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Abstract
Modern media patterns show feminist narratives being used to market different consumer
products in the name of female empowerment and emancipation. Typically, the industries
targeted have historically been dominated by male perspectives and aim to perpetuate a
capitalist consumer culture. The newly legalized cannabis industry in North America, has
seen an increase in female participation both in production and consumption. This thesis takes
Broccoli, an all-female produced magazine about cannabis, as a case to textually analyze how
feminist narratives are used to appeal to their majority female and non-binary audience to a
cannabis consumer lifestyle. In the analysis I have found that the magazine is critical to
postfeminist notions of consumer culture, while simultaneously working within them in order
to act as pioneers, holding a female-oriented space within the industry.

2

Acknowledgments
I would like to thank everyone who has supported me throughout this research and
writing process, especially my supervisor, Sofia Johansson and my thesis-writing
peers. I would also like to thank myself for entering and exiting this excursion with
confidence, perseverance, and pride for this accomplishment.

3

Table of Contents
Abstract .................................................................................................................................2
Acknowledgments .................................................................................................................3
Table of Figures .....................................................................................................................5
Introduction ...........................................................................................................................6
Brief contextual background .................................................................................................9
Broccoli Magazine................................................................................................................11
Previous research ................................................................................................................12
Aims and Research Questions .............................................................................................15
Statement of Purpose .................................................................................................................. 15
Research Questions ..................................................................................................................... 15

Theory..................................................................................................................................16
Feminist Media Studies ................................................................................................................ 16
The Male Gaze ............................................................................................................................. 17
Intersectionality........................................................................................................................... 18
Postfeminism (Third-Wave Umbrella) .......................................................................................... 19
Postfeminism in Advertising and Popular Culture ......................................................................... 21
Consumer Culture and the Postfeminist Tendency ....................................................................... 22

Method ................................................................................................................................26
Qualitative textual analysis .......................................................................................................... 26
Reading Images............................................................................................................................ 27
Material ....................................................................................................................................... 28
Process of research ...................................................................................................................... 29
Reflections ................................................................................................................................... 30

Analysis................................................................................................................................31
Naturalism ................................................................................................................................... 31
Consumerism............................................................................................................................... 36
Consumerism as Ephemeral Desires .......................................................................................................36
Consumerism as Self-Improvement ........................................................................................................43
Consumption as Medicine ......................................................................................................................46

Community building..................................................................................................................... 50
Pioneering ................................................................................................................................... 54
Feminism ..................................................................................................................................... 58
Intersectionality .....................................................................................................................................59
Politics/Legality/Call to Action: ...............................................................................................................63
Female Sexual Pleasure ..........................................................................................................................65
Representations of the Male Gaze ..........................................................................................................69

4

Conclusion ...........................................................................................................................76
Final Remarks .............................................................................................................................. 79

Works Cited .........................................................................................................................82
Appendix .............................................................................................................................86
Skype Interview ........................................................................................................................... 86

Table of Figures
Figure 1: Naturalism......................................................................................................................... 32
Figure 2: Naturalism......................................................................................................................... 33
Figure 3: Naturalism......................................................................................................................... 34
Figure 4: Naturalism......................................................................................................................... 34
Figure 5: Ephemeral Consumerism ................................................................................................... 37
Figure 6: Ephemeral Consumerism ................................................................................................... 38
Figure 7: Ephemeral Consumerism ................................................................................................... 38
Figure 8: Ephemeral Consumerism ................................................................................................... 38
Figure 9: Ephemeral Consumerism ................................................................................................... 39
Figure 10: Ephemeral Consumerism ................................................................................................. 40
Figure 11: Ephemeral Consumerism ................................................................................................. 41
Figure 12: Ephemeral Consumerism ................................................................................................. 42
Figure 13: Medicinal Consumerism .................................................................................................. 48
Figure 14: Community Building ........................................................................................................ 50
Figure 15: Community Building ........................................................................................................ 52
Figure 16: Intersectionality............................................................................................................... 59
Figure 17: Intersectionality............................................................................................................... 61
Figure 18: Intersectionality............................................................................................................... 62
Figure 19: Sexual Pleasure................................................................................................................ 66
Figure 20: Sexual Pleasure................................................................................................................ 67
Figure 21: Male Gaze ....................................................................................................................... 70
Figure 22: Male Gaze ....................................................................................................................... 72
Figure 23: Male Gaze ....................................................................................................................... 73
Figure 24: Male Gaze ....................................................................................................................... 74

5

Introduction
Modern interpretations of feminism have developed out of a shift in society. Our mediated
perceptions of the movement are dynamic and nudge our opinions in different directions as
meaning gets produced and reproduced in a variety of contexts. In general terms, feminism, as
a socio-political movement, started as a fight for women’s rights to be considered citizens and
thus be able to vote. It evolved, in its second wave to fight for women’s rights to their bodies,
such as the fight for legal abortion, or rights against sexual assault/abuse. Nowadays, the
contested notion of the third and fourth waves of feminism include concepts of pluralism and
inclusivity of a range of voices as well as the modern technological revolution and the spread
of ideas through globalized modes of communication. Things like race, sexuality, class, and
ability are topics of importance for the movement in its current form. During women’s
growing financial emancipation, language surrounding empowerment and individualism
became increasingly frequent, thus shaping current feminist culture (Gill, 2007).
The historical social stigmatization of feminism may be shifting, as discussed by feminist
theorist Rosalind Gill (2016) when analyzing such a narrative in modern day women’s
magazines. This posits that ‘feminism’ as a construct is being represented differently, thus
arising in varying connotations than previously observed. Feminism, as a narrative to
marketing brands, products, and lifestyles has been a topic of observation in the last decade
(Gill, 2016, Johnston & Taylor, & 2008, McRobbie, 2008, Murray, 2013). Several marketing
campaigns have used feminist rhetoric in individualized female empowerment to appeal to
wider audiences. For example, the Dove Real Beauty campaign uses empowerment and body
acceptance tactics to influence young women into buying their products (Johnston & Taylor,
2008). The Spice Girls sold the “girl power” lifestyle as a form of young female emancipation
and were able to build an enormous fan-base using this type of discourse (Riordan, 2001).
Multi-national corporations, which print trendy feminist T-shirts, have business goals in
making as much money as possible. These contradictions are part of a neoliberal and postfeminist culture. Businesses attempt to reach profit goals by riding on such trend-based
waves, no matter if their practices are inherently feminist or not. A number of magazine
studies have been conducted in the hopes of uncovering a new sense of the way women are
targeted and represented by ads and within its textual content (Lazar, 2007, Keller, 2010,
D’Enbeau, 2011, Groeneveld, 2008, Del Rosso, 2017). The evidence for a certain type of
feminist narrative being used to sell products and ideas is not new; however, there are newly
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legalized industries developing, which may continue using feminist narratives of
empowerment and female emancipation to market its products or may adopt a new form of
said marketing to access female target groups.
The legal cannabis market in the United States and Canada is currently developing with
women being at the forefront of innovation and entrepreneurship. In this new multi-billiondollar industry, women are taking space in a place which has previously been stigmatized and
dominated by men. Considering the recent methods of marketing consumer products to
women in other sectors, such as beauty and fashion, it is interesting to see if and how certain
feminist narratives are used in this newly budding, female-lead sector. Trends point to an
increase in female entrepreneurs using their self-identification as female, to access the market
and target a specific female audience. There are a number of organizations and products to
increase women’s participation in both entrepreneurship as well as consumption in the
industry. For example, the Cannabis Feminist (2019) organization projects cannabis to be the
first industry majorly led by women. Through events and a women’s circle-formatted talk
show, produced by pop-culture’s infamous cannabis consumer Snoop Dogg, they promote a
number of products created and owned by female entrepreneurs. Another organization, which
helps female entrepreneurs, is Women Grow (2019). It has chapters throughout the USA and
Canada and thus a large following. By hosting summits, they promote small-scale femaleowned and operated cannabis businesses. I present these examples with the intention to show
how women’s movements in the cannabis industry are growing. Products are also being
marketed by way of advertising through cannabis-oriented women’s magazines, such as
Broccoli (2019), Miss Grass (2019), and Her(b)Life (2019), among others. There are also
countless feminist cannabis blogs, newsletters, and podcasts that help to contribute a mediated
meaning of the industry as a whole. Thus, there is a large potential to show if and how these
products may be using certain types of feminist marketing narratives to access the historically
hidden and stigmatized female market.
This dissertation will examine one particular example of how these developments are
mediated, in order to provide insights into how a controversial industry that is new to
women’s outspoken consumption as well as entrepreneurial production may use notions of
feminism to further its cause and appeal to women. Considering trends associated with
marketing towards women in the beauty industry, fashion, sex toys, etc. we can make
assumptions about how advertisers and media producers might appeal to a female target
7

audience in the cannabis industry as well. However, as this historically illicit and maledominated industry has only recently made space for female users and producers, answers to
the question of their consumer appeal are still lacking. By taking a women’s magazine, with a
relationship to cannabis at its foundation, as a case study, such an investigation could thus
contribute to a developed understanding of the intertwinement between the media and new
forms of consumer cultures and interpretations of feminism, as well as make a contribution to
magazine studies as a field of research. Though there has been a significant portion of
feminist textual readings of women’s magazines, especially in regards to body politics and
femininity narratives, more research has yet to be conducted on the analysis of such texts
through a feminist consumer culture lens. Using cannabis as a case is also unique in this
respect, as legalization has only recently allowed such topically focused magazines to exist,
especially for women.
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Brief Contextual Background
In order to contextualise such a study, it is, however, important to first be made aware of
cannabis’ socio-historical situation especially in North America. The use of the marijuana
plant is not new to human consumption, with evidence of usage dating as far back as 5000
years in eastern medicine (Ramkellawan et al., 2016, 735). It was after the Second World War
and during the Vietnam War, that cannabis was promoted and consumed as an act of political
protest advocating for peace and repressive cultural norms. The movement in the 1960s and
70s brought about a counterculture of youthful, alternative, free-thinking lifestyles (Davis,
2015, 27), but as the youth experimented with cannabis and other illegal psychedelic drugs,
like LSD lawmakers further problematized its consumption by declaring a war on drugs
(Kittel, 2018, 32). Thus, North American governments, and chiefly the US, put pressure on
enforcing tough penalties for producers and consumers. In Canada, up until Autumn 2018,
Cannabis was labeled as a “Schedule II” drug, meaning it, on average, has a higher potential
for substance abuse than others (Kittel, 2018, 32) and Canadians could be charged and
convicted for possession and use of cannabis, resulting in fines, probation, and jail time
(Hathaway, et al., 2011, 452).
Despite its prominence in the 60s and 70s and ensuing crackdown with the war on drugs, the
world has seen an increase in cannabis usage globally. Cannabis is the most commonly used
illegal psychoactive substance consumed globally (WHO in Bennet, 2018, Ramkellawan et
al., 2016, Brochu, 2015). In Canada, though the legality has since changed, its use has
increased at a higher rate than other illegal drugs such as cocaine, heroin, and hallucinogens;
in fact, cannabis use doubled between 1989 and 2004 (Brochu, 2015, 1). Medicinal cannabis
was legalized for the first time at the state level in California in 1996 and recreationally in
Colorado in 2012 (Bennet, 2018, 5). Today there are 28 U.S. American states with legal
medical cannabis laws and nine, which recognize legal recreational use (Bennet, 2018, 4). As
of October 17th, 2018, recreational cannabis use was federally legalized in Canada, with
medical usage having been legalized in 2001. The new governmental stance of cannabis
legality can arguably be somewhat attributed to the normalization and general acceptance of
the drug’s consumption by both users and non-users, despite common prevalent stereotypes of
users (Hammersley et al., 2001, Hathaway et al., 2011, Kittel 2018).
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Though there is a widening awareness and acceptance for cannabis use in Canada and some
parts of North America, women have had a history of facing greater social stigma for
consuming illicit substances in comparison with men because of the morality of sobriety and
wholesome mothering (Boyd in Kittel, 2018, 33). From the colonial history perspective,
women’s use of cannabis was also predominantly racialized, placing women of colour in a
negative light. In the USA, black people have been policed and criminalized throughout
history, and this is not different for other cannabis consumers of colour (Kittel, 2018, 34). For
women of all backgrounds in North America, consumption of cannabis is still frowned upon.
Hence, there is significant stigma associated with women and their consumption of cannabis;
however, with increasing general acceptance and a push from the women’s liberation
movement, cannabis use by women has increased (Kozak, 2017, 9). According to Statistics
Canada, 40.9% of Canadian women had consumed cannabis at least once in their lifetime
(2018). In the fourth quarter of 2018, 12.7% of Canadians who had consumed cannabis within
the last three months were female (Statistics Canada, 2019), thus revealing the prominence of
female users in the newly legal market. It is through these numbers that women who build the
legal cannabis industry as well as consume it are gradually changing the way it is presented
and thus perceived. Women, and certainly white women, typically do not fit the ‘Stoner Bro’
or criminal stereotype often associated with cannabis (Kittel, 2018, 41). Their presence in the
cannabis community could thus from one perspective be regarded as attempts to reform an
outdated narrative. The cannabis industry is newly legalized, but the industry itself, like most
other industries, is rooted in male dominance and inherent sexism (Kittel, 2018, 37).
However, since legalization women who would have otherwise been hushed out of
criminality or shame are beginning to discuss their use and place in the industry.
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Broccoli Magazine
An example of these developments is Broccoli Magazine, a United States-based magazine,
which published its first issue in November of 2017. In their own words, it is “Created by
women who love weed, Broccoli is a magazine presenting a new perspective on cannabis
culture. Playful, informed, eclectic, and thoughtful, it encourages the discovery and
intelligent appreciation of cannabis through explorations of art, culture, and fashion.”
(Broccoli Web, 2019). Though its target group is not explicitly female, the majority of their
readers are women and non-binary persons. The magazine publishes three issues per year and
has gained a significant following on their only social media account, Instagram
(@broccolimag) with 58K1 organically grown followers. It is founded and lead by Anja
Charbonneau and her team of all female editors, art directors, and producers. Broccoli is
stocked by a number of stores mostly in the USA and Canada but also by many in the UK as
well as other parts of Europe and some in East Asia. The magazine itself can be found in
print-only format and was originally free of charge, with the exception of shipping for those
who order from their online site. Due to its increasing expansion and international following,
its fourth and subsequent issues could be purchased at a cost of $8.99 USD. Though the
magazine does not claim to be explicitly feminist, Broccoli’s editor, Stephanie Madewell says
the production and ideological stance is.2 By using aesthetically pleasing imagery and
presenting intriguing stories, Broccoli has captivated a significant national and international
following of women and non-binary people who relate to the content they put forth. It can be
argued that Broccoli, as an entirely female produced and independently owned magazine, has
impacted their particular editorial content, which is easily contrasted with previous maledominated or male-influenced magazines’ studies, making it an illustrative case study.

