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Abstract

In this thesis, I argue that the mutually productive relationship between women (as

gendered subjects) and cellular phone technology is one of control. Women use cellular

phones to organize, manage and otherwise control the multiplicity of tasks required of

them on a daily basis. At the same time, through using cell phones, women participate in

regimes of control including surveillance and persistent connection. I explore this

relationship at the level of everyday practice, and conclude by speculating about this

relationship at a wider level of social control and organization.

This argument emerges from the critical approach suggested by Slack and Wise (2005),

who argue that technology and culture are inseparable. They provide articulations and

assemblages as tools of analysis. I situate this analysis more broadly within Foucault's

(1991) work on govemmentality, in its modem form of societies of control (Deleuze,

1995b).
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Chapter I: Introduction

/ need to learn how to multiply. Take one woman. Addjob. Add boss.

Add husband. Add children. Add promotion. Add overtime. Add
daycare. Add pressure. Subtract time. Divide attention. How does this

equal one woman?
-Motorola advertisement (1996)

My interest in cellular phones is not one of disconnect, if you will pardon the pun. I am

not a detached observer.^ The woman in the Motorola advertisement sounds very similar

to me. Along with at least half of the Canadian population, I own a cellular phone. I

bought my first cellular phone in 1997, shortly after the birth of my first child and return

to the workforce. I felt good about this purchase. Now, if I was at work or traveling to or

from, I could be reached. I had voicemail, so that if by chance I was unavailable, I was

still in contact. I chose a sleek black model (as 'sleek' as they came in 1997) by Nokia,

and began a three-year contractual relationship with my service provider. Why did Ifeel

better by being so available all the time? This is the kind of question about the

relationship between women and cellular phones that I started to think about as I began

work on my thesis project. It seems to me that I felt better when I bought my cellular

phone because this device meant that I could be a better mother, a better employee, a

better citizen because I was more accessible, available and connected.

There is something about the cellular phone and the notion of civic responsibility that

seems to emerge in public discourse; somehow, these little devices have become linked in

popular imaginings to being 'good citizens' if you will. Two examples quickly come to

' My position as a researcher is one of a middle-class, white, heterosexual, married woman, living in a small city in

Ontario, Canada. I am a full-time graduate student, part-time teaching assistant and mother of two children.
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mind. On July 7, 2005, the BBC received fifty images after the first bomb exploded in

the underground rail system - all taken on cellular phones (Douglas, 2005). All of these

images were taken by ordinary citizens on their way to work, caught up in the bombings,

documenting the detritus on their mobile phones. These 'citizen-journalists' snapped

pictures and e-mailed them to the major British news agency within moments of the

bombing (Douglas, 2005). More recently, another British news outlet. The Guardian,

reported on the suspicious circumstances surrounding the arrest of a German academic on

suspicion of terrorist-related activities. Andrej Holm, a sociologist based in Berlin, was

arrested and detained for aiding and abetting a militant group. The charges seem to stem

from Holm's research interest in gentrification, his access to information and strangely

enough, the fact that Holm did not take his mobile phone with him to a meeting he

attended, thereby fostering "conspiratorial circumstances" (Connolly, 2007). In each of

these instances, mobile phones emerge as key markers of being 'good' citizens.

Londoners were good citizens by quickly sending images from the depths of the tube

stations, active and contributing to the media's coverage of the attacks. Holm was seen

as nefarious, sneaky and conducting himself inappropriately because he did not have his

mobile with him.

The ways that the conduct of citizenship and cellular phones seem to be discursively

linked together is fascinating, and warrants exploration. My own research interests centre

on considering this link through the lens of gender. This is an important consideration,

because gender is one of the ways that individuals 'conduct their conduct' (to borrow

from Foucault) in such a way as to conform to and abide by a particular set of guidelines
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about being 'good' citizens. I had a feeling that the use of cellular phones was fast

becoming one of the ways that gendered subjects could become 'good' citizens. So, in

many ways, this project stems from my long-standing interest in the mutually productive

relationship between women" (as gendered subjects) and technology. It develops in both

a narrow and wide sense. At the level of everyday practice, it is productive to develop an

analysis of how women and cellular phones are co-constitutive. That is, I am interested

in the ways that cellular phones both enable and constrain women in their everyday lives.

In a more broad sense, I am interested in speculating about the mutually productive

relationship between women and cellular phones through a wider discussion about

citizenship, social regulation and civic engagement. This desire to discuss the

relationship between women and cellular phones at the level of social organization and

control arises out of my own personal views about the importance of politicizing

discussions about the everyday socio-cultural practices of women by engaging with

broader networks and systems of power relations. More importantly, the critical

approach and theoretical analytics that I employ to analyze the relationship between

women and cellular phones suggest that it is necessary to situate such analyses within

broader constellations of meaning.

Before I attend to the specifics of the argument, approach and analysis to be found herein,

it is worthwhile to spend a moment to flesh out what it is I mean by the relationship

^
I use the term "women" to articulate a particular gendered subject position. In this project, the "women" to whom I

refer tend to be married, middle class, white and heterosexual. Moreover, in a general sense I focus on mothering as a

gendered practice within this particular intersection of cultural markers. While early on I remind the reader that 1 am
talking about women as gendered subjects by bracketing a comment, for all intents and purposes, whenever the term

"women" appears, it is with an acknowledgement that this is a problematic term which has been narrowly defined as a

particular subject position herein.
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between women and technology being mutually productive, because this is the

cornerstone upon which this thesis is built. Some see technology to be instrumental;

technologies are value-neutral tools at our disposal. Others see technology as being an

autonomous force, existing and operating beyond our control. "^ Both of these views have

been appropriately criticized for not adequately describing the relationship between

technology and culture (Feenberg, 2002; Slack and Wise, 2005). Another way to think

about technology is to conceptualize it as being part of culture, neither wholly

determined by, nor wholly determining socio-cultural relations (Slack and Wise, 2005).

From this perspective, there is a certain reciprocity in how both technology and culture

emerge; they mutually produce each other. It is not possible to separate culture from

technology or vice versa. Gender, as a key social organizer and part of culture, is a

component of this mutually productive relationship. Women are produced as gendered

subjects in part through their relationships with technologies. At the same time,

technologies acquire their social and cultural meaning through how they are used by

social subjects, including women. The cellular phone, therefore, is culturally produced

partly through the ways that it seeps into the lives of women, and at the same time,

women are produced as gendered subjects partly through the ways that they use cellular

phones in their everyday lives.

^ See Feenberg (1991 and 2002) for a thorough and useful exploration of these two 'received' views of technology.

Feenberg argues that technology is actually a 'site of struggle' between conflicting and competing outcomes.
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Main Argument and Critical Approach

In this thesis, I argue that the mutually productive relationship between women and

cellular phones is one of control."* Women, as gendered subjects, use cellular phones to

help control and manage various aspects of their lives. At the same time, these women

participate in arrangements whereby they are constrained by control - they are under

constant surveillance and are always accessible through instantaneous communication.

This argument unfolds by considering this relationship between women and cellular

phones as a social practice that constitutes everyday life. At this level of everyday

practice, I consider the ways in which women are positioned to use cellular phones to

help them function with their everyday tasks: mothering, working, volunteering,

shopping and so on. The cell phone is represented in such a way as to help women

perform myriad daily responsibilities that are required of them. These are responsibilities

that are represented as the tasks of 'properly' gendered women and help reinforce what

we expect women to do as part of their daily lives. At the same time, through cell phone

use, women participate in regimes of control that constrain them: being always available,

under surveillance and constantly (persistently) connected to networks. The relationship

between women and cellular phones in this sense focuses on women, as gendered

subjects, and how cellular phones can operate seamlessly in ordinary daily routines.

I then speculate about how this relationship, at the level of everyday practice, links up to

the level of social organization and control, by drawing upon Foucault's (1991) work on

govemmentality as well as cultural studies researchers who consider the importance of

In general, 1 am discussing a relationship that emerges within a Canadian context.
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new technologies in the emergence of modem forms of regulation, social organization

and control (Hay, 2003; King, 2003). Using this framework, I suggest that cellular phone

use can be considered a mechanism of governance that contributes to the shaping of

identities (in particular, "Supermom") and leads to the constitution of new subjects (in

particular, "Citizen Jane") in specifically gendered ways.^

Critical Approach

Differentiating between and separating everyday practices from the socio-cultural

environments in which they operate is problematic, because the socio-cultural is nothing

if not comprised of the everyday social practices of people, and these everyday social

practices are shaped by the participation in, and lived experiences of people within

broader networks of social, economic, cultural and political environments. However, for

analytical purposes it is useful to bracket out for a moment these everyday practices from

their social contexts. Borrowing a phrase from Fraser (1989) I participate in a process of

"bracketing" whereby I momentarily separate (or 'bracket') these practices from their

contexts, and suspend the problems associated in so doing, in order to tease out and

explore the ways in which the relationship between women and cellular phones operates

at the level of everyday practice. Moreover, the set of theoretical analytics from which

my argument emerges, namely Foucault's (1991) govemmentality and Slack and Wise's

(2005) cultural studies of technology, suggests that it is important to explore everyday

' This argument about cellular phone use as a mechanism of governance is based upon a similar argument made by

King (2003). King analyses the "Run for the Cure" as a mechanism of governance, and considers how volunteerism

and physical activity (amongst other activities) are part of being "good" Americans. While her research does not

directly pertain to my research, the structure of her argument has been helpful in guiding the formulation of my
speculations.
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scx:ial practices within a broad social context. Chapter 2 explores these frameworks in

more detail, but I introduce them here.

Slack and Wise (2005, 2002) have developed a cultural studies approach to technology,

whereby they argue that technology and culture are inseparable; they mutually produce

each other. Slack and Wise (2005, 2(X)2) suggest that researchers consider both

articulations and assemblages in order to comprehensively describe technological

culture. Articulations are the contingent connections between any number of disparate

elements, where the focus is on the articulation (relationship) rather than the element.

Slack and Wise (2005) recognize that their use of the word "elements" can be misleading.

They do not mean "elements" in the sense of single, discrete items or material things.

Rather, they suggest that elements can be any of the following: "words, concepts,

institutions, practices and affects, as well as material things" (2005: 127). Gender and

cellular phone technology, used in this way, can be considered elements. This project

analyzes the articulation between gender and cellular phone technology at the level of

everyday practice.

Assemblages according to Slack and Wise (2005) are the ways that different technologies

stake out, draw boundaries around, converge and draw together various articulations at a

particular moment. The articulation (relationship) between gender and cellular phones

takes a particular form based upon its socio-economic, political and historical period. I

understand assemblages to work at the level of social control and organization, in that we

are no longer just exploring how cellular phones and women mutually produce one
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another in everyday practice. Now we are also considering the broader social context of

these relationships. While the main argument developed in this thesis focuses on the

articulation between gender and cellular phone technology, I tentatively begin the work

of sketching out assemblages within Foucault's (1991) work on govemmentality

generally, and more specifically within "societies of control" - Deleuze's (1995a and b)

conceptualization of Foucault's (1991) govemmentality in the present day.

Govemmentality is a term that Foucault (1991) introduced during a series of lectures in

the late 1970s. Foucault used the term govemmentality in both a broad and narrow sense

(Gordon, 1991). It is the 'conduct of conduct' - how individuals govem themselves and

their relationships, but it is also how one govems and is govemed in one's dealings with

institutions and in relation to political organization and population control (Foucault,

1991; Gordon, 1991; Bratich, McCarthy and Packer, 2003). Thus govemmentality works

by regulating and controlling populations through the everyday practices of individuals.

Gathering & Analyzing Evidence

In order to demonstrate my argument, I analyze a series of advertisements for cellular

phone companies that appeared in two Canadian magazines, Canadian Living and

Chatelaine, between 1995 and 1999. I have chosen to use advertising to demonstrate my

argument for two main reasons. As a site of social discourse, advertising captures

cultural meaning and concems, providing a snapshot of a particular historical moment

(Jhally, 1999). Therefore, advertising can be seen as a place where the articulation

between gender and cellular phones is rendered visible. Furthermore, advertising works

insofar as it is a process whereby the reader identifies with the subject positions being

8
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presented and 'buys into' the identity being sold. Althusser calls this process hailing and

interpellating (Williamson, 1978). This process is important for more speculative

discussion about the assemblage of gender and cellular phones because advertising

participates in the production of identities and subject positions. As such, when

considering how cellular phone use by women becomes a mechanism of governance that

produces new identities and cultivates new subjects, advertising plays an important role.

Advertising is explored in greater detail in Chapter 3.

Cellular phones have become ubiquitous, permeating the fabric of everyday life. As

argued by de Souza e Silva (2006), 'Technologically speaking, ubiquity can be defined

as the ability to communicate anytime, anywhere via computer devices spread out in the

environment" (2006, 25). However, as with every technological device, this state of

ubiquity is neither instantaneous nor without struggle. Just ten years ago, cellular phones

were on the periphery, mainly imagined as a tool for business. By 2000, the majority of

Canadian households had at least one cellular phone (StatsCan, 2000). The time period

that I have focused on, 1995 to 1999, was chosen because this was the five-year period

during which cellular phones were 'seeping' into everyday practices (i.e., they were no

longer simply a tool for the businessperson).^ Because the cultural meaning and uses of

technology are neither predetermined nor inert, the time period during which they

become part of everyday practice is important. Technologies have valence, in that there

^ The term "ubiquitous" used in this context draws upon the work of Mark Weiser (1 998), who understands this stage

of technological integration to be one where technologies have faded into the background of our lives, the stage of

"calm computing." Adriana de Souza e Silva (2006) provides a detailed exploration of Weiser's work and how it relates

to cell phone technology.
' Certainly these dates are not absolute because this "seeping" into everyday practice did not begin precisely on January

1 , 1995. However, as is outlined more specifically in Chapter 3, this is the general time period during which there was

the most growth in the domestic market.
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are a limited number of possible uses and ways in which they can fit into our lives

(Martin, 1991)^. I focus on this time period because it was the time during which the

"scene of struggle" about how cellular phones would operate in the lives of middle-class,

Canadian women was taking place.

K ij-.' ^

The magazines, Canadian Living and Chatelaine, were chosen because they target the

particular group of women that I am interested in writing about, namely middle-class,

Canadian women who (for the most part) tend to be mothers - a market segment (and

subject position) that played a crucial role in the domestication of cellular phone

technology. Canadian Living and Chatelaine are two of the most well-circulated,

established Canadian magazines that are geared towards middle-class women. Both

magazines carried advertisements by three major cellular phone companies, Nokia,

Motorola and Cantel during the time period outlined.

Situating the Relationship Between Gender & Technology

"Woman" is a problematic term. Feminists have long contended that essentialist and

'natural' understandings of a whole and coherent woman erase and ignore the very real,

lived realities of different ethnic, classed and sexualized bodies (amongst other cultural

markers). In my research, I understand "woman" to be a particular gendered subject

position and in this context I focus primarily on practices of mothering. Gender is the

discursive construction that differentiates between biological sexes based upon a

particular set of socially constructed expectations about appropriate behaviour and

presentation. Gender determines the 'proper' way in which male and female bodies

* Martin (1991 ) argues that the possibilities are limited because, for example, a toaster cannot be a cd player.

10
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should act, so as to produce separate categories: man and woman. Therefore, how a

'woman' understands herself and is intelligible to others is based upon the historically

specific discursive environment in which she happens to find herself.

Rakow and Navarro (1993) argue that gender is an intrinsic part of technology.

Technologies have a long history of being closely linked with gender, in production, use,

design and effect. Rakow and Navarro state that, "technologies both represent and enact

gender ideology, or our belief structure about gender" (1993: 145). Hence, gender is

contingent, shifting, historically and culturally specific, and technology, as part of

cultural practice, works to both represent and enact dominant understandings of gender.

Because technology and culture are inseparable, constitutive elements of each other, and

gender is part of culture, then gender and technology are mutually productive.

In Chapter 4, 1 explore this mutually productive relationship in greater detail, using Slack

and Wise's (2005) framework of articulations to focus not so much on gender and

cellular phones as two separate elements, but rather to focus on the relationship, or

connection between the two. I have organized the analysis of the advertisements by

using five overlapping themes: mothering, professionalism, mobility, safety/surveillance

and isolation. These themes were not predetermined. Rather, they emerged through my

analysis, because I needed to find a way to organize my interrogation of the articulation

between gender and cellular phones. That said, however, these themes are also supported

by the theoretical framework I outline in Chapter 2, where I consider recent research on

the relationship between gender and cellular phones. This relationship between the

11
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theoretical framework and themes is reinforced in some detail in the analysis of the

advertisements. It is important to note that these themes do not provide an exhaustive

account of all the possible ways that gender and cellular phones intersect in these

advertisements. Instead, they are five themes that help me to analyze and express the

relationship between gender and cellular phones in some detail, specifically relating to

my theoretical framework. i

In Control: The Emergence of Citizen Jane

I have titled this thesis Citizen Jane, because what emerges from my theoretical

framework and analysis is the notion of control - control of and over oneself and one's

life - as a mechanism of govemmentality. In Chapter 5 (the concluding chapter), I

tentatively sketch out how everyday practices become apparatuses of govemmentality,

producing new identities and constituting new subjects. Control emerges as a key theme

in my critical approach, based on the work of Beniger (1986) and Deleuze (1995).

Beniger (1986) provides the historical background to what he terms the "control

revolution" whereby he argues that since the industrial revolution there has been a

massive increase in the amount of information and data produced, leading to a crisis of

control. Governments have been forced to find new and creative ways to control and

manage this information and data, leading to the production of new communication

technologies of control such as bureaucracy, the typewriter, and the computer (to name a

few). Deleuze (1995 a and b) builds upon Foucault's (1991) work on govemmentality,

suggesting that what Foucault was really talking about in his govemmentality lectures

was control. Goveming is no longer simply a matter of sovereignty or discipline; instead,

control is the present form of govemmentality. In this sense, where goveming involves

12
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managing vast amounts of information in order to plan, organize and regulate

populations, it is reliant upon control. As such, control functions neither through brute

force nor disciplinary institutions^, but through everyday practices associated with instant

communication and constant connection to networks.

Within societies of control, a new "citizen-subject" emerges (Hay, 2003). Hay (2003)

argues that the current form of govemmentality relies upon the "citizen-subject" in order

to properly manage the disposition of people and things across vast spaces. The "citizen-

subject" is responsible, self-disciplining and self-sufficient, bound to the processes to

which they are subjected in everyday life (Hay, 2003: 166-167). Using this argument,

women as "citizen-subjects" are not simply responsible citizens for their own personal

gain (although this is certainly part of the processes of govemmentality), but are morally

bound to fostering and reinforcing the stability of the state. Women as "citizen-subjects"

reinforce the gender roles and expectations that constitute them. Citizen Jane is this new

citizen-subject. With her cell phone in hand, she can accomplish so much. In the

advertisements analyzed herein. Citizen Jane is portrayed as having superhuman abilities.

She can transcend the boundaries of time and place. She can work from home and

manage the home from work. She is persistently connected to networks and always

available. She is the mobile citizen, a key figure in societies of control.

I note here the difference between identities, subjects and subject positions. People

become subjects by 'conducting one's conduct' through such disciplinary practices as

' Deleuze (1995a and b) is careful to note that control does not supplant brute force or discipline. They still operate.

