humez, J. 1994:351).
This suggests that although positive improvements are being made, some people still prefer these rigid definitions to define and control gender roles and expectations.  The idea of defining masculinity by use of opposition to femininity shows the need to stress that the categories are polar opposites to prevent any opportunity to question a man’s masculinity. 




[bookmark: _Toc499740236]Advertising breaking gender boundaries

Generally, advertising is slowly moving away from gender stereotyping where ads are embracing the changes being made by society in accepting gender equality and loosening of rigid gender boundaries. Advertising writer Lori D. Wolin claims that “advertisements are generally moving toward a slightly less stereotypical stance” (Wolin, L. D. 2003:111) from conducting research on gender issues in advertising between 1970 and 2002.
[image: ../../Desktop/Screen%20Shot%202017-12-06%20at%2011.42.54.png]
[bookmark: _Toc500324041]Figure 2 - Lynx.  is it ok?

An example of a recent campaign addressing the rigid boundaries set for men and the idea of fragile masculinity is ‘Is it ok for guys?’ (Lynx, 2017) by men’s toiletry company Lynx. This ad shows the statistic that ‘57% of guys have been told how a real man should behave’, proving that a need to be masculine is still an issue in today’s society, even with the recent challenging of standards set for both genders. 
The idea behind the campaign is to show the world what men are searching following the words ‘is it ok for guys…’, and visual examples are given to show the potential consequences of these, such as being physically bullied or publicly ridiculed. Some examples the ad uses are ‘to not like sport’, ‘to wear pink’ and ‘to like cats’. These are all things that are completely acceptable for men to do but they are interpreted as being feminine, so men are questioning doing them because they have the impression that this could threaten their masculinity, and therefore make them less of a man. These impressions are made from the idea that femininity is seen as being a negative, when in reality gender is irrelevant to superiority. The advertisement ends questioning ‘is it ok for guys to be themselves?’ which leaves an interesting train of thought as it makes viewers question if and how men would act differently if these pressures were not put on them to show their masculinity and to hide any feminine aspects of their personality. 
This advertisement makes a positive step forward in challenging the need for hyper masculinity to be performed at all times, and that femininity is not a bad thing. Ads questioning gender boundaries and standards are more prominent in women’s’ products than men, questioning body image and standards of females, so seeing progression in men’s products, and in particular toiletries, shows the progressive state our culture is in, moving forward from the strict boundaries that have been placed in the past.
[image: ../../Desktop/Screen%20Shot%202017-12-06%20at%2011.38.45.png]
[bookmark: _Toc500324042]Figure 3 - Milk Makeup
An example of a campaign addressing the issue of questioning the construction and implementation of gender categories, rather than gender roles is US brand Milk Cosmetics’ – Blur the Lines. (Milk Makeup. 2017). This was created in collaboration with ‘Very Good Light’, a blog dedicated to men’s grooming and beauty, aiming to redefine masculinity. The ad discusses the issue of gender with people who do not conform to a gender binary of male or female, or do not represent the typical idea of a male or female in relation to their appearance.
The advertisement addresses the issue of gender and identity in today’s society and suggests that for many, these categories are no longer relevant. The visuals in this ad show the figures and how they express themselves in different ways, be it in their clothing, makeup, hair, nails and even their expressions, which gives viewers a good idea of what can be achieved when gender roles are not considered and strictly conformed to. 
The opening line of the ad questions “what is gender? Are we really still talking about this?” suggesting that these terms are outdated and that people are tired of hearing them being discussed as we should be moving on as a society and not be troubled by other people’s genders, their identities and their choices. The quote ‘too complex to be put into a box’ shows the complexity of gender and that it’s not as simple as having just male and female categories, as gender can be fixed, neutral, non-binary and even fluid with your personality. The ad suggests that “once you break outside of what your environment has moulded you to be – there’s no limit to what you can do, what you can be, who you can become.” This questions the role of our culture in the forming and containing of these strict gender barriers, or ‘mould’ that people conform to, because as a society we have set our own rules and roles, so these must be constructed between us, so we can break away from or change them if we desire to. The idea of having freedom after breaking out of this mould suggests that we are being held back by the structuring and supporting of these strict gender boundaries, and that we should all break free to have no limits to every aspect of our identities, in particular our gender identities. 
This ad makes progress in sharing information to the greater public about how gender isn’t just a binary of male and female, and how masculinity and femininity can work in relation to each other to represent a gender that isn’t binary. 


