
WOMEN’S “BEACH BODY” IN AUSTRALIAN WOMEN’S MAGAZINES 
1. INTRODUCTION
Understanding the holiday as an embodied experience, a space in which our bodies perform and do tourism (Crouch & Desforges, 2003; Pritchard, Morgan, Ateljevic & Harris, 2007; Small, 2007; Small & Harris, 2012; Swain, 2004; Veijola & Jokinen, 1994), has taken tourism beyond Urry’s (1990) “tourist gaze”. At the same time that the tourist body is performative, the meaning of the body is socially constructed through language and social practices. So while the body is “a practical, direct locus of social control” it is also “a text of culture” (Bordo, 1989, p. 13).  As Hall (1997) says, cultures are based on shared meanings articulated and constructed through language and representation. We give things meanings by how we use them and how we represent them – “the words we use about them, the stories we tell about them, the images of them we produce, the emotions we associate with them, the ways we classify and conceptualize them, the values we place on them” (Hall, 1997, p. 3). Inherent in an examination of representations is the implicit acknowledgment that text is not neutral or objective but replete with meaning and that these meanings lie within the sociocultural system of time and place in which the text or image is situated and can lie beyond any initial intended message.  The consumer of images/text is active in interpreting and imposing meaning perpetuating a system of seeing the world (circuit of culture, circuit of representation – Hall, 1997).  
Acknowledging that (tourism) spaces/landscapes and the people in them are created through social practices has led tourism scholars who are interested in poststructuralist and discursive approaches to examine the politics of representation, its impacts and consequences as presented in tourism media such as guide books, tourist brochures, postcards, industry websites, and in-flight magazines. Representations of tourist destinations and people have been studied according to gender (and also ethnicity, disability, age, sexuality etc.) and have highlighted the ways in which the images reflect and can reinforce such relations in society. Second wave feminist analyses of representations of gender of people in tourism brochures (see Davies & Bradbery, 1999; Edelheim, 2007; Jordan, 1998; Pritchard, 2001; Sirakaya & Sonmez, 2000; Young & Brown, 1999) highlight the objectification of women as sexual beings and the stereotypical portrayal of women as submissive and subordinate to men. A significant amount of advertising is centred on representations of attractive, young, white women.   Men are portrayed in sporting roles and working roles.  Marshment claims that the young woman on the cover of travel brochures “is almost always wearing a swimsuit” (1997, p. 19).  As Hemmati says, the images of women tourists in the brochures “are rarely realistic representations of the actual women travelling (1999, p. 12).  
Representations of tourism subjects extend beyond specifically tourism media.  The interrelationship between leisure, popular culture and general media can be significant in shaping the constructions of gender identities (Bolla, 1990; Bonner & McKay, 2000; Massoni, 2004). Women’s lifestyle magazines are one site for the construction of gender and concommitant accusation of the objectification of women’s bodies (Backett-Milburn & McKie, 2001; Grogan, 2007). Certainly the literature on body image and eating disorders questions the images presented in women’s magazines (Botta, 2003; Dawson, 2005; Kim & Lennon, 2007). Much of the focus of women’s lifestyle magazines is instructional: directing women to the aspirational body image and dictating what must be done to achieve that image. Yet, there are only a few studies of tourism and tourist imagery (such as social messages directed at a holiday body image or readers’ bodily preparation for a holiday) in the non-tourism media (Aitchison & Jordan, 2001; Jordan, 2007; Rosselson, 2000). 
Of particular relevance to the present study is Jordan’s (2007) work which explored images of women’s beach-holiday bodies in British women’s lifestyle magazines. Here she examined the ways in which “power, discourses, sexuality and surveillance serve to direct how we (re)produce and (re)present our bodies” (2007, p. 95). From her findings, Jordan concluded that the magazines reinforced the normative gendered body to which women should aspire: slim, toned, tanned and well-groomed. The message of the magazines was that one should work to achieve this body and “that without such a body women should not be happy to be unclothed in the public spaces of tourism” (2007, p. 16). Jordan suggested that the image of the young, tanned, beautiful body, rather than inviting a woman to imagine herself as such, can, through undermining a woman’s confidence, deter her from participation. Inherent in the magazines were the exhortations (or “orders”) to prepare for summer: “the disciplined (bikini boot camp) body” whereby “the attainment of the beach or bikini body was planned out with militaristic precision” (2007, p. 100). Jordan likened this body to Foucault’s docile body – “a self-surveillant social project in response to societal norms” (2007, p. 101).  Such messages to work on one’s beach body are similarly exemplified in other media, such as inflight magazines: “Beach-ready body – Left it a bit too late to shed those last five pounds before hitting the beach in your bikini or shorts? easyJet comes to the rescue with some instant weight loss solutions” (easyJet, 2006, p. 16).  While a holiday is generally promoted as a time of relaxation and non-work, an escape from the personal and social pressures of home, the evidence above suggests that for women there is much preparatory work (in addition to any family holiday preparation – Small, 2005) in preparing themselves, their bodies, for a “relaxing” beach holiday. Jordan’s work in Britain was a stimulus to take this research further and examine images of swimsuit bodies (and text related to them) in lifestyle magazines of another Western, Anglo-Celtic country, Australia. 
While earlier second wave feminism focussed on the objectification of women, claiming that the interiorised gaze is a male gaze that should be resisted (see Jeffreys, 2005), a postfeminist reading argues that today’s women have choices and that even conforming to the dominant image of the body is not necessarily oppressive; it questions the feminine as solely an object of consumption. Ringrose and Walkerdine explain that under neo-liberalism the feminine is intensified “as site (both subject and object) of commodification and consumption” (2008, p. 230). They continue, “The new importance of the feminine is intimately linked to the rise of the psychological subject, a rational subject of choice, flexibility, who has to have the necessary skills to succeed in the constant necessity to change oneself and cope with constant instability across major sites of social formation” (2008, p.  230). Thus, as gender structures fade, “individuals are increasingly called upon to invent their own structures” (McRobbie (2004, p. 260). Self- improvement messages in magazines such as those highlighted by Jordan (2007) can be seen as one means by which self-monitoring happens.  Gill (2008), taking a poststructuralist feminist approach, questions the neoliberal injunction to choose and be free. She claims that included in the compulsion for individuality and agency is the necessity of sexual agency. As Gill says, the “sexy body” today “is presented as women’s key source of identity” (2008, p. 42). 
A crucial aspect of both the obsessional preoccupation with the body and the shift from objectification to sexual subjectification is that this is framed in advertising through a discourse of playfulness, freedom and, above all, choice. (Gill, 2008, p. 42) 
Associated with freedom and choice are emancipation and empowerment and thus the assumption that feminism no longer has a place in contemporary Western society.  In studying the “midriff” (this new Western woman/body named after the fashion item exposing the middle), Gill (2008) acknowledges the positive developments from the passive, victimised, objectified body of the past but cautions that one cannot celebrate the new “empowered sexual agency” of women, for a number of reasons: the “midriff” woman fits a very narrow standard of female beauty and sex appeal; advertising ignores the costs of disciplining the body; agency is confined to physical appearance and consumerism; and there is a shift in power from an external male gaze to an internal gaze forming a new disciplinary regime – women “must also now understand their own objectification as pleasurable and self-chosen”(p. 45).  Gill adds that here sexual agency “becomes a regulatory project” (2008, p. 53). While women’s magazines have always encouraged self -surveillance and discipline, Gill (2007) argues that there has been an increase in the intensity and extensiveness of self-surveillance with more and more aspects of the body under surveillance. Additionally, there is a focus on the psychological – the remodelling of the interior of one’s life. Feminist media studies have focussed attention on “the make-over” which, as Gill says, “extends beyond the body to constitute a remaking of subjectivity” (2016, p. 613).  Most recently, claims are being made for a fourth wave of feminism as seen through social media-based feminist activism and thus the assertion that postfeminism is now potentially redundant.  Nonetheless, Gill (2016) argues that the “feminism” seen today remains a postfeminist sensibility embedded in corporate neoliberalism with a focus on individuality and illusions of choice and empowerment. 
Women’s sexualised body is perhaps most evident in the Western beach body where flesh is publically exposed.  Jordan’s (2007) study provided insight into the beach body’s place in popular culture of the British holiday. However, images presented of the beach body and the reading of those images will be culturally and historically embedded and may differ between Western cultures such as Australia where, due to climatic differences, beach and pool are more central to the national culture than they are in Britain. These considerations led me to explore the messages promoted in Australian women’s lifestyle magazines regarding the “beach body”, the similarities or differences between the messages of Australian and British magazines, temporal changes in the messages, and whether they could be read with a postfeminist sensibility.
2. WOMEN’S “BEACH BODY” IN AUSTRALIAN WOMEN’S MAGAZINES
2.1 Study Methods