This is more of a general shift that Deleuze is seeing.
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self-regulation. We are produced as subjects through discourse, and within specific

relations of power. People, as subjects, arbitrate various identities that allow us to be

legible to others. Identities are partial, shifting, transforming and never complete (Hall,

1996). Through discourse, various subject positions are produced, and people locate

themselves in relation to these different subject positions. "Identities are thus points of

temporary attachment to the subject positions which discursive practices construct for us'

(1996: 6). Identity is thus derived from our identification with the various and multiple

subject positions made available to us. In the advertisements studied herein, there are

several subject positions made available, including but not limited to 'mother,*

'professional,' 'communicator,' 'volunteer,' 'chauffeur,' and 'wife.' The identity,

"Supermom" emerges at the point where these multiple subject positions converge.

In this introductory chapter, I have outlined the main argument of this thesis, and

provided an introduction to the theoretical context in which this argument is based. I

argue that the articulation between women, as gendered subjects, and cellular phone

technology is one of control. Women use cellular phones to help them control and

manage their particularly gendered responsibilities of everyday life. At the same time,

women participate in regimes of control that constrain them, including surveillance,

constant availability and connection. This relationship is explored through identifying

five themes that emerge in a specific set of advertisements: mothering, professionalism,

mobility, safety/surveillance and isolation. I have also introduced the speculative work

that I do to conclude this thesis, where the articulation between gender and cellular

phones is placed within the social context of control societies and govemmentality.

14
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Although this argument is preliminary, it is suggestive of some of the interesting work

that needs to be done, exploring how a particular kind of gendered identity and subject

emerges through assemblages within a society of control.
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^^'-^ Chapter II: Critical Approach

^e're definitely moving toward "control" societies that are no longer

exactly disciplinary. Foucault's often taken as the theorist ofdisciplinary

societies and of their principal technology, confinement. But he was

actually one of thefirst to say that we 're moving awayfrom disciplinary

societies, we 've already left them behind. We 're moving toward control

societies that no longer operate by confining people but through

continuous control and instant communication.

- Gilles Deleuze (1995b: 174)

Introduction

In the previous chapter, I introduced the set of theoretical analytics that I work with to

develop my analysis of the relationship between gender and cellular phone technology.

This chapter is devoted to a more thorough and nuanced discussion of this framework.

The organization of this thesis is built upon an analysis of the relationship between

women and cellular phones in everyday practices. Chapter 4 explicitly focuses on control

in everyday lives of women using cellular phones, whereas Chapter 5 speculates about

this control relationship as a mechanism of govemmentality. One of the challenges of

research involves the difficult task of separating everyday practices from their social

contexts for the purposes of analysis while at the same time denying the existence of such

a differentiation. I acknowledge at the outset that everyday practices and the social

context in which they operate are not mutually exclusive categories; everyday practices

comprise the social, and it is the social that constitutes the everyday practices of

individuals. Fraser (1989) has argued that it is possible for the purposes of analysis to

"bracket" off and separate categories of analysis and momentarily suspend the reasons

why it is problematic to do so. Moreover, both Foucault (1991) and Slack and Wise

(2005) point to the importance of developing analyses that deal with the "politics of
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everyday life". Thus, it is in keeping with my analytical framework to develop an

analysis of the relationship between gender and cellular phones not only as everyday

practices, but also as constitutive of broader systems and networks of social control and

organization.

I work in both a narrow and wide sense, and tease out the ways in which my analysis

emerges through analyzing everyday practices, while simultaneously recognizing the

importance of socio-cultural and historical context. This chapter begins widely,

exploring Foucault's (1991) notion of govemmentality as it is applied in this research

project. I then begin the process of narrowing by taking up the emergence of "control

societies" which Deleuze (1995) suggests is the present form of govemmentality.

Control is the key theme of this project, and so I attend to the emergence of control

particularly in relation to technology. I then narrow further, by considering the

intersection between cultural studies and Foucault in order to explore and describe the

relationship between the social subject, everyday cultural practices and the stabilization

of modem forms of govemance and the maintenance of power relations. This section

explores some of the links between citizen-subjects and social control, particularly related

to govemmentality. From there, I consider specifically the substantive application of

Slack and Wise's (2005) approach to understanding technology within this broad cultural

studies approach. I then provide a brief overview of current academic literature on

gender and conmiunications technology and demonstrate how this project fills gaps in

current literature.

17
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The argument developed in this thesis is that the relationship between gender and cellular

phone technology is one of control. Women, as gendered subjects, use cellular phones to

control various aspects of their lives: time, children, work, family, domestic space and so

forth. At the same time, through the use of cellular phones, women enter into a

relationship with "regimes" of control: surveillance, accessibility, being always

connected through time and space. This argument is grounded in the critical approach to

studying technological culture introduced by Slack and Wise (2005), and takes up the

theme of control through a Deleuzian engagement with Foucault.

Governmentality & Control Societies

Foucault introduced the concept of governmentality in the late 1970s to describe the

process of "governing one's self and others" (Gordon, 1991). It refers to the "art of

government" which addresses questions about how to conduct oneself, others and how to

be governed (Foucault, 1991: 87). As Gordon (1991) argues, Foucault refers to

governing in a broad sense (population control) as well as in a narrow sense (the

(self)control of individuals). Governmentality is the "conduct of conduct" that involves

various practices, techniques and control apparatuses. Central to this concept is the idea

that the governor-governed relationship is not one of brute force, nor is it absolute control

through disciplinary institutions. Instead, governmentality explores the rationality behind

governing populations at a distance, where "the strength of the state relies upon the

proper disposition of humans and things" (Bratich et ai, 2(X)3: 4). As Foucault points

out, the responsibility of governance does not lie solely with the state; it is dependent

upon the coordinating actions of its subjects (1991: 102). Governmentality thus concerns

itself with both individual coordinating activities, as well as those of the state.

18
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Govemmentality is about the 'conduct of conduct' of individuals, to stabilize and benefit

the activities of the state.

Deleuze (1995 a and b) suggests that the modem form of govemmentality is control.

Extending Foucault's work on govemmentality to the current post World War n time

period, Deleuze (1995) suggests that disciplinary societies are receding, with their

institutional boundaries and discrete sites of regulation. Control societies, according to

Deleuze, emerge when there is a breakdown in the strict boundaries of disciplinary

institutions. Control societies are ones in which institutions are collapsing, where clear

delineations between separate places no longer exist (Deleuze, 1995b). In control

societies, nothing is ever finished; work is never done, nor is education. Continuous

connection and instantaneous conmiunication are key apparatuses of the control society.

According to Bratich, "We are increasingly seeing these disciplinary forces seep out of

their bounded institutions and discourses and radiate throughout the social body" (2006:

69). Control societies rely not upon sovereign power, nor disciplinary power, although

these forces continue to be part of control societies, but rather upon mechanisms that

"become imminent to their networked circuit of deployment" (Bratich, 2006: 69). This is

a cmcial transformation; in this modem form of govemmentality, networks, databanks

and the capillary forms of power operating in everyday cultural forms and practices are

now key sites of regulation, coordination and control.

Deleuze (1995) hints at the importance of communication technologies in control

societies when he suggests that modem forms of confinement operate not through places
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such as prisons and hospitals, but rather through instant communications and continuous

connection. Beniger (1986) has explored control in relation to the rise of information and

communication technologies in post-industrial North America and his contribution to

linking the broad notion of control to conmiunication technologies is important. Beniger

(1986) traces the "control revolution" from its long history based on a crisis of control

occurring as a result of mass production and industrialization. In his terms, control

involves both influence and purpose, whereby control is derived through moderating,

coordinating and regulating action with a specific goal in mind (Beniger, 1986: 7).

Post World War II, control is increasingly linked to information and communication

technologies because these technologies have been created to process large amounts of

information while maintaining communications over vast distances.'^ Governments now

rely upon computerized processing networks and integrated databanks in order to

rationalize, control and manage populations (Beniger, 1986; Webster, 1995). Deleuze's

prescience, therefore, was to pinpoint this move from disciplinary society to control

society, as it points to a different modality of power, where information processing,

persistent conmiunication and the seeping of institutional boundaries leads to new forms

of social control. The emergence of places such as the "home office," for example,

exemplify this transformation, where there are no longer boundaries between these sites

of confinement (the domestic sphere and the workplace). Technologies including cellular

'" Barry (1996) provides an excellent discussion of these developments, noting the increased need for statistical and

precise measurements of social and economic information by the state. Barry uses the telegraph as an example of the

ways in which communication technology and modem government are inextricably linked. As governments negotiated

enonnous information spaces of the new telegraphic community, they needed the structure developed in which they

could operate efficiently.
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phones, blackberries, computers and video-conferencing hardware and software all help

to facilitate this kind of transformation.

Cultural Studies & Foucault

In order to understand the relationship between gender and cellular phone technology as a

relationship of control within the broader discourse of control societies, it is helpful to

make some links between control societies and everyday practices. Cultural studies

theorists have begun to trace the importance of Foucauldian interventions into analyses of

culture that address issues such as govemmentality, specifically locating the implication

of Foucault on research and inquiry into modem forms of governing as it concerns

everyday life (Bratich et ai, 2003).'' As noted above, the shift to control societies

requires new forms of governing, not through domination and brute force, nor entirely

through discipline, and so it is interesting to think about the subject's relationship with

the state - a relation of power - in control societies. With the breaking down of

institutions comes an increased focus on the subject, because it is the subject who bears

the burden of control.'^ Disciplinary power works insofar as it regulates right down to

the level of the body, whereby the practices and conduct of individual subjects is required

for the functioning of the state. It is at this intersection, with a focus on everyday practice

and the relationship between the subject and the state that this particular branch of

cultural studies becomes useful.

" For example, Bratich (2003) considers the role of the television in stabilizing neoliberal ideology within the domestic

sphere, and how this translates to a stable, functioning state.

'* Deleuze (1995b) gives the examples of the breaking down of prisons, where such things as electronic monitoring

devices work to break down the division between the prison and the home, and the downloading of hospital services

(and the rise of home care) to the home as examples of this shift to control, and the implications for the individual.
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Cultural studies theorists argue that Foucault's influence in understanding the place of the

subject within control societies helps to demonstrate the shift to a greater reliance on the

self, in terms of governance and control (Hay, 2003; Rose, 1999). Hay discusses the

relationship between the subject and the state:

[SJocial subjects are not and should not be subject to direct forms of state

control, it relies upon mechanisms for governing 'through society,'

through programs that shape, guide, channel - and upon responsible self-

disciplining social subjects [emphasis in original] (2003: 166).

From this perspective, the role of the subject in the stabilization and maintenance of

social control and governance figures prominently, whereby it is required that the subject

participates in and supports mechanisms of control in order for a society to function.

Therefore, the 'ordinary' and 'everyday' practices of citizen-subjects play a crucial role

in the (re)production of power and the maintenance of social control.

This shift towards a greater reliance on the citizen-subject is important, because it further

illuminates the crucial roles that subjects have in sustaining and maintaining control

societies. It is not a matter of domination, but instead relies upon freedoms of individuals

(Hay, 2003). Foucault argues that there is an entire range of practices that "constitute,

define, organize and instrumentalize the strategies that individuals, in theirfreedoms, can

use in dealing with each other" (1977: 300, as quoted in Hay, 2(X)3: 166). Freedom from

Foucault's perspective is a process, where freedom is defined not as freedom from

subjection, but as one's ability to conduct one's conduct. Hay states that.

Governing at a distance and acting freely both require an implicit contract

or arrangement - procedures, techniques, and rules of conduct across

different spheres of life. In this sense, freedom (living and governing at a

distance) pertains to a new political and governmental rationality, to rules

of conduct that are not purely juridical but that decidedly make freedom

political and ethical, an ongoing process of governing oneself, properly
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applying oneself, and acting responsibly across every sphere of life (2003:

166).

The subject, therefore, becomes responsible for their "good citizenry" by applying and

abiding by these arrangements. Thus "conducting one's conduct" in such a way as to

adhere to the implicit arrangement required for social control is of paramount importance

to the success of a state. Put another way, a subject's agency is framed, but not wholly

determined, by state apparatuses. Moreover, this can be seen as a recursive relationship

because the formations of different modes of governing emerge through social relations

at level of the citizen and their everyday social practices. In other words, as much as the

state constitutes the practices of its subjects, so do the activities and practices of citizen-

subjects constitute the form that the state takes.

This relationship between the individual and the state is one of power. Power, Foucault

argues, is relational. It is not seated in any one place, but operates in and through

relationships. Foucault states, "Individuals are the vehicles of power, not its points of

application" (Foucault, 1997, as quoted in Hay, 2003: 167). This highlights the

importance of the subject, as a "vehicle of power" in the maintenance and stabilization of

the state. Because modem states govern at a distance, they must rely on the proper

conduct of subjects. Hay suggests, "To say that power is exercised or practiced, therefore

implies that power involves discipline and regularity as well as the activity and freedom

of individuals" (2003: 168). What can be taken from Hay's argument is that Foucauldian

power operates not only as a "power over" where there are rules that are followed, but

also as a "power to" where the subject has the freedom to exercise power through their

own conduct. The power of the state thus lies in its ability to derive power from
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individual practices. Power, from this perspective, is "capillary", operating at the level of

everyday practice of individuals (Fraser, 1989).

Although there is little work that brings gender into dialogue with govemmentality in the

context of cultural studies research, it can nevertheless be a productive discussion.'^

King (2003) argues that mechanisms of govemmentality play vital roles in the shaping of

identity'"* and the cultivation of political citizen-subjects. While not explicitly dealing

with gender. King (2003) examines the 'Race for the Cure' as a site that cultivates a

specific form of ideal citizenship, through practices of philanthropy and volunteerism.

King demonstrates how conducting one's conduct is primarily achieved through notions

of being a "good citizen." Gender as a social organizing principle is a key element of this

process. Gender, as understood in my research, is a social construction whereby subjects

are categorized, sorted and otherwise organized based upon their sex. Subjects are

constituted in and through discourse in particularly gendered ways. Thus the processes of

govemmentality, including self-regulation, governing oneself and acting responsibly are

done in accordance with particular discursive understandings and expectations about

gender. The ways in which gender is shaped and cultivated is dependent upon the

mechanisms of govemmentality in a particular historical and cultural time.

It is important to reiterate the importance of exploring govemmentality through everyday

social practices, as well as situating these social practices within broader socio-economic.

'^ As well, feminists have been particularly interested in taking up Foucault in relation to individual practices, and there

is a rich body of literature available that explores these linkages. (See Bartky (2003) as an example.)
'"* While Foucault focuses on the cultivation of the subject within relations of power. King adds to the discussion by

taking up how identities are produced at the same time.
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cultural and political context. I began this section by considering broad societal

concerns, introducing govemmentality and control societies. This section has explored

Foucault's (1991) concept of govemmentality as the art of governing both the subject and

populations through the 'conduct of conduct.' Because Foucault uses govemmentality to

describe the art of goveming in many different time periods, I have drawn upon Deleuze

(1995), because Deleuze argues that control societies are a particular form of

govemmentality that can be used to describe the current state of affairs. Deleuze is not

alone in taking up "control" as a central organizing principle of modem social order.

Beniger (1986) traces the historical emergence of control and points to the importance of

information and communication technologies in the processes and practices that emerge

in control societies. I then begin the process of narrowing the discussion, focusing on the

importance of the subject in considerations of govemmentality. I have drawn upon work

done at the intersection of cultural studies and govemmentality in order to accentuate the

importance of the citizen-subject within these broad webs of control. Establishing the

importance of the citizen-subject in the (re)production, maintenance and stabilization of

state power and control, leads cultural studies researchers to examine how this works out

in everyday practices, because cultural studies is particularly concemed with the

'everydayness' and 'ordinariness' of culture, and how power operates within these

activities. Hay's (2003) research, for example, examines the role of television within the

domestic sphere as a site where neoliberalism is supported and reaffirmed. My own

research fits within this critical approach by considering the relationship between gender

and cellular phone technology at the level of everyday practices of individuals, while also
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considering the production of the citizen-subject within societies of control. How can

technology be theorized from this perspective?

Cultural Studies of Technology

Cultural Studies of Technology argues that technology is not separate from culture, but

an integral part of culture. In their introductory text, Slack and Wise (2005) use the

phrase "technological culture" to express this understanding. This shifts research away

from analyses of mechanistic and deterministic understandings of technology, to a richer,

nuanced approach that seeks to contextualize technological development within cultural,

historical and social realms. From a cultural studies perspective, technologies are

comprised of the connections between disparate elements that form some kind of unity or

meaning at a particular moment in time (Slack and Wise, 2005; du Gay, Hall, Janes,

Mackay and Negus, 1997). • — . .

For example. Slack and Wise (2(X)5) consider surveillance technologies in post-91 1 New

York. They argue that analyzing surveillance technology from the "received view,"

where technologies are objects free from the culture in which they arise, is inadequate

because it does not account for the historical circumstances out of which these

surveillance technologies have emerged, or how these technologies operate in everyday

life. Analyses developed from a cultural studies perspective ask questions about such

issues as terrorism, levels of racism and classism, global networks of information sharing,

privacy laws and policies, and citizenship as they intersect with particular devices such as

video cameras. All of these elements (and many others) happen to come together in a

culturally specific place and time to mean something in the 'ordinary' lives of New
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Yorkers. This perspective, shifting research focus from technology's effect on culture to

researching a more circuitous set of interrelated processes, provides new understandings

and insights into the cultural place of technologies. Slack and Wise (2005) suggest that

researchers consider developing an analysis from a cultural studies perspective. This

perspective involves conceptualizing technological culture, articulations and

assemblages. I outline these critical analytical tools here.

"Technological Culture"

Slack and Wise (2005) argue that the received view of technology and culture is that they

are somehow separate entities that influence each other in different ways. They state that

developing an analysis from this view means trying to understand and explain the

relationship between technology and culture as if these entities can somehow be cleaved

off and analyzed. This approach leads the researcher towards understanding technology

and culture on a continuum between technological and cultural determinism.

Technological determinists believe that technological change is the primary force

affecting cultural change. Technologies become "revolutionary" forces (Slack and Wise,

2005: 45). The discourse of technological determinism has seeped into studies of cellular

phones. A recent book by Levinson (2004) is a good illustration of this position.

Entitled, "Cellphone: The story of the world's most mobile medium and how it has

transformed everything! " this book proceeds to trace the historical roots of mobile

communications, yet heralds the mobile phone as a revolutionary device. Cultural

determinists, on the other hand, believe that culture shapes technology. From this

perspective, technologies arise out of a society's need or desire, and are reflective of that
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culture. Slack and Wise (2005) use the example of the gun, and illustrate the cultural

determinist position in the National Rifle Association slogan, "guns don't kill people,

people kill people." In this case, technology is entirely absolved from any responsibility,

and it is culture that is being held to account.

Both of these positions (and the continuum between them) have proven to be

unsatisfactory ways of understanding technology (Slack and Wise, 2005; Feenberg,

2002). Technological determinism ignores the role that people play in developing and

using different devices. As Arnold Pacey (1991) argues, technologies are not value-

neutral tools at our disposal. They arise out of a complex set of technological,

organizational and cultural interactions, and thus reflect the values of these spheres.

Cultural determinism sees technology simply as a device, one that does not have any

effects unto itself. Returning briefly to the example of the gun, Slack and Wise (2005)

point out that although the gun does not kill people without a human pulling the trigger, it

certainly makes the process easier and entirely different than another method of killing.

To step beyond this dichotomy. Slack and Wise (2005) propose researching from a

different perspective termed "technological culture." Drawing from Williams' theory of

culture as both a "whole way of life" and "ordinary," they argue:

But if, as we suggest, culture is "a whole way of life" - understood as a

process that includes artifacts such as technologies - then technology and

culture are not two separate identities whose relationship is the central

problem of technological culture. From the perspective of culture as a

whole way of life, technologies are integral to culture, not separate from it.