1
2

At the time of writing, this number went from 58.0K to 65.0K followers on Instagram.
Personal interview with Broccoli editor, Stephanie Madewell (see appendix) on April 4, 2019.
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Previous Research
There are a number of previous studies that relate to the themes of interest in this dissertation,
in particular, literature that finds evidence of the use of neoliberal and postfeminist narratives
in modern marketing and advertising campaigns, but also magazine studies that contribute to
a better understanding of the way feminist narratives have previously been observed and
analyzed in women’s magazines. In the latter area many magazine studies3 have emphasized
the fact that modern women’s magazines contribute to a notion of postfeminist or third-wave
individualism that unbinds itself from collective political action.
Many authors claim that postfeminist magazine texts offer its consumers a version of the
world where equality has been accomplished and they are able to spend such equality on
building up their personal feminine power through individual self-expression (Lazar, 2007,
Keller, 2010). Of course, this is also inherently linked to consumer culture. Suzy D’Enbeau’s
textual analysis of sex appeals portrayed in feminist magazine Bust’s advertising, for
example, found that women do not have to participate in beauty ideals for men, they do it for
themselves and empower themselves through fashion and makeup (2011, 60). Furthermore,
girls’ magazines are categorized as lifestyle brands, where young girls are represented more
and more maturely in order to show the possibilities of what makeup and fashion can do for
their confidence, as discovered by Suzie Handajani’s (2014) study on the representation of
young girls depicted on covers of Indonesian girl’s magazine, Gadis. A personal
empowerment narrative was equally located by Jessalyn Keller’s interview study with four
girls’ magazine editors. She found that ideals tied to empowerment are easily capitalized
upon, since it ends up being the individual that can change her situation more than banding
together with other women to overthrow structural inequalities (2010, 8). Magazine studies
have looked upon such encouragement towards embracing femininity as unquestioning and
ultimate holder of personal emancipation. It has been seen as a “celebration of femininity
found in the pages of women’s magazines as a source of pleasure, escapism, and validation
for their readers” (Keller, 2010, 1). However, this narrative comes with harsh criticism for its
lack of perspective. Such empowerment narratives are inherently linked to depoliticized
capitalist and commercialized versions of feminism; individuals are emphasized more than

3

It should be noted that magazine studies is a wide-ranging field of research, which includes historical and
modern textual analysis of magazine content, as well as broader themes on consumption and production
(Hermes, 2010). I have here presented contemporary studies to exemplify the how previous research relates to
my current magazine study.
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the capacity for groups to mobilize and make real active change (Munro, 2013, 23). Another
study on Bust Magazine emphasized that brazen ‘free choice’ themes promoted by popular
feminism refuse to recognize the social structures leading up to such choices, thereby
exploiting the consumption potential of their target audiences through the guise of
empowerment (Groeneveld, 2009, 182).
Similar themes have been examined in research on advertising drawing on feminist narratives.
Josée Johnston & Judith Taylor (2008), for instance, are critical to feminist ideological
representations in the Dove Real Beauty campaign. Their study compared the corporate
campaign with a small, grassroots entity aimed at challenging beauty structures, called
“Pretty, Porky, and Pissed Off”. The pair claim that Dove’s campaign used discourse rooted
in empowerment and personal “right to feel beautiful” to promote and sell a consumer beauty
brand. This analysis is presented as a critique of hegemonic beauty standards while
continuing to gain profit within the beauty industry. They say that feminism is in this way
used to promote ideological consumerism, whereby their target group is made to believe they
uphold feminist values and can support the brand by purchasing their goods, arguing that the
campaign essentially suggested to its consumers that they challenge beauty norms by
consuming more beauty products, thus showing a rise in profits. In addition, they also found
that grassroots activists were far more critical to dominant beauty constructs and had a
stronger, though less far-reaching community. It can be argued that in this case, the promotion
of feminist ideological values accessed a wide range of consumers who generally accepted
Dove’s criticism of beauty standards but, as they were encouraged to do so, still participated
in these same norm-based contradictions. Dara Persis Murray’s research (2013), which was
based on a semiotic analysis of the Dove campaign’s imagery, similarly suggests that
postfeminist discourse is used by the company as a form of “corporate altruism that
democratizes female beauty” and demonstrates a problematic way for feminists to navigate
within consumer culture (2013, 83). Since women were being told that they are beautiful and
that they should accept their bodies as they are, there is a contradiction made profitable by
Dove. “Real beauty”, Murray says, “is an oppressive ideology that reinforces the value of
female beauty and its pursuits by garnering women’s agreement with its values of ideological
and material consumption” (Murray, 2013, 98). She concludes that Dove’s branding had an
effect on young women whereby their “real beauty” was valued under neoliberal ideology and
corporate profit.
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When looking at such studies into advertising or women’s magazines, then, it is apparent that
women’s bodies and their representation within consumer culture are of highly contested
subject matter. Beauty ideals are still constantly being presented as white, young, thin, and
hyperfeminine with the intention of giving women the opportunity to ‘better’ themselves
through consumer practices, which can help them reach their through empowered, womanly,
and most importantly, beautiful selves (Lazar, 2007, 510). Magazines have further been noted
to continue to aestheticize women and girls, claiming sexualization or beautification is their
own choice to reach empowerment and no longer for men; it is women’s own objectification
that makes them feel in power and control (Del Rosso, 2017, 187). Similar questions of
subjectification/objectification tendencies have been dealt with in research into postfeminist
narratives in traditionally male-dominated consumer industries, such as erotic retailing.
Contradictions between the marketing of female sexual empowerment and the sex toy
industry were for example found by Amber Martin (2016) in a study of erotic retailing
schemes in the UK. She found that sex shops’ in-person and media marketing gearing towards
women included signifiers that they are “stylish, fun, acceptable and safe, and above all,
empowering spaces for women to explore their sexuality” (Martin, 2016, 1420), but she also
found that, though these erotic stores promoted female sexual agency, they were also, under
this guise, simultaneously encouraging self-objectification as a means to promote
consumption of sex products (Martin, 2016). For Martin, the problem lies in promotion
commodified female sexual pleasure through idealized bodies, by using empowerment and
sexual autonomy as a tool to stimulate consumerism. This is in conjuncture with the findings
from D’Enbeau, who found, in her advertising analysis, that women were portrayed as being
sexually available, touching objects or themselves – deferring the desire for male attention
(2011, 55). Women were shown to be objects not only to be consumed by themselves, but
also by other women, thus linking to another aspect of consumerism (D’Enbeau, 2011). Thus,
continuing the problematic theme of a depoliticized and decontextualized angle on women’s
sexuality and bodily objectification, such research further exemplifies how particularly
postfeminist and third wave ideology have been presented in consumer media. Though these
are just a few examples of relevant research they can henceforth give some context as to how
marketing the cannabis industry to women may continue to uphold similar types of tropes and
contradictions. Critically examining an example of women’s media within the cannabis
industry may or may not uncover similar rhetoric in the promotion of the industry to women.
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Aims and Research Questions
Statement of Purpose
My goal is to understand how Broccoli Magazine attempts to access its target group in the
advertisements and writings within its pages. The primary analysis is based on a reading of
advertisements presented as well as content, written and image-based, which appeals to a
certain group of mainly female consumers. By taking an interest in questions around what
kind of stories the magazine features and how it appeals to female consumers in its
presentation and content, I hope to, likewise, further insights into the role of the media in the
entanglement between consumer cultures and current interpretations of feminism, examining
the link between the newly legalized cannabis industry and how feminist ideology is used to
attract women to it. A further purpose of the study, is to contribute to magazine studies overall
by examining the content, imagery, and advertising narrative of a kind of consumer culture
and women’s magazine yet to be explored in this field. I dig into unanswered questions
regarding the role of such magazines in the cannabis industry and the kinds of pleasures they
might offer the readers more generally.

Research Questions
In order to support such enquiry, I have formed research questions in regards to Broccoli
Magazine’s editorial content and advertising. My main question can be stated as:
How does Broccoli magazine effectuate feminist narratives in their content and
advertising in order to attract women to cannabis consumption?
This research question gives me an opportunity to determine the ways in which consumer
media, and specifically Broccoli magazine promotes the new legal cannabis industry towards
women consumers, as well as what kinds of feminist narratives are being used to do so. In
order to answer my main research question, I attempt to answer three sub-questions that I
hope will help to reach a more comprehensive conclusion. Thus, I ask the following:
•

What are the main themes addressed in Broccoli magazine?

•

What is Broccoli Magazine’s editorial approach in terms of featured stories
and advertising?

•

How are women portrayed or spoken about in its advertising and content?

With these intentions here stated, a development of theoretical background on feminism and
consumer culture can be pursued.
15

Theory
Here I will describe theories including some pertaining to feminist media studies,
postfeminism and the third wave within it, and finally linking to theories within consumer
culture. My goal is to give some background theoretical evidence describing the evolution and
current situation in the discussion around feminism and consumerism within the media.
Drawing mainly from theories by authors such as Rosalind Gill, Liesbet van Zoonen, and
Angela McRobbie, I attempt to make a link between feminist media studies and the modern
postfeminist tendency in media texts, such as advertising to Zygmunt Bauman’s analysis of
consumer culture.

Feminist Media Studies
Feminist media studies places its attention unconditionally on analyzing how exactly gender
is used to create social structures in our society (van Zoonen, 1994, 3). The feminist media
studies viewpoint uses media as a way to access the portrayals of these social structures.
Within media studies, there are several theories on content, imagery, discourse, etc. With its
focus on gender in the media, thinkers recognize patterns in the way gender is presented
within it. Using some ideological approaches, sometimes rooted in Marxist and socialist
ideology, feminist media studies tends to locate capitalism as a source of hegemonic
dominance in social order, noting that humans are categorized by gender, race, ethnicity, age,
sexuality and nationality, as noted by Liesbet van Zoonen (1994, 12). It is in recent years that
modern feminist critique emphasized its transdisciplinary relationship to media. As it is part
of a wider cultural and media studies, adding a feminist perspective onto the vast array of
topics gives feminist media studies the opportunity to study a broad range of socio-cultural
structures and media examples (McLaughlin & Carter, 5, 2001), where a common approach
has been to reveal how media texts create meaning that reproduces hegemonic structures of
gender (Gill, 36, 2007). Van Zoonen has described how from a feminist perspective, women
have previously often been thought to have difficulties to revolt against their oppression due
to the restraints within ‘normal’ structures, thus unable to share their true experiences because
they are only given a set of patriarchal tools to express them, and remaining within the
capitalist-hegemonic oppression. In that sense, feminist media studies thus says that “media
are the contemporary mediators of hegemony” as individuals are inherently pulled towards
dominant ideologies (van Zoonen, 1994, 24).

16

As described by van Zoonen, feminist media studies has also analyzed image-based content
using approaches in semiotics. Though it might not be considered a method per say, semiotic
analysis draws from the humanities, linguistics, and philosophy to look at culturally
constructed meaning of symbols as signs for concepts in reality (van Zoonen, 1994, 74).
Making the distinction between denotation (the objective agreement upon what an object is)
and connotation (the cultural association we make with that object as a sign or symbol), the
study of semiology attempts to reveal what the dominant meaning of a sign may be (van
Zoonen, 1994, 78). Historically, media’s representations of women, if they are represented at
all, have often been shown as being conventionally attractive, young, feminine, and
significantly, white (van Zoonen, 1994, 17). In recent years, as noted in the summary of
previous research, the way women are portrayed has differed, moving away from the
historical stereotypical forms of representation to more emancipatory versions of female
identity.

The Male Gaze
It would be careless not to include the concept of the male gaze into this theoretical evidence.
Laura Mulvey (1975) contributes to a discussion on the way images of women have
historically been portrayed as objects to be observed and viewed for male consumption. It is
from this perspective, the dominant heterosexual, and often white, male point of view that she
discusses women’s representation in film production in classic Hollywood cinema in the
1930s through to the 1960s. Mulvey claims, through psychoanalysis, that the male spectator
feels a certain threat to his ego due to a phallocentric mentality, which, because of their lack
of penis others women, thereby subjecting them to a controlling eye(1975, 9). In film, and as
exemplified by Angela McRobbie in 2D imagery as well (2009, 16), the patriarchal
viewership of the female as object creates a fantasy for the heterosexual male spectator, which
undeniably has an impact on social realities (Mulvey, 1975, 12). It is through these
representations that media, according to this analysis, has an effect on society at large, as
women are portrayed in a docile, silent, and passive existence in relation to men (Mulvey,
1975, 12). The voyeuristic activity of looking at women, as sexual objects and nothing more,
means that women have not been given agency in their represented roles in fiction and the
same can be argued in images as well. It is through a male gaze, looking upon women, that
productions of media images perpetuate their objectification. It is however interesting to note
that many modern objectifications of women are presented as self-conscious and purposeful
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actions by the individual woman herself (McRobbie, 2009, 17). It is this complicit
objectification that furthers the male gaze and women’s representations in media, though
under the guise of choice and empowerment, which still appeals to heterosexual male fantasy
(McRobbie, 2009, 17).
There are, however, some interesting contradictions to this representation of women as object
of the male gaze. Women’s fashion, as demonstrated by McRobbie, is a field in which the
direct audience is indeed female, and so we see a number of female representations in its
advertising. For example, the presentation of female models is less of a sexual objectification,
and more of a display of personal absence of the mind (2009, 105). In her book, McRobbie
points out the way in which fashion models look dejected, cognitively removed, and outer
worldly, a true demonstration of an object (2009, 105). Women are meant to consume these
images as an outside spectator, to feel attraction towards parts of the female body and remain
in awe of such dismemberment (McRobbie, 2009, 106). This is still a form of male gaze for
male sexual fantasy, though the interpretation and analysis are from the female readership
perspective. Thus, the gaze, even if it is their own, in female-oriented trades, still exists for
women and their representation in media. Since much of the production of these types of
images stems from male-dominated business and industry, it is thus interesting and important
to evaluate what types of representations might appear if male interpretations were outside of
the production process altogether.