Critical Discourse Analysis (CDA) (supported by authors such as Fairclough, 1993; Wodak & Meyer, 2001; Van Dijk, 1993) was the method and framework used to analyse the lifestyle magazines.  The term, “critical discourse analysis”, refers to a school of thought in which researchers make visible the social construction of all texts and demonstrate the interconnectedness of things (Wodak, 2001). As a method to analyse text and media, CDA is especially interested in the relationship between language and power: “CDA aims to investigate critically social inequality as it is expressed, signaled, constituted, legitimized and so on by language use (or in discourse)” (Wodak, 2001, p. 2). Van Dijk describes it as “a type of discourse analytical research that primarily studies the way social power abuse, dominance, and inequality are enacted, reproduced, and resisted by text and talk in the social and political context” (2001, p. 352).  Indeed, as Hannam and Knox concur, discourse analysis “is not just interested in what is within the text itself but also in what has been left out and the ‘secret’ meanings that are not obvious” (2005, p. 23).  Fairclough (2013) summarises: CDA is relational, dialectical and transdisciplinary. In tourism studies, CDA has been adopted for the critical analysis of texts such as brochures, signs, magazines, guidebooks and websites in an effort to understand the underlying cultural and social meanings and messages that those texts may represent. In this study, Fairclough’s (1993) three-dimensional model for critical discourse analysis was adopted: analysis of the text; discursive practice; and socio-cultural practice. 

The first dimension, analysis of the text, focused on the written text and pictorial elements of the magazines determined through simple content analysis. Ten of the top circulation and readership Australian women’s lifestyle magazines were selected for analysis of images of women’s beach bodies. These magazines were The Australian Women’s Weekly, Woman’s Day, New Idea, Cosmopolitan, Cleo, Who, OK, Dolly, Girlfriend, and Marie Claire.  These magazines are monthly or weekly magazines, with various age of readership (see Table below).

Table: Age Target and Average Issue Readership of Selected Australian Women’s Magazines
	Magazine
	Age Target 
	Average Issue Readership  
(EMMA Dec 2015) 

	Dolly
	14-17
	175,000

	Girlfriend
	14-17
	178,000

	Cleo
	18-30
	184,000*

	Cosmopolitan
	18-34
	352,000

	Who 
	18-39
	684,000

	OK!
	25-34
	395,000

	Marie Claire
	25-39
	399,000

	Woman’s Day
	25-54
	1,764,000

	The Australian Women’s Weekly
	25-54
	1,957,000

	New Idea
	All women
	1,742,000


* EMMA (Sept 2015)
Source: Magazine Publishers of Australia (2015)
The pre-summer holiday (November) issue of each magazine was selected for analysis for the year 2007 and compared to the November issue seven years later in 2014. 
Throughout the year, women’s magazines feature the body (and its parts) in a number of ways: in relation to hair, skin, make-up, body shape, body colour and clothes (including accessories). In this study, analysis was limited to identification of the summer “holiday” body. Since the summer holiday is often associated with beach or pool, the focus was on images of women wearing swimsuits or pictures of swimsuits. Under consideration were: the type of swimsuits featured and, if being modelled, the characteristics of the model’s body: age, body shape/size, ability/disability, ethnicity, skin colour (tanned or not), passivity/activity of the body and whether the person/model was a celebrity. Some of these characteristics were easier to identify than others (such as age and body size). Judgements were made and compared by two researchers or revisited by the same researcher at different times. Previous empirical work by the researcher had confirmed researcher consensus on judgements of body size and age (Author unidentified for anonymity at this review stage 2012; 2008).  Analysis of the text focused on the pictorial elements determined through simple content analysis. The messages relating to body preparation for that summer look (suntanning or exfoliation) were examined and themes identified.  

The second dimension, discursive practice, considered wider issues of how the lifestyle magazines are produced, distributed and consumed.  The analysis considered the question: to whom are these lifestyle magazines (the articles and the advertisements within them) speaking?  The third dimension, socio-cultural practice, involved consideration of these practices enabling richer interpretation of the ideologies supporting the discursive practice. This extended the analysis to the context around the content: the interests, power bases and motivations of the various players behind the discourse.

