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The study is devoted to the research of fashion discourse concentrating mostly on male fashion and its discourse
representation in Gentlemen’s Quarterly and Esquire fashion articles published in 2017-2021. The gender factor seems
to be crucial in the field of fashion, which is reflected through verbal masculine portrayals illustrated with photos in fashion
magazines, which, on the one hand, can impose some particular looks a modern man should have, and on the other,
promoting designers, fashion houses and underlying the importance of fashion and trends in people’s life. The objectives
of the research are to single out and classify male clothing items, cuts and colours, as well as to interpret non-verbal
means, which are all together suggested for men interested in latest trends. The corpus of the most fashionable male
items of clothes consists of 56 pieces, all of them being divided into basics (10 items equaling to 17,9 %) and their vari-
ants (46 items reaching 82,1%). The research proves that some clothing pieces are more popular than others: coat
and its different variants greatcoat, overcoat, pea coat, raincoat, topcoat, trench coat, waistcoat amounting to 16,1 %
of all the clothing items, trousers with their variants chinos, corduroys, slacks making 17,9 %, and jacket with its variants
blazer, blouson, bomber jacket, fur blouson, hooded parka, parka jacket, racer jacket, track jacket, trucker jacket, tuxedo
jacket, zipper jacket comprising 25 % of the items of clothes that are advertised and recommended in male magazines.
The corpus of cuts of male clothing (e.g., asymmetric (coat), banded (collar), button-down (shirt), button-front (t-shirt),
cable-knit (sweater), cargo (pants), flared (trousers), high-waisted (denim trousers), longline (hoodie), natural fit (suit),
oversized (cardigan/coat), pleated (pants), quilted (parka), relaxed (shorts), zip-up (jacket)) consists of 49 different lexical
items describing all the complexity of designers’ creativity. The male colour palette is presented by 9 basic colours (black,
green, grey, red, white, yellow, brown, purple, blue), the number of their hues differs much, with blue, grey and red hav-
ing most hues indigo, light-blue, navy, pale-blue; dark-grey, light-grey, metallic and burgundy, maroon, russet. The image
of masculinity is supported with the help of photos of strong men in men’s conventional environment, though there are very
few deviations published in years 2020-2021.