Intersectionality
One part of recent developments in feminism as well as representations of women in the
media is the concept of intersectionality. This concept, as some thinkers believe, stems out of
a third and fourth-wave feminism. It is here that feminism recognizes the different
intersecting privileges or disadvantages of various identifications. The term was coined by
Kimberlé Crenshaw, who discusses the socio-political tensions of disempowerment for
women of colour in relation to violence, workplace and political experience, as well as
representation (1991, 1242). Through her analytical framework, she challenges the hegemonic
power structures that carry varying levels of discriminatory social behaviours and privileges.
She argues that historically, feminism spoke for women as a homogenous group, which meant
that voices from predominantly white women were heard and their representations seen. Thus,
women of colour were largely left out of the conversation and racist norms were never
questioned (Crenshaw, 1991). Finding its place within a postfeminist, third-wave, or fourth18

wave era, means that identity politics came to the forefront of feminist discussion, thus
allowing marginalized groups and individuals to be heard. The concept does not only include
intersections of race and gender, but also questions of class, queer politics, and ableism, all
identities of which were generally ignored or labeled with prejudiced tropes in the media. The
discussion around these identities is of significant importance to modern feminism, but it also
contributes to certain aspects of individualism, whereby experiences are no longer taken as
monolithic and structural.

Postfeminism (Third-Wave Umbrella)
The concept of postfeminism, already touched upon in the summary of previous research, has
risen out of a critical confrontation with previous forms of feminism (Gill, 2007, 220). In a
time of increasing financial stability for women at an individual level – after the second wave
of feminism, which emphasized equal rights between men and women – a new tendency
towards pluralism arose. There came a critical view that the second wave of feminism was too
binary and only offered ‘one true way’ of reaching feminist structures (Gill, 2007, 223).
Structural political issues such as violence against women, inequalities of paid and unpaid
labour, and socio-economic power became harder and harder to maintain focus (Press, 2011).
Thus, ideas of acceptance towards difference, needs, and experiences of marginalized groups,
had more prevalence (Gill, 2007, 222). The term ‘postfeminism’ is, however, contested in and
of itself. Some feminist scholars equate the term with third wave feminism. Gill and
McRobbie point to postfeminism as a separate entity within the feminist spectrum, with focus
laid on questions of commercialism and depoliticization. However, scholars such as Michelle
Lazar (2007), and Jonathan Dean & Kristin Aune (2015) conflate the two terms as being one
and the same. For Dean & Aune, the third wave as well as postfeminism is focused on the
individual, with an emphasis on their personal sexual empowerment, identity formation, and
intersections of their personal experiences (2015, 379). They also claim that the attention
placed on such themes prevails over structural critique (2015, 379). For the purpose of clarity,
I will hereby place postfeminism as well as the third wave as subscribing to the same or
similar tenets within the broader movement.
Postfeminism and third wave ideologies expanded feminist angles and brought them into
other spheres of political discussion surrounding race, sexuality, ability, etc. According to
Gill, some of the main themes birthed out of postfeminism include: femininity as ‘bodily
property’, a turn from female sexual objectification to subjectification, increasing self19

surveillance in regards to appearance, a heavy focus on individualism, choice, and
empowerment, a new makeover paradigm of personal reinvention, the apparent juxtaposition
between feminist and anti-feminist ideas, the resurrection of past ideas in natural sexual
difference between men and women; the sexualization of culture, and finally the emphasis on
consumerism and commodification (2007, 225). Though all of these themes are pertinent to
the development towards a postfeminist tendency today, I will lay the majority of my focus on
femininity as natural for female identity, female sexual subjectification, self-surveillance and
the makeover paradigm, individualism, and consumerism.
Many of the above-mentioned themes are interlinked and support each other’s structure.
Female identity has been increasingly aligned with bodily femininity, and thus societally
valued so. This comes not only from society’s value of women’s outwardly appearance, but
also from a concretization of women’s own self-surveillance to maintain it (Gill, 2007, 231).
In media, as Gill demonstrates in her discussion of the makeover paradigm, we have seen an
increase in televisual content surrounding the judgment of women’s physical appearance not
living up to social standards of beauty (2007, 232). Of course, this can be fixed by pinching
and prodding the body to reflect what is the acceptable norm, often through consumerism.
Though these criticisms of the female individual form may seem extreme, they are presented
in a way that gives us hope for a better self-expression; the idea of remaking yourself to be a
better you, taking control over your own body and feeling good about yourself. Women’s
bodies went from being sexual objects to sexual subjects. This is further exemplified by the
way advertising targets women’s insecurities by building up their opportunity of
empowerment through the consumption of beauty products. Representations of women have
shifted from the objectified use of selling (the male gaze), towards a more subjection of
pleasure and sexuality (Gill, 2007, 228). Though expectations of male sexual gratification are
still present, female heterosexuality is becoming more and more connected to their liberal
identity (Gill, 2007, 228, D’Enbeau, 2011, 60). Feminist media studies saw that women’s
representations as sexual subjects were shown in a way that argued women’s sexual
emancipation could be gained by owning, flaunting, and identifying with their sexuality. Gill
criticizes this notion as being problematic. She says “we are invited to become a particular
kind of self, and endowed with agency on condition that it is used to construct oneself as a
subject closely resembling the heterosexual male fantasy” (Gill, 2007, 228). It is also worth
mentioning who is being presented in this postfeminist media landscape, as it remains
predominantly white, conventionally pretty, petite, young women. The categorically
20

marginalized ‘other’ is rarely represented as having the same confident sexual agency (Gill,
2007, 229), which is where notions of broader intersectionalities and individual experiences
come into play.
Female bodily femininity and sexuality are closely tied to individualism and consumer
culture. In a shift away from social movements towards better political policy for women
generally, expressions of neoliberal individuality have become increasingly normalized and
media texts reflect this pattern (Gill, 2016, 613). Postfeminist and the umbrella third-wave
feminist media mechanisms emphasize women’s individual choices as being all-acceptable
and empowering. The self-sexualization and the physical manipulation of makeup, shaving
and waxing, or plastic surgery is seen as being emancipatory and showing that we have
reached a stage in society where women are finally allowed to express their individuality for
themselves and assuredly not for men (Gill, 2007, 230). Gill’s criticism here is not
unwarranted. She argues that this hyper-individualization, provoked by the media has resulted
in women’s increased self-surveillance to continually reinvent and become a better version of
themselves (2007, 231). Of course, the notion of individualization does not address tricky
questions on how these mass mediated ideas of beauty, femininity, and sexual subjectivity are
internalized as our own thoughts and actions. It is also through this depoliticized version of
emancipation and empowerment that we see increased focus on individualism and lack of
active political movement questioning the root of the promotion of these ideals (Munro, 2013,
2). Postfeminism is recognized as a shift in modern feminist tendency and focus. It is through
media’s advertising that much of the neoliberal influence reaches its female target market,
which further relates to concepts in consumer culture.

Postfeminism in Advertising and Popular Culture
It is not only through movies and television that postfeminist and third wave narratives are
revealed to the public. When notions of female financial independence sprung from the
second wave of feminism, advertisers saw a gap that needed to be filled. Women, mainly
upper-middle class white ones, were a new market with disposable income that were just
waiting to be economically tapped. In order to reach this new market, advertisers were
compelled to change their former way of marketing. According to Goldman (in Gill, 2007,
235), the superfluousness of signage directed towards consumers was at a point where
individuals could no longer absorb them; in addition, shoppers rejected being told what to
buy, when, and why, thus making it even more difficult to reach markets through
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conventional ad schemes. Finally, the increased criticism of female hypersexualization and
objectification from feminist thinkers made an impact on the development of advertising to
women. Taking the critical feminist view into account, advertisers shifted their narratives
towards something of a more postfeminist, empowerment-based tendency. A shift in
advertising trends included using more diverse and genuine-looking models; as mentioned
above, signs of female subjective sexuality rather than objectification; a focus on femininity
and personal pleasure; and queerness as being hip and trendy, among others (Gill, 2007, 239).
In order to appeal to female markets, advertisers maintain a positive story of
emancipation, empowerment and individuality that tells women they are capable of being
completely themselves, if of course, they make these consumer purchases to express
themselves how they truly want. Companies advertise with “Girl Power” narratives, that
reconstruct young womanhood and demonstrate, to the west, that equality has been
accomplished and it is up to young women to take up the torch and own their independence
(McRobbie, 2008, 533). With an intense focus on the individual woman as a superhero,
advertising emphasizes that anything can be accomplished with hard work, good intentions,
and support of family (Gill, 2007, 224). A woman’s own purchasing power, has the
possibility to change her life in many important ways, and this is presented as empowerment
and control over the self and the self’s own desires (Gill, 2007, 230). This instrumentalization
of feminist narrative has been co-opted by advertisers to unlock markets and create a loop of
consumerism that women are ‘benefitted’ by in their own choice and action. Marketers use
the concept of ‘Girlie Feminism’ that revalues historically feminine activities, such as fashion
and makeup as being pursuits of powerful independence (Groeneveld, 2009, 179). Thus,
targeted women can identify themselves with the products that are marketed to and consumed
by them.

Consumer Culture and the Postfeminist Tendency
Postfeminist narratives are presented and promoted in the media through a culture of
consumerism. Zygmunt Bauman thinks of this consumer culture as a societal structure that
values production and insatiable desire at its core (2007, 31). The consumers, individuals of
society, act on compulsion to spend in order to be accepted into the social body (Bauman
2001, 96). Consumption at its roots is about survival and the process of eating, drinking, and
consuming in general is out of a biological necessity. As societies developed, with the
population’s immediate needs tended to, individuals became “free from functional bonds” and
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could thus have the freedom to acquire things based on pure pleasure (Bauman, 2001, 12).
Slowly, as western societies got richer, the focus shifted from essential, survival-based
consumption, towards pleasurable, crave-based consumption. This meant that the
consumption of frivolous goods required less justification, and became something tied to class
and identity. Bauman argues that the consumer society relies upon the ephemerality of
individual desires, which are volatile and can be counted on to reproduce structures of
consumption (2001, 13). The wanting of consumer goods needs no explanation; we just want
to have such things in order to satisfy our short-term desires. This is an ongoing, selfperpetuating motion fueled by the individual and guided by the culture. The ability to
impulsively choose what one wants gives people the illusion of freedom. In Marxist thought,
this freedom is still but an illusion due to the inherent link this freedom of choice has to its
consumer society. The fact that our choice lies solely in the consumption of goods being
produced to satisfy our wishes, leaves both consumers and producers in a state of constant
exploitation (Nava, 1987, 6). In addition, the freedom to consume is society’s way of telling
the individual that they can take a break from the monotony of work and life responsibilities
(Bauman, 2007, 87). Though satisfaction is short-lived, and consumer society is built upon
this, the tendency towards consumption as personal escape or entertainment is structurally
endorsed by individuals of the lifestyle.
These desires are seen by Bauman as being narcissistic and unrelenting, yet somehow
accepted and even encouraged by the consumer culture (2001, 13). The lightness of these
desires, or what Bauman deems to have developed into ‘wishes’ is what makes the consumer
culture evoke freedom of individual choice. Thus, consumption eventually qualifies
individual self-expression. Identity is also shown through the consumption and ‘showing off’
of personal possessions (Bauman, 2007, 82). This can surely be linked to how individuals
may align their consumption patterns to certain trends or even political leanings to which they
subscribe. For example, some women may choose one brand over another for their promotion
of female empowerment rather than female objectification, as discussed by Gill (2007, 235).
By purchasing the latest, trendiest items, one can create an identity of how they wish to be
perceived; through their possessions, people can maintain their association with a group in an
attempt to fit in and uphold social bonds (Bauman, 2007, 99). This goes hand-in-hand with
Gill’s makeover paradigm concept, which claims that many women are constantly seeking to
make personal improvements that would result in a better version of themselves (2007, 232).
Self-improvement is of course accomplished through the freedom of acquisition of items that
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will ‘make you a better person’. This is exemplified by the beauty industry’s emphasis on
makeup and plastic surgery to help women bring out their natural feminine beauty (Gill, 2007,
226). These important solutions are also marketed to the individual through a pleasure
narrative (Bauman, 2007, 75). Female sexual emancipation can also be linked to the
propensity for pleasure-seeking. Modern female sexual subjectification in media texts is
abundant and the sexualization of products is seen as empowering and crucial to women’s
self-expression (Gill, 2007, 228). Despite criticism that this penchant for sexual freedom
reflects heteronormative male-fantasies, the consumer media culture co-opts the narrative and
reproduces it as being all-empowering and entirely unproblematic, as postfeminist reflections
dictate (Gill, 2007, 229, Nava, 1987, 5).
According to Bauman, we have all these freedoms to choose who we want to be, and how we
want to be perceived by others, it is thus our civic duty to be happy and follow the ephemeral
pleasures offered to us by the culture (2001, 14). If one refuses to participate in the culture of
pleasure and freedom (and thus consumption), they are seen as social outcasts that are
unrelatable. This is true especially for working-class poor individuals, who are given the
choice between satiating their immediate necessities or participating in the pleasure-based
consumer society (Bauman, 2001, 13). Though he does not comment on how consumer
society interacts with racially or sexually marginalized groups, one can assume their historical
lack of representation in consumer media does have a significant effect on their acceptance
within the society. As discussed, there is a constant pressure upon the consumer to be
someone else, to achieve some kind of identity that makes an individual’s life better, and this
results in a constant surveillance of the self. Bauman argues that the threat of not conforming
to society’s standards of consumption impacts the behaviour of individuals (2007, 99). He
uses Foucault’s panopticon metaphor, which states that the individual is under a potentially
constant surveillance to abide by social norms through society surrounding them. Including
the fear of social exclusion, this exemplifies the ways in which individuals are not only
monitored by their society, but also by themselves. Here the control and proliferation of
surveilling behaviours lies with the consumer society (Nava, 1987, 7). Once again, Gill’s
makeover paradigm is called upon to show how the need to reinvent oneself is encouraged by
consumerism, but ultimately comes out of the society’s ability to enforce surveillance of the
self under the threat of feminine, sexual, or general inadequacy. In order to avoid disapproval
by others, many women face a pressure to maintain their femininity through regular
consumption of whatever trends the market currently offers (McRobbie, 2008, 535).
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Any critical thought to counter the hegemonic order of consumer life is absorbed or
incorporated into it and used as a further support to propagate such an order (Bauman, 2007,
48). When thinking about this in terms of post or third wave feminism, it can be argued that
feminist critique of female portrayals in the media has resulted in the reshaping of advertising
or other media texts in order to appeal to financially in-control women. Rather than rejecting
feminist ideology completely, markets have simply changed their schemes, thus including this
type of rhetoric and using it for their market benefit. This correlates with Gill’s, along with
several other prominent feminist media scholars, example of the incorporation of diverse
models or empowering statements used in advertising, as women acquired increasing
financial independence (Gill, 2007, 80, Munro, 2013, Del Rosso, 2017, Groeneveld, 2009,
D’Enbeau, 2011, Keller 2010, Lazar 2007, McRobbie, 2008). Thus, feminist critique is here
seen as a tool to help markets grow.
There are, hence, many complex and important links to be made within both the development
and current media landscape of postfeminist cultural mentality. Though I am unable to go into
full detail here, this general overview of feminist media theory and the way that it can both be
seen to critique and be usurped into consumer culture can hopefully give sufficient theoretical
context as pertinence to my research. Considering how media texts and consumer culture
work together to speak to women, the newly legalized cannabis industry may also continue to
use these types of appeal. Some women may find themselves identifying with the products
created by this industry, thus expressing their individuality through a narrative of modern
cannabis related empowerment trends.
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Method
In order to conduct my research for this case study, I have primarily used a qualitative textual
analysis method with inspiration from a semiotic approach of analysis. Here I will describe
the basic functions of this type of analysis and how I have used the method to interpret the
contents of my research. In order to reach conclusions on the ways in which Broccoli
Magazine effectuates its content and advertising, thereby attracting women to the cannabis
industry, it is most effective to make a qualitative evaluation of such approaches. The
researcher in this case acts as an interpretive subject, who is able to view several angles in a
continuous interpretation of the texts at hand (Jensen, 2002, 236). This is in contrast to
quantitative research, which seeks to metricize its findings and reach distinctive results from a
given set of resources (Jensen, 2002, 236). I have chosen to focus mainly on a qualitative
textual analysis for the interpretation of my findings, rather than to examine, for example, the
magazine production or its readerships; however, an initial interview (see appendix) prior to
this research, with Broccoli Magazine’s editor, Stephanie Madewell, was considered useful in
gaining some background perspective, in order to understand more about the magazine.
Though most of my analysis is based on the text’s effectuation of appeals to female
audiences, the angle taken by the producer should also be considered when making such
interpretations.