2.2 Findings and Discussion

2.2.1 Analysis of the Texts: Content analysis of the swimsuit images revealed little difference overall between 2007 and 2014 in terms of the number of images per number of magazine pages. On average, there was the equivalent of one image per page for 27% of the pages in 2007 and one image per page for 30% of the pages in 2014. However, the individual magazines differed in number of swimsuit images. Woman’s Day and New Idea (magazines with an older readership) had, on average, the equivalent of one image per page for only 5% and 9% (respectively) of its pages, whereas, Cleo, Cosmopolitan and Dolly  (magazines targeting younger women) had the equivalent of one image per page for 53%, 52%  and 48% (respectively) of its pages. Some magazines had a higher percentage of images in 2007 compared to 2014 and vice versa. Across the magazines, the most commonly featured swimsuit was the bikini (69% of swimsuit images in 2007 and 60% in 2014) followed by the one-piece swimsuit (16% in 2007 and 25% in 2014). Lesser featured swimsuits were two-piece (similar to a bikini but fuller pants to the waist), cut-out one piece (more revealing than the traditional one-piece but more modest than the bikini), tankinis (bikini pants but longer top covering the body), boardshorts, wetsuits or wetsuit pants, rash vests and, in one case, burkinis (Muslim swimsuits). 
There was a general uniformity in the characteristics of the women modelling the swimsuits. They were all able-bodied; none showed any sign of impairment or disability.  Most were judged to be under the age of 30 with most thought to be in their 20s (50% in 2007 and 66% in 2014) followed by Teens (42% in 2007 and 25% in 2014). Only 13 of the 748 age-identifiable images over the two periods were considered older than 30s and only three were considered older than 40s. Body shape favoured the slim (up to an Australian size 12) body (97% of the images in the 2007 magazines and 88% in the 2014 magazines). Medium sized bodies (up to an Australian size 16) accounted for 11% of the images in the more recent magazines.  The ethnicity of the women was overwhelmingly white Anglo ethnicity (97% in 2007 and 96% in 2014). Skin colour was tanned (88% in 2007 and 93% in 2014). Judgements had to be made as to whether the women in swimsuits were active or passive. Most were passive either, reclining, leaning, sitting or standing. Those who were considered active included even those who “looked like” they were moving (21% in 2007 and 32% in 2014). There were very few of these who could have been considered to be actively engaged in a water or land sport. Celebrities featured in 15% of the 2007 magazine images and 9% of the 2014 magazine images. In summary, a comparison of the 2007 and 2014 data found that in 2014 there were slightly more older women, women who were judged not slim, not of Anglo white ethnicity and who were more active. There were also more images of one-piece and two-piece swimsuits. On the other hand more were judged to be tanned in 2014 magazines. 
In addition to examination of the pictorial elements of the swimsuit/beach body was a thematic analysis of the messages concerning the look and preparation of that body. As stated earlier, the focus on preparation was related to tanning and exfoliation. There was a similarity in messages in the 2007 and 2014 magazines. Firstly, the signification of the swimsuit/beach body as a sexy body was apparent. “Sexy on the beach” [Cosmo, 2014]; “Turn heads on the beach with the sexiest-ever swimwear… [Cosmo, 2014]. Even “sport-inspired swimwear” was associated with sexiness: “where curve-hugging neoprenes meet plunging necklines for instant appeal” [Marie Claire, 2014]. The “heat” of summer radiated to the swimsuit and body; they too were hot: “Embrace the heat and get glowing with our top-to-toe guide to your hottest body ever” [Marie Claire, 2007]; “Gold bikinis are so hot - and so LA!” [Cosmo, 2007]; “Get ready to sizzle with look-at-me print bikinis…” [Cosmo, 2014]. Despite the prominence of the bikini, the message in many of the magazines was “a swimsuit for every body type”: “Every shape, every size, every spend” [Cleo, 2007]. Yet, it was only The Australian Women’s Weekly (with a wider age range readership) that referred to larger bodies and tummy control, bust enhancer, bust support and mastectomy: “Goes up to size 24” “Great tummy support” “Great cup support” “Great shape for fuller hips” [The Australian Women’s Weekly, 2014]. 
A common theme was the reminder that it was “that time of year again” when women needed to prepare for summer. Clearly, the summer body was considered a different body to that of other seasons. Women needed to be “beach ready” which meant an overhaul of the swimsuit and a slimmer/fitter body which was tanned and exfoliated. “It's that time again… To say goodbye to hairy, scary winter legs and get them into beach-babe form” [Dolly, 2007]. That summer is a season to be dreaded is reinforced: “Yes, it’s that time again when we all have to dare to bare – but take heart, as fuller-style swimsuits have made a comeback…” (Marie Claire, 2007); “Man up and buy a swim suit” [The Australian Women’s Weekly, 2014]. The magazines were there to “support” and advise how the summer body should be achieved. Although a woman needed to get to work and prepare, she was reassured that this could be done quickly and with little effort so long as she followed the magazine advice: “No time to tan? Get a tan in no time” [Cleo, 2007]; “Get fuzz-free fast” [Marie Claire, 2014]; “Bigger boobs by summer” [Cleo, 2007]; “Flawless skin and a bronzed faux glow have never been so easy” [Cosmo, 2014]. To appeal to the reader the advice was simplified into distinct steps: “6 steps to a killer butt (no workout required)” [Woman’s Day, 2014]; “7 simple steps to your sexiest summer yet. Your top-to-toe guide to becoming bikini-beautiful” [Marie Claire, 2007].  The idea was to “Glow like a goddess” [Cosmo, 2014]; “Reveal the goddess in you” [Cosmo, 2007]; “Embrace your inner beach babe” [Who, 2014].

The magazines targeted women’s feelings of both shame and confidence: “Ever stayed home while your friends hung out at the beach because you didn't want anyone to see you in a bikini?” [Girlfriend 2007]; “…Find your shape here, follow our rules and discover a whole new world of beach confidence” [Cleo, 2007]. Smooth legs were even seen to enhance girls’ relationships with their friends:  “Summer's here… which means lazy days at the beach and balmy nights with the girls. Make the most of it with totally smooth legs, thanks to Veet” [Dolly, 2007].  The tanned body was clearly the desirable body. The “sun-safe” body received some coverage with fake tan body products being promoted as safer options: “People think a tan makes you look healthy, but the sun does the opposite” [Dolly, 2007]. One magazine even went so far as to state:   
Ban the Tan…. we love the fact that Cate [Blanchett]’s creamy white complexion has been put to use in the campaign against dangerous tanning. The beautiful actress is proof that tanned skin isn't always better. This summer we look forward to seeing lily-white ladies make a comeback [OK, 2007].
Despite this last sentiment, as the content analysis showed, most bodies were not “lily-white” but tanned. 