Key words: gender, fashion discourse, media discourse, masculinity, male clothing item.
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Po3Bigky npycBsiYeHO AOCNIMKEHHIO AMCKYPCY MOAW, B OCHOBHOMY yBary 30CepepKeHo Ha YonoBivin MoAi, Ta AUCKYp-
CUBHIN penpe3eHTauii Moam y ctatTax xypHanis “Gentlemen’s Quarterly” Ta “Esquire”, onybnikoBaHux y 2017-2021 pokax.
€HAEPHUI YMHHUK, 30AETbCS, € BUpILLanbHUM y cdoepi Moau, Lo BigobpaxaeTbcs Yyepes BepbanbHi HoMoBiYi 306paXKeHHs,
NpointoCTpoBaHi choTorpadpisiMm B MOAHMUX >XypHanax, siki, 3 o4Horo 6oky, MoXyTb HaB'si3yBaTy 0cobnuBmMii MogHuUiA 0bpas,
AKUMA NOBUHEH MaTW Cy4aCHWI YOMOBIK, a 3 IHLLOro — NPOCYBaHHA AM3anHepiB, ByanHKIB MOAM Ta NiAKPECNEHHS BaXIMBOCTI
MOAM Ta MOOHMWX TPEHAIB Y XUTTi Nogen. 3aBaaHHa LOCNISKEHHS — BAOKPEMUTM Ta KnacudikyBaTv npeaMeTH YOM0BIYOro
0asry, ix Kpoi Ta KOfbopu, a TakoX NpoiHTepnpeTyBaTh HeBepbanbHi 3acobu, L0 NPOMOHYTLCA YOSoBiKaM, ki Likas-
NATbLCS OCTAHHIMKM TeHAeHUisM1 Mogu. Kopnyc HanmogHiLWMX Yonosiymx NpeaMeTiB OfsAry cknagaeTbcs 3 56 npegmeris,
yCi BOHM nogineHi Ha ocHosm (10 npeaMmerTiB, Wwo gopiHoe 17,9 %) Ta ixHi BapiaHTh (46 npeamerTis (82,1 %)). docnigkeHHs
[OBOAUTD, WO AesKi NpeaMeTH oasary MatoTb BinbLuy NonynspHICTb, HiX iHWI: coat Ta BapiaHTu (greatcoat, overcoat, pea
coat, raincoat, topcoat, trench coat, waistcoat) ctaHoBnaTb 16,1% 3 ycix npeameTiB oasry, trousers i3 BapiaHTamu (chi-
nos, corduroys, slacks) — 17,9%, a jacket i3 BapiaHTamn (blazer, blouson, bomber jacket, fur blouson, hooded parka,
parka jacket, racer jacket, track jacket, trucker jacket, tuxedo jacket, zipper jacket) ctaHoBnsTb 25 % npegmeTiB ogsry, siki
PeKNamytTbCsa Ta PEKOMEHAYOTLCS B YONOBIYMX XypHanax. Kopnyc kpoiB Yonosivoro ogary (asymmetric (coat), banded
(collar), button-down (shirt), button-front (t-shirt), cable-knit (sweater), cargo (pants), flared (trousers), high-waisted (denim
trousers), longline (hoodie), natural fit (suit), oversized (cardigan/coat), pleated (pants), quilted (parka), relaxed (shorts),
Zip-up (jacket)) cknagaeTbes i3 49 pi3HUX NIEKCUYHUX OQMHNLb, LLIO OMMUCYIOTb YCIO CKMafHICTb TBOPYOCTI An3anHepis. Mani-
Tpa YOMOBiYMX KOMbOPIB NpeacTaBneHa 9 ocHOBHUMK konbopamu (black, green, grey, red, white, yellow, brown, purple,
blue), kinbkicTb X BiATIHKIB Oyxe BiApi3HAETbCS, BoAHOYAC Konbopu blue, grey Ta red matoTb BinbLuicTb BiaTiHKIB (indigo,
light-blue, navy, pale-blue; dark-grey, light-grey, metallic Ta burgundy, maroon, russet). Obpa3 MacKkymniHHOCTI NigTPUMY-
€TbCS 32 JOMOMOrol hoTorpadii CUMbHNX YOMOBIKIB Yy 3BUYANHOMY HOMOBIYOMY cepenoBuLli, xoda y 2020-2021 pokax

3'ABNSETLCS HEBENMKA KiNbKiCTb dhoTorpadin, Lo BiAXMNSETLCS Bif TPAAUUIiHNX obpasiB.
Knro4oBi cnoBa: reHaep, AUCKYpC MOAKU, MEAIVHUIA OUCKYPC, MACKymiHHICTb, NpeaMeT YOsri0BivOro oasry.

Introduction. The research aims at analyzing
fashion discourse representing fashion trends for
men concentrating on the specific male clothing
items, cuts, colours and images offered. The
material of the study comprises 50 Gentlemen’s
Quarterly and Esquire magazine articles published
in 2017-2021. Discourse and context analyses have
been used to single out text passages and lexemes
which describe or represent male clothing items,
colours and cuts, comparative analysis as well as
quantitative one enable to systemize and interpret
obtained results.

Literature Overview. Fashion presents trends,
imposes what is popular at some specific time
offering clothing, footwear, hairstyle, accessories,
jewelry, even style of living, on the one hand, while on
the other, fashion can be seen as a field that involves
industries and media to produce and advertise what
is popular and to make people believe these ideas.
In this way fashion influences people’s choices about
what to buy and what to wear. M. Jansen [1] describes
fashion as desirable dress at a given moment and place
whereby its desirability can be based on a wide range
of values, be it social, political, nostalgic, exclusivity,
modernity, innovation, nationalism, youth, etc.