Qualitative Textual Analysis
According to the Sage Encyclopedia of Qualitative Research, textual analysis is used in order
to investigate how meaning is created through media texts (Given, 2008, 2). The goal with
qualitative textual research is to uncover what meanings can be interpreted through a given
text and in relation to the natural culture and society that surrounds a specific media (Given,
2008, Jensen, 2002). In the current case, Broccoli Magazine is used as an example of the
current socio-cultural situation in regards to feminism and cannabis culture in North America.
This is analyzed through the pages of the magazine itself, including the imagery as well as
written content and advertising. Through the case study methodology, a textual analysis can
be seen as a thorough reinterpretation, a synthesis rather than analysis of the media text’s
meaning (Jensen, 2002, 245). This textual analysis, the goal is not to uncover the ‘correct’
meaning of the magazine, but instead to recognize the possible and likely readings of meaning
within it (Given, 2008, 2). In media, meaning is made through individual’s relationship to a
media text and the world around them. This qualitative research seeks to examine how that
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meaning is presented in the text itself (Jensen, 2002, 236). It is thus important to note that
whatever readings a researcher reveals through their interpretive analysis, there are other
meanings inevitably possible and probable, as experiences and cultural backgrounds of each
individual differ to varying degrees; however, it is from a dominant cultural assumption and
through specific historical knowledge from which such an analysis should be based (Given,
2008, 2).
Through feminist media studies as well as socio-historical cultural background knowledge of
the cannabis industry in North America, I have based my reading of Broccoli Magazine. The
text has been constructed based on a current cultural and ideological situation and should thus
be read through that lens of time and space (Caldeira, 2018, 2, Given, 2008, 2). By using
feminist and consumer culture frames, my conclusions will allow for certain interpretations
rather than others and this is of course a limitation to my method (Jensen, 258, 2002). Being
the sole interpreter of the content being analyzed, it is further important to be hyper-reflexive
of my own reading of the text (Given, 2008, 2). The researcher must be constantly aware that
the interpretations made come from a personal and theoretical background that inevitably
differs from that of the producer or audience to the media text, thus it can never be a fully
accurate representation of associative meaning made by the text itself (Given, 2008, 3,
Philippov, 2013, 212).

Reading Images
In media texts, images are often interpreted at face-value. This inherently affects how
individuals relate visuals within media to the world around them and vice-versa (Hansen et
al., 1998, 190). Oftentimes, images in media act as a true and real representation of an object,
event, person, etc. and this can, dangerously, become an objective method through which to
view the world (Hansen et al., 1998, 193). However, images can also be used symbolically,
and this is the kind of meaning that is made in conjunction with the norms of society around
us. It is through semiotic analysis4 that we can use connotative and denotative meanings in
relation to our cultural surroundings to reach a dominant reading of images, all while knowing
that there is no one true reading of an image (or text) due to individual socio-historical and
4

It should be noted that semiotics is a complex discipline developed by Ferdinand Saussure. Its purpose is an
attempt to understand the complexities of signification, or the creation of meaning from visual signs (film,
photographs, words, gestures, etc.) (McKee, 19, 2001). The encoding/decoding model offered by Hall is but one
aspect of the semiotic framework. Dominant interpretations are based on the cultural codes shared with the
producer of text, but it is also important to note the possibility of other nuanced interpretations.
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cultural backgrounds (Hansen et al., 1998, 199, Hall, 1973, 27). Semiotics allows the
breakdown of each element of the text and labels such elements as signs in relation to other
images or language so tied together (McKee, 2001, 19).
In feminist studies, much semiotic analysis has been done over the female body as a sign with
different meanings. Semiotics in this regard helps to uncover how the female body is used, in
imagery, as a cultural sign to mean various things. By using this method to analyze past and
present media texts, researchers can notice a shift in the constructed meaning of signs over
time. Drawing from constructivist theorist Stuart Hall’s encoding/decoding model,
researchers look primarily at how meaning is produced by media producers and further, how
it is interpreted by its audience (1973). For example, in advertising, a media company may
create the character of a woman smiling and cleaning. Encoding happens where the media
producer uses cultural cues (of structural norms) to appeal to its audience, where the decoding
occurs. The woman smiling and cleaning has a cultural connotation, an encoded message, of
female domesticity. Hall argues that this particular encoded message exists if it is interpreted
or decoded in the same way by its audience. This is the “dominant or preferred meaning”
offered by the producer and it targets those individuals who are most likely to decode the
message in the way the media producer intends it to be interpreted (Hall, 1973, 135). Hall
claims that the decoding process may be different for individuals of varying socio-historical
backgrounds. When considering the magazine and the imagery produced and presented within
it, it is important to consider the theoretical standpoint from which to evaluate said visuals.
Thus, this semiotic analysis conducts a detailed reading of Broccoli’s images by taking a
connotative and denotative approach to the visuals within the magazine and considering the
potential cultural meanings being portrayed. Again, as this method is being used as part of my
qualitative textual analysis, it is necessary to maintain awareness of varying cultural codes
and sensitivities when reading imagery presented (Hansen et al., 1998, 208, Saukko, 2003,
113). This can be done by viewing such image-texts through a theoretical lens (Saukko, 2003,
101), and in this particular case study through feminist and consumer culture theories.

Material
At the beginning of my research quest, there were four released issues of Broccoli, a fifth was
released during the process of analysis and was therefore excluded from the study. In order to
get a sound idea of how the magazine speaks to its audience, it is important to look at as much
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material as possible. Each of the first three issues of the magazine has 80 pages, and the
fourth issue has 88, excluding cover pages for a total of 328 pages analyzed. As previously
mentioned, Broccoli has a following of mainly female and non-binary people, and the
foundational narrative is the promotion of previously illicit cannabis industry. There are a
number of other possible magazines with similar content to study, however, due to Broccoli’s
ease in accessibility as well as its recent establishment, which matches the legalization of
cannabis in certain states and Canada, the magazine was an optimal choice for study. In the
appendix I have, as mentioned, also included an interview with Broccoli’s editor, Stephanie
Madewell, as a contextual jumping-off point from which to view my analysis. She was made
aware and agreed that she could be recorded for transcription and inclusion in my thesis.
Though the interview does give important background information to both the production and
cultural space-time context of the magazine, it is not analyzed in and of itself. Thus, I include
it merely for contextual background information.
I have chosen to focus on the thematic contents of the magazine’s writing and imagery, rather
than their choice of design. Naturally, aesthetics are an important aspect of a magazine and
some aesthetic choices, such as colours and tones were worth noting. I, however, maintain
most of my analysis on the editor’s choice to include specific articles or image series. The
editor’s letters, as well as voices from interviewees was an important aspect of my analysis, as
their collected opinions emphasize what the magazine aims to present to its readers. I did so
through long quotes in order to accurately convey the magazine’s intended messages. Not
only did I choose voices from individuals, but also the public relations-style voices from
companies and company representatives in order to exemplify how certain products are being
advertised to consumers. I chose to exclude an intense focus on the magazine’s cover pages,
headlines, and specific language, and more on the proposed meaning perpetuated throughout
the four issues. It should also be noted, that I did not include an analysis of Broccoli’s
Instagram page, as the content there would put an unavoidable focus on audience engagement
with their content. Also, the production of their Instagram page is arguably far less intentional
than the printed physical magazine.

Process of Research
By doing an initial reading of each of the issues, I was able to locate important themes that
linked to the theory in question. After pinpointing the particular themes most relevant to
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answering my research questions, I looked at the textual contents and the imagery pertaining
to each of my chosen categories. Although I did locate a constant narrative, which did not
pertain to my theory. I found it to be worth discussing, as it was found interlinking with my
other theoretically supported themes. Given the historical context of the cannabis industry as
well as feminism in relation to consumer culture, it was easy to see clear linkages between all
three concepts. I laid out examples that best demonstrated my arguments, thereafter tying in
my theory. My selected examples related to several analytical themes. It was therefore
difficult to keep the discussion focused on the topic at hand. I made decisions on which
examples to include by looking for the most concrete expressions of my points. Again, all of
the examples make complex linkages to a significant proportion of my theory, and were
therefore chosen to demonstrate the specific theme at hand5. It was through careful
consideration of the content and the chosen theory that my analysis unfolded. The upcoming
sections have been arranged based on examples taken from the magazine, which fit within the
located themes. Rather than organizing the analytical material based on already discussed
theory, this structure allows me to link to multiple theories, while tying the examples together
under the chosen category.

Reflections
There is no such perfect study and mine is no exception. One limitation I encountered is the
fact that my study is one interpretation of a single magazine series. Thus, I am unable to speak
for an industry as a whole; however, I do believe that considering Broccoli’s existence, and
that their following increases with every issue, there is relevance to my findings beyond the
magazine itself. Since the fifth issue was released during the research process, it is not
possible to say if my findings apply to it, nor to future issues. My reading of the texts comes
from the theoretical basis I have founded myself upon and it is important to maintain
reflexivity throughout the analysis, which is another difficulty in my textual investigation.
This study was conducted out of a curiosity for a current mediated expression of women’s
cannabis culture, rather than as a rationalization for it. Broccoli magazine provides an
interesting example of such a voice in the industry and my incorporation of consumer culture
in relation to feminist narratives is but one way of understanding the intentional presentation
of the magazine.

5

The images added into the analysis are my own scans or photographs of the magazine itself and have been
cropped for practical reasons. The colouring may also not be as seen in the hand-held magazine.
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Analysis
Broccoli Magazine presents itself as a quirky, and uniquely female-appealing magazine. Its
pages are littered with intriguing stories of individual experiences with cannabis, political
history and legal stigmatization, and the sense of community lifestyle associated with the
drug, all the while artistically highlighting female entrepreneurship in the male-dominated
industry. This analysis contains a mix of features throughout the magazine including
interviews, editor’s columns, company partnerships, image-based advertising, etc. The
advertising displayed suggests a combination of consumerism by cannabis related products as
well as the consumption of the cannabis plant as an introspective tool or medical supplement.
In addition, images analyzed from a feminist perspective indicate challenges to third-wave
and postfeminist theory. The following is an analysis of themes located in the magazine’s
content and imagery. It should be noted that the magazine claims at the beginning of each
issue that “the views and opinions expressed by contributors are their own, and do not
necessarily reflect the opinions of Broccoli.” I recognize this as a legal formality and interpret
what has been published to parallel the intentions of the magazine. I have identified a number
of interlinking subject matter that both correlates and contradicts theoretical conceptions of
feminist ideology as well as consumer culture.