2.2.2 Discursive Practice - How the magazines are produced, distributed and consumed: As Fairclough says, “texts are produced in specific ways in specific social contexts” (1993, p. 78).  Magazines are normally designed to target specific groups of consumers; those who choose to buy them associate with the content and style of the periodical. The magazines studied target women of different ages interested in “lifestyle”. The number of magazines circulated (distributed) and readership (consumption) vary between magazines. Based on 2015 figures (Magazine Publishers of Australia, 2015), the average readers-per-copy (i.e. readership divided by circulation) of the ten magazines studied was 5.8, ranging from 7.4 readers per copy (Who) to 3.7 readers per copy (Cleo). The magazines are distributed and available for purchase from a range of outlets such as newsagents, convenience stores, supermarkets, service stations etc. Magazines might be read by the purchaser or family and friends. These magazines are also available for casual reading in public places such as hairdressers, medical waiting rooms, take-away restaurants etc. The ways in which the reader consumes the magazines may differ depending on the purpose and context in which they are read. The purchaser may read the magazine differently to the person who is casually flicking through a magazine while waiting for their doctor’s appointment or the middle-aged mother reading her teen-aged daughter’s magazine. One clear difference from 2007 to 2014 (and today) is the general decline in production, distribution and consumption of print magazines. Associated with these changes was the overall (26%) decrease in number of pages in the ten magazines studied with the greatest decrease evident in Cosmopolitan (41%), Cleo (38%) and The Australian Women’s Weekly (34%).
2.2.3 Socio-cultural practice: Analysis of the text indicated that images of swimsuits were more prominent in magazines targeting readers under the age of 40.  Where the image was a woman wearing/modelling a swimsuit, the representations of the women were, on the whole, as narrow as found in tourism media (Edelheim, 2007; Jordan, 1998; Marshment, 1997; Pritchard, 2001; Sirakaya & Sonmez, 2000; Small, Harris & Wilson, 2008). Of particular relevance was the similarity with the findings from British lifestyle magazines (Jordan, 2007; Small & Jordan, 2008). The beach body is a homogeneous body – young, slim, white, tanned, able-bodied and passive.  The magazine focus is “the look” of the beach body – not what the body can do, as in swimming and other water sports.  Celebrity endorsement of the images strengthens the normative discourse. As Jordan (2007) also found, many of the images are sexualised - through the written text, the cut of swimsuits and the models’ poses (what might have been considered “soft porn” not so long ago). Through pictorial images and written text, the magazines discipline women to achieve the required summer beach body. 
Analysis of the data revealed that the beach body discourse is clearly contested. On the one hand the beach is seen as a desirable site of pleasure and abandonment, on the other it is a problematic periphery. The magazines promote an image of inclusion – a swimsuit for every body type and a makeover regime that anyone can follow – yet the narrow range of bodies in the magazines defies this inclusivity. The bodies which modelled these swimsuits were toned, taut and slim, certainly not representative of the 80% of Australian women who are larger than a Size 10 (ABC TV, 2016). It was clear that age defines the beach body. Those magazines aimed at teens and young women had the highest number of images of swimsuits (and a greater emphasis on the body as a project to be worked upon). Here the focus was on revealing (with the more overtly sexualised images being women in their 20s). In contrast, the beach body was more likely absent in magazines whose age target included the over 40s. Where images of women over the age of 40 in swimsuits appeared, the body was desexualised – the focus being concealing, rather than revealing, reflecting Western society’s views on the ageing female. The privileging of the white (Caucasian) body was also evident. While most of the modelled images of swimsuits were within the context of pool and beach, there were others which were situated incongruously in destinations such as desert and Melanesian village (for example, a bikini-clad woman surrounded by young, local boys). That these are spaces in which the bodies of local women would never be so exposed suggests the entitled mobility of white bodies. The tanning of the “white” body is also contentious. At the same time that the medical discourse warns against the dangers of suntanning (and some magazines acknowledge this), the magazines present a tan as desirable (though consider sun-damaged skin as unattractive). Even where fake tanning is encouraged, the images all showed considerable bodily exposure to the sun with the models hatless and usually shirtless. Despite one editor expressing concern that fake tanning, “perpetuates bronzed skin as desirable” [Cosmopolitan, 2007], the same magazine, as did others, presented bronzed-skin models. 
Concern for the management, maintenance and appearance of the body has been referred to by Shilling (2003) as the “body project”. Considering the body unfinished at birth, he explains: “In the affluent West, there is a tendency for the body to be seen as an entity which is in the process of becoming; a project which should be worked at and accomplished as part of an individual’s self identity” (Shilling, 2003, p. 4). In other words, “Bodies become malleable entities which can be shaped and honed by the vigilance and hard work of the owners” (Shilling, 2003, p. 5).  The work to be undertaken requires eradication of the abject (fatness, whiteness, “hairy, scary winter legs’”).  Quoting Creed (1993), Ringrose and Walkerdine explain, “The abject threatens life, it must be radically excluded from the place of the living subject, propelled away from the body and deposited on the other side of an imaginary border which separates the self from that which threatens the self” (2008, p. 233). The magazines, through coaxing and assuring the reader of the easy attainability of the desirable beach body, suggest the magazines are supportive and understanding of women but at the same time are promoting “body panic” and a culture of guilt and shame. The promoted ease and simplicity to achieve the desired body underline the treachery of societal control over a women’s body. If the prescribed body is so easy to achieve, then there is something deficient in the woman who does not attain this.  The discourse surrounding the beach body needs to be understood within contemporary neo-liberal culture which stresses amongst other things, self-responsibility, free choice and consumerism.  As Sastre (2014) argues, the primary force of makeover culture is commercial. In this case the reader is extolled to buy tanning products, depilatories, swimming costumes etc. What are presented as individual choices are “largely compelled by broader social forces” (2014, p. 932); free choice is an illusion. 
 
To understand these findings requires us to consider the ideologies supporting the discursive practice: the context around the content, the discourse. The swimsuit cannot be understood without an appreciation of the body which wears it and the spaces in which it is worn – pool and beach. The beach is seen as a sexualised environment, “a place of adventure and sexual possibility” (Rojek, 1993, p.189).  Edgar also claims that “Alongside the beach, public pools are sanctuaries of seduction and voyeurism…” (2016, p. 10). As Metusela and Waitt state, “…as bodies on the beach shape space, space is shaped by bodies on the beach” (2012, p. xvii). Certainly, the tagline for a bikini advertisement in teenage magazines, Dolly and Girlfriend, “A bikini kinda life” [Girlfriend, 2014], suggests that the bikini is far more than two pieces of clothing fabric but rather a bodily way of life: unencumbered, relaxing, warm and sensual and related to place. The sense of “delicious abandonment”, as described below in an essay, Beachstruck on Bondi, is one discourse of the embodied swimsuit “kinda life”. 

Lying on the beach doing nothing. Sunglasses, hat, just out of reach of the beach umbrella, doing nothing. Getting hotter and hotter, getting wet, then getting hot again. 

Bondi bliss, zinc cream kharma.

Feeling the sun beginning to burn through a light breeze, filled with vague dreams of delicious abandonment; diving into aqua sea through, safe under a wave, or floating serene, sunlight patches reflecting on the sandy bottom like leopard skin. Where else would you be? (Stewart, 1993, p. 28)
The swimsuit incorporates a wide range of meaning. As Wells says, “Beach fashions are a barometer of the country’s social attitudes” (1982, p. 98). The beach in Australian society has sometimes been considered a social leveller – a public place where all social classes can mix. On the other hand, Metusela and Waitt (2012) in their text, Tourism and Australian Beach Cultures: Revealing Bodies highlight the “sexual, gendered, classed and racialized politics of the beach” (Metusela & Waitt, 2012, p. xxiii). Not all agree that the beach, so often constructed as such, is a space enabling “delicious abandonment”.  Neither might the pool be the great leveller, the democratic space, that some claim (Edgar, 2016).  The requirement for the disciplining of bodies, particularly women’s bodies, at the beach arises from societal views of the nature of the space: as Stewart says, “Only on the beach are so many so close with so little on” (1993, p. 48). To understand the beach body, it is useful to refer to Foucault’s (1980), social systems or “dominant discourses”. Through these discourses our bodies are rendered docile and normalized through bodily discipline and social and self-surveillance, whereby each individual exercises surveillance “over, and against himself” (Foucault, 1980, p. 155). Through the process of gazing and being gazed upon we learn the standards of physical appearance and become the bearers of the discourse. Readers of women’s magazines come to understand that young women’s bodies at the beach are goddesses, sunkissed, glowing, smooth and passive - to be gazed at; “enmeshed in networks of power” (Wergin, 2013, p. 180).  Thus women’s bodies become sexualised. As Metusela and Waitt explain, the media (which includes women’s lifestyle magazines) “regularly construct and circulate representations to mobilise, normalise, configure, increase and stabilise particular ideas of who belongs at certain beaches in terms of race, sexuality, gender, pleasures and moral hierarchies” (2012, p. xxvii).  Included here are the youthfulness, size, appearance and ability of the body. By adopting the unambiguous discourse of the beach body, women continue as the bearers of the discourse.  
The disciplined beach body, as highlighted by Jordan (2007) and confirmed in the present study, is not new to the 21st century. In relation to Australia, bodies have been disciplined over the years from where (and when) one could publically swim to prescriptions on what could or could not be worn. From the genteel Victorian culture which prevented women from even paddling at the water’s edge lest they exhibit naked flesh of the leg (Wells, 1982), we can see morality shifting to permit neck-to-knee swimsuits and by the late 1920s and 1930s the more modern swimsuit, promoted by magazines as the fashionable international trend. As Metusela & Waitt (2012) state, with these changes women were increasingly being portrayed at the beach as sexual objects. The authors explain that, although transcending earlier strict regulations of beach dress and thus offering empowerment to women, the commercialisation of beach culture “layered another mechanism of regulation or discipline over bodies at the beach through a market that established normative ideas of sexuality, glamour and romantic love” (Metusela & Waitt, 2012, p. 140).  While the new modern swimsuits of the 1920s and 1930s exposed more flesh (and were more comfortable for swimming), women’s bodies continued to be controlled through the stylisation of women’s bodies into a “slim line” which was possible due to the new fabrics of swimsuits.  