According to Tjader [2, p. 34], fashion is socially
biased, as it is created for the upper class in order to
unite their social group and distinguish themselves
from other social groups of lower rank, the moment
when the lower social classes imitate popular trends,
they go out of fashion and the elite initiates a new
fashion.

Fashion discourse is realized through communi-
cation, where the media actually tell all the news in
the sphere of fashion. Thus, fashion discourse does

not consist only of clothes and producing process, but
it also includes the language that describes it, as well
as visual means, which are of great importance in
the whole system. R. Barthes [3] makes a distinction
between the written system of fashion and the visual
system of fashion stating that the visual system
mostly refers to the clothing garments itself or their
pictures and photographs, while the written system
deals with lexis or texts which describe these cloth-
ing items and he also says [3, p. 3—4] that fashion
reminds a triangle as it consists of three interdepen-
dent shifters: technological, iconic and verbal, which
is respectively represented as real clothing, images
and language. Fashion discourse is a complex phe-
nomenon which is influenced by many social factors,
which limit and control people’s choices in cloth-
ing, thus just a little bit more than 100 years ago
the situation in fashion discourse was very different
compared to modern time, for example, in the 1900s
men were prescribed to wear three-piece suits —
Jjacket, vest and trousers, — complimented by a hat;
in 50 years’ time female style changed dramatically,
while the male style mostly remained the same with
very few inventions such as single-breasted jacket
and tapered trousers and young people wearing more
eccentric garments [4, p. 6-8, 28-31].

“The big shift’ of fashion happened in the middle
of the last century and now it is hard to believe that
only during the period of time of about 50 years
the fashion changed completely and instead
of the clothes that cover the whole body we started
to wear more opened, short and way-out clothing.
Although men are still seen wearing suits almost on
any occasion, formal or informal: <...> wear suits
to summit meetings, male job applicants wear them
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to interviews, and men accused of rape and murder
wear them in courts <...> [5].

Gender aspect is strong in fashion industry.
Fashion helps to reproduce gender as a form of body
style, producing a complex interplay between sexed
bodies and gendered identities” [6, p. 2].

Male clothing items. Male clothing is under
constant changes nowadays. The recent crucial
changes are reflected in current fashion discourse
and numerous peculiarities of new male clothing
items that are offered for men to wear. Although
the main pieces of male clothes have remained
the same for some centuries, some of them have
been modified greatly and have acquired new
variations.

The corpus of 56 male clothing items, which
were singled out from male fashion articles, has been

divided into basics (shirt, trousers, sweater, etc.)
and their variations which have distinctive features
expressing the modification of the male basics (shirt
and tuxedo shirt), which is presented in the following
table (see Table 1).

The following graph (see Graph 1) presents
the frequency use of male clothing items with jacket
being most common and suit and T-shirt being least
mentioned in the fashion discourse.

Jacket is one of the most popular items of clothing
that has a vast number of varieties. In male fashion
Jjackets can be of coarse forms and fabrics (fur blou-
son, hooded parka, leather jacket, racer-jacket, etc.),
as well they can be related to very masculine sports
or activities (bomber jacket, track jacket, trucker
Jjacket), or represent classical style (fuxedo jacket,
velvet jacket): <...> the woodland camo nylon coach

Table 1

Male basic clothing and its varieties

Basic items Varieties of basics
coat duffle coat, greatcoat, overcoat, pea coat, raincoat, topcoat, trench coat, waistcoat, wool coat
jacket blazer, blouson, bomber jacket, fur blouson, hooded parka, leather jacket, parka jacket, racer jacket,
track jacket, trucker jacket, tuxedo jacket, velvet jacket, zipper jacket
shirt baseball shirt, linen shirt, shacket, tuxedo shirt
shorts baseball shorts, light linen shorts, linen drawstring shorts
suit —
sweater cardigan, knit, pullover, roll-neck, silk knitwear, sweatshirt
T-shirt —
top tank top, tracksuit top
trousers chino trousers, corduroy pants, denim jeans, jeans, joggers, linen pants, slacks, sweatpants, washed-
cotton chinos
vest sweater-vest
16
14
12
10

Male clothing items grouping

W Coat mJacket mShirt ®Shorts mSuit ®mSweater mT-shirt = Top

Trousers ™ \Vest

Graph 1. Male clothing items grouping
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Jacket is perfect for layering up during a chilly sum-
mer’s eve <...>[7,p. 61].