Naturalism
Themes of naturalism run deeply throughout the magazine. The connection of women to
mother earth is called upon in all of the four issues analyzed. In most of the advertising as
well as through its contents, not to mention the name of the magazine itself, Broccoli
emphasizes organic nature as the heart of its version of cannabis culture. Femininity is seen as
being natural for their readers and it is presented both in its imagery and written content.
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Figure 1: Naturalism6

6

Anja Charbonneau in Broccoli, Issue 01, 2017, 47
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Figure 2: Naturalism7

In the above example, the magazine uses a traditionally feminine pastime of floral decoration
to evoke naturalism by creatively placing marijuana leaves among delicate and brightly
coloured flowers. The background is a soft, naturally fibered cloth on which to place these
precious yet strong arrangements. When decoded, this expression of organic naturalism and
its links to traditional femininity can be interpreted as a metaphor for Broccoli’s work in the
cannabis industry. In this section they close with the quote “A weed is no more than a flower
in disguise”8, by poet James Russell Lowell (Broccoli, 2017, 44), which can be seen as
symbolic for female presence in the male dominated industry.

7

Anja Charbonneau in Broccoli, Issue, 01, 2017, 49

8

Weed is another term for marijuana or cannabis.
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Figure 3: Naturalism9

Figure 4: Naturalism10

9

Miwak Junior in Broccoli, Issue 04, 2018, 2

10

Miwak Junior in Broccoli, Issue 04, 2018, 3
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An advertisement for ceramic pipes also brings nature into its marketing scheme. Miwak
Junior’s handcrafted pipes entice users towards their earthly smoking utensils through raw
tones. All their pipes, including in ads in the other issues, appear to be in the shapes of stones
and relate to women’s pure and soft nature, often perpetuated in society. Though not
explicitly ‘for women’ this advertisement clearly appeals to feminine qualities. The encoded
message in the ad for these small homemade pieces appeals to feminine users with the
evocation of natural, soft, and calming experience.
In an interview with Donisha Prendergast, filmmaker, activist and granddaughter of Bob and
Rita Marley, she discusses her relationship to cannabis. When talking about women in the
cannabis industry, she says:
The ganja plant is female – the parts that of it that we use, that is – and that’s not common
knowledge. When you don’t have enough women involved in the industry, you end up with
men coming in and raping these plants without giving them their proper true honor. (Broccoli,
Issue 02, 2018, 57)11

This quote essentially equates feminine nature to the cannabis plant. She draws upon societal
conceptions of natural motherhood and care. Caring for and honouring cannabis, specifically
by women, is necessary in the industry so as to prevent male ‘rape’ of the plant. This kind of
natural feminine essentialism is noticeable in these words as well as the appeals brought forth
in much of the magazine’s content and imagery. There are several examples whereby the
magazine expresses a distinct relationship between cannabis, naturalism, and femininity. This
can be thus linked to Gill’s theory in femininity as a bodily property. Though in her theory,
she focuses mostly on how advertising or postfeminist concepts speak for bodily femininity,
in Broccoli’s case, femininity is presented through images of items such as hand-crafted pipes
or flower arrangements, as well as concepts in their writing. Gill claims that in postfeminism
women are only valued by their identification of having inherently feminine bodies, rather
than the social or psychological concepts of femininity (2007, 86). In the case of Broccoli, the
female body is rarely pictured, rather, femininity and its natural occurrence appears when
relating consumer items, as artistic representations of organic materials, or through women’s
“natural” relationship with cannabis. Gill says that the concept of female identity is spread
through women’s propensity to purchase items that make their bodily property more
feminine, such as make up or fashion, as the root of their emancipatory power (2007, 226).
11

Ganja is another term for cannabis, often associated with Jamaican culture.
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Considering the above examples, it can be said that Broccoli has chosen to focus on
naturalism as their method for approaching femininity. The purchasing opportunities given
are aesthetically feminine, but do not manipulate the potential consumer’s body ideals.

Consumerism
In the magazine, I have located three types of consumerism: consumption of cannabis related
products as recreation, consumption of the cannabis plant as a source of introspective selfimprovement, and consumption of cannabis for medical purposes. Consumption of the
cannabis plant is conveyed through ideas of naturalism, without harm to the body and as a
tool to better the internal self, or for just plain fun. Given that cannabis is a consumable good,
one can assume that its place within consumer culture would be quite evident. The temporary
effects or ‘highs’ are a perfect example of its ephemerality. For Bauman, the ultimate
consumerism lies in the satisfaction of ephemeral individual desires (2001, 13). Consumerism
came out of a shift from consumption for biological necessity towards something more
frivolous and temporary. From an outsider perspective, one could easily argue that the use of
drugs is a perfect example of this argument. The consumption of substances may lead to the
temporary satisfaction of fleeting desires. In the case of cannabis as presented in the
magazine, only part of its consumption goes in line with this theory.
Consumerism as Ephemeral Desires
Fleeting desires are presented in the form of advertising for products. Below are a few
examples where consumers are encouraged to purchase items with the intention of satiating
their light and short-lived wishes.
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Figure 5: Ephemeral Consumerism12

The above image imparts enjoyment upon the reader. The denoted petaled flower in the glass
pipe can be read as a metaphor for feminine cannabis use. The hand shown has glittery nail
polish and the colours in the photograph, connote light-heartedness and fun. The text on the
image reads “It’s 4:20 somewhere.”13 alluding to the typical phrase “It’s five o’clock
somewhere” often associated with alcohol consumption. Thus, demonstrating the quick wish
granted by simply smoking cannabis, no matter what time of day it may be. Here we see
consuming cannabis as a way of escape is something of a fun and light in nature. It is
ephemeral and easily obtainable. Consumption in this example is easily linked to Bauman’s
idea of simple desires and wishes that can come true spontaneously (2001, 14). Not only can
cannabis be seen as a light and fun consumable, certain cannabis products are further
marketed in this way.

12

Anja Charbonneau in Broccoli, Issue 03, 2018, 58

13

The term 4:20 refers to colloquial language used to determine at which time it is appropriate to smoke
marijuana.
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Figure 6: Ephemeral Consumerism14

Figure 7: Ephemeral Consumerism15

Figure 8: Ephemeral Consumerism16

14

Broccoli, Issue 04, 2018, 25

15

Broccoli, Issue 02, 2018, 13

16

Broccoli, Issue 03, 2018, 23
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Throughout the magazine, Broccoli uses extra space between articles to quickly, and without
the pressure of a full page spread, emphasize cute and fun products to buy for their cannabis
experience. The “Broccoli Loves” segments found sprinkled through the magazine entice
readers to purchase unique and fun items that appeal to their identity as cannabis users. I have
chosen the above three examples where the magazine uses this type of fun-and-fancy-free
advertising. In all three, we see feminine naturalism again being strewn along, not only in the
purpose of the objects for purchase, such as candles, feminine smoking accessories, and soap,
but also in the imagery. By their incorporation of plants, they pull from organics and continue
relating to natural femininity in the form of products. It is in these natural yet wishful
consumer items, that consumer culture is called upon. Consumers need no justification for the
purchase of these frivolous goods, as they attempt to break from the monotony of their daily
responsibilities (Bauman, 2007, 87). The lightheartedness of these non-essential goods is for
the pleasure of their female intended consumer.

Figure 9: Ephemeral Consumerism17

17

Anja Charbonneau in Broccoli, Issue 01, 2017, 24
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There are a number of examples of how one can purchase self-indulgence of their simplest
desires and they are not always cannabis related. For example, the wax candles produced by
Mexican artist and candlemaker Graciela Ramirez, are showcased, though without any links
onlin or direction to where one can buy the products. The ephemerality of beautifully, handcrafted wax candles, is another parallel to consumer culture. They are especially female
appealing in shapes of colourful flowers with descriptions that pull emotions from the reader
stating that they as “delicate sculptures are at once rapturously alive and macabre,
symbolizing the ephemerality of earthly life” (Broccoli, Issue 01, 2017, 24). Looking at the
dream-like quality of the image presented in this example, it can be easily linked to Bauman’s
spontaneous and wishful consumerism (2001, 14). Its appeal to pleasure and luxury
emphasizes his stance on consumer culture’s shift away from need-based consumption
towards something easier, lighter, and instinctive.

Figure 10: Ephemeral Consumerism18

18

Quill in Broccoli, Issue 02, 2018, 23
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Figure 11: Ephemeral Consumerism19

Though lightness and fun are indeed a theme presented in the magazine’s advertising, there is
also a sense of seriousness and luxury. The above two examples show how extravagance is
used to appeal to consumers. Cannabis has previously been known as a drug for low-class,
‘stoner bros’, but through legalization, there is a new representation of it. In Figure 10, we see
an example of a cannabis vaporizer pen made by Quill and Figure 11 shows a handcrafted
CBD20 infused chocolate by 1906. In these ads, the products are presented with the use of
gold or crystal, which connote upper class affluence, giving off an air of high class and
leisurely feminine opulence. This association of class is, for consumers, a way for them to
identify with the product. These items can be seen as a status symbol and an expression of
individuality. For Bauman, identifying with certain products can make an individual feel like
they belong to a crowd that also subscribes to their consumption habits (2007, 82-83). The
aspect of luxury and the newness of these types of items, considering the past representations
of the cannabis industry, may be a way for individuals to advocate for their individuality
through these consumer goods. This is similar to individual external self-expression through

19

1906 in Broccoli, Issue 01, 2017, 63

20

CBD is an acronym for cannabidiol, a chemical compound found in strains of cannabis plant.
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products as suggested by Lazar (2007) and Keller (2010). These formulations of consumer
culture are found throughout the magazine. For example, owners of a New York head shop
said:
We want people to feel the few extra dollars they spend here are well worth it. Our pieces
stand out in terms of design and don’t feel like they could’ve been bought anywhere else.
What customers buy here is more than a smoking device; it’s a conversation starter – an
extension of themselves, really, and their tastes (Broccoli, Issue 04, 2018, 84).

Their one-of-a-kind pieces are unique and create an individual story for each consumer. If
they are meant to act as a conversation starter for a person’s individual taste, Bauman’s theory
once again is of use. The possession of luxury consumer items is a visible mechanism for
identifying with the crowd of choice (Bauman, 2007, 82). Of course, once these items have
been acquired there is no limit to possible conversation starters, but only if the consumer
continues to purchase these special items.

Figure 12: Ephemeral Consumerism21

21

Continuum in Broccoli, Issue 02, 2018, 26
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The above example is another, which builds upon spontaneity purchases, but also ads an
aspect of fantasy. The advertisement in Figure 12 is for a small shop in Cincinnati. A short
account from the shop’s owner is presented in another issue. She says “I wanted to create this
immersive environment that almost reads as an I Spy book. Every time you come, you’ll find
something different and new” (Broccoli, Issue 03, 2018, 73). She even claims that shoppers
are shocked that such a space exists within the city limits of Cincinnati, since the store’s
atmosphere recalls retro and intimate feelings. This example reflects Bauman’s ideas of
impulse. He says that consumer culture appeals to the masses by instilling some sense of
urgency, as if the items of their desire may be whisked away at any given moment (2007, 93).
For Continuum, being able to show something new every time a customer enters their store, is
an incarnation of such theory. Patrons feel a sense of urgency in this beautiful fantasy world
of feminine retro styling, and their purchasing habits indicate that they do not need to make
difficult decisions. Their wishful pleasures are in control of their purchasing power (Bauman,
2001, 25). Though there are several instances where products and cannabis consumption are
promoted as frivolous and spur-of-the moment pleasures, there are also a number of examples
where the plant’s consumption is seen as a way for introspection and personal growth.
Consumerism as Self-Improvement
Cannabis as a consumable and its temporary effects on the body are indeed ephemeral, which
is one reason why the drug fits well within the theory of consumer culture; however,
according to a number of testimonies in Broccoli, consuming the cannabis plant is also a way
for many women to find a more spiritual connection to themselves and their personal nature.
Individualism in consumer culture is, for Bauman, something that can be accomplished
through the purchase of frivolous items, such as those given as examples above, and flaunting
them to one’s peers. In addition, postfeminist theory supports consumerism as a way for
individual self-improvement through a makeover paradigm (Gill, 2007, 232). A consumer
culture promotes consumerism as a way to bring out natural feminine beauty as empowerment
(Gill, 2007, 230). Here, however, Broccoli presents a different interpretation of individualism
in consumerism, as it is in the form of personal experience in reaction to cannabis intake.
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Rapper and budtender22 Lizzy Jeff described her use as being something spiritual. She said
“When I smoke, my intention is to connect with the earth, to tune into my higher self and
allow the magic and creativity to flow through.” (Broccoli, Issue 01, 2017, 14). In this quote,
it is apparent that cannabis consumption is used as a tool for creativity and connection with
the self. When consumer culture theory is applied, there are some contradictions. If
consumption exists as a way to express oneself as an individual and place themselves in
relation to others, where does consumption for personal growth come into the picture? Unless
an individual is outspoken in their use of cannabis, there are little to no visible signs of use as
opposed to non-consumable visible items, like luxury pipes or wax candles, for purchase.
Donisha Prendergast describes her use as:
It’s a meditation from start to finish. Smoking brings me closer to the expressions of the
universe. I get caught up in the somewhere, that space between the earth and the sky. And I
think there’s something very beautiful about a woman who smokes cannabis, because of the
honesty that she must come face to face with in herself. (Broccoli, Issue 02, 2018, 58).