The swimsuit was positioned as a source of empowerment for women because it promised to keep the ‘unruly curves’ of the female body in ‘proper’ shape. Set firmly within the traditional Western epistemology, female flesh was positioned as a problem and technology of swimwear was offered as a solution. (Metusela & Waitt, 2012, p. 131)

And later, with the introduction of the bikini, Australian women’s bodies were controlled, not by the swimsuit fabric, but by patrolling beach inspectors armed with a tape measure ensuring bikini pants were no less than four inches at the side. 
Although women are no longer controlled by these regulations (and women today are “free” to wear even briefer bikinis), some question whether the bikini (also the most prominent swimsuit in the lifestyle magazines) is a symbol of female freedom and emancipation or a fashion item which has “exerted a major toll on their [women’s] physical and emotional health” (Brumberg in Westcott, 2006). In the past, women at the beach were not permitted the degree of bodily exposure allowed men. Ironically, with passing years, the popularity of men’s boardshorts as swimwear, has meant that women in Australia are often less covered than men (at least in terms of their lower body). 
The magazines featured many swimsuits which covered little and exposed a lot highlighting that the media today is more concerned with body size and shape, age, ethnicity, tan and hairlessness of the body than the morality of revealing flesh – unless you are an older woman! Indeed, as Gill (2008) stated, it is the  “sexy body”  which is portrayed as women’s central source of identity. Writers acknowledge that the requirement for women to transform is not new but what is new is the intensity and extensiveness of surveillance, an “obsessive preoccupation with the body” (Gill, 2007, p. 149).  Ringrose and Walkerdine explain the historical changes: 
…the massive proliferation of media aimed at exploiting this age old question of transformation and the mass fascination it holds, and the methods of intense psychical and psychological scrutiny and the calling upon the subject to enact self-regulatory methods to accomplish an ever-adaptive self does seem to represent a discursive proliferation that indicates shift, to use Foucauldian (1980) terms (2008, p. 236).

Neither has this massive proliferation of media exempted men from bodily preoccupation for the male ideal of a muscular, lean and youthful body (Ricciardella, 2012). In today’s neoliberal, consumerist society that promotes a profoundly image-conscious society, the male body is seemingly “increasing in importance as a mark of masculinity” (Pope, Olivardia, Borowiecki & Cohane, 2001, p. 189). Included in print and online media images of the ideal male body is the “hot” male beach body. However, as Zeilenger (2015) explains, since women are largely expected to reveal more of their bodies on the beach than men, they are women who bear the brunt of the message that claims that their bodies are wanting.
Much of the general interest today in media images of women’s bodies stems from Western societal concern for the normative dissatisfaction of women with their bodies. Magazines are only one message source promoting the ideal Western women’s body but the nature of the distribution (broad) and consumption (intentional and accidental) of magazines means that many women are subject to magazine images. The present study is about images, not the experience or behaviour of holiday bodies at the beach/pool. However, there is enough evidence to suggest that normative body dissatisfaction and surveillance is evident on holiday and justifies the examination of the messages put out there in women’s magazines. The evidence also suggests that postfeminism’s argument of today’s woman exercising autonomy and agency is questionable. Studies confirm that on holiday women are aware of their appearance and surveillance of others. Abramovici described Italian women’s behaviour at the beach claiming, “The underlying structure of Italian society and values can be felt through women’s performances on Italian beaches, their bodies reflecting the pressures of society, the power of the media, the prevalent male gaze and what is expected of them in this context” (2007, p. 123). In a study of Australian young women’s experience of their appearance on holiday (Small, 2016), the beach/pool was often found to be a problematic space as women’s normally concealed bodies were publicly on view.  Many women spoke of feeling fat, naked, exposed, on display and judged in their swimwear. Foucault’s (1980) “normalized” and “docile”, “disciplined bodies” were evident in many of the women’s accounts. They felt uncomfortable in what can be considered a sexualised space, as Bell and Valentine (1997) had previously found (see Jordan & Aitchison, 2008). Tiggemann & Andrew (2012) similarly concluded, when comparing Australian women’s (imagined) wearing of revealing clothing like bathers with more modest clothing such as a sweater and jeans, bathers lead to a greater state of surveillance or objectified body consciousness. The strategies employed by the women in Small’s study to negotiate constraints were similar to those of adolescent Australian girls at public swimming pools described by James (2000). Yet, few women criticised the normative discourse and when they did, they laid the blame with images presented in women’s magazines rather than a feminist issue born out of a deeper-seated patriarchal culture. Looking beyond young women, a study of older Australian women (Small, 2011) found few positive holiday experiences of women in swimsuits.  Older women often discard their swimsuits when they feel their older body is not presentable for public view. Anecdotal evidence suggests swimsuit shopping can be a fraught experience for many women. 
Despite societal constraints on the presentation and experience of the body, women are considered capable of resisting these discourses (Foucault, 1980).  Recently a UK advertisement campaign for Protein World which had the tagline “Are you beach body ready?” (and showing a young woman in a skimpy bikini) spurred activists to graffiti the billboard, protest, petition, and create a retaliatory spoof social media advertisement. When later introduced in New York, the ad campaign also stirred controversy. As Zeilenger (2015) says in relation to the campaign, “Consumers are fed up with yet another sexist, fat-shaming advertisement promoting the so-called ‘beach body’ standard”. Considering the ideologies supporting the discursive practice, Zeilenger claims “merely eradicating these ads and even the entire concept of the ‘beach body’ overlooks the deeper systems of sexism at the root of these damaging standards”. As she says, our “beach body” obsession reveals (1) how normalised female objectification is, (2) that dressing scantily, such as wearing a bikini, is not necessarily empowering and (3) that “body positivity” really means wearing what makes us comfortable. Coffey argues that seeing bodies, not as a static given, “not as objects upon which culture writes meanings, but in terms of what a body can do” (2013, p. 6) provides possibilities for change. Applying Deleuzian concepts, Coffey (2013) discusses the “becoming of bodies”, bodies as processes, events which are constituted and reconstituted “through their connections with other bodies and things” (2013, p. 6). As Coffey says, “This new, more positive approach to bodies as intensities exerting force (rather than femininity, for example, being seen as effect of patriarchal culture) moves beyond the binary, static opposition of feminine/masculine identities” (2013, p. 13). If one moves beyond the body ideal to affirm bodily differences and positive styles of life, the greater the body’s force, “the more it can do” (Coffey, 2012, p. 14). 
Leisure/tourist spaces are often considered as “a space over which the person has some control to be used for the person’s own satisfaction” (Wearing, 1990, p. 44), a heterotopia (Foucault, 1984) where norms can be contested. However, it appears that the extent to which women can resist or negotiate ideologies in the leisure/tourist space of the beach is debatable as the surveillant gaze is powerful when bare flesh is exposed (Richards, 2002). Sadly, today many women may miss out on the potential escape, freedom, recreation and wellbeing associated with swimsuit activities. The findings from the present study suggest that Gill’s (2008) hesitancy in celebrating the new “empowered sexual agency” of women is warranted based on: the narrow definition of female beauty and sex appeal as exhibited in the magazine images, the costs associated with obtaining this body, the association of agency with physical appearance and consumerism and the new disciplinary regime whereby women present as if their own objectification is pleasurable and self-chosen.  The findings of the study suggest that the choices for women remain questionable. 
Potential limitations of the study concern the sample of magazines studied. That only the November issue was reviewed and for only two years might be seen as a shortcoming in generalising the findings. Also, with a focus on Australia, it might be difficult to extend the findings to other countries, including other Western nations.  The beach body in Australia might have a different meaning to that in other countries. The proximity of most Australians to the coast, Australia’s highest per capita number of private pools (Edgar, 2016) and the warm climate for a large part (or all) of the year means that for Australians the beach body is more than a “holiday” body; it can also be an “everyday leisure” body. As Wergin states, “the beach complements many homes as their extended backyard” (2013, p. 180).  Learning to swim “is the baptism every Australian child undergoes” (Edgar, 2016, p. 10) and swimming garments “are the nearest thing we have to a national dress. Almost everyone owns a bathing suit…” (Wells, 1982, p. 98).  The centrality of beach and pool to the national culture might mean that the “body panic” with the arrival of summer is not as acute for Australian women as for women in colder climates. Conversely, Australian women might be “disciplined” for more months of the year and beyond “holiday time” than women in colder climates. Nonetheless, the similarity with Jordan’s (2007) British findings suggests that the Australian data is not unique to Australia despite possible national differences. Certainly, it might be difficult to generalise to non-Western countries. Since the original study in 2007, magazine readership in Australia has declined and is expected to decline further (Jackson, 2014; mumbrella, 2015). This raises the question of the relevance of the study of magazines. Nonetheless, magazines for the near future are expected to attract a significant readership and continue to enact the role of lifestyle guide for women.
While magazines are a useful source for further research, as readership of the print format declines, it would be useful to explore other media sources such as websites. As the concern with images relates to how these images are interpreted and performed, an understanding of the connection between the two is of particular importance.  While some scholars are interested in the impact that media/magazine images of women has on women’s experience of their body, Coleman adopting a Deleuzian approach, argues that,

