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Mass Media and Chinese " Femininity’ Myth in the Consumption Age
L1 Yan
(I'nstitute of Communications, Zhejiang University, Hangzhou 310028, China)
Abstract : At the end of 2006, it was reported in The Times that the consumption of Chinese
female cosmetics accounted for 10 % of women’ s total income. At the same time, news from
Chinese News Webste said that women in Hangzhou spent 970 million RMB on their "facé'
annually according to statistics elicited in 2006.

The conventional prejudice of "women being inferior to men” is deep-rooted in China and
women are always in the state of being enjoyed and philandered by males. Such a Stuation
primarily prevails within the family and women are practically prevented from socia activities.
However , the rapid increase of Chinese female cosmetics consumption and the high frequency of
women’ s appearance before mass mediain thiseraof consumption do not denote the improvement
of women’ s status. On the contrary , they are the outcome of the"femininity’ myth created by the
mass media and the consumption market in collaboration.

It is apparent that the mass media have deepened the concept of "femininity’ in terms of
general biology, economics and linguistics in the light of Foucault’ s theory of the structural
model of human beings. Firstly, at the layer of biology, women are smplified as " three
circumferences’ —hestline, waistline and hipline respectively to satify male desire of peep, and
they are exposed as "flesh” by the mass media. Secondly, from the perspective of economics,
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women are cultivated with strong desires for market by consumption goods and their

extraconcepts and then molded into "acceptable women' by consuming massive "womarn' goods.

Thirdly, in termsof discourse, women only play a subordinate role, whether in the narration of
social events or personal &fairs.

Key words: consumption age; mass media; structural model of human beings; cosmetics
and "femininity”
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