In modern fashion discourse shirts of classical
style (/inen shirt, tuxedo or those that tend to the sport
style (baseball shirt) are considered to be fashion-
able: Among our favourites is the Oxford Tailored
Shirt, available in a range of plain soft spring shades
including red, white and blue [8, p. 148].

A blend-version of shirt and jacket, shacket,
is a new hit now: The shacket is beefier than your
standard button-down but still looks very shirt-like,
which means it’s particularly conducive to the type
of strategic layering we ve all been looking forward
to embracing with reckless abandon. No matter what
you call it, it’s the piece you should be wearing day
in and day out as soon as the weather outside cools
down [9].

Different variants of shorts are quite very popular
nowadays in the male fashion. They tend to light style,
natural fabrics and classical cuts (light linen shirts,
linen drawstring shirts), or look more like a sports-
wear (baseball shirts). A high-function conflation
of oversized ripstop windcheaters, heavy-duty hiking
sandals and outdoors ready cargo shorts, the trend
was manifested most clearly in durable high-fashion
camping rucksacks, a bit like this beasty from Gucci
[8, p. 81].

In fashion discourse suits are still considered to be
a must-have in a male wardrobe: 4 navy suit is per-
fect for most formal occasions and a wedding is no
different — but selecting a paler shade of blue, or even
stone for the more adventurous, will ensure you stand
out in a sea of men who played it safe [7, p. 106].
Moreover, they are strongly recommended in the male
magazines: These are, shall we say, INTERESTING
TIMES. An era of bigly DISRUPTIONS. But the more
the world shifts around us, the more we value
the strength of a SIMPLE, IMPECCABLY CUT SUIT
[10] Suits are seen as the easiest way to look perfect:
<...> while it’s perfectly easy for a preternaturally
handsome Hollywood actor to look amazing in a suit
(handsome + bespoke = amazing in a suit), the for-
mula for nailing smart-casual style is much more
complicated, precisely because there are so many
other variables [7, p. 64].

In the modern male fashion sweaters are of coarse
forms and cuts, heavy fabrics (cardigan, knit,
pullover, roll-neck, or sweatshirt), and they should
be expressive as well: Now that menswear has fully
embraced a more-is-more mentality, we’re into
sweaters that make a statement — sometimes literally,
in the form of Sex Pistols lettering <...> [8, p. 186].
However, more softened and even female-borrowed
styles are borrowed by men — silk knitwear.

Another popular piece of clothing is a 7T-shirt (or
tee). This term appeared in the beginning of the XX
century in reference to the shape of this piece of clothes.
Another piece of clothing in a male wardrobe that is in
trend now is top. Usually the style of this piece of cloth-
ing refers to the sport activities (tank top, track top,
etc.): Effectively a catch-all term for a top — usually
a T-shirt or Cuban-collared bowling shirt — teamed
with a matching pair of shorts, co-ords first hit the run-
ways at some point in 2017, with easy-access fashion
brands such as YMC <...> [11, p. 42].

Trousers are an inseparable part of a male ward-
robe that has numerous varieties. Some of them are
of casual style and usually of easy fit — chino trousers,
denim jeans, linen pants, slacks, etc.: Short of sport-
ing a perpetual suit, one of the easiest uniforms to
adopt is the white shirt, jacket and trousers/jeans
twinned with a decent pair of shoes [7, p. 120]. Other
types tend to become a popular sport style — joggers,
sweatpants: Simply put, the sweatpant has arrived —
and it’s here to stay [8); But before it does, you'll
need to start shopping for your new jogger pants.
Start with this list, and trust your instincts [12].