bodies and images are not separate and separable identities (subjects and objects) and as such do not act on each other in terms of (linear) cause and effect. Instead, bodies and images are processes which are inextricably entwined and which become through each other (2009, p. 3).   

In other words, “bodies become known, understood and lived through their relations with images” (Coleman, 2009, p. 3). This study has been about images, not the process of becoming bodies. It is suggested that future research could examine the becoming of bodies through their enfoldings of beach body images – how bodies come to be understood and lived through images. This study has been about the bodies of Australian women. Further study examining media images of women of other cultures/nationalities would provide a more nuanced understanding of women’s embodiment and contribute to the debate on postfeminism’s assertion of today’s woman as agentic and empowered. While studies of media images have traditionally focused on women, there is reason to expand on the developing research investigating the media’s representation of the ideal male body (muscular) to look at men’s beach body and the relationship of this ideal with men’s body dissatisfaction (Hargreaves & Tiggemann, 2009). Certainly, the increase in men’s body dissatisfaction along with increasing media depictions of the ideal male body has been noted (Ricciardelli, 2012).  
3. CONCLUSION

Bodies, especially women’s, have always been under surveillance at the beach or pool. The control of such bodies has changed over time with disciplining today extending beyond the clothing and exposure of the flesh to an ideal which is thin, tanned and exfoliated. Women won’t get thrown off the beach for being fat, hairy or untanned but pressure is still insidious to produce this body. While the more recent (2014) magazines had broadened the characteristics of beach bodies, becoming more inclusive of body types, this improvement was only slight. For the most part, the images in recent (2014) magazines, similarly to the older (2007) magazines could be considered sexist, ageist, sizeist, ethnocentric and ableist.  Age was a key definer of the sexuality of the body and its presence or absence in the magazines. Where the older body was present, the focus was on the ageing body and its control. With an ageing society and an active older leisure and travel population, there is an obvious omission in the bodies featured in magazines. Also, the high obesity rates in Australia (Sassi, 2010) confirm that there is a group of larger women not represented in the magazines. Australia is considered a multicultural, multiethnic society and yet one culture/ethnicity dominates the magazine swimsuit/beach images.  Not only are other ethnicities not included but the sexualised messages and images of the swimsuits and their models could also be deemed offensive by certain cultural groups and interpreted as cultural racial arrogance when images of semi-naked, white women are seen in the context of sexually conservative destinations. Another issue concerns the presentation of the tanned body, especially in Australia, the country with the highest incidence rate of melanoma (along with New Zealand) (Cancer Council Australia, 2016).  These examples highlight further the myth of agency and empowerment in the exposure of flesh. The study does not tell us how the holiday maker reads the magazine images. However, research which has focused on the experience of women at the beach/pool confirms that women do not necessarily feel comfortable in swimsuits. Knowing this, suggests that images which are exclusionary and not welcoming of the range of women’s bodies could deter women from visitation or, at the least, from feeling relaxed and comfortable on holiday in a swimsuit.   That all should feel included at the beach or pool is particularly important in a hot climate such as Australia where water can offer relief and comfort in addition to exercise and fun. The beach and pool are central to the Australian culture with the public pool in rural towns being an important social space, having “a place alongside the library, and probably the church” (Tabet cited in Edgar, 2016, p. 11). 
That the stylised beach body also constructs the space – the beach/pool, means that this space, although public, is not always particularly welcoming of the public. It is a space for sexualized bodies to be gazed upon and to gaze – a “bikini space”. Excluded are those bodies deemed not sexual. Power and knowledge are produced and reproduced through the images presented but while resistance is always possible, the extent to which images are challenged is questionable. As Metusela and Waitt state, “bodies are political because of how bodies become visible, take shape and are made sense of within the cultural practices of a particular time and space” (2012, p. xxiv).  A reading of the images in today’s magazines requires an understanding of Western neoliberalism, consumerism and social meanings of beauty, glamour and sexuality. Our values on age, race, size and disability underlie the images presented. As Zeilenger (2015) says, “We can talk about rejecting beach body culture all we want, but we can only consider ourselves truly liberated once the systems that create that culture are eradicated”. Critical Discourse Analysis is an initial step in the deconstruction of the beach body which hopefully can open up possibilities for understanding and resistance.