' - In that case, it makes less sense to talk about culture and technology.

Instead, what is needed is a model and a vocabulary that brings technology
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fully into the concept of culture to begin with. We use the term

technological culture to mark that difference (Slack and Wise, 2005: 5).

This is an important shift away from conceptualizing technology and culture, not as

discrete categories but as components of a "whole way of life." The focus of research

questions shift as well, moving from questioning the relationship between technology and

culture to considering the way in which technological culture is comprised of many

components, and how these various components connect and intersect.

There are three assumptions on which this approach is based (Slack & Wise, 2(X)5: 127).

The first assumption is that technologies are not autonomous; they are connected to the

context within which they are developed and used. This assumption shifts research focus

towards thinking about the connections between the device and its context. In my

research, this assumption helps to think about the cellular phone as being a historically

situated product of a plethora of choices both in how it is produced and used. Cellular

phones are part of Canadian social life. As such, I suggest that women use them in order

to gain control over many aspects of their lives, so that people can be better (gendered)

subjects. Cellular phones are a product of the control society, while at the same time

helping to (re)produce it.

The second assumption is that culture is made up of connections. That is, culture is how

connections and relationships come together. We can think of culture as the networks

and connections between institutions, social groups, individuals and so forth. Slack and

Wise (2(X)5) posit that cultural components such as education or the economy are

interrelated and bound up in each other (amongst other elements). They term culture a
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"complex web of connections" (Slack & Wise, 2005: 1 10), and technology is part of that

web. Theorizing cellular phones, then, asks that we think about the cellular phone's

place in this "complex web." We can think about the wireless industry in Canada, for

instance, changing business practices based upon mobile interi'aces, the culture of "cool"

and how cellular phones are bound up in this culture both as a product and as a producer,

changing policies in the education system, and cellular phone journalism - just to name a

few. Thinking about the "web of connections" helps guide my research by considering

the relationship between gender and technology as a connection; gender and technology

mutually produce one another within and through culture.

Third, technologies arise within these connections as part of them and as effective within

them. Very closely related to the other two, this third assumption calls for a non-

mechanistic discussion that moves beyond cause and effect (as mutually exclusive terms).

Put simply, technologies are part of culture, operative within it and reflective of it.

Technology is a process of shifting and changing connections and relationships.

Theorizing the cellular phone requires thinking about how it has emerged out of

particular relationships and forces, and how it affects these connections. For my

research, this final assumption maps out the ways in which technologies are both a

product of culture and produce culture. It supports my assertion that women, as gendered

subjects, and cellular phones mutually produce one another.

From this perspective, research moves away from asking how technologies affect culture

and how culture affects technology because they are not conceptualized as separate
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entities with easily defined boundaries and edges. One cannot determine where

technology ends and culture begins. To help provide a framework for theorizing

technology from this perspective. Slack and Wise (2005) rely upon two cultural studies

terms, articulations and assemblages.

Articulations

Articulations are the connected elements, relationships and contingent links that come

together to form what we understand technology to be. These connections are contingent

because they are not certain, necessary or essential. As Slack and Wise argue,

"Articulation can be understood as the contingent connection of different elements that,

when connected in a particular way, form a specific unity" (2005: 127). Thus

articulations are not concrete, stable or permanent. Their identity shifts through time and

space. The elements that comprise these articulations can include material objects,

discourses, practices and institutions (Slack and Wise, 2005: 127). The focus is not on

the element, but on the connection or articulation between elements, the relationships and

movements that intersect, conjoin and otherwise collide at a particular moment in time.

Applying the concept of articulations to cellular phones in Canada means that this

technology can be understood as the contingent relationship between at least the

following elements: the material, physical arrangement of cellular phone technology

including handsets, transmission towers, batteries, and digital communication

technology; Canadian communications policy bodies and lobby groups including the

Canadian Radio-television and Telecommunications Commission and the Canadian

Wireless Telecommunications Association; a desire to communicate from unfixed
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locations; a propensity towards gadget fetishism and fashion accessories; discourses of

safety and security; popular culture's fascination with instant communication, text

messaging service, ringtones and multi-functional camera/mp3/television handsets;

cultural expectations about gender, ethnicity and class; increased pressure to be available

beyond working hours and "on call" by employers; parents' surveillance of their children;

a vast and influential youth culture movement; manners, rules and regulations about

digital devices in public spaces (for example in restaurants, washrooms, change rooms,

classrooms); automobile use, commuting, accident rates and the pressure from insurance

companies to ban cellular phone use in cars and so on.'^ This project considers the

articulation between gender and cellular phone technology, particularly considering the

relationship between women and cellular phones. While the relationship between women

and cellular phones has taken on a particular form within a specific socio-cultural setting

(which I argue herein is one of control), this relationship is contingent and unstable.

Cellular phones did not have to take on the particular meaning in the everyday lives of

women that I explore herein. Rather, it happened to emerge this way, at this specific

moment in time. This articulation would be entirely different if the focus was on men,

for example. Thus the cultural meaning that is attached to cellular phones is dependent

upon the elements that come together.

For the purposes of my research project, where I consider the mutually productive

relationship of control between gender and cellular phones, I consider articulations at the

" This is only an example of some of the many articulations to consider when doing a cultural analysis of cellular

phone technology. It is not meant to be the entire gamut, just a notation of some useful relationships to consider,

included as a way of exemplifying and clarifying what is meant by articulation. My thesis does not in any way attempt

to incorporate all of these elements, nor the ensuing articulations.
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level of the everyday social practices.'^ In this sense, control can be seen to work in the

ways that women use cellular phones to help manage their everyday tasks and

responsibilities, while at the same time being constrained by the demands put forth

through cellular phone use, such as being always available.

Assemblages

Slack and Wise are explicit in their suggestion that it is not enough to simply look at the

articulation between gender and cellular phones in everyday social practices, because this

does not adequately take into account the broader socio-economic, cultural and political

environment in which technologies operate. Slack and Wise argue that, 'Technology as

assemblage adds to this understanding by drawing attention to the ways that these

practices, representations, experiences, and affects articulate to take a particular dynamic

form" (2005: 129). Drawing upon Deleuze and Guattari's concept of "constellations"

Slack and Wise (2005) posit that assemblages are the ways in which different

technologies stake out, draw boundaries around, converge and draw together various

articulations at a particular moment.

Considering the assemblages relating to cellular phones requires mapping out the ways in

which the articulations listed above come together, draw boundaries, territorialize and

otherwise attain tenacity at a particular moment. As Slack and Wise argue.

In making the leap to technological assemblage, it is important to

remember that a technological assemblage is not a simple accumulation of

a bunch of articulations on top of one another, but a particular concrete

'* This is not to say that Slack and Wise suggest that articulations work at this level. This is one way of interpreting

their approach in order to work through the two scales that I am focusing on herein.
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constellation of articulations that assemble a territory that exhibits tenacity

and effectivity (2005: 130).

Researching the cellular phone involves rendering visible the broad web in which these

devices operate, sketching out how the flows of articulations come together in a particular

time and place. Mapping out the assemblages of cellular phone technologies includes

considering the history of its design, its place within Western late-capitalist society,

consumer expectations and appropriations, its association with other new digital media

including the internet, other wireless communication devices and the rise of instant

communications, just to name a few.'^ I devote my attention mainly to exploring the

articulation between gender'^ and cellular phone technology - considering the multiple

and complex ways that this relationship emerges in advertising. In my concluding

chapter, I begin the work of assemblage, and I speculate about the possibilities for further

research in this area. One possibility for analyzing the assemblage of cellular phones

within broader constellations of meaning is through govemmentality. Chapter 5

concludes with some speculation about the assemblage of cellular phones and women

within a broader network of control and govemmentality, and looks more closely at the

production of identities and the cultivation of new subjects within this context.

Implicationsfor This Project

Using Slack and Wise's (2005) text as a critical approach asks the researcher to consider

both arUculaUons and assemblages in order to analyze technological culture. I am

interested in the articulations (relationships) between gender and cellular phone

" These are not what my specific project is about, but are examples of some of the possible ways that assemblages can

be explored.
"* As noted in the introduction, I do not deal with gender in its entirety, but more specifically gender as understood

through the practices of mothering (and even more specifically, Canadian, middle-class, heterosexual mothers).
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technology. I then speculate about this particular relationship in a broader sense by

drawing upon govemmentality to understand the assemblage of this articulation at a

particular historical moment. In the time period upon which I focus, the form that

govemmentality takes is that of control. Control societies simultaneously free and

enslave (Deleuze, 1995b). There is freedom; freedom for individuals to be self-reliant

and self-sufficient (within the limitations of the discourses that constitute them). At the

same time, there is enslavement; work is never done, communication is instantaneous and

constant, institutional breakdowns trickle down to where individuals now bear the brunt

of personal care and responsibility. Considering the articulations of gender and cellular

phone technology within this control society is important, because technologies are part

of the mechanisms of control.

Gender and Communications Technology

This final section looks specifically at gender and communications technology, and

works to provide support for my assertions about the mutually productive relationship

that exists between gender and mobile phones. It shows how my research contributes to

the growing work from a cultural studies frame, while demonstrating some gaps in

current literature that I hope to begin to close. Several scholars seek to trace the cultural

realm of cell phone technologies, and an emerging body of work looks at the cellular

phone from an international perspective in ways that help to deepen our understandings

of these technologies globally (Leonardi, Leonardi and Hudson, 2006; Kavoori and

Chadha, 2006; Kavoori and Arceneaux, 2006; Ling 2004). In general, academic

literature on mobile information and communication technologies (MICTs) falls into two
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main groups.'^ Macro level research examines the socio-political and economic impact of

mobile technologies, as well as changing conmiunication practices (Castells, 2007;

Levinson, 2004; Rheingold, 2002). This research tends to erase or ignore the subtle social

differences between users, including issues of gender. Micro level research takes up

specific events and usage patterns but tends to be both ahistorical and/or apolitical (Ling,

2004; Myerson, 2001). I have explored some of the reasons why it is important to work

in both a wide and narrow sense, addressing both everyday social practices and the social

contexts in which they operate in relation to women and cellular phones. Exploring the

articulations (relationships) between gender and cellular phone technology, and

recognizing that these articulations are situated within broader assemblages of social

organization and control works to fill the gap that has emerged between the broad and

narrow research that has emerged.

The argument presented herein is that women, as gendered subjects, use cellular phone

technology to help control various aspects of their lives. At the same time, these women

submit to arrangements whereby they are constrained by control - they are under

constant surveillance, are always accessible and in constant communications (the key

tactics of a control society). This argument focuses on how women use cellular phones in

everyday life to manage their daily tasks, while simultaneously being bound by MICT-

supported networks of control.

'^ This literature review speaks to the general patterns arising out of Western bodies of knowledge. For the most part,

the literature reviewed herein focuses on North American research on MICTs. although it does take into consideration

some of the work arising out of other parts of the world. Because the usage patterns and adoption rates are significantly

different in North America (i.e., lacking behind other parts of the world), research done in other parts of the world that

deals with the themes proposed herein does not apply neatly to a North American context.
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Cultural studies research on gender and cellular phone technology is surprisingly sparse,

particularly in North America. In other parts of the world, researchers have begun to

explore some of the implications of gender and mobiles that address the gap between

micro and macro level research. In situations of poverty and migrant work, the cellular

phone is seen as an agent of change, or as supportive of transnational mobility by

enabling women to maintain familial ties and mothering roles from long distances (Uy-

Tiocco, 2007; Lee, 2007). Furthermore, Lemish and Cohen (2005) studied the gendered

uses of mobile phone technology in Israel, and their study revealed that mobiles were

used to reinforce traditional gender roles and patterns, as well as supporting spatial

divisions between private and public spaces. These studies argue that in other parts of the

world, gender and cellular phone technology are mutually productive; cell phones seem

to support traditional gender roles and practices, and people tend to use the technology in

particularly gendered ways. This research is important because it foregrounds the

contributions of research that seeks to place individual (and everyday) practices within

broader socio-political and economic discussions. My research provides a similarly

relevant discussion.

Researching the realities of women living in poverty in developing countries, and those

attempting to maintain mothering roles through transnational mobility is critical for

researchers concerned with social justice, because technologies do contribute to the

possibility of more equitable life situations. However, it is problematic to overlook the

lived experiences of middle-class women (as a particular gendered identity) within a

North American context. To assume that differences do not exist between how men and

women use and understand cellular phones in their everyday lives is to assume that there

are no differences between men's and women's lived experiences, both at work and at
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home. However, research that looks more generally at telephone systems (non-mobile)

and women, prove that these differences do matter.

Martin (1991) provides a discussion of the creative and productive ways in which female

operators eventually effected policy change at Bell Canada. Through a political-economy

lens, Martin demonstrates that women produced and participated in the development of a

very different social role for the telephone, which had been imagined as primarily a

business tool. This work is useful particularly for demonstrating the valence of

technologies in that there are a limited number of possible uses and outcomes for

technological devices. The ways in which, and reasons why, a technology is produced

may be entirely different from its social outcome. Its place and social meaning is a

complex production of a variety of cultural practices. What is most interesting about

Martin's research is that she provides a historical analysis of the telephone system in

Canada, and demonstrates the point at which there was a shift in how telephone service

unfolded. For researchers, Martin demonstrates the importance of considering the

historical emergence of technology as it articulates with gender, because the point of

emergence into everyday practice is critical for the future of that technology. It is not

predetermined, this relationship between gender and technology. It is productive and

contingent.

Rakow (1988) (re)writes the history of the telephone in the United States, and examines

the ways in which women were positioned in advertisements in the early twentieth

century. Rakow concludes that.

The story of the history of the telephone cannot be told without accounting

for the gender relations within which a telephone system developed. The

telephone, in turn, was used to construct and maintain gender differences

and hierarchies. The story of the telephone teaches us the lesson that

communication technologies in a gendered society are not gender-neutral

' (1988: 224).
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Rakow's research focuses on the effects of these gendered devices on the social practices

of those that use them, and is an important piece of the history of conmiunications

technology. Furthermore, both Rakow (1988) and Martin (1991) argue that considering

technology in relation to gender is a complex task; the relationship between gender and

technology is much more complex than perhaps we imagine it to be. These ideas are

surfacing in the work being done that focuses on women and cellular phone technology.

;
Ji'l'-. . Sf

In their 1993 study, Rakow and Navarro study the early impact of cellular phone

technology on women in the United States - a point during which marketing to women

was "on the horizon" (Rakow and Navarro, 1993: 149). At this point, they argue that the

*supermom' approach to marketing was not yet visible, but that there were nevertheless

differences between how women and men were depicted in advertisements. Rakow and

Navarro's research notes that women practice "remote mothering" whereby women

"exist in their domestic and work worlds simultaneously" (1993: 153). Furthermore,

through interviews, they consider the role that men have in shaping technology for

women. In particular, they demonstrate that women's husbands are concerned for their

safety, and thus encourage the use of the cellular phone as a safety device, thereby

reproducing a gendered understanding of men as "protector" (Rakow and Navarro, 1993:

154).

Shade (2007) has done more recent research on cellular phone technology, paying close

attention to 'gender scripting'. This process, she argues, considers how technologies

embody gender in particular ways, through design and marketing strategies. By

examining marketing material and advertisements for cellular phones. Shade argues that,

"The gendered scripts here, through explicit user-representations, reinforce women's role

as consumer and as object, with uses for sociability, shopping and entertainment" (2007:

186). Shade's research, focusing on the materiality of the design of the phone itself as a
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process of feminizing, is an important and useful contribution to emerging work on

cellular phones. Furthermore, Shade's research is particularly useful because, similarly to

Rakow (1988), she uses marketing materials and advertising as an evidentiary trail to

tease out the relationship between gender and mobile phone technology. The next

chapter, which details the research that I have carried out, discusses advertising in much

the same way.

Summary

In this chapter, I have paid particular attention to outlining the set of theoretical analytics

that I have used to frame my argument about the relationship between gender and cellular

phone technology, working in both a wide and narrow sense. For the purposes of

analysis, I have "bracketed" everyday practices from their social contexts in order to help

focus this discussion. I began widely, introducing broad discussion about Foucault's

(1991) govemmentality as the proper disposition of people and things. Govemmentality

involves the management and control of populations, whereby large populations are

managed across vast spaces by relying upon subjects conducting their conduct in such a

way that is conducive to being governed. Deleuze (1995) takes up govemmentality and

places it within a modem context, arguing that we have shifted from societies of

discipline to those of control. In control societies, there are no longer distinctions

between public and private; state institutions are breaking down and responsibilities are

downloaded onto the individual. Control societies function not through domination, but

through continuous control and instant communication. Beniger (1986) was used to

provide support for this theme of control, while simultaneously tying in the importance of

information and communication technologies. I then considered the intersection of

cultural studies and Foucault, whereby cultural studies theorists argue that goveming is
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done through granting freedoms and responsibilities to citizen-subjects. It is these

citizen-subjects who bear the responsibility of peace, order and governing by being

productive and responsible. Subjects, therefore, are vehicles of power, working to

uphold, stabilize and maintain state control through their own activities and behaviours.

Cultural studies, imbued with Foucault, becomes a useful critical approach from which to

work, because of its focus on the importance of the 'ordinary' and 'everyday' practices in

the (re)production of power and the maintenance of social control

In order to theorize how technologies intersect with and inform these mechanisms of

govemmentality I have drawn upon the work of Slack and Wise (2005), who argue that

technologies that are utilized in a particular culture are inextricably a part of that culture;

technology cannot be cleaved off and objectively analyzed. Instead, we can look at the

articulations (connections) between a variety of elements in order to better describe the

cultural place of technology. Furthermore, we can think of the ways in which these

articulations assemble in particular ways to contribute to broader systems of control and

maintenance of social order.

My project looks specifically at the articulations between gender and cellular phone

technology, a mutually productive relationship that is a key site of control and power.

Drawing upon both international and North American research on gender and mobile

phones, I have explored some ways that the gap between everyday practices and social

control can be addressed. These researchers all demonstrate that gender is a site of

struggle, whereby technologies both reinforce traditional gender roles and practices, and
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provide opportunities to (re)imagine new and useful ways of utilizing mobile phones

(Shade, 2007; Uy-Tiocco, 2007; Rakow & Navarro, 1993; Martin, 1991).

Through this critical approach, my argument about the relationship between gender and

cellular phone technology being one of control has emerged. The argument presented

herein is that women, as gendered subjects, use cellular phone technology to control

various aspects of their lives while at the same time, submitting to arrangements whereby

they are constrained by control - they are under constant surveillance, are always

accessible and in constant communications (the key tactics of control society). This is

made most evident in those advertisements that 'tap into' mothering as a means by which

to hail and interpellate the readers of the magazines that I analyze.
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< ' i,' Chapter III: The Importance of Advertising

Somehow, [advertising] must get us to see ourselves as - identify with or

acquire the identity of- a potential buyer of the product: the 'sort of

person who buys and uses this kind of thing \

- Du Gay g/fl/. (1997:25)

Introduction

In order to demonstrate the argument outlined in the previous chapter, I collected and

analyzed advertisements for cellular phones that appeared in two Canadian women's

magazines. Chatelaine and Canadian Living, from 1995 to 1999. In keeping with my

focus on both everyday social practices and broader social levels of analysis, I have

divided the first part of this chapter to address these levels separately. I begin with

"Advertising as Cultural Artifact" where I situate advertising in relation to the

articulations discussed in Chapter 2. In this sense, advertising is seen as a cultural artifact

and microcosm of social discourse, and I explore why advertising is applicable for this

kind of research. In other words, the first section discusses why advertisements are a

good source for the analysis done in Chapter 4. In the second section, "Advertising as

Process," I consider the role of advertising in the assemblages that I begin to tentatively

sketch out in my conclusions (Chapter 5). I speculate that through assemblages the

relationship between gender and cellular phones becomes a mechanism of

govemmentality, which produces particular identities and subjects. In this section, I

consider how advertising contributes to the production of identities and subjects. In the

third section, "Data Sources and Collection," I discuss the magazines from which these

advertisements have been taken and briefly outline the importance of the time period that

frames this project. In addition, I discuss how themes emerge as organizing principles
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when I consider articulations in Chapter 4. Finally, I consider some limitations to my

research. f^. .. vi

Advertising as Cultural Artifact

Advertising is a cultural artifact that renders visible the articulation between gender and

cellular phone technology. The aim of this section is to demonstrate that through an

analysis of advertisements, the articulation between gender and cell phones can be seen.