For her, smoking cannabis, like Jeff, is something spiritual. She connects womanhood to
smoking in that it reveals truths about herself. Prendergast’s evaluation of use is introspective
and does not change her outer presentation to the world. This is in opposition to other
consumer products that effect personal improvement through a change in physical beauty.
Femininity is valued by women’s application or ownership of consumer goods (McRobbie,
2008, 535), and since the consumption of cannabis is not explicitly shown, its consumption
from this postfeminist lens is conflicting. The consumption is in this way not used as a status
symbol and does not abide by those consumer culture rules. However, consumer culture
theory also states that it is built upon intentional insatiability (Bauman, 2007, 95). If
consuming cannabis allows an individual to come “closer to the expressions of the universe”
it is important to question if that feeling can ever be satisfied. Does reaching towards the
universe not leave the consumer constantly wanting more? Perhaps this is one aspect of
cannabis culture that does fall in with consumer culture, though more on a metaphysical and
philosophical level.
In their third letter from the editor, Broccoli’s founder, editor in chief and creative director
Anja Charbonneau says:
22

A ‘budtender’ is like a bar tender; however, they are usually found in cannabis dispensaries and have extensive
knowledge of different uses for particular cannabis strains. The bud in ‘Budtender’ is in reference to buds on a
flowering plant.
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I can consume the exact same weed from the exact same source two days in a row, and have
two completely different experiences. Cannabis tends to amplify however I’m feeling, and
sometimes it brings into focus the emotions or physical sensations that I am trying to ignore.
Like a good therapist, it acts as a spotlight of truth. I still don’t welcome the tense, paranoid
part of a high, but I accept that it might be trying to show me something important. (Broccoli,
2017, 11).

Like the two women referred to above, this verse exemplifies cannabis use as something
personal and experiential. Here, an individual experience can differ from one day to the next
and it is difficult to be able to accurately share or describe such feelings with others.
Charbonneau describes some negative aspects of smoking, including paranoia, but she also
sees this as a lesson in her experience. When evaluating this quotation from Bauman’s point
of view, we can again see how unpleasant experiences, or dissatisfaction, might link to
increased or continued consumption. Since consumer society indicates that “we are pushed
and/or pulled to look unstoppably for satisfaction, yet to also fear the satisfaction that would
stop us from looking” (Bauman, 2007, 98), a negative cannabis experience contrasting a good
one, might be something to continue consumption for. For Charbonneau, it appears that these
displeasing experiences do have some usefulness in her self-exploration, and she sees this as a
positive. The temporality of highs can be insatiable and push the user to continue their selfexploration through further consumption.
These examples coincide with the individualism promoted by the consumer culture; however,
Broccoli takes on a different interpretation of it. Whereas consumer culture and postfeminist
consumerism argue that individualism manifests itself outwardly, through purchasing selfexpression, the individuals in these examples act as evidence that cannabis can also be used as
a tool towards reaching some form of inner clarity. Thus, the consumer culture of individual
self-expression in terms of keeping up with trends and being part of the ‘in’ crowd, is hereby
questioned, as is the idea of self-improvement based on aesthetic amendments to evoke
femininity. Bauman does not discuss consumption in terms of inward self-reflection, but in
the magazine, it is exemplified through the voices of several women who consume cannabis
for this reason. Furthermore, Bauman claims that in a society of consumers, individuals are
typically unreflexive of their life’s purpose and are therefore incapable of locating the root of
their desires (2007, 52). In these cases, where women use cannabis to look deeply inward,
arguably, the opposite occurs. These women are highly reflexive and consume the drug in
order to aid them in understand their desires and expressing them in a natural and creative
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way. Indeed, this is an opposite to Gill’s makeover paradigm of consumerism for selfemancipation. Furthermore, self-surveillance as described by Gill (2007, 231), is based in
women’s necessity to uphold external bodily femininity, but this type of self-surveillance is
more of internal observation rather than of monitoring external presentation.
Consumer culture is also built upon consumers’ mere momentary satisfaction (Bauman, 2007,
98). Through the given examples, it seems that with every smoking ‘session’ by these
individual women, consumption of the drug is used as a tool and is therefore unrestricted.
However, when it comes to other consumer goods, such as the candles or clothing mentioned
in the previous section, there is a constant flow of new items and thus new desires formed
(Bauman, 2007, 99). With cannabis, however, consuming the plant recreationally does not
necessarily create new desires, as these women have expressed. Their use is described as
based in a spiritual bond with themselves, rather than the outward negotiation of material
goods with others.
Consumption as Medicine
The third form of consumption I have identified is of a medical nature. The following are
examples of how consumption of cannabis or cannabis derivatives are promoted by Broccoli
through the perspective of the drug’s use for medicinal purposes. They advocate for cannabis
use as medicine by claiming it has beneficial effects in pain management or other types of
relief and can help users have a better quality of life. There are indeed tensions, when
comparing this type of use with consumer culture.
Broccoli makes clear the way it wants its readers to understand the various possibilities of
cannabis use. They present several examples where women share their stories of using
marijuana to self-medicate. In a time before legalization, many women had few to no
resources for information and were put into positions of having to navigate their own cures. A
mother-daughter research team, Christine and Nicole Skibola, sprouted from Nicole’s
endometrial cancer diagnosis; she said:
That point marked a really big shift in the way I lived. I became very conscious of what I was
putting into my body.’ One natural substance that helped was weed. ‘Cannabis became a way
for me to relax and deal with the anxiety, without causing detrimental effects on my health
(Broccoli, issue 03, 2018, 28).
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The two established a cannabis wellness brand meant for individuals fighting difficult battles
with cancer or other debilitating diseases. Their ingenuity, resulting out of challenging illness,
is presented to the reader as female entrepreneurship in a new industry. The consumption of
cannabis in this way is shown as a necessary and revolutionary tool for coping with cancer as
well as establishing a successful wellness company out of it, thus challenging stereotypes
often perpetuated in media.
Another example of a skeptical patient-turn-entrepreneur is of Andrea Brooks, who was in
chronic nerve pain after an injury. She also began advocating for more information on
cannabis and its benefits towards pain regulation. As she exhausted her legal medical options,
she finally said:
I’ll try this. It was quite frankly, life-changing. When you’re lying on the floor every day, it’s
hard to feel positive, but cannabis improved my mood. It was a catalyst on a path to healing:
physical therapy, yoga, meditating, going for walks, feeling like I was in my body again. It
wasn’t like I tried one tincture and everything was good – it took patience, experimenting,
keeping a journal. (Broccoli, Issue, 04, 2018, 24).

From this quote, we can understand that Brooks’ medical cannabis use was challenging, but
she felt like it was a necessary push for her to feel capable of reaching a certain level of
normality again. She went on to found her own company, to help potential and skeptical
medical cannabis users, like herself, find accurate, scientific information so they can medicate
without needing to experiment. This is another business that located a demand and provided
resources for individuals in pain by searching for a much-needed remedy. This type of
consumption for physical health and well-being as a marketable good reflects something
different to the consumer culture, based on fleeting desires.
An advertising partnership between Mary’s Medicinals and Broccoli describes some of the
ways cannabis has been used to treat patients with medical ills. The article states:
Medical cannabis use has exploded both among patients with serious illnesses like cancer,
epilepsy and chronic pain and also among the general population. As new innovations have
opened up the possibility of consuming cannabis without the mind-altering effects, the plant
has found new life as a tool for preventative medicine and everyday wellness. (Mary’s
Medicinals in Broccoli, Issue 01, 2017, 20).

47

From this excerpt we understand how cannabis can be consumed as a medical supplement to
help individuals cope with life altering illnesses. According to the article, the nonpsychoactive element, CBD has “been used for centuries in hemp and certain cannabis strains
to treat everything from chronic pain to insomnia to PMS” (Broccoli, Issue 01, 2017, 20).
Considering the nature of cannabis for medical purposes, it can be argued that this method of
cannabis use is a necessity based on survival and physical wellbeing. This is in tension with
one of Bauman’s consumer culture tenets, which says that the culture develops out ephemeral
and short desires (2001, 14). While this may be true for other ways to use cannabis, it is not
true in this medical case. Thus, when referring to cannabis consumption for survival, as it is in
medicine, it is important to make the distinction. Much like the consumption of food or water
out of basic biological necessity, the same can be argued for cannabis as pain medication.

Figure 13: Medicinal Consumerism23

23

Manna Molecular in Broccoli, Issue 04, 2018, 9
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Unlike most of their ads, which are often subtly portrayed through artistic visions, this ad for
Manna Molecular Science is conveyed with a more typical pharmaceutical angle. Here we see
the image of a woman literally jumping over hurdles, supposedly encoded as a result of her
use of a medicinal cannabis transdermal patch. Of course, the image does not indicate if these
hurdles are of a physical or mental nature, but the metaphor is there for readers to decode. The
colours and imagery appeal to a more medical and sterile aesthetic, rather than the soft and
warm colours shown in other partnerships by the magazine (see Figures 3 and 11). It is also
interesting to note that the woman pictured in the ad appears to be a woman of colour, thus
indicating the consciousness of the company and perhaps hinting at a greater picture for the
cannabis industry itself. Their slogan, “Exploring the boundaries of cannabis medicine”
indicates that they are a research company attempting to map out the potential of medical
cannabis in order to help people overcome their figurative hurdles. Thus, this type of
consumption builds upon the previous example. The use of these transdermal patches is meant
to help individuals persevere through life’s struggles, which is arguably a biological necessity.
Cannabis medicine markets itself as a way to reach the “free[dom] from functional bonds”
that Bauman speaks for as societies developed towards a consumer culture (2001, 12). Based
off of these examples, and the two testimonies given above, it can be argued that cannabis can
be used to medicate as a way of maintaining normal subsistence, without the wishful and
wistful desires perpetuated by consumer culture.
It is also important to mention that the magazine does not explicitly reveal the potential harms
related to cannabis consumption. Even though it has been found to have positive benefits in
relation to pain, as medication, their advocation for cannabis consumption as a natural
product, neglects possible harmful effects on the body. A few of the advertising in the issues
examined expressed a small warning, stating “Keep out of reach of children. Do not operate a
vehicle of machinery under the influence of this drug. For use only by adults 21 years of age
and older” (Quill in Broccoli, Issue 04, 2018, 11). Broccoli defends the positive uses for
cannabis but does not explicitly acknowledge risks often associated with its consumption. Of
course, they do push for further research on the drug, admonishing that there is not enough
research to come to accurate scientific conclusions about its impact on the body.
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Community building
The community culture sprung from the 70s counterculture and has been forced to live in the
shadows during the war on drugs. The following extracts show how the magazine attempts to
embrace this community, by underlining that the consumption of cannabis is an important
aspect in maintaining a sharing space, especially for women.

Figure 14: Community Building24

The above photograph is of Keisha Chiddick, known as Blossom, a hip-hop artist from
Portland, Oregon who claims that her use of cannabis was a way to identify with a
community. She found herself joining others in the music scene – they collaborated while
participating in using cannabis together. The article states:
As she paced the fringe of the hip-hop scene, cannabis helped open doors. ‘I would end up in
the smoke circle at a basement party and then you’d find common passions and ways to work
together. That’s a huge part of how I built a pathway into the music industry… It’s so fun to
vibe out in the studio with your engineer, producer, maybe another artist, and everyone’s
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Samantha Sutcliffe in Broccoli, Issue 02, 2018, 21
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feeling the same excitement from the concoctions and seeing where it takes us. (Terry in
Broccoli, Issue 02, 2018, 20)

In this quote, Blossom describes how her use of cannabis contributed to her musical career.
The way cannabis is used to inspire a sense of community among artists, by promoting
creativity and artistic expression, gave Blossom an open and welcoming space for her own
musical style. Her story is one example of how consuming cannabis is presented as something
that can create interpersonal bonds through which to inspire for individual expression. From
their angle, however, we can see how the magazine portrays cannabis use as a tool to share
experiences. It is not only presented as a mechanism of personal internal growth, but also as
tool to bring people together. Unlike in certain theory presented by postfeminist and third
wave thinkers, which focuses on women’s individual self-expression of their appearance
through consumer goods (Lazar, 2007, 510), cannabis consumption is here presented as selfexpression as part of common personal connection. Rather than finding empowerment in
one’s individual self, through the acquisition of the latest fashion, empowerment can be found
with others through cannabis use. Identity here may be associated with cannabis in that it
brings people together, but the social bonds seem to be the most important outcome of this
consumption rather than the image perception of those using the substance.
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Figure 15: Community Building25
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Figure 15 shows a small compilation of photos, taken from an extensive archive, by Roger
Steffens, a Vietnam War veteran, in the 1970s when he became fascinated with the liberal
counterculture associated with marijuana and other psychedelic substances. With his camera
in hand, he documented his time caravan traveling with his wife and young children. Though
encoding may not have been a conscious factor in these spur-of-the-moment captures, the
images can be decoded with a strong sense of positive, share-worthy, wanderlust. It is through
his photos that a sense of community through these drugs can be perceived. It seems that the
Steffens family’s lifestyle was very much admired; “there were many who simply craved the
joyful freedom depicted in Roger’s unstaged photographs: the shaggy haired hippies, the wild
festivals, and the haze of smoke wafting from fatly rolled joints” (Pip Usher in Broccoli, Issue
03, 2018, 36). It is apparent that a sense of community is represented in these photos and this
passage from the article. This alternative culture is something the consumer culture rejects,
since it does not revolve around consumerism (Bauman, 2007, 52). Instead of purchasing
consumer goods to feel temporary desires fulfilled, the Steffens family lived a nomadic
lifestyle where the consumption of cannabis led to community on the road. It can be argued
that cannabis in this case, is a tool to step away from the consumer culture. The life strategy is
not to be a consumer but rather to participate in something very different. Thus, Bauman’s
definition of the, “‘society of consumers’, in other words, stands for the kind of society that
promotes, encourages or enforces the choice of a consumerist lifestyle and life strategy and
dislikes all alternative cultural options” (2007, 53) cannot be applied here.
In the second issue, Charbonneau alludes to secrecy of the previously illicit cannabis
community lifestyle in her letter from the editor. She calls upon people who are part of said
community to come forth with their experiences in order to give it space in the modern legal
context. By openly contributing to comradeship, Broccoli sees the potential for building the
cannabis community together. The letter states:
Sharing your story is an act of trust, but by revealing our community, we can demand an
industry that reflects who we are. We all hold the power to see, honor, and celebrate each
other’s individual experiences, and these personal actions hold a crucial place in this era of
weed. Being there for one another with an open mind will always be a trip worth taking
(Broccoli, Issue 02, 2018, 9).
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Since the magazine generally appeals to women and non-binary people, this quote can be
interpreted as a way for them to support one another. The individual self-expression, which
relates to consumption for self-improvement, is seen not only as a way for an individual to
identify with the group, but also for others to relate with them. Individualism, as so ardently
defended in the postfeminist or third wave mentality, is not about aesthetic expression of the
self through consumerism, but an expression of the self through cannabis consumption and
therefore identification with a community. When describing empowerment, both Lazar (2007)
and Keller (2010) argue that the third wave advocates for an individual’s ability to change her
situation, often through consumption and changing outward appearances. However, in this
passage, Charbonneau sees the potential in groups of individuals thoughtfully expressing
themselves and their relationship to cannabis, and building upon each other’s lived
experiences. Thus, there is a contradiction between the third wave and what Broccoli
considers to be empowering self-expression. In fact, it would appear that Broccoli appeals to
second wave feminist calls for women’s unity and structural change.
There are indeed tensions between consumerism for fitting into the crowd and this
version of consumption advocated for in the above examples. On the one hand, they consume
because they enjoy the shared experiences of the cannabis community and can identify
themselves in a space revolving around a consumable product. On the other hand, their
association with cannabis is not done out of fear for social exclusion (Bauman, 2007, 93). It is
often noted that third-wave and postfeminism places a significant amount of attention on
individualism. Authors claim that the third-wave has developed into something less
communitarian and more personal expression-based (Dean & Aune, 2015, 379). Thus, the
magazine, although appealing to thoughtful individual self-expression, also compels cannabis
consumers to bond over the shared experience. Of course, critics of postfeminism also
acknowledge its lack of pressure of structural change of inequalities.