[bookmark: _Toc499740237]How has this change in advertising had an effect on cultural views and actions in relation to gender roles?

[bookmark: _Toc499740238]Masculinity and makeup in popular culture

Research into gender issues in advertising by Lori D. Wolin found that “men’s gender role attitudes can be influenced by images of men they see in the media” (Wolin, L. D. 2003:122). This suggests that these changes being made in the loosening of gender barriers, and the ads supporting this should result in a change in men’s’ behaviour in relation to gender ideology, where gender expectations are less prominent. The use of men and representations of masculinity in cosmetic advertising should in turn encourage more men to start using cosmetic products, to follow suit of what they are seeing in advertising. These changes being made suggest a promising future for growth in the cosmetic industry as if more men start using a wider variety of cosmetic products to the extent that women do, sales could increase dramatically, with men matching the amount spent on cosmetics as women. This is already a huge industry with sales increasing every year. 

A growing number of ‘beauty influencers’ (popular bloggers focusing on cosmetic products) are men, with some of the most followed beauty bloggers on popular blogging/vlogging outlet, ‘YouTube’ being male. Of the ‘Top 10 beauty influencers of 2017’ named by Forbes magazine, 3 identify as male (Forbes. 2017) which is a big step in male cosmetic use.  This shows that as well as an increase in the number of men using cosmetics, this is being well received by the beauty industry and beauty fans who follow these bloggers, proven by the high follower numbers male bloggers boast. 

This fleet of male bloggers are doing more than making the occasional YouTube video as brands take advantage of the rise of the male beauty blogger, using it to their advantage. Popular male beauty YouTube star MannyMUA (Manny Gutierrez), with 3.7 million subscribers on YouTube, is the first man to star in a campaign for makeup brand Maybelline. Gutierrez is “thrilled to be able to work with a global brand like Maybelline that is recognizing male influencer talent and is willing to shine a spotlight on it.” (Reimel, E., Guglielmetti, P., and Nussbaum, R. 2017). It is important for popular brands to start acknowledging male cosmetic use to continue to be respected in the cosmetics market, because if brands don’t start embracing and celebrating this rise in men wearing makeup, they could lose out on potential new male customers, and possibly loose current customers who are moving with the brands that are keeping up with the growing diversity of the cosmetics market. 

Another example of a popular beauty blogger working with a large brand is James Charles being named as CoverGirl’s first cover boy. CoverGirl announced that Charles would be the next ambassador for the brand in 2016. Charles, with 2 million YouTube subscribers has a popular YouTube channel and confidently wears makeup, while encouraging other men to experiment with wearing makeup.

The most successful male beauty blogger in terms of subscribers is Jeffree Star, with over 5 million YouTube subscribers and his own extremely popular cosmetics brand, Jeffree Star Cosmetics, which retails worldwide. Star is a man in relation to sex, but identifies as having no set gender. Having role models who are well known for their open interpretation of gender is also an important factor in the loosening of gender roles as people feel that they do not have to conform to one gender, they can show their individuality, as Star does, without restrictive guidelines to what you should and should not be. 

These positive changes being made are on par with a growth in the male cosmetic industry, as shown by statistics. “According to Mintel, cosmetic launches targeting men have increased globally by 70% between 2007-2012 and the UK market grew by 12% going from £512 million in 2007 to £574 million in 2012 with it expected to rise by another 6% by 2017. On top of that, Mrporter.com reported a 300% growth in men's beauty and grooming products in 2015”. (The Debrief. 2017)

These statistics show how men are embracing these positive changes being made in the acceptability of males using cosmetic products, and that the rising popularity of male cosmetic bloggers is having an effect on the progression of the loosening of rigid gender expectations. These figures offer a promising future for the loosening of gender roles and the growth of the men’s cosmetics market. 