Advertising is a rich source for cultural analyses. Cultural studies researchers exploring

the relationship between gender and technology have found advertisements to be

particularly useful for capturing and providing evidence for their arguments. Mohun

(2003) examines advertisements from the 1920s to demonstrate early anxieties about

gender relations and laundry services, whereby advertisers employed scientific discourses

about the processes of laundering in order to impress women customers. More recently.

Shade (2007) uses marketing materials and advertisements to demonstrate the materiality

of how gender is inscribed onto cellular phones. Also, to account for television's role in

securing and rationalizing neoliberalism within the domestic sphere. Hay (2003)

examines advertising discourse. In short, advertising is a rich body upon which to draw

for cultural studies research.

Advertisers work to capture dominant discourses in order to connect with the audience.

According to Jhally,

Advertising . . . does not work by creating values and attitudes out of

nothing but by drawing upon and rechanneling concerns that the target

audience (and the culture) already shares (1999: 229).
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Therefore, advertisers work hard to identify what are regarded as common values and

attitudes, insert their product, and then (re)present these discourses in their

advertisements, while targeting specific demographic market segments. They draw upon

already-circulating discourses in order to sell their products. However, while advertising

does draw upon pre-existing discourses, it also is a discourse. Advertising has become a

"privileged form of discourse" (Leiss, Kline & Jhally, 1990: 1) whereby it holds a

prominent place in the lives of Canadians standing where once stood political speeches

and church sermons. Harms and Kellner help to uncover this position of privilege in the

North American political economy. They argue:

Advertising is significant because, in consumer capitalism, individuals

depend on it for meanings ~ a source of social information embedded in

commodities that mediate interpersonal relations and personal identity.

,^- , Advertising should therefore be conceived as an important institution in

the consumer society because it produces "patterned systems of meaning"

which play a key role in individual socialization and social reproduction

(Harms and Kellner, undated).

Cellular phone advertising can be considered as a significant part of the process by which

cellular phones become embedded within the everyday cultural practices of Canadian

women. Advertising produces a discourse about gender and cellular phones, and women

mediate their gendered identities in and through these discourses.

-I :
'

The critical approach for understanding technological culture asks the researcher to

consider articulations of many different elements in order to develop a more in-depth

understanding of technology. In advertising, these articulations become visible because

advertising plays this privileged role in the production of cultural meaning, producing a

"source of social information" (Harms and Kellner, undated) that can be interrogated.

Put another way, if the researcher is looking to see how gender and cellular phones

45



'M>> A/ r^'*:- -.^ '"ji'/t'i., .. .j-'M
ir

.
, • ^. ,^^;r,^ ; ^l--^

?^i-;^VK.

-'.'}.yy; .-. .n

'j-.T-. i--^ - 'T'* •;

>?;'". ;0

Si

.' ;i vi^' Ji!>i i;



mutually produce each other, and cellular phone advertising is a privileged form of

discourse that plays a vital role in the production of social meaning, then advertising is an

excellent cultural artifact that renders visible an articulations between gender and cellular

phone technology.

Advertising as Process

In this second section, I consider advertising in a different way, tying advertising into a

broader discussion of the assemblages of cellular phones and gender within societies of

control. I speculate that the relationship between gender and technology is one of the

mechanisms of govemmentality that produces and shapes identities and cultivates new

subjects. This section considers how advertising is an important part of the process of

assemblage, playing a role in the production of identities and subject positions.

Du Gay et al. argue that, "in so far as the advertisement *works', it does so because

somehow it gets us to identify ourselves with the types of people or situations depicted in

the advertisements. It constructs us as typical 'subjects-for-the-product'" (1997: 25).

Identity is thus a key cultural component of advertising. While the subject position

operates to pull the reader into the advertisement, it is an identity that is being sold.

Pajnik and Lesjak-Tusek, who observe discourses of advertising in Mobitel

advertisements in Slovenia, argue that advertising presents the possibility for unfixed and

fluid identities. They argue:

Modem identities, promoted in part by advertising discourse, are being

decentered; they are dislocated or fragmented. Creators of the advertising

industry realized representing and selling products also means

representing and selling identities. A contemporary subject is thus
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conceptualized and interpellated as having no fixed or permanent identity

(Pajnik and Lesjak-Tusek, 2002; 281).

If identities are not fixed, then they are open to being "new and improved." Therefore,

advertising operates by locating the desires and fears that circulate in popular discourse,

and offering solutions that resolve or attend to these wants. As Jhally (1999) argues,

advertising does not create these desires, but locates them, rechannels them and

(re)presents them in advertisements. Furthermore, "Williamson (1978) suggested if we

buy the product, we actually buy the image and at the same time contribute to the

construction of identity - through consumption" (Pajnik and Lesjak-Tusek, 2002: 281).

Thus what becomes important is considering what the image is that is being sold.

Returning to the cellular phone advertisements that are the focus of this study, it becomes

clear that the imagery represented in these advertisements speaks to the subject position,

"working mom" but creates an imaginary identity with which the reader identifies

("Supermom"). We buy products because we are buying into a particular modality of life

offered in the advertisements.

Advertising, therefore, is a process. Althusser terms this process "hailing and

interpellation," whereby advertisements call out (hail) to the reader and then interpellates

them as a subject (Williamson, 1978: 50). Interpellation is a negotiation or exchange

between the reader and the imaginary identity that appears in the advertisement

(Williamson, 1978: 50). The reader identifies with the subject position being constituted

through the discourses of advertising. For example, the advertisements in this study call

out to the reader as "hey you, busy mom," the reader identifies with that position and

hence interpellates herself, or exchanges herself with the imaginary woman in the
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advertisement, thereby aligning herself in a particular way. As a subject position, "busy

woman" becomes the "hail," how we as readers identify with the imagery in the

advertisement.

However, it is more complex than this. As Williamson argues, 'The 'you' in ads is

always transmitted as plural, but we receive it as singular" (1978: 51). From a more

Foucauldian perspective, this process resonates with individualization. Foucault states:

This form of power that applies itself to inmiediate everyday life

categorizes the individual, marks him by his own individuality, attaches

'i
'• ' him to his own identity, imposes a law of truth on him that he must

recognize and others have to recognize in him. It is a form of power that

'• makes individuals subjects (2001: 331).

Considering advertising as a form of individualization recognizes that advertisements

'speak' to many, but we respond as individuals, separated out. It is as if the

advertisement is addressing the individual directly, appealing to their identity, which in

turn renders the individual a subject. Foucault sees this subject as "tied to his own

identity by a conscience of self-knowledge" (2(X)1: 331). Thus, my self-awareness as

"busy woman" thereby subjugates me as an individual and transforms me into a subject.

The relationship between technology and gender can be imagined, therefore, as being

mediated through an identity represented in advertisements. The advertisements present

an identity, and women see the technology as the way by which they can "become" that

particular identity. However, there are multiple discourses of identity circulating at any

one time. These advertisements do not determine the subject positions available to

women, nor do women simply attach themselves to particular identities. There are

discourses about femininity, motherhood, and professionalism; just to name a few, that
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are all mediating women's processes of identity formation. As Foucault has argued,

while subjects may be active in choosing between, balancing and negotiating different

identities, the choices available to them are bound by the socially formed discursive

networks that operate within relations of power (Frow and Morris, 2000). Thus, power

relations order the discursive environment in which women are negotiating their

identities. •

Data Sources and Collection

The Magazines (r.-

As I have indicated, I am focusing on the relationship between gender and cellular

phones that focuses on a particular gendered subject position - middle-class, heterosexual

mothers"^^, because this was a key market during the domestication of mobile phone

technologies. This segment of the market played an important role in how and under

what circumstances cellular phones became part of everyday practice. My review of the

literature in Chapter 2 demonstrated that there was very little research on this particular

segment, while also pointing the lack of research from a North American perspective. I

have chosen to narrow down the geographical segment to look at Canadian

representations, because this is my own position as a researcher, and Canadian research is

underrepresented in academic literature.

I collected and analyzed advertisements for Nokia, Motorola and Cantel that appeared in

two popular Canadian women's magazines. Chatelaine and Canadian Living. These are

^ Sometimes referred to colloquially as "soccer moms."
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two magazines that target a particular female market. Their readers are typically English

speaking, between the ages of 18 and 48, with an income of $50,000 or greater, living in

urban Canadian centres (Canadian Living, 2006; Chatelaine, 2006).

By the end of 1994, approximately 1.8 million Canadians owned a cellular phone

(CWTA, 2007). This technology was certainly not yet part of everyday life. It was

positioned on the periphery, mainly used as a tool for business. By 1995, however,

advertisements for cellular phones began to appear in magazines aimed at middle-class,

English-speaking women, including Chatelaine and Canadian Living^\ While

magazines can clearly identify their subscriber base, they cannot determine the entirety of

their audience. Magazines are in libraries, doctor's offices, government services waiting

rooms and other public places in which a wide variety of people circulate. So,

advertisements, though geared to a "middle-class woman" permeate other markets.

While these categories are unstable, it is not the focus of this paper to consider who reads

the advertisements. Market research firms work to specifically target a particular subject

position (women), believing that they know a salient set of facts about these women

based on research.

The Historical Period

This project looks back to the time period during which mobile phones were becoming

integrated into our daily lives. I locate this moment as beginning in 1995, and ending in

^'
I arrive at this conclusion based on the media kits provided by both Chatelaine and Canadian Living, both of whom

clearly identify this particular audience in their market research data (Canadian Living, 2006; Chatelaine, 2006).
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1999."^ I located this time period by analyzing cellular phone adoption and use statistics

found on the Canadian Wireless Telecommunications Association website (CWTA,

2006), as well as information gathered from Statistics Canada (StatsCan, 2000). During

this five-year period, a myriad of advertisements presented many different images and

discourses of mobility. Before 1995, cellular phones were still considered mainly a

device for business use, and as such had not become quotidian in their use. Before 1996,

cellular phone service in Canada was a regional duopoly, with only two providers

offering service. Since that time, a number of different choices for cellular phone users

have arrived on the market (Statistics Canada, 2000). By 2000, the majority of Canadian

households already had at least one cellular phone (Statistics Canada, 2000). These

figures are supported by the Canadian Wireless Telecommunications Association, which

charts cellular phone growth of almost 400% between 1995 and 2000.

The Advertisements

My data was derived from analyzing 120 magazines. Each issue (January through

December) of Chatelaine and Canadian Living from 1995 through 1999 was analyzed

(12 issues X 5 years x 2 magazines). From this set, I located thirty-seven advertisements

for cellular phones. In total, four different companies were represented in a total of thirty

advertisements as follows: Nokia, 20 advertisements; Motorola, 13 advertisements;

Cantel, 3 advertisements; Ericcson, 1 advertisement. This number was reduced

considerably, by eliminating duplicates (advertisements that ran more than once in one

magazine, or appeared in both magazines) and two advertisements that did not fit within

^^ Again, I note that these are not strict and firm dates (marketing to this particular segment, and 'seeping' of cell phone

technology did not begin on January 1 , 1 995). Instead, these years were particularly relevant because there was a huge

increase in non-corporate sales during this time period.
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the scope of this research. These advertisements, one by Ericcson and one by Cantel,

were removed because they did not appear to have anything to do with gender.^^ This

left a total of 13 advertisements for analysis (see Appendix XIV).

The Development of Themes

Slack and Wise (2005), while providing a method for theorizing technology using

articulations and assemblages, do not provide the researcher with a toolkit or set of

guidelines to guide the research process. So, while I knew that I wanted to use the

advertisements to demonstrate the argument that I was making about the relationship

between women and cellular phones in their everyday lives, I did not have a clear set of

steps to follow to proceed with my analysis. As a result, I had to produce some sort of

useful way of sorting through the themes that I saw emerging in the advertisements.

Approaching the advertisements with the intention of seeing how the relationship

between gender and cellular phones was represented, I identified five themes: mothering,

professionalism, mobility, safety/surveillance and isolation. These themes developed

through my initial theoretical framework and literature review that suggested some

possibilities for organizing my analysis. These themes consolidated and were refined in

the analytical stage. In other words, I could 'see' my theoretical framework appearing in

the advertisements. For example, Rakow and Navarro (1993) discussed remote

mothering, and how with cellular phones women existed simultaneously in two different

spaces - the office and the home. Therefore, I knew there was tension between women's

roles as a mother and as an employee. This led to the development of the themes of

^^ The Ericcson advertisement was simply a picture of a cellular phone, vertically placed in the centre of the

advertisement. At the point when 1 found myself attempting to inscribe phallic representations onto this image, I felt

that maybe I should just leave it alone.
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mothering and professionalism, as discrete categories^'* or themes that I could organize

my argument around. It is important to recognize that while these themes became clear

to me as I organized my notes about the advertisements, they are not the only themes that

could have arisen. There are a plethora of other useful themes that I could have

considered - these ones seemed to fit cogently within my theoretical analytics. That said,

this analysis is not meant as an exhaustive account of the ways in which gender and

cellular phone technology emerges. '

Limitations of this Research

The focus of this project is not on how women, as gendered subjects, actually use cellular

phones. This research cannot translate into a document that describes the utility and/or

frustration that women feel about being constantly connected, although I do believe that

because advertisements capture dominant discourses (as discussed previously), they can

certainly be suggestive of the tension that is at play in the relationship between gender

and cell phones. That said, however, advertising is somewhat problematic as a source.

While I have argued that advertising is a useful site for the interrogation and uncovering

of dominant discourse, it is a highly mediated, constructed source. Advertisements are

created after completing market research surveys, demographic statistics and other

complex cultural interrogations, and then building advertisements that reflect and

reinforce the demographics that they speak to. As such, advertising is manipulative and

persuasive.

^* Not discrete in reality, but only for the puiposes of analysis.
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Furthermore, I have only looked at a very small sample, and a very specific intersection

of "women" - a term that is in and of itself problematic. As a result of the limited

sampling, I have only considered the relationship between gender and cellular phones as

it is represented for white, middle-class, Canadian women (at least in the advertisements,

perhaps not in the readership). While this cultural intersection has played a vital role in

the "seeping in" of cellular phones into everyday life, they are not the only people who

are using cellular phones for reasons other than business. Some research that looks at the

teen market, for example, demonstrates the very important role that teens play in the

consumer cycle of cellular phone use.

Finally, while considering the intersection between gender and cellular phones, I have

only looked at one particular gendered subject position: women. I believe that the

constitution of masculinity, for example, in relation to cellular phones would be equally

as complex and interesting. Researchers need to think about the narrow boundaries of

masculinity, when defined as the *businessman' who should carry a cellular phone, and

how these kinds of representations and discourses both enable and constrain particularly

male gendered experiences.

Summary

This chapter has focused on why I have used advertising to demonstrate the argument

that I am making about the relationship of control between women and cellular phones. I

have organized this section to be in keeping with the rest of my thesis, separating my

discussion of advertising into two sections. In the first section, I wanted to use

advertisements as a cultural artifact, or social discourse that captures current cultural
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anxieties and discourses and reflects them. In Chapter 4, 1 discuss the five themes that I

have introduced to organize my exploration of the ways in which control works out at the

level of everyday uses and practices relating to cellular phones, particularly as they

intersect with gender. This section has demonstrated that using the representations of the

relationship between women and cellular phones as they appear in advertising is a good

source for this kind of analysis.

In my concluding chapter (Chapter 5), I speculate about how this articulation between

gender and cellular phones should be placed within the broader social context of

assemblages. Perhaps an exploration of the assemblages, or broader social context of this

articulation is a good way to explore govemmentality, or more specifically control

societies. As a mechanism of govemmentality, the mutually productive relationship

between women and cell phones produces new identities and subjects. Advertising,

through hailing and interpellating is an important part of this assemblage process. DuGay

et al. (1997) stated it simply; advertisers need people to identify with the people in the

advertisements in order to sell products. They count on readers who will be interpellated

into the advertisements - who see themselves (or how they might imagine themselves to

be), if they were to buy the product.

htl'- .: .^
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Chapter IV: Control and Everyday Practices: Exploring

Articulations of Gender and Cell Phones

You know what the microwave oven didfor your kitchen? That's what a

Motorola cellular phone will dofor your car. It's simple, it's dependable

and it keeps you in touch.

-Motorola advertisement (1998)

Introduction

Emerging from my theoretical framework is the argument that the mutually productive

relationship between women, as gendered subjects, and cellular phones is one of control.

Women use cellular phones to help them manage the day-to-day tasks that they must

attend to. Cell phones help them to control the ever-increasing demands of modem life.

At the same time, women are controlled through using these devices; cell phone use

requires women to be always available, under surveillance and connected. This chapter

focuses on the articulation between women and cellular phones at the level of everyday

practice. Its aim is to tease out this mutually productive relationship as it is revealed in

advertisements for cellular phones. This chapter does not speculate about this

relationship at the level of the social organization, where cell phones become

mechanisms of govemmentality. These speculations about assemblages of cellular

phones and gender appear in the next (concluding) chapter.

Central to the argument about the relationship between gender and technology is the

theme of control. The analysis of the advertisements that emerges in this chapter is

concerned with how women use cellular phones to gain control over their everyday tasks

while at the same time being controlled by being so available and connected through their
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cellular phones. While Slack and Wise (2005) suggest articulation as a way to explore

this relationship, they do not point to where these articulations become evidenced. I have

chosen to use advertisements as a cultural artifact where these articulations are rendered

visible. In order to provide organizational structure to the ways in which I marshal

support for my argument, I have chosen to focus on five themes: mothering,

professionalism, mobility, safety/surveillance and isolation. These are labels that I have

constructed, and are in no way an exhaustive account of the ways in which gender and

cellular phones intersect. These themes are informed by my explorations of current

academic literature on cellular phone technology, and I link the themes to this research

whenever possible in this chapter. The five themes herein all speak to control - control

over one's life, career, space, movement, family and so forth, in particularly gendered

ways. The women using cellular phones can become measurers, organizers and ^t .; '

managers of a variety of tasks and responsibilities. At the same time, these themes . Ip.

highlight that in order to gain this control, women must participate in the apparatuses of

control. Apparatuses of control include being always connected to the network, ^ . r

continuously communicating, and under constant surveillance. In what follows, I explore

this complex articulation between gender and cellular phones, paying attention to this

notion of control. Each of these themes begins with an introduction to how I understand

its operation in relation to gender, in order to situate why the theme matters for women. I

then develop an analysis of how the gendered practices of everyday life, are about control

in both senses of the term. i ,,. i
: ..* ujw . .
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There are some overall trends in the advertisements that are worth noting, in order to

provide an overview of the kinds of advertisements that I examined. Most notably, it was

a very narrow representation of "women" in the advertisements. These women are white,

middle-class, able, primarily mothers, and heterosexual. This becomes evident through

various markers that the women are given in the advertisements. For the most part, the

women pictured are well dressed and stylish, pointing to a particular class of women, the

middle-class. Some work, others focus on parenting. Women are often positioned with

children, and while there is never a husband visible, he is often referred to in the text,

making it clear that the women are heterosexual and married. There is no ethnic diversity

pictured whatsoever. Every image of a woman is that of a white woman. Also, when

women were visible in the advertisements, they were either alone or with children. Men

were notably absent. Two advertisements pictured men - Nokia used the image of Elvis

Stojko, a famous figure skater, as well as that of what seemed to be a Buddhist monk. In

both instances where men were visible, they were what I would consider public figures -

figures of success, knowledge and power. This is interesting when you compare it to the

images of women, where there was not one image of a well-known female. They were

all anonymous women, who could be the next-door neighbour or a co-worker. The

domestic sphere played a prominent role, with several images of houses, front doors and

household appliances. When the images were about being out of doors, in settings other

than the home, they often had with them elements of fear - car accidents and breakdowns

for example. It quickly became clear not only what the target market segment was

(white, middle-class women), but also the very narrow conceptualization of the device as

fashion item, security device and communicator.
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Mothering & Cellular Phones

The first theme that I have identified is mothering, and I begin with this theme because

'mother' (as one part of gender identity) is the specific focus of this project.^^ I begin by

introducing the theme of mothering as it is related to cellular phones as well as gender.