Pioneering
In Broccoli’s first issue, there are a number of noteworthy examples of pioneering in the
newly legal industry. The magazine itself is a pioneer of sorts outside of cannabis, as it steps
away from traditional women’s magazines, by never discussing women’s relationships with
men, and boosting women’s art and entrepreneurial endeavours, rather than focusing on outer
aesthetic beauty. The following examples are given to indicate the way in which women make
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a distinct mark in the cannabis industry in an attempt to shape it for women and non-binary,
by women and non-binary, unlike other industries which are dominated by white,
heterosexual men.
In Broccoli’s first letter from the editor, Charbonneau makes a point of defining the
possibilities of the new legal market, she says “This is a new era of cannabis, and it must
champion diversity, creativity, accessibility and education, allowing everyone the opportunity
to discover how this versatile plant can fit into the constellation of their lives – without
judgement, prejudice or misinformation” (Broccoli, Issue 01, 2017, 11). In another letter from
the editor, she says:
In North America, the legal cannabis industry is materializing before our eyes, offering the
rare opportunity to build a business on true principles of equality and equity. In 2015,
Newsweek claimed that cannabis might be the first billion-dollar industry not dominated by
men. Around the same time, a survey from Marijuana Business Daily showed that women in
the U.S. held 36% of leadership positions in cannabis, higher than any other industry. These
statistics are still proudly cited, but we can’t afford to be complacent. A 2017 update shows
women in just 27% of the industry’s executive roles, a 9% drop. This is a warning sign: we
need to set our standards even higher and be more rigorous in our support of conscious action
towards equitable growth, where women, non-binary, and people of color are offered the same
opportunities to participate in cannabis on every level. (Broccoli, Issue 02, 2018, 9).

In these two passages, there is a sense of urgency impressed upon the reader. Broccoli calls
for action from the community, which cannabis has built up through times of prohibition.
They ask its female, non-binary, and people of colour readers to work together to establish a
foothold in the industry. The establishment of brand-new industries is rare, and it is in
cannabis that Broccoli sees potential to create an alternative to the male-dominant model
represented in all other business. By incorporating the voices and experiences of intersecting
identities and supporting their entrepreneurial, artistic, and activist endeavours, Broccoli
appears to advocate for structural change. This goes against many postfeminist and thirdwave critics, who see the modern expression of feminism being individualistic, “politically
sanitized, neoliberal, and highly sexualized” (Gill, 2007, 223). It can here be argued that the
movement called for by Broccoli is more in line with historical versions of the second-wave
of feminism, which put a significant amount of focus on structural opportunities for women in
equal workplaces (Gill, 2007, 18). Though the magazine still supports parts of capitalist
consumer culture in their advertising of fun and feminine cannabis accessories, they are
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simultaneously and consciously highlighting female contributors in order build something
new.
As exemplified above by Broccoli’s founder, the magazine recognizes the difficulty in
challenging patriarchal hegemony in business generally. Concerning the newly legalized
cannabis industry it is apparent that they aim to confront historically set ways by
acknowledging past injustices and moving forward with them in mind. In a feature of female
entrepreneurs, Lauren Yoshiko Terry, Portland, Oregon’s first female cannabis journalist said,
“We have the opportunity to decide how pot’s business culture should work, without 80 years
of racist, sexist, nasty politics from the conventional corporate world” (Broccoli, Issue 01,
2017, 35). Third-wave feminism sprouted partially out of a criticism for a hegemonic
postcolonial voice (Gill, 2007, 222). Thus, including the historical stigmatization and
subjugation of discrimination into the cannabis conversation is one way in which Broccoli
demonstrates pioneering the field, while at the same time recognizing the diverse voices that
must be brought forth in the discussion. In this way, Broccoli challenges the second-wave’s
blanket statements of ‘female’ inequalities (Gill, 2007, 223), while at the same time
promoting structural change, often bypassed by the third-wave. In addition, and coming back
to community building, by supporting female writers, such as Yoshiko Terry, Broccoli
promotes perspectives that other women may be more likely to subscribe to, rather than
corporate and male-dominated industry.
In an article discussing the newfound legalization of cannabis and its effect on the culture,
author Laura Sullivan Cassidy showcases a tension between legalization’s modern
possibilities versus the detrimental effects it might have on cannabis community culture. She
writes, “But this shift in how we score – it isn’t about losing connections, it’s about gaining
valuable resources. And evolving a culture of consumption.” This excerpt is debated further
in relation to big business, she goes on:
But maybe we don’t want progress to get too progressive. “I think if the legalization of weed
made it some over-marketed, competitive, purely capitalist product, it would ruin it for me …
I see hundreds and thousands of ways in which hemp products can benefit both humans and
the planet. But if it becomes legal and some marketing super prick makes it all about financial
gain again, well, then I’d rather take my risks (Broccoli, Issue 01, 2017, 42-43).

By including this expression in the magazine, Broccoli clearly understands the significance of
their position as potential pioneers in the new industry. Cannabis community culture is
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presented as something alternative to the main consumer culture and it is in the above
quotation that we see individuals within the community expressing fear and urgency not to let
it become assimilated into the corporate capitalism known to dominate other industries today.
Instead, this individual wants to see the community culture remain at the roots of their version
of cannabis lifestyle and it seems this can be done through the all-encompassed support of
community members living in societal margins. For Bauman, this is a problem; he sees no
alternative to the consumer culture based in capitalism for the satisfaction of temporary
desires, as it is the only ticket to membership in society (2001, 53). He analyzes society based
on heterosexual white male-dominant structures, which is already an alternative to that which
Broccoli offers. Because the magazine does not target a white male audience, they are able to
explore alternatives to the dominant structure implied by Bauman.
Another way in which the magazine attempts to pave the road to their version of the industry
is by fighting the stigmatization of women’s cannabis use. In the same feature as Lauren
Yoshiko Terry on female entrepreneurs, Snow Le gives her take on women’s participation in
the industry. She runs her own brand of cannabis accessories called Earth to Her designed by
local artists. Her section says:
While Snow Le is clear that Earth to Her is for anybody to use, she repeatedly notes that the
products will be rooted in feminine energy. ‘There’s a certain stigma to women who smoke.
Usually the way women are seen in weed is very fetishized or oversexualized, through a male
lens. Professional women aren’t represented as stoners, even though many women smoke. I
want to help shift that perspective, and shine light on women who smoke, have fun and still
get shit done. (Broccoli, Issue 01, 2017, 40)

Le clearly intends on destigmatizing the way female cannabis users are perceived by refusing
the male gaze and redefining what it means to be a female cannabis user. This example does
include the aspect of identity consumerism. The pieces she promotes with her brand may be
ephemeral consumerist goods, but these purchases appear to be rooted in the thoughtful
negotiation of female cannabis smoker’s stigma. There is thus tension here between
consumerism as association of identity and female pioneering of the industry. In addition, in
the perception of a postfeminist consumer landscape, women purchase consumer products
that make them feel good and thus shopping is emptied of its political significance (Gill,
2007, 90). It seems that Broccoli’s pioneering and postfeminist consumer culture are in
constant friction, as cannabis culture presented by the magazine still exists within capitalist
norms. It does not, however, appear that Broccoli’s audience would agree with the above
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theories. If the magazine’s presentation of cannabis culture is effective among their readers,
they may choose to follow ‘ideological consumerism’ as mentioned by Johnston & Taylor
(2008), based on the purchase of authentic products that subscribe to their political leanings
and attempting instill structural change.
Throughout the magazine, Broccoli supports women, people of colour, non-binary, and other
intersectional entrepreneurs. It is apparent that the magazine practices what they preach. By
supporting small-scale entrepreneurs and innovators, local artists, and political activists,
Broccoli encourages those who are part of the community to do so as well. Thus, attempting
to build the culture beyond the magazine’s pages. The urgency they profess is intended to
motivate their readers. They want people to recognize women’s potential if they support and
work with each other in this industry. Through de-stigmatization efforts made by journalists
or entrepreneurs, Broccoli attempts to defend against corporate exploitation of cannabis
culture and includes intersecting voices as part of these combative efforts.

Feminism
Although Broccoli seldom mentions feminism explicitly, the way it approaches its content is
often through certain feminist lenses. It is clear, as already pointed out, that aspects of
postfeminist or third-wave feminism, as well as some second wave ideation, are used in the
magazine; however, these themes sometimes contrast in their manifestations. Feminism as
presented in the magazine is not monolithic, it is dynamic and shifting and has various
contradictions.
In a short piece, Broccoli confronts misogyny perpetuated by the patriarchy through a novel
entitled ‘In A Lonely Place’ written by Dorothy B. Hughes in 1947. Even though the novel
has nothing to do with cannabis, the magazine decided to include it as important reading
material for those concerned with historical sexism. The author “examined the horrors of
toxic masculinity 70 years before the #MeToo Movement gave us our current cultural
reckoning.” (Kait Heacock in Broccoli, Issue 04, 2018, 83). By highlighting this female
author, exposing historical misogyny as well as the current social phenomena of the #MeToo
campaign, the magazine draws both from the fourth-wave feminist incorporation of
technology as well as a second-wave call for structural change. Broccoli also highlights the
importance of recognizing toxic masculinity by excluding their main unifying subject matter.
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Thus, the magazine does speak for feminism as a general ideology by being vocal about
injustices against women throughout history, not only in the cannabis world but also for
women generally.
Intersectionality
As has been demonstrated throughout this analysis, Broccoli emphasizes the importance of
recognizing past injustices and including intersecting identities in the cannabis discussion.
Considering the harsh discriminations against marginalized groups, both in the cannabis
industry and in society generally, the magazine makes sure to include voices from those
mostly left in the margins of traditional, male-dominated industry.

Figure 16: Intersectionality26

26

Klintwock-Laframboise in Broccoli, Issue 02, 2018, 37

59

Mennlay Golokeh Aggrey is a woman of colour who found herself working as an illegal
cannabis grower in California. She said the support from other women growers helped her
develop her methods and she eventually became a cannabis content writer for different
female-owned companies, post-legalization. The image above, with her confident stance,
suggests a strong woman, in power of her own possibilities. When evaluating where she now
stands in the industry, she is reflexive of her position as a woman of colour in the current
cultural climate. She said,
It’s really powerful, empowering, and important. But you have to be wary. Being a woman of
colour is so cool right now, but when is it not going to be a commodity? It’s important to keep
my head about it and come from a place where I’m just trying to expose women like my
aunties, older Afro-American women, to something that can help them heal. (Broccoli, Issue
02, 2018, 37)

Her perspective on the ‘coolness’ factor of being a woman of colour is an important insight
that only she, or people who relate to her perspective, has the validity to tell. By giving
prominence to Golokeh Aggrey’s viewpoint on the commodification of people of colour for
the current social trends, the magazine expresses solidarity and acts as an arena where other
women of colour can relate and continue to be part of the conversation. In this way, the
magazine continues to exemplify a space of community, not only in relation to cannabis but
also for people of colour to legitimize their personal experiences with others. In addition,
people who do not have these perspectives can learn from them and contribute to a wider
discussion in their daily lives. The power dynamics touched upon in this passage are an
incorporation of Kimberlé Crenshaw’s intersectionality theories (1991). Crenshaw mostly
discusses structural injustices from colonialism and Golokeh Aggrey addresses ways in which
the third-wave feminism tends to highlight women of colour, after centuries of injustice, and
makes it cool. From this quote, it can be extracted that she awaits a time when the allure of
being a woman of colour is not in response to a social trend. By including different
perspectives, the plights of diverse voices are also raised, which is a criticism of second-wave
feminism raised by bell hooks as recognized in Gill’s book (2007, 32).
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Figure 17: Intersectionality27

The above image is from a promotional photo shoot for the queer, Scottish skate fashion
brand, Doyenne. The laid-back and happy mood portrayed in the image is accentuated by
vibrant and pastel colours worn by diverse models. Broccoli’s story behind the brand
highlights that it stands for more than just a fashion label. The ‘ungendered skate brand’
promotes spaces friendly to “LGBTQ skaters, female skaters, people of colour, femmes, and
people with disabilities” (Eva Recinos in Broccoli, Issue 04, 2018, 20) through workshops
and meet ups. They also support non-profits that fall in line with their cause. When speaking
of their idea to start Doyenne, they said:
The skate-park – it’s one of the most intimidating places in the world. Since we are not
represented in the media or in the skateboarding community, we have this kind of insecurity
that comes to women in everything that’s male-dominated. Getting to know more skaters
helped me realize that nobody’s saying not to go there – but also nobody’s inviting you
(Broccoli, Issue 04, 2018, 20).

