19th March 2014

John Berger – Ways of Seeing

· How do European art representations of “the nude” produce unequal relations of power between men and women?
· Do these imbalances of power persist within media representations in out contemporary context?
· How are men represented in the mass media today?
· What is the role of the nude/the body/beauty in the formation of identity?

Berger
· Berger focuses on the male gaze as it has existed historically & the way European art aesthetics continue to influence the way we see women in contemporary media
· According to Berger “men act and women appear. Men look at women. Women watch themselves being looked at”
· Men have agency
Surveillance
· Men act (surveyor)
· On others
· Survey a woman before knowing how to treat her
· Women appear (surveyor and surveyed)
· Women internalize the male gaze
· Women know they are being watched & therefore survey themselves
· How a woman acts signals to a man how others should treat her
· The assumed/’ideal’ spectator is male and produces representations of women and sexual fantasy from the perspective of the male gaze
· Women take up 2 subject positions (surveyor and surveyed; that being surveilled and surveilling)
· “men looks at women. Women watch themselves being looked at” (Berger, 47)
· helps determine relationship between men and women and between woman and herself
Men Act, Women Appear
· Men act (surveyor) active quality
· Woman as passive (she is being watched/surveyed)
· How a woman appears to a man signals how he should treat her
· Women internalize the male gaze
· S woman must continually watch herself
· Her presence/ identity is reduced to her
· Body/appearance/her “to-be-looked-at-ness”
Bentham vis Foucault
· Panopticisim
· You may be watched

European Art Tradition
· What are some of the conventions?
· The nude is looking out towards the ideal male spectator
· Vanity of the mirror (looking at herself)
· Demonstrates the woman’s visual premise (her being objectified by the ideal male spectator/the viewer)
· The visual pleasure of the spectator (the viewer)
· Historically, in European oil painting of “the nude”
· Women were the principal, ever recurring subject
· In nudes we can discover some of the criteria  and conventions by which women have been seen and judged as sights
· Implicit assumptions of the male spectator
· It is for the pleasure of the male spectator that the figures (women) have assumed their nudity
· The subject (a woman) is aware of being seen by a (male) spectator
Nude vs. Naked
· Nude: woman are not clothes for the sale of the spectator & are conscious of their nakedness
· Artistic/artful display
· With the intention of being looked at
· Their stare & gesture indicate their submission to the gaze & judgement of another
· Not a genuine emotional expressed by woman
· Exhibiting a mask by not showing agency, emotion, expression, she knows that she is being artfully displayed
· Looking out and inviting the male gaze
· Naked: Men just appear unabashedly naked
· “To be oneself”
European Art Traditions
· Positioning of the body
· Facial expression (expressionless)
· Attention to other character in painting
· Gazing at the spectator (ideal male)
The Nude
· Women’s sexual passion must be kept to a minimum because painting created for men
· Although woman does not know the male surveyor, she is offering herself for observation
· She focuses her attention on the spectator (rather than other males in the picture)
Female Representation in Modern Ads
· What kind of patterns appear
· Models are very thin (reflection of power over female bodies)
· Women should be
· Thin, attractive, & usually very young
· Virginia & passive, yet overtly sexual & attractive: “double bind”
· Gendered postures
· Feminism co-opted
· Products fulfill emotional needs
Disembodied Parts
· Dehumanizing
· “Body-ism”
· Depicted fragmented, disembodied arts of the body.
· “Face-ism”
· Depicting only parts of the face
Facial Expressions
· Licensed withdrawal – Irving Goffman, Well-Known Sociologist, 1976
· Blank, or passive look (not an expression of her own feelings, but submission, as Berger said)
· Disoriented
· Silly or frivolous
· Self touching/Female touching
Off Balance
· Looking off balanced
· Need the support (often of male or other objects) to stand up
· Crooked posture
· Both feet not on the ground
· Woman not standing straight, while men look stable
Women in Ads
· Women in competition with other owmen (presumably for male attention)
· Female sexuality & appeal to men are emphasized as a form og “empowerment”
· Trivial solutions are offered for broad social problems (consumption of products)
· Co-optation of feminism by advertisers
· “Commodity of feminism”: products will solve out problems
What about representations of men?
· Men increasingly being looked at in modern ads
· Men being put in the place of the nude rather than the naked in European art
Implications?
· [bookmark: _GoBack]Miss Representation
· Kilbourne suggests a strong connection with marketing messages, eating disorders, and plummeting self-esteem for female adolescents
· Encourages sexual behaviour at a young age
· Encourages maintenance of inequitable power relations between men and women
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