From there, I discuss different ways that mothering emerges within the advertisements. I

then provide a discussion of how this relates to control at the level of individual practice.

This theme was introduced as relating to cellular phones by Rakow and Navarro (1993),

who suggest that cellular phones in the early 1990s were useful for women who were

attempting to practice mothering remotely, meaning that cellular phones helped women

who were outside the home perform the tasks associated with mothering. Mothering is

most closely tied to the nurturing and care of others, which is contingent upon, and

constituted by specific socio-cultural and economic conditions (Glenn, 1994). Mothering

intersects with other cultural markers such as class, ethnicity and sexual orientation, and

these intersections have been explored in various disciplines and forms within the

academic community. Glenn argues that, "Mothering and gender are closely intertwined:

each is a constitutive element of the other" (1994:3). The culturally constructed division

of gender is deeply rooted in reproductive responsibility and the ensuing care (Connell, as

quoted in Glenn, 1994: 3). For many women mothering is closely coupled with their

understanding of their gender identity. Moreover, Hayden (2(X)2) argues that the

discourse of mothering is historically and culturally tied to the domestic space.

^^ And, by the proliferation of the representations of mothering in the advertisements, it would seem that advertisers

find this the best way to access their market.
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Yet, while mothering is a domestically situated activity, mothering duties are also

connected with other places and spaces. For example, Medved and Kirby (2005) consider

how discourses of mothering have shifted based upon the influence of corporate

discourse, to the point where subject positions are constructed for stay-at-home mothers

which reflect these corporate discourses. What can be taken from this research on

mothering is that it is closely tied to gender. That is, mothering is considered a

"woman's" activity, one that is rooted in gendered assumptions about domestic and

nurturing roles; as well, mothering is located within, and affected by space, to the point

where the spaces that women occupy define the various subject positions of mothering

that are available to them.

What this research suggests is that mothering is a commanding job. Mothers are

caregivers, reproducers, nurturers and household managers. To be a mother, therefore, is

to be in control of a whole host of responsibilities and demands from a wide variety of

people, including children, husbands, volunteer organizations, extended family and work.

Mothers do the work of managing, organizing and coordinating the households. In the

advertisements, cellular phones can help mothers with these tasks. Mothering was the

primary identity - the lead role, so to speak. Mothering work was done at home, and also

in the car. Mothering was both a way by which women controlled their lives (and

cellular phones help them with that), as well as a form of regulation, whereby women

regulate their behaviour as a "mother" to behave in a certain way, perform certain tasks,

and be responsible for a host of people and tasks.

^^ Medved and Kirby (2005) determine these subject positions to be professionals, managers, productive citizens, and

irreplaceable workers.
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Mothering as Primary Identity

While women's identities are complex and multiple, many of the advertisements locate

mothering as the primary identity behind which all others follow. In these

advertisements, the woman is a mother first. The primacy of mothering as an identity

was visible in both the Nokia and Motorola advertisements, and was reinforced in both

visual imagery and text.

For example, in the Motorola advertisement, which I have titled "Supermom" (Appendix

I), the woman wears a superhero costume with a large letter "M" on the belt. It is at her

centre, as if being "mother" is her central role. Moreover, the text supporting this

advertisement lists off the various subject positions available for this woman, "Mother.

Wife. Working woman. Chauffeur." While each position is capitalized, thereby

indicating its importance, "Mother" comes first. She is first and foremost a mother.

— A I

'

In a Nokia advertisement, "Life in the Fast Lane" (Appendix II) there is a more subtle

location of the primary role of mother. In this advertisement, the text never actually talks

about being a mother. Instead, this advertisement talks about the "important people in

your life" and the complicated nature of everyday life. The images, however, tell a

different story. In six frames, we can see a woman, in a minivan, with an obviously upset

child, stuck in a traffic jam. In a more implicit manner, this advertisement visually

constructs the subject position of mother, thereby establishing the primacy of this

position. The advertisement visually marks motherhood as the first thing the reader

notices, complete with all the markers of middle-class motherhood (kids and a minivan).
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Due to the prominence of the visual imagery in the advertisement, and the small size of

the text, it works to establish the primacy of motherhood by rendering the visual imagery

clearest. As well, the use of the word ^important' makes the relationship to the child the

most important one in her life. .,

This more subtle approach to the establishment of mothering as a primary subject

position can be seen in a Nokia advertisement, "Nokia keeps Cathy in the swing of

things" (Appendix HI). Cathy is a busy woman, volunteering for the local hospital and

playing a little golf. The images show Cathy in front of her house, and on the phone at

the golf course. Nowhere here do we see her explicitly depicted as a mother. However,

the text reads, "On top of all that, she's married and the mother of two children." This

approach treats Cathy's position as a mother as a "given" - a taken-for-granted

assumption about who she is. There is no need to make it explicit, because the reader

makes that assumption, which is reinforced with the placement of the text.

Mothering At Home

The domestic sphere plays a central role in the mothering discourses identified in the

advertisements. Home is marked as central to the women, and several of the

27
advertisements visually represent the home in the background of the advertisements.

Moreover, those advertisements that did not explicitly depict the home visually are

certain to demarcate the importance of home within the text. As a result, the difference

between public and private space becomes highlighted. The domestic space, which is the

^ Home is represented in a particularly classed way as well, in that the images of the home appear to be suburban. No

apartment buildings appear, for example. This suggest a particularly classed image of the home as well.
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private space where activities of mothering take place, is clearly marked as separate, and

different from public space.

A prime example of the importance of the home is Motorola's "Supermom"

advertisement (Appendix I). In this advertisement, a woman stands on the roof of her

house wearing a bright pink superhero costume, with thigh-high black boots and a cape

blowing in the wind. The main caption reads, "Or, you could opt for the more practical

way to be in five places at once." While the text invites the reader to imagine some kind

of mobility, the image depicts a woman firmly rooted in her domestic space. The visual

representation of the house as the 'base' upon which she stands, indicates the fixity and

stability of the home.

In Nokia's "Cathy" advertisement (Appendix HI), the space of the home figures

prominently as well. In the photograph, Cathy is standing outside of what the reader

assumes to be her front door, holding some paperwork. Cathy is not seen in any kind of

office, although she is dressed in professional clothes. Instead, the reader assumes that

the home is Cathy's base. The text reminds the reader that Cathy also enjoys time at the

cottage. Moreover, this is a representation of a particular class of woman. She has time

and ability to do volunteer work, play golf at the country club and have a cottage. The

expectation that emerges is that women have these options available and these particular

spaces through which they must keep in constant contact.
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The home is evoked as a place of mothering in other ways as well. One Nokia

advertisement (Appendix IV) shows a cellular phone in the washing machine - an

appliance closely associated with the domestic space, and the duties associated with care

and nurturing work done as part of mothering. In one Motorola advertisement (Appendix

V) the text reads, "If it wasn't for the mortgage, I wouldn't even know I had a house."

While certainly this downplays the importance of the home for this mother, it

nevertheless renders the home visible, simply by drawing attention to its existence.

Mothering By Car

Discussions about the discourses of mothering as particularly gendered and spatial is not

complete without considering the prominence of the car. In this sense, while mothering

is primarily tied to the domestic sphere, the cellular phone is helping her to step beyond

the spatial boundaries of the home. However, while the boundaries of the home are

loosened, and women are shown to do these same activities in the car, the car represents

merely an extension of the domestic sphere. The car is still a private, separate space

where women and children are situated. There were never men shown in cars in these

advertisements. Moreover, the privacy aspect of the car was highlighted, reinforcing that

the conversations and mothering activities that take place there are private, domestic

activities. *

The best example of this shift is the Motorola advertisement, "I'm not a housewife, I'm a

carwife" (Appendix V). In this advertisement, the image is the rearview mirror, where

two children can be seen fighting. In the text, there is a long list of all the things that this

mother is doing in her car. "I live in the car. I eat in the car. I think in the car.
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Yesterday, I told my youngest about the facts of life. In the car. Perfect." The car,

therefore, plays an important part in mothering, providing a new place in which the

nurturing and caring is done. This mobility is enabled due to her cellular phone. The

small print reads, "You know what the microwave oven did for your kitchen? That's

what a Motorola cellular phone will do for your car." This text draws upon cultural

assumptions about mothering and domestic work, and transfers all of these assumptions

onto the car. Moreover, the first line, "I'm not a housewife. I'm a carwife" clearly marks

this woman as bound to the car as she is to the house, while simultaneously marking her

as middle-class. She is not, after all, walking, on a bicycle, or taking public transit.

Mothering in the car is visible as well in the Nokia advertisement, "Life in the Fast Lane.

Simplified" (Appendix H). Again, mothering is no longer confined to the house. The six

frames show a traffic jam, a mother at the wheel of her minivan, and then four images of

the little boy in the back seat. Referring to the "important people in your life" and then

visually presenting a young child in the car, the reader makes linkages between these two

ideas, and thus care and nurturing take place in the car.

Mothering & Control: At the intersection ofgender and cellularphone technology

The theoretical framework that guides this analysis sees the relationship between gender

and cellular phone technology to be mutually productive. Through the three facets

explored in this section, we can see this mutually productive relationship working out

through the theme of mothering. Women are seen as successful gendered subjects

through the incorporation of the use of cellular phones. Through their primary identity as

"mother" the women use cellular phones to manage and coordinate activities in different
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spaces (the house and the car seem to be the two most prominent spaces). Cellular phone

use produces women whose central role is that of mother, commanding and steering

domestic activities successfully through the use of the cellular phone. * -

At the same time, however, this particular gendered role controls women in new and

different ways. These women are controlled through continuous connections and

instantaneous communication; a mother's work is never done. Now, she does her

mothering work on the phone. Thus a whole new set of expectations is operative at the

level of the individual. A woman is expected to be always available to her children, her

husband, her job, and her volunteer work. The 'down-time' that might have been

otherwise available to her has been removed. i; • ^. 7< .st j . ^^. \

Cell Phones On The Job: Professionalism

Closely tied to mothering is the theme of professionalism. This relationship was most

clearly hinted at by Rakow and Navarro (1993) who argued that through cellular phone

use, women were more able to perform both sets of duties more easily. This section

begins with a discussion of professionalism, as it is linked to gender, and then explores

the theme particularly as it relates to mothering, because they overlap so much in the

advertisements. Professionalism appears in a distinctly gendered way, with a focus on

style that is geared to women, for example."^ I then discuss how control emerges in the

relationship between gender and cellular phones through this theme.

aSiV 1 -;»(-'. fi.l?'- -V >£.'.., V 1

^* One would expect that advertisements for cellular phones that are geared towards professional men might use a

different understanding of style, perhaps including style as "gadgetry" or "metrosexuality."
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Professionalism is a somewhat 'messy' term used to articulate the relationship between

an individual and paid employment (Cheney and Ashcraft, 2007). Professionalism can be

seen as both elitist and exclusive, where individuals are organized hierarchically based on

professional ranking criteria that are socially constructed (Leonard, 2003). Research has

indicated that professionalism and gender are closely linked, where professionalism

works to reinforce traditional stereotypes and normative understandings of the gender

difference (Leonard, 2003; Holmes and Schnurr, 2006). As well, professionalism is both

enabled and constrained by the spaces in which it operates. Researchers have begun to

tease out some of the ways in which gender, space and professionalism intersect (cf

.

McDowell, 2002; Holmes and Schnurr, 2006). As this research demonstrates, being

professional means different things in different spaces, but each particular space regulates

behaviour of both men and women.

In the cellular phone advertisements, the theme of professionalism was invoked partly to

construct the 'busy-ness' of women. That is, while mothering was the primary subject

position identified, it tended to work simultaneously in cooperation and in tension with

discourses of professionalism. This relationship between mothering and professionalism

worked to reinforce the multiplicity of subject positions available for readers to identify

with and create tension between these positions. The cellular phone was positioned as a

'solution' whereby women who are negotiating between these tenuous positions would

see the cellular phone as a way to manage both sets of requirements. Professionalism is

also demonstrative of a particular classed image of women using cellular phones. It is

assumed, after all, that women have jobs that they must try to balance. Moreover, the
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jobs that emerge in these advertisements are "professional" - women are pictured with

briefcases, operating various 'cutting edge' gadgets. These women are not in precarious

employment situations or unemployed. Middleton (2007) researches the cultural place of

BlackBerries within organizations.^^ In her research, she argues that BlackBerries work

simultaneously to allow users to manage many aspects of their lives, while at the same

time creating a culture whereby people are expected to be more available. ;

Professionalism becomes somewhat refined in that Middleton sees a culture shift within

organizations; now professionals must be in control of all aspects of life. While her

research does not specifically take up gender, it nevertheless supports the argument that I

make about the relationship between women and cellular phones.

"DMialing** Roles: Working Mothers Answer the Call

Nokia, Motorola and Cantel all invoke themes of professionalism in their advertisements.

Nokia and Motorola are specific in constructing the contradiction or tension between

mothering and professionalism by using visual and textual strategies. Motorola's "I need

to learn how to multiply" advertisement (Appendix VI) demonstrates the duality of

subject positions and how advertisers "play" with the tensions of mothering and

professionalism. In this advertisement, the image is an outline of a woman carrying a

briefcase. This image is repeated or mirrored across the page. The left side of the image

is light, and the right side is dark, thereby cutting her straight down the middle. This

delineation marks the duality of her wife/professional roles, and demonstrates how

divided she is. v. >:.' ,%r*^r« ir>r - - ;, r^.

^ While BlackBerries and cellular phones are not the same, Middleton does suggest that her research is not confined to

only the BlackBerry. Due to the very similar "always on/always connected" nature of cellular phones, her research is a

useful support for professionalism.
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The text supports the tension created in the image. "Take one woman. Add job. Add

boss. Add husband. Add children. Add promotion. Add overtime. Add daycare. Add

pressure. Subtract time. Divide Attention. How does this equal one woman?" Here,

too, themes of mothering and professionalism work together to create tension. The text

quite literally 'divides' women's responsibilities between work and home. In this

advertisement, space plays a prominent role, in that if a woman is a professional, she is

occupying multiple spaces, simultaneously. Cellular phones help women to transcend

and navigate through the complex nature of having to occupy these dueling subject

positions, which occur in different spaces.

Certainly, other advertisements supported this dichotomy. The Nokia advertisement

about "Cathy" (Appendix HI) strategically places her in business attire, thereby indicating

that she is a professional, and yet she stands at the front door of her house. The text

supports this imagery, by listing off her professional activities as a "volunteer buyer for

the North York General Hospital Gift Shop" yet also talks about her family and the

cottage - both "private" matters. Hence, Cathy is constructed simultaneously as a mother

and as a professional. It is through her cellular phone that she is able to do both.

Mother's little Helper

As we have seen, professionalism and motherhood are both themes that are drawn upon

heavily in these advertisements. These themes are in tension with one another, and are

reflective of the subject positions made available to women readers. One interesting

aspect to the discourse of professionalism is that of the cellular phone as the "helper."
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That is, women could be mothers and professionals simultaneously by using the cellular

phone. ,-;^^ j. -r,..,, :. . -, ^, ;

For example, in the Nokia advertisement, "Life in the Fast Lane" (Appendix II), the

visual imagery is of a woman stuck in a traffic jam in her minivan with her child, but the

text talks about the hectic nature of work. The text then sets up the Nokia phone as the

'solution' whereby work-life balance can be achieved. It states, "Your Nokia makes

calls, sends e-mail and faxes from your portable computer, works like a page, and even

tells you who's calling before you answer the call." The cellular phone is positioned as

the assistant that does the work, so that the woman can achieve balance.

In another example, Nokia's advertisement, "It Also Comes In Black" (Appendix VIII)

uses a gendered notion of appealing to women through fashion (even if tongue-in-cheek)

in that it markets the cellular phone more as a fashion accessory. However, the text

begins by listing the features that a cellular phone can help a professional woman do. "It

remembers names and phone numbers. It sends E-Mail and faxes from your laptop. It

reminds you of important messages. It calls your voicemail." These features all draw

upon the perceived requirements of professionalism, including being technologically

advanced, always connected and multitasking, and positions the cellular phone as the one

device capable of doing it all. Much like the woman operating it, the cellular phone does

many things simultaneously. This gendering of the cellular phone was supported in

Shade's (2007) research, where she argues that cellular phones are actually feminized,

embodying gender in a particular way so as to reinforce traditional gender roles.
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Keeping It Simple

An interesting part of professionalism in cellular phone advertisements that are geared to

women is the complexity of the technology. The technology is framed to be very

complex and difficult, and capable of a multitude of intricate tasks. At the same time, it

is constructed to be very simple for women to use. The framing of technology as being

"simple, yet complex" is done in an explicitly gendered fashion; the simplicity of the

technology seems particular to the women's needs.

For example, in one advertisement for Nokia (Appendix II), it refers to the technology as

"almost child's play" and claims that there's "no physics degree required." These

descriptors follow a complex discussion of the multiple ways in which the cellular phone

can do many difficult tasks, including connecting to other technologies. This particular

technique of playing upon the perceived fear of technology and a lack of knowledge

about how to operate it is geared [arguably] specifically to women.

In another advertisement, "The answer to one of life's many mysteries" (Appendix DC), a

public male figure, created to resemble a Buddhist monk, is given an authoritative voice

in the advertisement. He tells the reader that, "the answer to one of life's many mysteries

can be found in the palm of your hand." Whether this mystery is who is calling, which

phone to buy, or the more complex nature of the technology itself, this advertisement

draws upon the perceived need for technology to be simple for professional women. This

advertisement's use of the authoritative male figure is interesting in this context, as it is

this figure that is providing the 'solution,' thereby reinforcing the traditional role of
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woman as "consumer". In no other advertisement is there quite such an authoritative

tone, with the all-knowing religious figure imparting information to the female reader. In

this selection of advertisements, women, instead of being positioned as being able to

competently figure out how to use technologies, are positioned as passive 'users'.

The Little Black Phone

One final area of professionalism that stands out is style. Professional women in the

public sphere must not only be on the cutting edge of technology, but they must also be

stylish. The cellular phone is clearly marked as a signature style for professionals, and

the advertisements proclaim the need to "show it off." This is a particularly spatial and

gendered component of professionalism. Bartky (2003) argues that women in the public

sphere are disciplined in public spaces through such mechanisms as gestures and

ornamentation. Certainly, the cellular phone is configured to be a part of this

ornamentation.