Another part of a male wardrobe is vest.
Throughout the centuries it preserved its initial pur-
pose, became a part of the classical suit and even
evolved into different more casual forms and cuts.
Nowadays sweater vests are considered to be popular
and stylish: What you could also be talking about,
Robert, is a jerkin-style sweater vest, finished with
a buttoned front [8, p. 151].

Coat is a comfortable piece of clothing for colder
days and is often advertised as an outdoor outfit: The
perfect coat for when its cold and wet, but not freez-
ing. Mackintosh's Cambridge overcoat is cut from
dry-wax cotton, so it keeps the elements at bay, but
is left unlined for maximum comfort and layering
opportunities [9, p. 61].

Even if male basic clothing has not changed
much, there are a couple of new elements that were
introduced into fashion discourse not so long ago.
Doubtlessly, the most popular items of male wardrobe
that are still trendy and have a lot of variants are
coats, jackets, shirts and trousers.

Cuts of male clothing in fashion discourse.
Clothing cuts is another important characteristic
of fashion discourse: Right now, from luxury tailoring
to utilitarian chic, menswear has cast its net wide
with bold cuts, rich colours and a cool humour that
will see you through the season ahead [8, p. 230]. The
corpus of the trendiest cuts of male items of clothing
consists of 49 different shapes and forms. They are:

—shirt—athletic, button-down, embroidered detail-
ing, extralong, long-sleeved, sleeveless, relaxed,
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slim-fit, loose, open-necked, polo, wide-collar, out-
sized, tailored, pussy-bow (blouse) (e.g., Sunspel’s
polo shirts are devoid of branding and ultralight-
weight, meaning they re incredibly easy-wearing in
the heat and they look extra elegant [13, p. 111]);

— T-shirt —button-front, round neck, sleeveless (e.g.,
These Round Neck T-Shirts are a staple wardrobe
piece that every man should own. Stay comfortable
and stylish in the soft and breathable fabric [14]);

— collar — flap, frilly, edge-stitched, banded (e.g.,
Or, you can dress like those who ’d never mingle with
the masses in the first place in a big frilly aristocratic
collar [15)]);

— coat — asymmetric, oversized, double-breasted
(e.g., With additional details in the mixed button cuff
fastening and three pockets to the front either side
of the double breast closure, the Holland Esquire
coat will be an opulently classic winter warmer for
seasons to come [9]);

— sweater — cable-knit, crewneck, roll-neck,
V-neck, patchwork (e.g., Not only will the right
crewneck sweater keep you cozy inside of your
borderline freezing home office <...> [9));

— pants — cargo, cropped, drop-crotched, vast
cut, pleated, skinny (e.g., You re going to wear cargo
pants this fall. Or, you should. Yeah, yeah, we know,
they’ve got a bad rap. But these cargo pants are not
those cargo pants [16]);

— suit — double-breasted, natural fit (e.g., The
double-breasted suit carries an air of formality
and pride about it <...> [17]);

— trousers — extralarge, flared, high-waisted, slim,
streamlined, wide-leg;

— shorts — relaxed, turn-up, tailored (e.g., <...>
casual knitted ties, gingham shirts, sun hats and even
a pair of tailored shorts for braver leg-bearers
[18, p. 179));

— cardigans — oversized, patchwork, sleeveless
(e.g., Unfortunately, the wool patchwork cardigan
by JW Anderson is now sold out. You can try your
luck finding one on the resale market, but with such

a popular piece that'’s now made even more popular,
it’ll be a tough task [19]);

— jacket — lapels (on the jacket), narrower cut (of
the jacket sleeves), peaked-lapel, zip-up, sleeveless
(e.g., and tailored sleeveless blazers and biker
jackets proving quite the thing at Burberry, where
the trend remained at its strongest [20]);