4. REFERENCES
ABC TV (2016). The Beauty Myth. Australian Story. Retrieved April 21, 2016 from ABC Web site: http://www.abc.net.au/austory/content/2015/s4384772.htm

Abramovici, M. (2007). The sensual embodiment of Italian women. In A. Pritchard, I. Ateljevic,  N. Morgan & C. Harris (Eds.), Tourism and gender: Embodiment, sensuality and experience (pp. 107-125). Wallingford, Oxon: CABI Publishing.
Aitchison, C. & Jordan, F. (2001). Beauty and the beach: Discourses of tourism and the body. In Women's Studies Network 14th Annual Conference, Cheltenham and Gloucester College of Higher Education, UK.

Backett-Milburn, K. & McKie, L. (Eds.). (2001). Constructing gendered bodies. Hampshire: Palgrave.

Bell, D. & Valentine, G. (1997). Consuming geographies: We are what we eat. London: Routledge.

Bolla, P. (1990). Media images of women and leisure: An analysis of magazine advertisements 1964-87. Leisure Studies, 9, 241 -252.

Bonner, F. & McKay, S. (2000). Challenges, determination and triumphs: Inspirational discourse in women’s magazine health stories. Continuum: Journal of Media and Cultural Studies, 14, 133-144. 

Bordo, S. (1989). The body and the reproduction of femininity: A feminist appropriation of Foucault. In A. Jaggar & S. Bordo (Eds.), Gender/body/knowledge: Feminist reconstructions of being and knowing (pp.13-33). New Brunswick, NJ: Rutgers University Press.

Botta, R. (2003). For your health? The relationship between magazine reading and adolescents’ body image and eating disturbances. Sex Roles, 48(9/10), 389-399.

Cancer Council Australia (2016). Melanoma. Retrieved April 17, 2016, from Cancer Council Web site:  http://www.cancer.org.au/about-cancer/types-of-cancer/skin-cancer/melanoma.html 

Coffey, J. (2012). Bodies, health and gender: Exploring body work practices with Deleuze. Melbourne: Youth Research Centre, Melbourne Graduate School of Education, The University of Melbourne.
Coffey, J. (2013). Bodies, body work and gender: Exploring a Deleuzian approach. Journal of Gender Studies, 22, 3-16.

Coleman, R. (2009). The becoming of bodies: Girls, images experience. Manchester: Manchester University Press.

Crouch, D. & Desforges, L. (2003). The sensuous in the tourist encounter: Introduction to the power of the body in Tourist Studies. Tourist Studies, 3, 5-22.

Davies, J. & Bradbery, P. (1999). Gender advertisements and tourism brochures. In J. Molloy & J. Davies (Eds.), Tourism and Hospitality, Delighting the Senses 1999: Proceedings of the Ninth Australian Tourism and Hospitality Research Conference (p. 264). Adelaide: Bureau of Tourism Research. 

Dawson, L. (2005). The effects of thin media images on women’s body dissatisfaction, mood, self esteem and dietary behaviour: the moderating influence of the importance of shape/weight for women’s self evaluation. Unpublished Grad. Dip. Science thesis, University of Sydney.

easyJet (2006, July). Beach-ready body. easyJet Traveller, p. 16.

 Edelheim, J. (2007). Hidden messages: A polysemic reading of tourist brochures. Journal of Vacation Marketing, 13(1), 5-17.

Edgar, R. (2016, April 9-10). Splash. The Sydney Morning Herald, Spectrum, pp. 10-11.

Fairclough, N. (1993). Discourse and social change, Cambridge: Polity Press.

Fairclough, N. (2013). Critical Discourse Analysis; The critical study of language, 2nd edn., Abingdon, Oxon: Routledge.
Foucault. M. (1980). The eye of power. In C. Gordon (Ed.), Power/knowledge: Selected interviews and other writings 1972-1977 Michel Foucault, trans. C. Gordon, L. Marshall, J. Mepham, & K. Soper, (pp.146-165). New York: Pantheon Books. 

Foucault, M. (1984). Of other spaces, heterotopias. Architecture, Mouvement, Continuité, 5, 46-49.

Gill, R. (2007). Postfeminist media culture: Elements of a sensibility. European Journal of Cultural Studies, 147-166. DOI: 10.1177/1367549407075898
Gill, R. (2008). Empowerment/sexism: Figuring female sexual agency in contemporary advertising. Feminism and Psychology 18, 35-60. DOI: 10.1177/0959353507084950

Gill, R. (2016). Post-postfeminism? New feminist visibilities in postfeminist times. Feminist Media Studies, 16, 610-630. DOI:10.1080/14680777.2016.1193293

Grogan, S. (2007). Body image: Understanding body dissatisfaction in men, women and children, 2nd edn. London: Routledge 

Hall, S. (1997). Introduction. In S. Hall (Ed.), Representation: Cultural representations and signifying practices (pp. 1-11). London: Sage/The Open University. 
Hannam, K. & Knox, D. (2005). Discourse analysis in tourism research: A critical perspective. Tourism Recreation Research, 30, 23-30.  DOI: 10.1080/02508281.2005.11081470

Hargreaves, D. & Tiggemann, M. (2009). Muscular ideal media images and men’s body image: Social comparison processing and individual vulnerability. Psychology of Men and Masculinity, 10, 2, 109-119. DOI: 10.1037/a0014691
Hemmati, M. (1999). Stereotypical images of women as part of the product. In M. Hemmati (Ed.), Gender and tourism: Women’s employment and participation in tourism, Report for the United Nations Commission on Sustainable Development, 7th Session, April 1999 (pp.10-12). London: UNED-UK.
Jackson, S. (2014). Magazine circulation down 11 pc. The Australian. Retrieved February 24, 2016, from The Australian Web site: http://www.theaustralian.com.au/business/media/magazine-circulation-down-11pc/story-e6frg996-1226826584380
James, K. (2000). ‘You can feel them looking at you’: The experiences of adolescent girls at swimming pools. Journal of Leisure Research, 32, 262-280.

Jeffreys, S. (2005). Beauty and misogyny: Harmful cultural practices in the west. London: Routledge.

Jordan, F. (1998). ‘Shirley Valentine: Where are you?’ In C. Aitchison & F, Jordan (Eds.), Gender, space and identity: Leisure culture and commerce (pp. 69-87). Eastbourne: Leisure Studies Association.
Jordan F. (2007). Life’s a beach and then we diet: Discourses of tourism and the ‘beach body’ in UK women’s lifestyle magazines. In A. Pritchard, I. Ateljevic,  N. Morgan & C. Harris (Eds.), Tourism and gender: Embodiment, sensuality and experience (pp. 92-106). Wallingford, Oxon: CABI Publishing.

Jordan, F. & Aitchison, C. (2008). Tourism and the sexualisation of the gaze. Solo female tourists’ experiences of gendered power, surveillance and embodiment. Leisure Studies, 27, 329-349.

Kim, J. & Lennon, S. (2007). Mass media and self-esteem, body image, and eating disorder tendencies. Clothing and Textiles Research Journal, 25(1), 3-23. 