In the Nokia advertisement "It Also Comes In Black" (Appendix VIII), the cellular phone

is deemed a "true freedom of expression" due to its many designer colours. This follows

the listing of all of the professional features that the phone can accomplish, including e-

mailing and faxing from the laptop - all definite markers of professionalism. In another

Nokia advertisement, "Speechless" (Appendix X), the advertisement simply asks, "When

was the last time a phone left you speechless?" It then displays a rather sleek Nokia

phone. It is obviously about the design and style of the phone, not its features or

capabilities. Furthermore, "Life in the Fast Lane" (Appendix II) states, "But you won't

want to hide it. Because Nokia's award-winning designs are available in a choice of
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designer colours that let you show off your own sense of style." It becomes clear that the

professional woman has a particular image to maintain, and the cellular phone is a part of

the performance and affirmation of her role as a professional. She is technologically

savvy, multitasking and stylish.

In this particular theme through which the articulation between gender and cell phones is

explored, control is cultivated as the central mechanism through which professionalism

operates. How does one overcome the tension between motherhood and professionalism?

They buy a cellular phone to negotiate the messy spaces of transition and overlap. How

does one overcome the complexity of office technologies (faxes, email, voicemail etc.)?

They rely on the cellular phone to coordinate the functions of several other machines.

How does one present a polished, professional, 'womanly' image? Get a cellular phone

that is sleek and sexy - mobiles are stylish, cutting-edge technology.

However, while the cellular phone helps women to negotiate and manage the various

challenges of professionalism (especially when professionalism articulates with

mothering), it also brings women to the apparatuses of control societies. The boundaries

between the discrete spaces of the home and the workplace have evaporated, and as a

result nothing is ever finished. Rakow and Navarro (1993) use "remote mothering" to

demonstrate the ways in which women exist in two places simultaneously, through the

cellular phone. Thus one can mother from work, and work from home. Moreover,

women are represented as endlessly divided by their responsibilities and the demands

placed upon them relating to professionalism. Motorola's text clearly articulates this:
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'Take one woman. Add job. Add boss. Add husband. Add children. Add promotion.

Add overtime. Add daycare. Add pressure. Subtract time. Divide Attention. How does

this equal one woman?" Being so fragmented is an apparatus of control, whereby women

are so busy tackling the demands of everyday life that it becomes impossible to focus on

any one thing for too long. Dealing with constant interruption (through continuous

connection) renders the women represented in these advertisements controlled through

this fragmentation of time and attention.

On The Move: Discourses of Mobility

Mobility is a defining characteristic of cellular phones (mobiles). This theme is almost

taken for granted in the literature, acting as a given amongst researchers. Mobility,

however, is a gendered practice, and I use it herein to focus on movement. Shifting

through different spaces and places and transcending temporal boundaries is at the very

least a key selling feature, but I also consider it to be one of the ways through which

women and cellular phones are mutually produced.

Space, as argued by Bartky (2003) disciplines gendered bodies in particular ways, and

discourse about space and place regulates such relational elements as gender, sexuality,

ethnicity and class (amongst others). Bartky recognizes the generally increased mobility

of women today, yet argues that although women's behaviour is in some ways less

regulated, it is more disciplined (2003: 41). Bartky argues that with increased mobility

comes less regulation, in that the female body can move in different and new spaces

without overt control. However, this freedom is inscribed with practices of discipline,

which can be prohibitive. While one is not directly commanded to adopt cell phone use,
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the complex demands of everyday life, combined with advertising and cultural pressures

exert a strong proscription to engage in the use of mobile telephony. .',-'u .-)
^

A good example of the possibilities and constraints of transcending time and space for

women, through cellular phone use is provided by Uy-Tioco (2007). Uy-Tioco (2007)

analyzes the ways in which Filipino women who do transnational migrant work are able

to reach across time/space boundaries in order to do mothering work and manage their

households from vast distances. In this way the cellular phone, Uy-Tioco argues, works

to simultaneously reinforce women's traditional roles, while at the same time allowing

for women to reinvent and creatively explore new ways of doing mothering work. In this

section, I consider how mobility is represented in the advertisements, and how these

representations produce women who are creatively managing and overcoming the v • .n

challenges of time and space, while at the same time being tethered in and through spatial

and temporal boundaries. . v i* * -v- c .
• • .

'

j'r>- Tad 54»:^,:v..„ fi^ mo^c •U:''V;i:h ^ip;>Ci^ qdjo.^v uvj .:,• u\y

Being 10 Places At Once

The possibility of being in many places at the same time is a key notion related to

mobility that appears in several of the advertisements. The theme of mobility assumes

that part of being gendered as a woman is to be spatially fragmented and multiple. There

are many places to be, and there is not enough time to be at them all. Mobility works to

somehow offer the impossible. v ,rr;?d'^.jj;^. -. , >>> v-- • '

In Motorola's "I need to learn how to multiply" advertisement (Appendix VI), the text

lists off a number of places that the woman needs to be, and then "subtracts" time at the
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bottom. The small text reads, "You can't be in ten places at once but you could get a

Motorola cellular phone." This advertisement is a classic example of the dualism of

control, particularly concerned with the mobility of women who transcend the confines of

time and space. At the level of everyday practice, women are represented as needing to

be in several places - as if unable to meet the ever-increasing temporal and spatial

demands. In the advertisements, the cellular phone provides her the means by which she

can accomplish this, but it also now means that she must be in ten places at once.

Another Motorola advertisement, "Supermom" (Appendix I), states, "Or, you could opt

for the more practical way to be in five places at once." Here, space becomes the focal

point because the text points to the near-impossibility of occupying multiple spatial

positions simultaneously. Furthermore, time is accentuated, in that through the use of the

cellular phone, you can "speed" to be in these many places. Thus what emerges in the

discourse of mobility is the idea that through cellular phone technology, women are able

to transcend the restraints of time and space, and move through spaces quickly and easily.

The Return of Time and Space

Although discourses of mobility "talk about" how space and time are less important with

cellular phone technology (i.e., you can be in multiple places simultaneously), space and

time actually figure prominently in discourses of mobility. Castells has argued that with

information and communication technologies, including cellular phones, "places do not

disappear" (2007: 172). Likewise, Dodge and Kitchin argue that the differences between

places become more pronounced (2002: 341). What these researchers have demonstrated

is that while popular cultural imaginings seem to imagine that space and place are no
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longer important, it seems that in these advertisements mobility is contingent upon the

existence of these differences. There has to be a public/private divide, for instance, in

order for women to transcend it. Mobility hinges upon the ability to move (quickly)

between various spaces, and it is therefore contingent upon the existence of, and

differences between spaces. Moreover, time becomes more pronounced in relation to

these spaces. Put simply, mobility can only exist if there are places to move between,

and a time frame in which to operate. Being "mobile" involves being able to be in ten

places at once. ^

The (re)emergence of space and the importance of time can be seen in the

advertisements. Motorola's "Supermom" advertisement, for example, suggests being in

"five places at once" but the image is of the home. Home is given a prominent place in

the space of the advertisement in order to highlight its existence as a particular space.

The woman looks off to the distance, 'seeing' the other spaces that are available. But

these spaces are not immediate, nor are they near. She needs her cape (or her cellular

phone) to reach them in a timely manner. Thus the distance between the home and other

places is more pronounced.

Motorola's "I have to learn how to multiply" advertisement also highlights time and

space. The text tells us to "subtract time" and the list of the different places this woman

occupies works to draw attention to the distances between spaces. The reader is invited

to think about going from work to daycare and home, to consider just how far this is to
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travel and how time consuming it is. The discourse of mobility thus relies on the reader

thinking about these differential elements in order to glorify mobility.

These two advertisements for Motorola appear to simultaneously complement and

contradict each other in terms of mobility and its link with time and space. While on the

one hand the discourse of mobility is constructed to eradicate time and space in order to

facilitate women's busy schedules, at the same time they rely upon, and "play up" the

differences between different spaces and time frames in order to promote that mobility.

When considering mobility in relation to the mutual production of women and cellular

phones at the level of everyday practice, it seems that women and cellular phones are

produced in particularly gendered ways. Traditional gender roles are supported through

the use of cellular phones, where we see women positioned as straddling the

public/private divide, multitasking, trying to be ten places at once. At the same time,

however, there is this notion that cellular phones are helping women to overcome some

of the challenges of time and space, providing them with new and creative ways to

manage their daily lives. Overall, mobility is a way by which women gain control over

time and space, yet only insofar as they do so in traditional (gendered) ways. They

cannot be in ten places at once, after all, yet with a mobile phone, they gain some control

over the vastness of geography. Likewise, time is tamed; no longer are women saying

that there is not enough time in the day with their cellular phone. They have gained

control over time and space. Interestingly, though, and particularly in relation to the

Spatial, places do not disappear, but actually become more pronounced. In this way.
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women are aware of the responsibilities and variances between places, and this

contributes to the continuous communication, which is a key element of control. By

foregrounding the divisions between public and private spaces, the continuity and

persistence of conmiunications enabled by cellular phone use becomes more pronounced.

No matter where women are, in public or in private, they are constantly connected to

networics of control. i>??ot,]" i'^ < j' ";« ic;: - k*^ ^ • .iij .

i'.-u ..

Safety and Surveillance: Women in the Public Sphere

There has been plenty of attention paid to the issue of surveillance, particularly in relation

to information and communication technologies. Most of these accounts of modem

forms of surveillance begin with Foucault's assertion that modem social control is

mediated through various forms of surveillance. Foucault (1979) uses Bentham's

panopticon in order to demonstrate the argument that modem forms of control operate

primarily through self-discipline. Surveillance, according to Foucault, is demonstrated in

the prison design, where the circular architecture of the prison positions the guard at the

centre, able to see all of the prisoners at any one time. The possibility of being watched

and the transparency of their actions cause the prisoners to self-regulate their behaviour.

They intemalize the "gaze" of the prison guards to the point where they become self-

discipHned. In control societies, Deleuze (1995) suggests that disciplinary societies do

not disappear. One does not replace the other. Disciplinary power, through surveillance,

still operates in societies of control.

., .^ . ... • i>..i!?s:..- Cl';,: • ^ .'•. . ^ ^ . .:

Drawing upon the work of Lyon and Spender, Green (2002) is able to situate mobile

conmiunications technology as part of this modem social control. The modem form of
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discipline is evident in current practices of dataveillance, where the information trails that

are stored in various banks of computers perform the "gazing" formerly done by the jail

guard. Moreover, the modem communications networks that "monitor" consumer

behaviour contribute to the practice of dataveillance. Mobile communications

technologies, Green (2002) argues, are part of this "gaze" where not only are people

subjected to surveillance through the use of cellular phones (through institutional and

parental monitoring, for example), but they also contribute to the practices of surveillance

by asking a very common question to people on their cellular phones, "Where are you?*'

Green (2002) calls this mutual monitoring, and she sees this as an important shift in

control societies. Away from the prying eyes of state surveillance, mutual monitoring

occurs through everyday practices and interactions between people. In short, we regulate

each other. • ;-
•

, ..

Conceptualizing the relationship between gender and cellular phones within this

framework involves considering how regulation and surveillance works in particularly

gendered ways. Bartky (2003) critiques Foucault's work on surveillance, as she states

that, "he is blind to those disciplines that produce a modality of embodiment that is

perculiarly [sic] feminine" (2003: 27). She proceeds to frame processes of

individualization and discipline as Foucault would, but in relation to women's bodies,

demonstrating how these bodies are rendered "docile" in particular spaces. Bartky

discusses how through the ways in which women regulate themselves as well as other

women, gender is monitored and constrained within particular spaces. Bartky' s research

is useful in this discussion, because she helps to think of surveillance through the lens of
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gender. If, as Green (2002) has argued, mobile phones are part of social control and a

gaze of mutual monitoring, Bartky (2003) suggests that such monitoring and control

operates in particularly gendered ways. As such, it is possible to think about the very

specifically gendered ways in which women are mutually monitored and surveyed

through cellular phone use.

There are two conflicting themes at work in this section. The cellular phone is shown to

promote safety, in that as women occupy positions of publicness in the advertisements,

there is a chance that something could "go wrong." In order to be "safe" women should

carry a cellular phone. This is seen as a benefit to women. They can occupy public

space, and the cellular phone will ensure that they are safe while doing so. On the other

hand, there is an almost eerie sense of being watched and always within reach. With the

cellular phone, women are under constant surveillance through such simple ideas as

being "connected" or available.

You *re Never Out ofReach

Part of the theme of surveillance is the near-constant availability of the user. No longer is

there a space where you can go that you cannot be reached. While this is often couched

as a benefit to mobile communications technology, it echoes the panoptical gaze of

Bentham's prison. Cantel's advertisement, "If you had to put a price on safety, this is it"

is a good example of this kind of modem surveillance available through the use of

MICTs. The picture shows a woman with her broken down car. Thus, the cellular phone

makes being in a public place safe. No longer is the woman stranded and alone. She has

her cellular phone to accompany her. On the other hand, the text reads, "With a Cantel
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Amigo, you're never out of touch with the people who matter the most. And they're

never out of touch with you." The second part of this quote seems to produce a sort of

panoptic gaze, where "you" are always visible, through the technology. Although

perhaps no longer confined to the domestic sphere, the visibility of women in these

advertisements is such that they remain under a watchful eye. Cantel uses this same

slogan in another advertisement, "Now, even when you're snowed under, you're still

within reach" (Appendix XI). The image is of a car that has been in an accident on a

snowy road. At first, the image is one of danger, and thus the cellular phone is positioned

as a safety device. However, a closer exaniination of the headline, "you're still within

reach" and the small print, "And they're never out of touch with you" reveals the subtle

discourse of surveillance that is being drawn upon at the same time. What emerges from

this discussion is that women can use cellular phones as a safety device, as a way to call

for help if need be. Yet, at the same time, they are always available. The mothering

work discussed earlier can still be done. The professional work can still be done as well.

There is never a time when women are not being depended upon, which works to enforce

the confines of dominant gender roles.

Nokia also invokes themes of safety and surveillance in their advertisements. The "It

Also Comes in Black" advertisement talks about how the cellular phone will call 91 1 for

you, as does the "Life in the Fast Lane" advertisement. Both of these advertisements

show the cellular phone as almost acting on its own, by saying that it calls emergency

911 (without any interaction with the user). This articulation draws the assumption that it

is quite ordinary to phone 91 1, by listing this activity with calling voice-mail and keeping

«2



1 '1 ''• •.-:.,<( fy-.

>r'" '.;'V.U'i

U</iF

t -.ft \r-

» -»^?', ;/h;?^

,1:-

,5 Vof*

:r?co^

^; JiC

:! • • 'u;

\\ iV

i.ii' •:' '-fti\

:,}{( -,'
<; ^,. -;.»,, V : {



track of names and phone numbers. Moreover, the images place the reader as "watcher"

- thereby performing the surveillance that they indicate is possible through the use of the

cellular phone. "Life in the Fast Lane" has six photographs of a woman, in a minivan, in

traffic. It is as if the reader is watching from another car. The reader is positioned to

"view" her car, both inside and out.

Another example is Nokia's "Cathy" advertisement. Cathy, who is always on the go, can

be difficult to reach. "Keeping track" of Cathy might have been problematic, because she

was in several places at once, from the hospital to the golf course and the cottage. The

text of this advertisement talks about how difficult it is to "keep track" of her, and states

that, "thanks to Cathy's Nokia cellular phone they don't have to. All they have to do is

remember her phone number." Therefore, Cathy's use of the cellular phone enables a

kind of digital surveillance, where she can be kept track of, simply by being available.

Escaping the Gaze: Call Display

Acknowledging that being "always available" by carrying a cellular phone can feel

invasive for women, and recognizing the pressure of being "watched" through this

availability, some cellular phone manufacturers began offering call-display features. In

one particularly unusual advertisement, Nokia sells this service as a way for women to

avoid the gaze of their husband while having an affair. The advertisement, "The

difference between a boyfriend and a husband is a ring" (Appendix XII) shows a woman

who is dressed differently than the other women in the advertisements, with long black

^
I do not mean to suggest that call display was in response to these kinds of frustrations, but rather that in the

advertisements, they draw upon these "fears" and discourses of surveillance in order to position call display as a

"solution."
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gloves, a dark dress and a wide hat, with heavy make-up on. She is in no way given the

markers of motherhood as most other women in the advertisements have been. Nor is she

marked as the professional, as her clothing and style are clearly not work attire. Instead,

she is more "worldly" and "exotic" in her appearance. The text states, "With a handy

little feature that assigns different ring tones to different callers, the Nokia 6190 might be

exactly what you're looking for. Just think - now you can talk (or not talk) to whomever

you wish." Coupled with the headline, "The difference between a boyfriend and a

husband is a ring" the reader assumes that this woman is 'escaping' the gaze of her

husband (and his particular ring) in order to be with her boyfriend.

The theme of safety/surveillance is perhaps the clearest example of being both enabled

and constrained by control in and through everyday practice. Women with their cellular

phones are able to be in public places easily and safely. Call display gives women the

ability to answer (or not answer) the phone as they see fit. As Bartky (2(X)3) reminds us,

women may be less regulated in the traditional sense, but they are more disciplined.

Through cellular phone use, women are under more surveillance than ever before. They

are accessible, always depended on and persistently attached to communications

networks. In their everyday lives, they cannot escape the gaze.

Isolation .--*r-."V>i i
,.',"i- .-.•:' '•

- 1 (>,• '•-».- ');' '", !;^v

Closely tied to theme of safety and surveillance are discourses of isolation. Isolation in

this study is specific to public spaces, particularly women in public spaces. Foley et al.

(2001) studied adolescent girls, mobile phones and public space, and they argue that one

of the core concerns for adolescent girls who feel pressure from the male gaze is being
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alone. For teenage girls, being alone singles them out and intensifies the discomfort of

surveillance (Foley et al., 2007: 184). Although the advertisements studied herein were

geared towards an older age group than the adolescent girls in Foley et a/.'s study, the

concern for being alone, or even stranded in public places seemed to permeate the

discourses of the advertisements. r
, .

Constructing Isolation

Isolation is a theme that is developed by drawing upon gendered notions of women being

alone in public as being "isolated." That is, the women were constructed in terms of

isolation as being vulnerable and dependent. Isolation as a theme was drawn on both

visually and textually. Not once was there a photograph of a group of women together

in a public space. When public images of women were shown, it was always of a woman

either alone or in the company of small children. The Cantel advertisements (Appendices

VII and XI) particularly focused on isolation. In "If You Had to put a Price on Safety,"

the woman is shown standing by herself, beside her broken down car. In the second

advertisement, "Now, even when you're snowed under, you're still within reach" we do

not actually see the woman, but we do see the car in the ditch, and the reader assumes

that the woman is stranded and/or alone. r

The text of these advertisements pays attention to the anxiety of being alone. Both

advertisements talk about waiting in a restaurant for your husband, who has been delayed

at work. They state, "When you're stuck in traffic on the way home for a dinner party.

Or when you're waiting in a restaurant for your husband, who was unexpectedly delayed

at the office." The woman is positioned in a public place, a restaurant, without any
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accompaniment, evoking a sense of anxiety about being in public alone. Subtly here, the

gaze is being used, similarly to the responses of the adolescent girls in Foley et al.'s study

(2007). The girls in the study report that they use the cellular phone to avoid the gaze

they felt by moving through public spaces alone. In these Cantel advertisements, the

restaurant is a public space in which someone dining alone is considered "odd" and the

women reading this advertisement could possibly imagine sensing that gaze by being

centred out for being alone. The cellular phone provides a way by which they can

negotiate the discomfort of that situation - a discomfort that arises because women have

been disciplined to not feel comfortable in public spaces when they are alone. There is a

sense that the proper execution of gender in public spaces for women means to not be

unaccompanied.