— parka — quilted, Y-3 (e.g., This black Y-3 parka
does the basics of a parka jacket well [13]);

— hoodie — longline, zip-up (e.g., But pick the right
one and the zip-up hoodie can prove transformative,
instantly providing a dose of casual cool in the form
of an easy on/off layer you can shed with impunity while
your body futilely tries to reconcile its cozy internal
temperature with the frigid weather outside [21]);

—jeans —rolled-up, slim-cut (e.g. Wear with a pair
of caramel Bermuda shorts and a pair of male Mary
Janes from Hereu on warmer days and with a pair
of slim-cut white jeans and chi-chi Hermes loafers
when the sun goes in [18]).

The modern fashion discourse offers creative,
difficult and non-standard cuts so that men who wear
them can express their individualities.

Colours and prints in male fashion discourse.
Colours in the fashion discourse get specific
attention, and colours which are considered to be
trendy are changing from one fashion season to
another. The fashion discourse often offers detailed
descriptions of colours, prints, possible matches
of them: Elsewhere, the palette mixes muted charcoal
and olive brown, with pieces such as a utilitarian
patch-pocket khaki shirt, alongside a comfortably
oversized hoodie, plus heavily laundered T-shirts
emblazoned with graphic prints [11, p. 119].

Nowadays, thanks to technology advances any
hue or any colour can be offered to fashion followers
in the fashion market. The analysis of the articles
has enabled to single out 28 different colours that
are considered to be fashionable to wear for men in
the latest years, they are presented in the following
table (see Table 2).

Table 2
Male basic colours and hues
Basic Its hues Textual examples
colour
1 2 3
black charcoal Elsewhere, the palette mixes muted charcoal and olive
brown [17, p. 119]
green — <...> fluorescent green Racing Road Nikes to make people laugh [17, p. 119]
‘o dark-grey, light- | The grey suit is a men's tailoring mainstay that, compared to its black and navy sartorial
grey grey, metallic | brethren, is oft associated with business [18]
b You likely have black, navy, gray, and camel colored clothing on rotation for fall already.
urgundy, , , . . o ‘
red Thats great! They 're a solid foundation for mixing in other rich colors to create a seasonly
maroon, russet . . .
appropriate outfit. High up on that list: maroon [22]
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Continuation Table 2

1 2 3
white cream Gentlemen, let us present the witnesses in the case for white jeans, because since the Sixties
they 've never been far from the legs of the world s most stylish men [17, p. 68]
yellow sand These pale yellow shorts are giving us serious “The Talented Mr Ripley” vibes <...> [20]
caramel. dark- Basketball-short perforations give this otherwise classic caramel knit a little bit of edge
brown brown (’)live [17]; A pair of smartly cut brown leather loafers (penny or otherwise) from a heritage
’ British brand such as George Cleverley [11, p. 43]
lilac, Lilac, lavender, soft violet — whatever you want to call this pastelly shade of purple, it’s
purple lavender, sweeping menswear right now [20]
soft-violet
indigo light- That soft shade of blue is dying to be paired with a chocolate brown cotton suit [22];
bl bl ’ le-bl If you're spending good money on a suit, you’ll want to reuse it. If this is a priority, navy
ue ue, pale-blue, | - L . .
dark blue navy. is bes{ as it will look great on the day and transition nicely into almost any smart-casual
> | situation [7]

Nine out of eleven basic colours are considered
to be fashionable and are advertised to wear, but
still two are mostly ignored — orange and pink —
though they may be seen as a part of prints. Different
prints become quite popular styling male items
of clothes: Whether its an official artist meets —
brand collaboration or a designer going bold with
graphic prints, art-inspired patterns are big this
season — and the busier the better [17, p. 175]. The
prints of the clothes vary in styles and designs. One
of the prints is flecked pieces of clothing. It is close to
polka-dot, but the patterns are different sizes and are
asymmetric. Another type of print is foliage. Foliage
determines the leaf print. Geometrical patterns
are popular for T-shirts and shirts. Sharp forms
and figures add masculinity. The most popular types
of prints are plaid, tartan and windowpane.