Magazine Publishers of Australia (2015) Magazines at a Glance. Retrieved  March, 15, 2016 from Magazine Publishers of Australia Web site: http://magazines.org.au/magazines
Marshment, M. (1997). Gender takes a holiday. In M. Sinclair (Ed.), Gender, Work and Tourism (pp. 16-34). London: Routledge.
Massoni, K, (2004). Modelling work: Occupational messages in Seventeen magazine. Gender and Society, 18, 47-65.

McRobbie, A. (2004). Post-feminism and popular culture. Feminist Media Studies, 4, 255-264. DOI: 10.1080/1468077042000309937

Metusela, C. & Waitt, G. (2012). Tourism and Australian beach cultures: Revealing bodies. Bristol: Channel View Publications.

Mumbrella (2015, August 14). ABCs: Non-weekly mags sell 7.4% fewer copies as Frankie sees another circulation decline. Retrieved February 27, 2016 from Mumbrella Web site: http://mumbrella.com.au/abcs-non-weekly-mags-sell-7-4-fewer-copies-as-frankie-sees-another-circulation-decline-312123
Pope,  H., Olivardia, R., Borowiecki, J. & Cohane, G. (2001). The growing commercial value of the male body: A longitudinal survey of advertising in women’s magazines. Psychotherapy and Psychosomatics, 70(4), 189-192. DOI:10.1159/000056252
Pritchard, A. (2001). Tourism and representation: A scale for measuring gendered portrayals. Leisure Studies, 20(2), 79-94. 
Pritchard, A., Morgan, N., Ateljevic, I. & Harris, C. (2007). Tourism and gender: embodiment, sensuality and experience. Wallingford, Oxfordshire: CABI.

Ricciardelli, L. (2012). Boys aren’t immune to body image pressures – and never have been. Retrieved March 14, 2012 from The Conversation Web site: http://theconversation.com/boys-arent-immune-to-body-image-pressures-and-never-have-been-3801
Richards, G. (2002). Gastronomy: An essential ingredient in tourism production and consumption?’ In A. Hjalager & G. Richards (Eds.), Tourism and gastronomy (pp. 3-20). London: Routledge.
Ringrose, J. & Walkerdine, V. (2008). Regulating the abject. Feminist Media Studies, 8, 227-246. DOI: 10.1080/14680770802217279

Rojek, C. (1993). Ways of escape; Modern transformations in leisure and tourism. Basingstoke: Macmillan.

Rosselson, R. (2000). Discussions arising from a discourse analysis of my diary from Nepal: Or what I did on my holidays by Ruth R. aged 29 1/2. Unpublished MA thesis, Manchester Metropolitan University, Manchester, UK .
Sassi, F. (2010). Obesity and the economics of prevention: Fit not fat. Paris: OECD Publishing.

Sastre, A. (2014). Towards a radical body positive: Reading the online ‘body positive movement’. Feminist Media Studies, 14, 929-943. DOI: 10.1080/14680777.2014.883420

Shilling, C. (2003). The body and social theory. London: Sage.

Sirakaya, E. & Sonmez, S. (2000). Gender images in state tourism brochures: An overlooked area in socially responsible tourism marketing. Journal of Travel Research, 38, 353-362.  

Small, J. (2007). The emergence of the body in the holiday accounts of women and girls. In A. Pritchard, N. Morgan, I. Ateljevic & C. Harris (Eds.), Tourism and gender: Embodiment, sensuality and experience (pp. 73-91). Wallingford, Oxon: CABI Publishing. 

Small, J. (2016). Holiday bodies: Young women and their appearance. Annals of Tourism Research, 58, 18-32.
Small, J. (2011).  Beyond 50: Do women care about their physical appearance on holidays? In M. Gross, B.  Brougham & T. Morganella (Eds.), Tourism creating a brilliant blend, Proceedings of the 2011 CAUTHE Conference (p. 101). Adelaide: University of South Australia, Adelaide. 
Small, J. & Harris, C. (2012). Obesity and tourism: Rights and responsibilities. Annals of Tourism Research, 39, 686-707
Small, J., Harris, C. & Wilson, E. (2008). A critical discourse analysis of in-flight magazine advertisements: The “social sorting” of airline travellers? Journal of Tourism and Cultural Change, 6(1), 17-38.

Small, J. & Jordan, F. (2008). Who’s ‘hot’ and who’s not? A cross-cultural analysis of tourism and body image in Australia and the UK, Paper presented to the Leisure Studies Association Conference, Liverpool. 
Small, J. (2005). Women’s holidays: The disruption of the holiday myth. Tourism Review International, 9, 139-154.

Stewart, M. (1993). Beachstruck on Bondi. In  J. Kent (Ed.), Bondi (pp. 28-53). St Leonards, NSW: Allen and Unwin.
Swain, M. (2004). (Dis)embodied experience and power dynamics in tourism research In J. Phillimore & L. Goodson (Eds.), Qualitative research in tourism: Ontologies, epistemologies and methodologies (pp. 102-118). London: Routledge.

Tiggemann, M. & Andrew, R. (2012). Clothes make a difference: The role of self-objectification. Sex Roles, 66, 646–654. 

Urry, J. (1990). The tourist gaze: Leisure and travel in contemporary societies. London: Sage.
Van Dijk, T. (1993). Principles of Critical Discourse Analysis. Discourse & Society, 4, 249-283. doi: 10.1177/0957926593004002006
Van Dijk, T. (2001). Critical Discourse Analysis. In D. Schiffrin, D. Tannen, & H. Hamilton (Eds.), The handbook of discourse analysis (pp. 352–371). Oxford: Blackwell Publishing Ltd.

Veijola, S. & Jokinen, E. (1994). The body in tourism. Theory, culture and society, 11, 125-151.

Wearing, B. (1990). Beyond the ideology of motherhood: Leisure as resistance. Australia New Zealand Journal of Sociology, 26(1), 36-58.  

Wells, L. (1982). Sunny memories: Australians at the seaside. Richmond, Victoria: Greenhouse Publications.

Wergin, C. (2013). Book Review: Tourism and Australian beach culture: Revealing bodies. Annals of Leisure Research, 16, 180-181. 

Westcott, K. (2006, July 5) The bikini: Not a brief affair, BBC News. Retrieved July 1, 2015 from BBC Web site:   

http://newsvote.bbc.co.uk/mpapps/pagetools/print/news.bbc.co.uk/2/hi/in_depth/5130460.stm 

Wodak, R. (2001). What CDA is about: A summary of its history, important concepts and its developments. In R. Wodak & M. Meyer (Eds.), Methods of Critical Discourse Analysis (pp. 1–13). London: Sage.

Wodak & M. Meyer (Eds.). (2001).  Methods of Critical Discourse Analysis. London: Sage.

Young, G. & Brown, P. (1999). From bushmen to Bondi Beach: The social construction of ‘malestream’ images of Australia in tourism advertising. In M. Foley, M. Frew & G. McPherson (Eds.), Leisure, tourism and environment: Participation, perceptions and preferences (pp. 143-151). Eastbourne: Leisure Studies Association.
Zeilenger, J. (2015). What our obsession with so-called ‘Bikini Bodies’ says about us.  Retrieved March 20, 2016, from: http://mic.com/articles/119826/what-the-way-we-talk-about-beach-bodies-says-about-us 