Offering Companionship - ,.. .s i; ; i^ro -r/ . r r ..

The cellular phone is positioned as a 'solution' to the isolation that is constructed in the

advertisements. The advertisements treat being alone in public like any other problem

that women face in their everyday lives. In response to these discourses of isolation,

cellular phones are positioned as a friend or companion - accompanying women on their

ventures out of doors. The Cantel advertisements demonstrate this well. In "Snowed

Under" (Appendix XI), there is a photograph of a car in a ditch. The caption reads,

"You've got a friend in Cantel Amigo." The name of the phone is "Amigo" and the

caption reinforces this with its use of the word "friend." So while women are in public

spaces, they can use their cellular phone to avoid being alone. They have a "friend" in

their cellular phone.
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In this final section, which is closely linked to the themes of safety and surveillance from

the previous section, it is possible once again to see control in this particular articulation

of gender and cellular phones. Drawing upon fears of being alone in public places,

stranded or broken down, women are controlled when they are in public. The images

constructed in these advertisements indicate to women that they should feel

uncomfortable when in a restaurant by themselves, and that they should fear being alone.

At the same time, with the cellular phone, women now have the freedom (coupled with

the safety and security) to move through public spaces without hesitation. The cellular

phone becomes the device of liberation.

Summary: The Articulations of Gender and Cellular Phones

In this chapter, the articulations between gender and cellular phones have been explored

through five intersecting and overlapping themes: mothering, professionalism, mobility,

safety/surveillance and isolation. Each of these themes has been explored in relation to

women's lives at the level of the individual, and linked back to a discussion of the

overarching cultivation of control, as both enabling and constraining.

Bound: Reinscribing Gender Roles in Particular Spaces

The domestic sphere figures prominently in the advertisements, and emerges as a key site

where the (re)negotiations of gendered notions of women's work and communications

practices take place. In the advertisements studied herein, the car becomes an extension

of this space, and transforms into mobile domicile - a private space where mothering

takes place. Within the confines of the domestic spaces of the house and car, women are

being reinscribed with a very traditional version of what it means to be gendered female
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in those spaces. Women are primarily mothers, doing caring and nurturing work within

the home. Women are the communicators. They are the ones whose primary

responsibihty it is to know where everyone is at all times, to be available for

communication from any place, and to organize and communicate with all members of

the house. Moreover, this research agrees with Shade's (2007) conclusions, whereby

women are (re)inscribed as simply consumers who use technology, without any desire or

knowledge about the mechanics of its operation. This position is certainly reinforced in

the themes explored herein.

When women do move beyond the confines of the home and car, they are deluged with

systems of monitoring and surveillance, coupled with particularly gendered notions about

being safe in public spaces. They must have their cellular phones so that they are not left

in public alone. They are always within reach, hi the workplace, women are bound to

the responsibilities of mothering and professionalism simultaneously, through their

cellular phones. Rakow and Navarro's (1993) argument that women are "remote

mothering," existing simultaneously in the worlds of work and home resonates in these

advertisements. Hence, while they are in the public sphere, they remain bound to the

domestic space. Moreover, the image of professionalism that is presented in these

advertisements is of a very specific notion of "working mom." She is styled in a

particular way, and her cellular phone becomes a part of her professional style, hence the

"little black phone" that does everything from sending messages to answering email. She

is disciplined in public space to be a certain kind of woman: wife, mother, and employee,

stylish, busy and so forth.
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Unbound: New Identities; New Subjects

Marketing cellular phones to women in the mid-1990s was a complex task, because

women are not simply mothers, nor workers, nor just at home. In order to sell cellular

phones to the readers of these magazines, advertisers had to appeal to that sense of

freedom - that ability to do many different things, occupy different places, and be

different identities in particular spaces. Advertisers had to recognize that there was a

desire for this freedom, a need to be Supermom. While in many ways this is confining

and restrictive for women, as discussed above, cellular phones also played a role in

freeing up women to be away from home, and be in different spaces.

With cellular phones, women can "learn how to multiply" - women can "be" in five

places at the same time. They can be at work, and yet be available to their children.

They no longer have to be home to do the mothering, yet mothering remains the primary

task of the women represented with their cell phones. Women with their cellular phones

are free to be in different public spaces - at the office or in a restaurant - and care for

their children. Moreover, the element of safety, while it may seem constrictive, is also

freeing. With a cellular phone women can dial 9-1-1 if they need help. They feel safer in

public spaces because they have their phones with them, and hence are connected. This

feeling of safety has the potential to translate into increased mobility in and through

different spaces for women. Perhaps women, who might not have traveled alone very

often, would feel safer to do so with their cellular phone.
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They are also able to transcend the boundaries of traditional gender roles to a certain

extent. The advertisement that referred to the woman who could choose whether or not

to answer the phone by having different ringtones, for instance, was having an affair.

This is not a stereotypical image of a wife/mother as it has emerged in the other

advertisements. Quite simply the amount of professional women, working in what seems

to be high-powered positions (power suits/demanding jobs and so forth), indicate a

freedom from the confines of domestic responsibility.
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Chapter V: Citizen Jane Answers The Call:

Speculations and Conclusions

So instead of worrying about whether your cell phone is going to work,

you can concentrate on being the hero you truly are.

-Motorola advertisement (1996)

Introduction

The analysis of the articulations between gender and cellular phones in the previous

chapter provides a glimpse of some of the ways that this relationship is mutually

productive in everyday life. The main argument that I present in this thesis is that the

relationship between women, as gendered subjects, and cellular phones is one of control.

The previous chapter examined this control by focusing on the connections between

gender and cellular phones as they are represented in advertisements, and demonstrated,

through such themes as mothering, professionalism, mobility, safety/surveillance and

isolation, how control is both enabling and constraining.

The aim of this chapter is twofold: to introduce and sketch out some preliminary r ,

.

discussions about assemblages, and to provide some concluding reflections on this

research project. In the first part of this chapter, I briefly reintroduce the idea of

assemblages - the broad social contexts in which articulations emerge and become

entwined - Slack and Wise's (2005) second part of analyzing technological culture. I

then suggest that one way to explore the assemblage of gender and cellular phone

technology is through govemmentality and control societies. Once having established

that govemmentality is the context within which I situate the assemblage of gender and

cell phones, I conceptualize the relationship between gender and cellular phones as a
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mechanism of governance that helps to shape new identities (particularly, "Supermom")

as well as contributing to the constitution of new subjects (particularly, "Citizen Jane").

This work is meant to be speculative; it provides a sketch of how some complex ideas

about the relationship between subjects, identities, technologies, govemmentality and

control emerge at a particular historical moment. This work is not meant to be conclusive

or exhaustive, but rather it is meant to be suggestive of future work that needs to be done

within cultural studies as it is imbued with Foucauldian scholarship.

In the second part of this chapter, I provide some reflections on this thesis project. These

reflections include outlining some of the difficulties and theoretical problems associated

with bracketing off everyday practices from their social contexts for analytical purposes,

as well as reflecting upon some of the difficulties associated with using the set of analytic

tools provided by Slack and Wise (2(X)5). I end with suggestions for future research.

Assemblages In Societies of Control

Slack and Wise (2005) suggest that an analysis of technological culture involves not only

considering the articulation of myriad elements, but also should take into account the

assemblages that these articulations emerge within. Assemblages are the constellations

of meaning, or the social contexts in which technological culture is situated. I suggest

here that perhaps assemblages are one way to understand societies of control.

Govemmentality, according to Foucault (1991) is the proper disposition of people and

things, or the ways that one governs one's own actions and the actions of others.

Govemmentality is not simply a modality of power, but a mentality - a way of

controlling large populations across vast geographies, not through brute force, nor
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through the disciplinary powers of rigid institutions, but rather in a more capillary sense

through everyday cultural practices. Deleuze (1995b) applies the concept of

govemmentality to modem socio-political, cultural and economic strategies, and suggests

that we now live in "societies of control". In these societies of control, the institutional

boundaries that historically have been signifiers of the state (for example, the jail or the

school) are disintegrating. Li control societies, according to Deleuze, nothing is ever

finished. We are controlled by instant conmiunication and constant contact. As Chapter

2 outlined, the citizen-subject is a key figure in control societies, whereby it is the citizen-

subject whose actions (or "freedoms" according to Foucault) constitute the well-being

and stability of the state. Control thus seeps down into the lowest levels - citizen-

subjects are the conduits of control.

Citizenship and govemmentality are intertwined, wherein subjects conduct themselves as

good citizens, contributing to the constitution, stabilization and maintenance of the state.

King suggests that in the past two decades, govemmentality has relied on "the production

of civilly-active, self-responsible citizens" (2(X)3: 297). hi short, the state is reliant upon

the subject's will to conduct their conduct in such a way as to conform and assemble in a

way that is appropriate for goveming large populations across great distances (Bratich,

2003; Hay, 2003; King, 2003; Gordon, 1991). I suggest that the production of citizen-

subjects is a gendered process, whereby citizen-subjects are produced in and through

gendered practices, discursive networks and relations of power. From this perspective,

part of engaging in responsible, self-sufficient and civic-minded activities involves the

proper and appropriate performance of one's gender. Moreover, because gender and
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technology are mutually productive, devices such as cellular phones enact, reinforce and

reflect dominant discourses about how gender is understood at particular moments in

time.^' Therefore, the relationship between gender and cellular phones contributes to the

constitution of gendered citizen-subjects.

Let me unpack the connections that I am tentatively sketching out in more detail. I am

suggesting that the relationship between women, as gendered subjects, and cellular

phones is a mechanism of govemmentality, and out of this relationship particular

gendered citizen-subjects are produced. ^^ Control societies function not through

domination and force, but rather through a reliance upon subjects who are responsible,

self-regulating and who govern themselves appropriately. The state's stability is

dependant upon a social body where individuals "conduct their own conduct." As King

(2003) has argued, conducting one's conduct is achieved primarily through notions of

being a "good citizen." People want to be responsible, productive, good citizens. Part of

being a good citizen is the proper performance of one's gender. Citizens are categorized,

sorted and organized by gender. Being a good citizen-subject means being a good

gendered citizen-subject. For women, this means being a good mother, employee, wife,

daughter and sister (amongst other subject positions). Conducting one's conduct, for

women, means being a part of the network, participating in the fast-paced life of

mothering, working, playing, and so on. It is through the production of identity that

women are transitioned from micro level practices of everyday life to macro level

strategies of control societies. What I mean by this is that identity links the individual to

" The previous chapter was devoted entirely to exploring this relationship in some detail.
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the social. In this way, women are not simply using cellular phones to manage and

control their daily lives (although this is certainly part of it), they are using cellular

phones to be better subjects, to be the 'ideal' citizen, to be the 'heros that they tnily are.'

I have sketched out how it is possible to link the articulation between gender and cellular

phones to broader constellations of meanings (assemblages) through the notion of the

citizen-subject, wherein the relationship between gender and cell phones becomes a

mechanism of govemmentality. I take the remainder of the first part of this chapter to

explore how this might work in through the shaping of identities and the cultivation of

new subjects. I use the advertisements in order to provide some substance to this

conjecture.

Producing "Supermom"- the identity ofthe everyday hero

Identity is broadly understood within cultural studies as how people are legible to

themselves and others. Identities are publicly circulating ways that the self is understood

and is visible. The postmodern identity is not stable, nor fixed, but is shifting and

contingent (Hall, 1996; Mills, 2003). What this means is that there is no whole or

coherent identity that entirely defines somebody. Instead, there are multiple identities

emerging in different historical, cultural and social settings, which are constituted in and

through a wide variety of social practices. Hall (1996) states that identities are the points

of attachment to a variety of subject positions that are constituted through discourse in

particular environments of power relations.
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In the analysis done herein, there were several subject positions constituted within the

discourse of the advertisements, and these subject positions both reflect and enact

particular gendered understandings of middle-class women. These include but are not

limited to mother, wife, employee, volunteer, teacher, communicator, and organizer. In

one Motorola advertisement, for example, there was an explicit textual reference to these

various subject positions: "Mother. Wife. Working woman. Chauffeur." (Appendix I).

In this advertisement, the various subject positions help to produce not only a variety of

gender specific roles and responsibilities that women maintain on a daily basis, but also

hint at the fragmented nature of modem life. In another Motorola advertisement, the

subject positions of wife, employee and mother are consistently reinforced in the text and

images: >/v O^A^ri'^lv :>ht rii^:-s--:.:J^ '^v ;. «3i-r "^n;?.-; J; .,,(.?.:
»: .,*.'. 'ca*&*

I need to learn how to multiply. Take one woman. Add job. Add boss.
'

Add husband. Add children. Add promotion. Add overtime. Add
she daycare. Add pressure. Subtract time. Divide attention. How does this

equal one woman? (Appendix VI).

Again, fragmented and multiple subject positions emerge in this advertisement. These

two advertisements are exemplary of the variety of subject positions constructed in

advertising, and in almost every advertisement, subject positions were produced in one

form or another.

Identity, Hall (1996) argues, is the point of convergence of these subject positions. In

these advertisements, the identity that emerges is "Supermom." Supermom embodies all

of these fragmented subject positions; she controls and tames them. The advertisements

present the identity of Supermom as the 'ideal' citizen, balancing the increasing demands

of occupying multiple subject positions. She takes different forms. In one Motorola
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advertisement, she emerges in a pink cape and thigh-high black boots on the roof of her

suburban house (Appendix I). In a Nokia advertisement, she is Cathy, working as a

volunteer at the North York General Hospital, golfing at the club, managing the cottage

and being a mother (Appendix HI). Thus Supermom is not a coherent or fully formed

identity, but appears in different forms and has different abilities across a variety of

settings. Yet there are similarities in this particular identity that suggest the emergence of

Supermom as an ideal citizen. She is efficient, self-regulating, civic minded. She

properly performs her gender. She is, in short, in control over the demands of these

various subject positions. Of course, she can do all of this because she owns a cellular

phone. She is more super, if you will. With her cellular phone, she can perform her

gender more fluently. She transcends the public/private divide with a single cell phone.

She is faster than a speeding bullet (using her keypad). She can do these extra things, but

she is also (re)inscribed with traditional gendered expectations. She organizes the kids,

she talks on the phone, she is available all the time.

•'•,•
/

It is important to keep in mind that I am channeling the discourses of the advertising

when I am discussing "Supermom" as a product of control societies. After all, she does

not exist. However, as I discussed in Chapter 3, advertising is more than simply a

representation of dominant discourses, it is also a process of hailing and interpellating.

Through the 'hail' of the subject position ("hey, working mom"), to the interpellation of

the individual through the presentation of identities ("Supermom"), advertising does

contribute to the constitution of identities (Harms & Kellner, undated; Leiss, Kline and

Jhally, 1990). '-c •'
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But so what? What does the identity, "Supermom" have to do with govemmentality and

societies of control? Deleuze (1995) provides two answers to this: 'dividuals' and

constant connection to networks. In Deleuze's postscript (1995b), he introduces the

'dividual' as a way through which control operates in its modem form. The 'dividual' is

carved up and divided amongst many tasks, responsibilities, databanks and (I would

posit) subject positions. It is possible to see how control works through this kind of

fragmentation within the context of my research. The variety of subject positions that are

visible in the advertisements suggest a rather frantic lifestyle, one in which women are

divided up and (re)formed on a daily basis, depending on time and place. In this sense,

because women, as gendered subjects, are so busy with the variety and sheer volume of

tasks required of them as responsible, self-regulating citizens, they are controlled by this

division. They have become, following Deleuze, 'dividuals.' In one Motorola

advertisement, this notion was clear. 'Take one woman. Add job. Add boss. Add

husband. Add children. Add promotion. Add overtime. Add daycare. Add pressure.

Subtract time. Divide Attention. How does this equal one woman?" Being a 'dividual'

is an apparatus of control, whereby women are so busy being divided up and answering

the demands of everyday life, that they are actually controlled by this division.

Moreover, Deleuze (1995b) suggests that in societies of control we are constantly

connected to networks, subjected to instant communication and constant conmiunication

to networks. Supermom as an identity shaped through advertising, fits within this

framework in a particularly gendered way. Constant connection to the networks for

women means that no matter where they are, they must be in reach so that those who
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depend on them have access. Instantaneous and continuous communication means that

women have new and useful ways of managing their lives. They are able to go to work

without worry, yet in so doing are bound even more to these mobile technologies to keep

them in touch.

Cultivating Mobile Citizens: The Case of Citizen Jane

Previously, I have established that a key component of govemmentality within control

societies is the notion of the "ideal citizen" - that people conduct their conduct through

being good citizens who are responsible, self-regulating and self-supportive (King, 2003).

This notion of citizenship has been linked to cellular phones in the popular press,

whereby cellular phones seem to embody the discourses of civic responsibility and duty.

The examples that were discussed in the introductory chapter of this thesis, citizen-

journalists who documented a Lx)ndon bombing, and Andrej Holm whose behaviour was

considered suspect due to not having his mobile with him during a meeting, suggest that

these little devices have become important in the constitution of the modem citizen-

subject. Moreover, I have suggested elsewhere in this thesis that the constitution of the

modem citizen is a gendered process, in that being a citizen-subject involves practicing

T

and performing one's gender appropriately. These points, citizen-subjects, gender and

cellular phones, converge through the production of a new subject, "Citizen Jane." While

only speculative at this point, I am able to draw upon the advertisements and analysis

from Chapter 4 in order to see how "Citizen Jane" is produced in three ways: a consumer,

moral guide and volunteer.
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King (2003) suggests that contemporary citizenship is enacted first and foremost through

consumerism. In other words, a good citizen contributes to the economy and "health" of

a nation state through shopping. Of course, shopping has traditionally been a gendered

activity most closely associated with women, especially middle class women. Shopping

seeps into the discourses in the advertisements, not only through the purchasing of

cellular phones (although this is certainly the whole raison d'etre of advertising), but also

as a normalized practice of gendered citizen-subjects. This relationship between cellular

phones and shopping has emerged in current literature. Foley et al. (2007) argue that

teenage girls use cellular phones to offset the uncomfortable feelings that they sometimes

experience when shopping alone. These girls report that they often make 'fake' phone

calls on their mobiles when they are standing in lines at the mall by themselves, so that

they are more comfortable with shopping. In this sense, cellular phones are positioned as

"shoppers' little helper," helping teenage giris perform their gender appropriately (giris

should not be alone in public places), as well as helping them to shop, which as King

(2003) has stated produces citizen-subjects.

This ties into the discussion herein through advertising, where advertising is nothing if

not focused on processes of consumption. The advertisements that appeared in Canadian

Living and Chatelaine helped to encourage saturation of the particular market segment

that has been the focus herein. Women identified with "Supermom" - they were hailed

and they interpellated the identity. Cellular phones are useful; they do help with

managing, organizing and controlling the demands of everyday life. Women who
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purchased cell phones from 1995 to 1999 in Canada did precisely what was expected of

them as good mothers, wives, daughters, employees, citizens.