[bookmark: _Toc499740239]Trends in gender identity changing

These changes being made in culture and advertisements should in turn influence as a culture our views and opinions on those who do not strictly conform with the set boundaries for their gender.  The quote “Psychological androgyny was linked to increased flexibility, which allows for healthy psychological adjustment”. (Martin, C., Cook, R., & Andrews, N. 2017:592) shows that having a more open view in relation to gender and identity can help people to be more flexible and more open to changes. This would have a positive reflection on the individuals who are more accepting, as they would be perceived to be more flexible and work well with adjustment. 

In recent years, there has been an increase in education and awareness campaigns regarding gender, and the fact that some people may not identify with a gender that relates to their sex. This should help to encourage acceptance and help with peoples understanding of something they may not know much or anything about. The quote “Seen a great deal of education and lobbying work aimed at promoting inclusive approaches to sex-gender”. (Carrera, M., DePalma, R., & Lameiras, M. 2012:1004) shows that this increase in awareness should have a positive effect on making people more accepting of these less common gender identities, particularly in the education of children. The more teaching and understanding people have of these genders, the less ‘issues’ people will have with the idea of different genders. If people learn about the issues faced, how it feels to be not conform with what society tells you to do, and that these people are no different to everyone else, they should be more sympathetic and understanding towards them, which can be useful in humanising and connecting these people. 

[bookmark: _GoBack]In recent years, statistics of people wanting to change their gender they were assigned at birth, or for those looking for help/advice on their gender identities have increased dramatically. Statistics show that clinics specialising in helping people with their gender identity have seen a surge in people requiring help or advice. Some centres number of appointments being made have “almost quadrupled in 10 years” (Lyons. 2017). This graph shows the increase in appointments made at gender identity clinics across the UK between 2006 and 2016.
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[bookmark: _Toc500324043]Figure 4 - Gender Clinic Graph
This increase could mean that people who wish to change their gender are feeling more confident to make a start on changing their gender legally, or getting the help that they need to deal with the pressure and struggles of your gender not conforming to your sex. This could be influenced by the rising number of advertisements being more gender inclusive which represent those who are transgender, those who don’t conform to one set gender and those whose gender does not conform with their sex. This could be because these ads raise awareness and normalise these gender categories for society as a whole, which in result encourages those who wish to change their gender to do so. 

Although in general we seem to be moving forwards and becoming more accepting of those who are different and may not be what society expects them to, there is still a lot of work to be done to completely normalise some gender categories that are seen as different or abnormal. A number of charities and organisations working towards an equal future for everyone by aiming to educate on gender identity all “shared a particular focus on working with youth and an emphasis on recognising the need to broaden cultural understandings of sex and gender” (Carrera, M., DePalma, R., & Lameiras, M. 2012:1006) This shows that although we as a culture have made big steps in normalising the behaviour and expectations of gender, there is still lots of educating and raising awareness to be done to achieve completely equal expectation and opportunities for those whose gender conforms to their sex and for those whose gender does not conform to their sex. 
[bookmark: _Toc499740240]Conclusion

To summarise my research, I found that gender is not a set binary and does not necessarily conform to your biological sex. Gender is a part of our identities and can be fluid, but society creates a binary divide between male and female genders and create roles and expectations for each gender. I also concluded that gender is performative and can be changed or modified. Once your gender is set, this is not necessarily the same indefinitely as it is more a part of your personality than something that is decided and permanently set. When deciding your gender, it is constructed by a series of common traits being categorised rather than being decided by your biological sex. Your gender is decided by your perception of yourself and your traits, and categorising these stereotypical traits into male or female categories dictated by society. Advertising has an important influence on how society decided what is considered masculine and feminine. This advertising is used to create strict boundaries and expectations for male and female genders. Although lots of advertising relies on enforcing strict boundaries, some cosmetics companies are using advertising to challenge and change these gender norms and expectations by representing men wearing makeup and representing those who do not identify as male or female in an attempt to change the perception of these new trends. These attempts are having a positive influence on society, resulting in an increase in men wearing makeup. More and more popular bloggers focusing on cosmetics identify as male, which has an influence on people’s perceptions of men wearing makeup. In recent years, an increasing number are identifying as a gender that is different from their biological sex which shows that people are being encouraged to feel more open to revealing their true identity which could be an effect of recent changes in societies outlook on gender identity. Although these changes are being made, I still feel that generally, more understanding is needed in relation to gender identity. 
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