Herringbone coats, jackets, trousers and other
items of clothes and striped trousers and shirts are
considered to be stylish as well: The heat-dissipating
cotton fabric has had its traditional blue and white

stripes remixed in new colour combinations for all
occasions |7, p. 43]. Finally, different patterns on
the pieces of clothing are also a trend. The prints
mentioned above are meant to make a difference. In
modern fashion discourse it is recommended to be
expressive: Take Barbour's Tattersall shirts, which
are simply a must for every gentleman’s wardrobe.
Based on a pattern from Tattersalls horse market that
dates back to 1766, they remain a timeless classic
[17, p. 223]; Deep, dark blue is the most versatile suit
colour a man can own. Go for a subtle pattern for
added interest and amp up its formality by investing
in a matching waistcoat [23, p. 115].

There are 33 different styles of clothes colouring
including prints. Thus, colours amount to almost 70 %
of the clothes styling, while prints varieties equal to
30%. That means that colours still prevail in fash-
ion discourse describing latest trends for men, while
bright prints have much less variations and tend to
more humble patterns like stripes and plaid. Among
colours only, the basic colours amount to 34,8 %,

[19, p. 43] [10, p. 43] [10, p. 43]
Picture 1
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while the hues reach 65,2%. Some colours in male
fashion discourse are more popular and trendier. They
are grey, having three fashionable hues, red, also hav-
ing three fashionable hues, and b/ue with five hues that
are the most popular among the male clothing pieces.

Images in fashion discourse. The analysis
of photos in the two published magazines for men
demonstrate that in general conventional gender
portrayals are offered. Advertising of expensive brands
quite expectedly includes pictures of successful men
in the appropriate environment, either in a business-
class chair on the plane, or next to an expensive
car, or in a luxury lounge, which is demonstrated in
the photos given below (see Picture 1).

The history of a particular brand can be connected
with an image of an adventurer, a sailor or just a hero,
what can be seen on the picture below (see Picture 2).

Models are also traditionally tall, well-built,
handsome, who wear clothes of traditional cuts
and colours, which is demonstrated below (see
Picture 3).

So, the masculinity image in the fashion discourse
corresponds to tradional gender expectations, which
can be partily explained by conservative style
of the two magazines. Further research is going to

include the contrastive analysis of female fashion
magazines discourse with the results obtained in
the given study.

The Original Montgomery, Since 1896

Montgomery first captured
the nation’s attention more
than a century ago, when the
company was selected by the
Admiralty o make the first
duffle coats.

Little has changed since
then: Montgomery duffle
coats are still tailor-made in
England, and quality is still
paramount — a philosophy
that is as important today as

it was when it made its first
duffle coat.

Montgomery, the choice

of heroes.

originalmontgomery.com
[12, p. 151]

Picture 2
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acniparm Kageopu pomMano-eepMancbKoi Qinonoeii ma memoouku UKIAOAHHS IHO3eMHUX MOG
Miscnapoonozo eymaHimapHozo yHieepcumemy