A second key theme that links women, as gendered subjects and citizenship through the

cellular phone is that of morality and moral responsibility. Morality is a key mechanism

of govemmentality, because morality is one of the ways in which people conduct their

conduct. Foucault dedicates considerable effort to understanding how morality guides

and constrains appropriate (sexual) behaviour throughout various historical periods

(Mills, 2003: 87). Morality, according to Foucault regulates people's behaviours in

different spaces and times (Mills, 2(X)3). In the advertisements, women are positioned as

the keepers of morality. Morality is produced through heterocentric images of wives and

mothers who use their cellular phones to reinforce their particular subject positions.

There are no images of "alternative" sexualities, for example, in these advertisements.

Furthermore in one advertisement for Motorola, the woman is charged with the

responsibility of telling her daughter the "facts of life, in the car" (Appendix V).

Therefore, providing moral guidance to children is positioned as a task specific to

women, reinforcing women as keepers of moral codes of conduct.

Interestingly, morality is complicated by a Nokia advertisement, "The difference between

a husband and a boyfriend is a ring" (Appendix XII). This advertisement is interesting,

because the woman is positioned as engaging in extramarital sex, something that one

assumes to be beyond the boundaries of what would be considered morally acceptable

behaviour (especially when compared to the other advertisements in this set). The
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woman is marked differently from other images of women that appear in the

advertisements, with a black dress and long black gloves. She is "different" and thereby

is othered in the advertisements. She is also without children (whereas most

advertisements at least refer to children, even if they don't visually depict them).

Therefore, she is stripped of her capacity to "corrupt" children. In this way, through the

key markers of othering (including dress and the lack of children), morality is not really

challenged or disrupted in this advertisement. As citizen-subjects, women with their

cellular phones are keepers and teachers of a particular notion of morality, and one of

their "jobs" is to ensure the morality of their children and themselves. Morality thus

regulates and controls the women represented in the advertisements.

One final civic-minded theme that emerged in this analysis is volunteerism. King (2003)

argues that volunteerism is one of the primary practices associated with citizenship,

whereby subjects understand themselves as citizens through philanthropic and volunteer

work. King's (2003) analysis of the Run for the Cure elaborates on the volunteer citizen

as constituted through processes of govemmentality. She argues that the women runners

invoked discourses of volunteerism in order to positively respond to the experience of the

race, while at the same time reinforcing their subject-citizenship. Volunteerism emerges

in the advertisements for cellular phones as a practice that can be accomplished through

access to cellular phones. For example, Cathy is able to volunteer at the North York

General Hospital (when she's not golfing, one supposes) (Appendix III). Volunteerism is

not simply for women, however. Elvis Stojko, in an advertisement for Nokia, provides a

testimonial to his charity work, and how his Nokia cellular phone helps him to meet the
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demands of volunteering (Appendix XIII). What can be taken from this section is that

volunteerism is one of the key themes through which women are produced as citizen-

subjects.

What seems to emerge most clearly in this discussion is the cultivation of the new mobile

citizen - 1 call her "Citizen Jane" because the mobile citizen to whom I refer is a

particular gendered, classed and sexualized individual, connected through practices and

discourses to control societies. This new mobile citizen is always connected to the

network; she is always in touch. Deleuze (1995b) suggests that citizens in control

societies are constituted through this consistent (persistent) connection, no longer through

disciplinary institutions or brute force. As such. Citizen Jane is cultivated through her

availability and her connections. We are reminded of this in advertisements such as the

one for Cantel, where the car has skidded off an icy road, but the text reminds us, "you

are always in reach."

Deleuze (1995b) also suggests that individuals are becoming 'dividuals' by being

constantly and consistently divided amongst an endless array of tasks and responsibilities.

Citizen Jane, armed with her cellular phone, is so divided. She is ten places at once, but

is nowhere. She does work at home and is in touch with home when at work. She

parents in the car while negotiating traffic jams and fielding calls. She has a cellular

phone that sends email, takes messages, calls 91 1, but it has to be simple to use because

she does not have time to learn. Citizen Jane's work, with her mobile, is never done.
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In this section, I have speculated about the relationship between gender and cellular

phones as an assemblage, whereby this relationship is contextualized within

govemmentality and societies of control. In a sense, this relationship or articulation

between gender and cellular phones can be understood as a mechanism of control.

Women, as gendered subjects, are constantly connected to networks and endlessly

divided amongst a broad array of tasks and responsibilities that reflect and reinforce

dominant notions of gender roles and representations. At the same time, women are able

to gain control over these responsibilities and requirements. Cellular phones are useful;

they help women perform their duties and help them to stay in touch with their children.

This speculative work on assemblages introduces "Supermom" as an identity that

emerges at the centre of a variety of competing and changing subject positions, and is one

of the primary ways in which marketers have sold so many of these little devices.

Cellular phones can help women "do it all." I have also introduced "Citizen Jane" as a

new subject arising at the intersection between gender and cellular phone technologies

when framed within broader work on govemmentality. Citizen Jane encapsulates what I

see as some burgeoning ideas about the relationship between women, as gendered

subjects, technology and govemmentality. I have framed my introduction to women as

citizen-subjects with their cellular phones through notions of consumerism, morality and

volunteerism. While I cannot stress enough that this work on assemblages is tentative, I

believe that there is some useful and important work ahead in this area. I end this chapter

with some conclusions about this research project and suggestions for (other) future

research.
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Conclusions r:V;-. r )':< \ '' iV'

I began this research project by discussing the difficult task of the researcher, slicing and

carving out areas for analysis under the guise of "bracketing." I asked you to suspend

your disbelief in the ability to separate the everyday social practices from the broader

issues of social regulation, when they are so tightly interwoven and then I proceeded to

argue that technology and culture are inseparable. It seems to me to be a slippery task,

this analysis of mine, whereby I insist on one and then deny the other. It has been

something that has plagued my thoughts throughout, and I remain discomfited by it. That

said, I feel that it has been entirely helpful to explore the articulation between gender and

cellular phones in everyday practices, and then to tentatively consider the assemblages of

this relationship through govemmentality and societies of control. They are in some

ways the same - it is, after all, about control, and as we have seen herein, control seeps its

way into everything we do. It colonizes everyday life. At the same time, they are

different. I don't consciously think that I am being a better citizen when I answer my

phone. Instead, I wonder if one of my kids is sick and the school is calling, or I wonder if

I'm meant to pick up something for dinner. "'" '"

I have attempted, herein, to draw Slack and Wise (2005) into dialogue with Foucault

(1991). Slack and Wise provided me with the means to do this, hinting at something

more with their discussion of assemblages. Articulations have been the theoretical

foundation and method that has been the focus of this project. However, assemblages are

one way of shifting from everyday social practices to discussions about social control and

regulation. I wanted to fill a gap in the literature about gender and cellular phones, by
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having a political (social) discussion as well as an individual one. I wanted to talk about

more than just the representations in advertisements. I wanted to also talk about the ways

in which advertising is a process that brings the individual to the institution and the

institution to the individual.

-• »" ' • •

.
- .

»

One of the most difficult aspects of using Slack and Wise (2005) has been their lack of

guidance as far as empirical research is concerned. While they do a marvelous job of

situating "technological culture" and critiquing other theoretical approaches to

understanding the relationship between technology and culture, their primer is just that...

a primer. As such, it has been a struggle to interpret one way to get through articulations

and assemblages and have it make some sense. I hope that my project contributes to

cultural studies of technology work, and that others can avoid the struggles that I have

experienced.

The central argument that I am making herein is that the relationship between women, as

gendered subjects, and cellular phones is one of control. Women use cellular phone

technology to control various aspects of their lives. At the same time, these women

submit to arrangements whereby they are constrained by control - they are under

constant surveillance, are always accessible and in constant communications (the key

mechanisms of control societies). In control societies we are divided in and through the

demands of these different identities and roles. The rigours of everyday life, being

constantly connected and always plugged into the network are a new form of control.

This is not institutional, but capillary control, seeping into the social body at every level.
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As a result, where readers are finding ways to be "good citizens" who are responsible,

organized and in control, cellular phones emerge as a mechanism whereby they can be all

of the things they need to be. The advertisements constantly and persistently remind

readers of their role within a particular socio-cultural milieu, that of being good citizens

(good mothers, wives, employees, drivers and so on). After all, with a cellular phone,

you can be the hero you truly are.

Suggestionsfor Future Research

The research conducted herein hints at the complex relationship that women have with

technology. Shade and Crow (2004) argue that there are significant absences in research

that considers digital technology from a feminist perspective, and this seems to be the

case with cellular phone technology specifically. Moreover, Shade (2007) suggests that

regarding cellular phones in particular, there is little attention paid to design, production

and development that considers the importance of gender. I agree with both of these

arguments, and was surprised to discover that gender relations have not really been

explored in any great depth in cellular phone literature (at least within a Canadian

context). Middle-class women have played a vital role in the adoption and inclusion of

cellular phone technology into daily practice, and this history has yet to be written.

Moreover, while my research has focused on the relationship between women and

cellular phones, it does not address how women have actually taken up cell phone

technology in their daily lives. To think about the active constitution and formulation of

subjectivities as a mechanism of govemmentality would be an interesting discussion,

particularly with the background set out herein.
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I am also intrigued to explore how this research might compare to other sources and

articulations. For example, how might advertisements in magazines targeting male

readership or business magazines during the same time period differ? I would think that

control, in its insidious nature, would be equally as problematic in the constitution of

modem masculinities, for example, but this has yet to be explored in a Canadian context.

Further research that considers cellular phone technology as a site where multiple and

complex social relations meet would help to tease out the intricate relationship between

technology and culture, one that is mutually productive.
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.^• Appendix I: Supermom

115



'fv^^i'lim :i x^niiaqq'

i-*'.,
-*'•'



Appendix II: Life In The Fast Lane

life in the fast lane.
Simplified.

When life is a rush, rely on your ^k)ida. fts the easy way

to stay in umch with all the importaji people in your life.

Your Ndua makes calls, sends e-maii and faxes from

your portable computer, works like a pager, and even

tells you who's callmg before you answer the call*

It keeps uack of names and numbers, and calls youir

voice-mail. emergerKy 911 and other importani numbers

at the touch of a single key. Its powerful MENU puts

all its features at your fmgenip>s-no physic? degree

required. And Nokia long-life batteries and rapid chargprs

make sure your Nokia keeps going as Icm^ as you do,

•Soac itMUK? Riiuin Mnvcb wppon. N« irtiiiiic ir. tVi wtn-

And Nokia packs all this technology into a slim, hght-

weight phone that slips easily into your pocket or purse.

But you won't want to hide it. Because Nokia's award-

winning designs are available in a choice of designer

colours that let you show off your own sense of style.

So when things gpt complicated, make keeping in

touch simple -with Nokia. Powerful technology that's

so easy to use, it's almost child!; play

IMOKIA
CoNNECTihw People

For more information, please contact Nokia Products Ltd., 575 Westney Rd. S., Ajax, Ont. LIS 4N7

Tel (905) 427-6654 Fax (905) 427-6725 littp://www,nokia-anicricas.com
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PC ^:*'l.'0'-y( ' Appendix III: Cathy

Nokia keeps Cathy in the swing of things.

for her favourite charities. Cathy

Johnson donates her time as a

volunteer buyer for the Nonh York General

Hospital Gift Shop. ShcS an a\id curler, skier

and golfer and tries to spend as much time

as possible at the cottage. On top of ali that.

sheS married and the mother of two children.

Keeping track of Calhyi schedule is no

easy feat. Just ask her family and friends.

But thanks to Cathy's Nokia cellubr phone

the>' don't have to. All they have to

do is remember her phorre number.

Sta)'ing in touch isn't the only reason

why Cathy chose Nokia cellular.

She also appreciates Nokiab generous

use of eigonomic design - things like the

o\'er-sJ:ed display, easy to use keypad.

50 location alphanumeric memory and

simple menu commands that let her access

any feature Plus, there are a vatieiy of

convenient accessories available, including

handsfree car kits, in-car rapid chargers and

long-life batteries.

Nokia cellular Because, just like Cathy,

we thmk staying m touch with your family

and friends is a worthy cause too.

.Jl .'.Jk.Ur Pm^i.

IMOKIA
Connecting People

/ 1.....I m^kwiir I.^ <^inhi«ini!cd d:«Ual ohones. call us M (90;>) +27-6654
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Appendix IV: It's Easy To Forget Where You Left It

1^1^^1^ I £^ No. our new 6100 series is not waterproo'- which is preciseylhe reason you shoiJd be canefb: where^ put it.

CONXBCTING People You see. even thou^. it's packed wth features, like an a'ain ckxk, video games, and hotirs of talk tir«. it s

rJII rcred Wy light. So. you can carry it in your hand, your shirt or, dare we say, your pants. l-888-OK-NOKlA www.nokia.com

^•i*nM«««4MHWfM>Wi

. «miim!ffmnfmtfiim^ mtrnmrnmammmmgrn -iL.Uijiiiilii , MiWWi!g!!^ipBlgpi|ipf III ^ .

AT 4,8 OUNCES, IT'S EASY TO FORGET WHERE YOU LEFT IT.
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Appendix V: I'm Not A Housewife. I'm a Carwife.

Fm not a housewife, rm a carwife.

Pick up. ^^ _.

Come

Head out.

If it wasn't for the mortgage,

1 wouldn't even know I had a house.

1 hve in the car. al^
1 eat in the car.

1 think in the car.

Yesterday, 1 told my youngest

about the facts of life.

In the car.

Perfect.

You know what the microwave

oven did for your kitchen? That's

what a Motorob cellular phone

will do for your car. It's simple,

it's dependable and it keeps you

in touch. For more information

about Motorola cellular phones,

call 1-800-461-4575.

intwducing dunevoUne ofcdoured

CunloufaMar phones/rom Motorola.

,4,
'

® MOTOROLA

What you never thought possibt

^.Mwwfaanira Hl.llMrtMT" ^ *-- Oi!«6lfc«»«-tt.

119



'MXrl A tx>A ml

Ir.^^



Appendix VI: I Need to Learn How to Multiply

I need to learn how to multiply.

Take one woman.

Add job.

Add boss.

Add husband.

Add children.

Add promotion.

Add o\'ertime.

Add daycare.

Add pressure.

Subtract time.

Di\ide attention.

How does this equal one woman? ilfOTOfTOLit
W7>af yo« never AoHght postMeP

1 M <«-. ; Mr U9^»K.<< U.»,t-<1 K. Cf'*- ItcnMb. he
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Appendix VII: If You Had To Put A Price On Safety

ff^u
HadTbPutA

PriceQnSafety
Thislslt.

It's great to have

a Ooitd Amigo celhilar

I^ioneiacaseofan

emeigenq'. But it's

equalh' useful when

those unexpected events crop up.

like when you're stuck in traffic

on the way hwne fc)r dinner with

your family.Orwhen you're waiting

to meet your husband, \i(dio has

been unexpcctedlj' delayed at wofk.

With a Cantei Amigo,

youVc never out of

touch with the

people who

matter the most. And thcyYe never

out oftouch with you.

CantdAmigo starts as

low as $19.95* per

month,and is available

at any ofdie fine stores

listed bebw. To order an

Amigo for 48 hourhome

delivery or to get more

miom]ation,caU
| ,';"s/^0

1-800-26J«867. t^:--...%~':~

Affordable Pteaoe Of IVfind.

the^ay EATON'S

AvsllablF At TiKar. V\ix Stores.

R£njR|Sjpp Radio /haek
fcr 1 qxcHed Rsm'Bktiinr <te(8es.lQi«(tsQacednqrs anlons air c

^^^Hk^SBBB
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Appendix VIII: It Also Comes In Black

^ -%/ //

/». ^<5
' ^

ITALSO COMES IN BLACK
It remembers names and phone numbers.

,;, r, It sends E-Mail and faxes from your laptop.

It reminds you of important messages. It calls

your voicemail, emergency 911 and 2 other

numbers of your choice at the touch of a key.

It fits in your shirt pocket. It lets you ta,k for

^ 2(2 hours without recharging. It shows you how
> /

^,
to use Its features. It keeps you connected

/ with family, friends and business associates.

What is 'It'?

from Finland.

near you. Its the first cellular phone that gives

you true freedom of expression. Available

7 designer colours. And black.

IMOKIA
Connecting People
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Appendix IX: Life's l\/lysteries
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Appendix X: Speechless

K N K I

hen WQS the lost time

a phone left you

&&0/Vf/&Sy^
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Oii.y Appendix XI: You're Still Within Reach

Now, even when you're

snowed under, you're

still within reach

It's great to have a

Cantel Amigo cellular

phone in an emergency.

But it's equally useful when

those other unexpected events

crop up.

For example, when you're stuck in

traffic (XI the way home £or a din-

ner party. Or when you're waiting

b a restaurant for your husband,

who was unexpectedly delayed at

the office.

With Amigo, you're never out

of touch with the people who
matter. And they're never out

of touch with you.

CAklEL ,

ABiDnlable peace of mind

Safety -

2 months
FREE weekend^

Personal -

2 months
FREE evenings

From $19.95 per month. No

front charges. No long-term

commitment, and after 2 yea^

you can own the phone.

To order, call:

1-800-638-671
Talk cirar dtuges extra. Minimiini 4 iDoodi comminDcnc. Call for complete details.
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Appendix XII: The Difference Between A Boyfriend And
A Husband Is A Ring

'.•:«>'. vr-c
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Appendix XIII: Nokia Gives Elvis the Edge.

Nokia gives Elvis the edge.

,^RgurcSfc-WgO»«P«*

Since
becoming world champion,

Elvis Scojko found he needed a liitle

help with his routine - his off ice

routine that is. He's never been busier,

what »ath skating exhibitions around the

globe, personal appearances, charity work

and of course training for his riext

competition. That's why he relics on his

Nokia f)ortable cellular phone to coordi-

nate his schedule and stay m touch

with his coach, family and friends.

Whether he's on the road, at the airpon

or in the arena, Nokia gives him the

cdgp because just like Elvis we're

recognized aroimd the world as an

innovator. Leading the way with the

development of the first digiul cellular

phones, with features like one touch

diabng of important numbers, voice

mail access, user friendly menu and

dztaJbx capability We've also made

a real anistic impression on the

judges, as our phones have received

numerous avwrds for ergonomic and

design excellence as well.

Nokia Cellular. For Elvis, its more

than just a phone. It^ the secret to

keeping his off ice routine as flawless

as the one he performs on his s'Kaies.

NOKIA
Connecting People

F« more mlbnnwiop. abou out compkt* knc of aihibi Products, frorc «ui> k\>e\ analogue ic sophancattd digiul phono, tail us a (>1C5)427-M.M

_J
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Appendix XIV: Summary of Advertisements

*I need to leam how to imMply^

*Be five places at once'

.x'Tm not a housewife, rm a

CM
J5^
CL

feRIOCSON' "static free*
ifiL
jCM

iDWra. AMIGO
'

'^ "you'fe stai within reach'

'if you had to put a price on safety"

"remember when phone c^ls were a d^ne' J9L
m..
CH

Dec-97
Har96
Nov-96

Oct-97

Nov-98

Mar-9S

Jun-9S

AUS-9S
Scp-95
Oec-95

BREAKDOWN OF RESEARCH BY MAGAZINE

CHATELAINE JAN. 1995 TMR0UO1 DEC. 1999
CANA01M< LIVING JAN. 1995 THROUOI DEC. 1999.

TOfTW.

TOTAL MAGAZINES SEARCHGD.

TOTAL ORIGINALS (NO DtgUCATS)
ERICCSON

TOTAL ORIGINALS {NO DtgnJCWES)

CANTELAMIGO
TOTAL ORIGINALS (NO DUPUCATES)

TOTAL NUMBER OF AOVERnSEMENTS rOUHO
TOTAL NUMBER (NO DUPLICATES)

ycm.

msML

NOiOA
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