TepMiH «KOHLENT» Y CyyacHin MNIHrBICTULi € JOCUTb LUMPOKUM i HEOOHO3HAYHUM. «KOHUENT» BXOAWUTb 4O TEPMiHO-
rioriyHoro anapaty baraTbox Hayk Ta rany3eun 3HaTb, KOXHa 3 SIKUX PO3yMi€ Mi «KOHLENTOM» LOCh CBOE. Y MiHrBICTUL
TEPMIHU «MOHATTA» Ta «KOHLENT» NPOTArOM TPMUBASIOro Nepiofy BXWMBANMUCh SK CUHOHIMIYHI, HUHI 3ae6inbLlioro Ui Tep-
MiHM PO3pi3HstoTh. BinbLWiCTb Cy4acHNX MOBO3HaBYMX MIAXOAIB A0 PO3YMiHHA MOHATTS KOHLENT» 3BOAATHCS 3a3Buyai
[0 NIHFBOKOTHITUBHOIO Ta NiHFBOKYMbLTYPOONYHOIO TyMayeHHs Lboro fBuLia. HesanexHo Big TMMiB KOHLENTIB, YCi BOHM
€ CTPYKTYPHUMU NaHkamu, byaiBensHUM maTepianom KoHLENTocdepn OKPEMOI MOBW, Y SKii MOXXHa BUAINUTY MEHLUI yTBO-
peHHsl. beanepeyHnm Ans BCix NigxogiB € Te, WO KOHLENT HanexuTb 40 CBIOMOCTI i BKIOYAE, Ha BigMIHY Bid MOHATTS,
He NnuLe onMcoBO-KnacudikaLiiHi, a # YyTTEBO-BOMbOBI N 0Opa3HO-eMnipuyHi xapaktepucTtukn. KoHuentocdepa oxo-
nntoe coboto BCi cdhepu XKUTTA MIOAUHU: KOHLENTaMWU MOXHA HE Mulle MUCAUTK, ane iX MoXHa nepexusatu. [lig yac
BMBYEHHS KOHLEMTIB, WO € OAMHULAMMN MeHTanbHOro piBHSA i He nignsaraioTb 6e3nocepefHbOMY CMOCTEPEXEHHIO, YYeHi
3BEPTaTbCA A0 NNaHy BUPaXEHHS: CMOBA, CIOBOCMOMNYYEHHS!, pedeHHs1, TekcTy. CrnoBo K iM'st KOHLEeNTY CBOIM NeKcuY-
HUM 3Ha4YeHHsM Bigobpaxae HaWCyTTEBILLI 03HaKK kKoHUenTy. CTPyKTypa KOHLENTY npeacTaBneHa TpboMa 6a3oBrMU KOM-
NOHeHTamu: 06pa3om, iHpopMaLiiHUM 3MICTOM Ta iHTepNpeTaLinHAM nonem. Y cTaTTi HagaeTbcs cnpoba knacudikauii
€MNeMEeHTIB KOHLENTY «MaHAeMmis», Ky peanizoBaHO 3aBAsiKM KOMMNEKCHOT METOAMKM AOCNISKEHHS KOHLENTY «naH4eMis»
(“Pandemic”) B aHrnincebkin MOBI Yepe3 NOEAHAHHS 3aranbHOHAYKOBKX Ta MIHMBICTUYHUX METOAIB, L0 MPYHTYIOTLCS Ha
NPUHLMNI CUCTEMHOCTI BUBYEHHS 00’€KTa, Lo Nnepeabadae 3acTocyBaHHSA NOETANHOro aHanidy MoBHOro matepiany. Moga,
Oyayun couianbHUM SIBULLEM, 3aBXaOW cepeq nepLunx Bigobpaxae 3miHu B Oyab-sikii cdepi MHOACHKOro XUTTS; KOHLENT
«NaHaeMmis» yBaXaeTbCsl colianbHO BaXNMBMM, OCOBMMBO B NOTOYHIN cuTyaLlii. Lle Knto4oBUIA enemMeHT, BKIHYEHUIA HUHI
B NIHrBICTUYHY KapTUHY CBITY Maike KOXHOI MOBW. Llei KOHLEeNT CKkNnagaeTbCst 3 BEMUMYE3HOro Ta HanBaXKMMBILLOTO MCUXiY-
HOrO YTBOPEHHS B HAIBHI Ta HaLiOHaNbHii MOBIIEHHEBIN KapTWHI CBITY.

KntovoBi cnosa: KoHLeNT, naHaemis, 54po, nepudepis, NeKCMKO-CEMaHTUYHA rpyna, KOrHITUBHI 03HaKU.
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