In parallel with women in the cannabis industry, people left in the margins often find
themselves excluded from the hobby-skate sphere. Through their brand, they hope to create
awareness of these imbalances and promote more open discussions of diversity at the skate
park. Of course, consumerism is a factor here. Doyenne aims to appeal to a more feminine or
27
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LGBTQ consumer group, because it can be seen as a way to identify with the crowd. Unlike
Bauman’s theory, which says consumerism is rooted in ‘staying ahead’ of the pack (2007,
83), Doyenne seems to exist as an opportunity for identifying with a pack that was previously
non-existent. Thus, the consumerism presented here is an important and needed product for
queer identification, yet in the end it continues to follow the same trends of the society of
consumers. It can be argued that the intersections shown through this brand represent shifts in
society’s recognition for this group of people, through empowering consumer goods, while at
the same time advocating for a more open physical space for them in the skate park; thereby
eventually challenging structures. From this reflection, showcasing Doyenne in the magazine
aligns with aspects from third-wave feminism’s focus on intersectionality and it promotes a
notion of ideological consumerism for those who wish to support the brand’s values (Johnston
& Taylor, 962, 2008). To support an LGBTQ fashion label by way of consumerism can be
seen as a political statement, how ever shallow such support may be.

Figure 18: Intersectionality28
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Another clothing brand offered by Broccoli is Sundae School, a Korean-American fashion
label founded by Cindy and Dae Kim, a brother and sister team from Connecticut. Their
clothing line uses racist Asian stereotypes often portrayed in the media in a fun and
unconventional way that brings forth their Korean culture through cannabis culture’s street
fashion. The idea of establishing the fashion line is discussed in their article, it says:
We were chilling in Korea, talking about invisibility we feel as Asian Americans, how we
aren’t represented in the media. Our influences growing up were Ali Wong and Phillip Lim,
but the generation below me didn’t really have a specific voice. We want to be that voice so
that they become more woke about Asian American counterculture. Because society tries to
frame us as, like, the perfect mathematician. (Cindy & Dae Kim in Broccoli, Issue 01, 2017,
25)29

Here, Korean-American voices are given space. Their concept is a fun way to address harmful
stereotypes and present a different way of being perceived within the counterculture. By being
aware of these stereotypes, Sundae School challenges them through visible, and wearable
methods. The pair attempt to defy hegemonic cultural norms by incorporating the intersection
of Korean family traditions and American street wear. Even though this apparel is meant to
challenge structural norms as an alternative to dominant media narrative, they do so through
consumer culture. They attempt to create awareness of the stereotypes, by targeting
individuals’ relationship to the items they purchase. In other words, Sundae School
champions racist prejudices by recreating it into something tangible. Consumers then feel
superior for supporting this ideology of cool awareness and eventually purchase these
ephemerally desired goods. Ideological consumerism is again seen in a progressive-thinking
fashion label. A question may then be, does a simple image of a Korean king smoking a joint,
as seen above, instill actual socio-cultural change?
Politics/Legality/Call to Action
One of the ideas given by postfeminist and third-wave critics is the movement’s lack of
motivating for legal and structural change. A third-wave focus on individual self-expression
and empowerment through consumerism, depoliticizes potential for structural change (Keller,
2010, 1). Calls for legal change are not in accordance with such individual empowerment
versions of feminism. The following examples are expressions of a call-to-action or an
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Woke is a term for being aware of societal inequalities. An individual can be ‘awoken’ to structural
discriminations.
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acknowledgment of activism in cannabis legality, which has significant impacts on power
structures for medical and recreational users, especially considering the history of persecution
for certain groups of people.
In an interview on cannabis legal politics, lawyer Lauren Rudick defends two children with
Leigh’s Disease, a military veteran with post-traumatic stress disorder, and a representative
from a cannabis research association in a federal case to de-schedule medical cannabis. She
says that:
Medical cannabis patients cannot travel without committing a federal offense, or for the
children, without risk of interference by child protective services. They also cannot travel on
federal land – to visit national parks, or to exercise their 1st amendment rights to petition their
government in a federal building. (Broccoli, Issue 02, 2018, 16)

Her goal with the case is to see that “no one should be going to jail for nonviolent cannabis
offenses, and scientific research for those desperately seeking medication is long overdue”
(Lauren Rudick in Broccoli, Issue 02, 2018, 18). Though this example does not specifically
locate female inequalities, it can be argued that fighting for children and people with mental
health issues indeed falls under feminist tenets of supporting those whom have not had social
support or those whom have been historically stigmatized. Thus, the magazine in this way
contributes to a second-wave feminist tactic, and rejects postfeminist descriptions of an
inherent focus on individualism.
Throughout the four issues examined, there are number of examples of individuals advocating
for cannabis drug policy reform including Aaliyah Ei’s six-page zine called ‘Mama
Marijuana’, which details some of her own experiences and outlines a variety of medical uses
for the drug as well as expressions for the need to change its legal status. Ei says that:
Creating awareness about the racial disparity in marijuana arrests is massively important to me
… There are still people spending the better part of their lives in jail for minor marijuana
charges [and] minorities are still seven times more likely to be charged and tried for these
arrests. (Broccoli, Issue 03, 2018, 15)

Initially recognizing the structural challenges faced by minorities for non-violent marijuana
arrests in the United States is significantly important for change. The article mentions the
California Caregivers Alliance, where Ei worked. A number of organizations are referenced
throughout the series; thereby, offering the reader the opportunity to contribute to or learn
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about the cause. For Broccoli, it seems apparent that their inclusion of these political bodies is
crucial in their general message of providing an alternative to traditional hegemonic business
culture. In this sense, Broccoli does not abide by third-wave and postfeminist individualistic
mentality. They attempt to invoke a broader change through their content by speaking openly
and encouraging engagement by their readers and beyond.
Before legalization, Golokeh Aggrey, mentioned above, had her own grow operation in
Humboldt County in California. She did well in the business but “the financial instability
inherent in working within a not-yet-regulated industry, and the fear that she might be under
surveillance” (Ellen Freeman in Broccoli, Issue 02, 2018, 37) was a significant risk. The
article states “a decade ago weed was shrouded in a much harsher stigma and the risk of
incarceration was – and still is – far greater for a woman of color” (Ellen Freeman in
Broccoli, Issue 02, 2018, 37). Again, the need for discussing inequalities and harsh
punishments for cannabis crimes is demonstrated. Not only does this example present the
structural necessity for change, but it also relates to Gill’s postfeminist surveillance of the self
(2007, 231). The parallel between the two is of personal surveillance, though in postfeminism,
vigilance is over scrutiny of the body in order to present a better version of the self to the
outside world (Gill, 2007, 62). Golokeh Aggrey’s personal surveillance was in reaction to an
immediate threat of persecution. The comparison between the two is relevant, but highly
contrasting. The surveillance proposed by Gill in postfeminism is indeed of the body, but the
manifestation of said surveillance is through beauty ideals and consumerist behaviours, while
the surveillance presented in this example trivializes Gill’s version. It also emphasizes how
women of colour are more likely to be charged for drug crimes than others and this is a clear
recognition of power imbalances by Broccoli’s editors.
Female Sexual Pleasure
Theorists describing third-wave and postfeminism argue that female sexual pleasure is often
presented in magazines through female sexual subjectification. Rather, they claim that female
empowerment is exemplified through personal choice as sexual agency (Martin, 2016, 1420).
The message of sexual empowerment through consumption, as argued by Martin (2016), is a
narrative that runs through typical women’s magazines’ imagery (see D’Enbeau, 2011, Del
Rosso, 2017). Broccoli however, offers a different version of sexual empowerment. Though
sexuality is rarely discussed throughout the magazine, when it is examined, it is not done so
with sexually subjective women in imagery, nor is it suggested in relation to men, as
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demonstrated in more traditional women’s magazines. The following examples taken from the
magazine show how cannabis consumption, rather than consumerism, has an effect over
women’s own sexual pleasure. Through imaginative stories, a book, and scientific research
Broccoli presents something different to the norm.

Figure 19: Sexual Pleasure30

The first example I present is of a very short piece on Barbara Lewis’ book The Sexual Power
of Marijuana, which compiles short narratives about individuals’ sexual exploration using
cannabis. Rather than explicitly telling their readers how cannabis affects sexuality, Broccoli
offers them a way to understand, in the shape of a book. The article states:
Reading the intimate, often explicit, and refreshingly frank stories Lewis collected through
interviews with 208 people feels as if characters from a Didion novel have stepped from the
broader narrative to confide what has been actually going on in their bedrooms and in their
heads. The fantastically engaging firsthand accounts are bolstered by a truly incredible amount
of formidable research. (Nicole Graf in Broccoli, Issue 02, 2018, 76)

On the single page of this piece, there is but the above given as an image. There are no
humanly representations in the imagery, thus giving their audience the agency to imagine
their own version of sexuality, with or without objectification or subjectification. The tulipbookmark is an encoded message of naturalism to potential readers. In this example, sexual
pleasure is advocated for everyone. Though there is no mention of cannabis being a positive
or negative, it can be assumed that its effects might enhance sensations and therefore be used
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as a tool to achieve this. Suggesting the book itself can be seen as a part of consumer culture,
since it is for entertainment purposes and thus falling in with the fun, entertaining wishes put
forth by Bauman (2001, 14). Considering the content being promoted, Broccoli obviously
steers the reader in a different direction to other magazines, which might offer sexually
subjective imagery of idealized bodies (Martin, 2016, 1420).

Figure 20: Sexual Pleasure31

Another presentation of personal sexual pleasure comes to the readers in the form of a nonerotic, Japanese love-hotel fantasy, by only hinting at the subject matter. It appeals to its
female audience with elaborate descriptions of traditionally feminine activities and products.
It provisions five images of alluring, non-human art, including the one shown in Figure 20, to
help the reader idealize the fantasy. The story reads:
Steamed, perfumed, and blow-dried, you emerge. The bed is a giant open clamshell ensconced
in a dripping crystal curtain, backlit by an amethyst halo. Before tucking yourself into the
pearly silk sheets, you surround yourself with the essentials: a tiered tea tray piled with
chrysanthemum-shaped wagashi confections; a can of plum wine from the mini-fridge; a
vibrator from the sex toy vending machine concealed within the closet; a personal karaoke set
up with a rhinestone-encrusted microphone and Celine Dion’s full library; a gold-wrapped
spliff provisioned from your purse. Lying back, you catch a glimpse of yourself in the
mirrored ceiling; Venus, reborn. (Ellen Freeman in Broccoli, Issue 02, 2018, 69)
31
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This description allows individual readers the possibility of living in this made-up fantasy on
their own terms. By offering them this imaginative world, Broccoli tells them they can be
their own agents in it. Because there is no mention of another person, only the obviousness of
being in awe of the self in the mirror, it is clearly directed to an individual’s personal
pleasure; and considering the contents encoded in this passage, the decoded message speaks
to a feminine audience. Here there is no eroticism or objectification of a woman, rather the
pleasure here stems from consumer products that enhance the experience for the individual.
Unlike the presentation of female sexual pleasure in relation to male sex partners, personal
pleasure is here more “genuinely celebrating the pleasures of masturbation for women” (Gill,
2007, 87). These products are not there to encourage the consumer to be an improved version
of themselves, as described in postfeminism in relation to makeup and fashion (Gill, 2007,
86). Instead, these products are a reason for the reader to enjoy herself, they are, as with the
casually mentioned spliff, tools to reach personal pleasure. It is through consumer
merchandise that the individual targeted can give in, unapologetically to their desires (2001,
13). Here the consumer aims at pure pleasure and does not need to justify their consumption,
a direct opposite of consuming for basic survival (Bauman, 2001, 13). Although here, the
consumerism remains within the confines of personal viewing, rather than outward
association with a social group within society at large.
The next example is taken from a piece in Broccoli’s fourth issue entitled Sex Ed. The article
discusses scientific research into the relationship between compounds found in cannabis and
female reproductive health and sexual pleasure, among other medical uses “people with
ovaries” may benefit from. In this way, cannabis use can be seen as a tool for bettering
women’s sexual health and therefore their quality of life. The article states:
There’s a unique interaction between female hormones and cannabinoids like THC and
CBD… Cannabinoids interact with the body’s endocannabinoid system, which plays a role in
regulating biological processes including mood, sleep appetite, inflammation, and sexual
arousal. That means that cannabinoids could potentially be used to regulate the function of
these systems… If you’re looking to up your sex drive, you also want higher anandamide
levels, which not only reduce anxiety and help you feel good, but also pair with oxytocin (the
“love hormone”), which aids in arousal and orgasm. (Carolyn Gregoire & Dr. Alex Capano in
Broccoli, Issue 04, 2018, 61)

In opposition to theoretical presentations of female sexual pleasure, as in female
subjectification for personal empowerment, the article makes no such insinuation in the
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written content nor imagery. There is no mention of sexual intercourse or interaction with
another, thus stepping away from heterosexual, white norms often represented in magazines
(Del Rosso, 2017, 187). They speak of sexuality objectively and unemotionally, offering their
readers information rather than advice. One distinguishing factor of this piece is that it
features medical professionals and gives factual evidence, based in scientific research, that
shows how cannabis could be used to help women’s biological functions. Much like the
arguments made above, this article alludes to a medical need for cannabis consumption, or at
least the compounds found within cannabis. The consumption based on a basic need of
survival rejected by Bauman’s consumer culture is once again defensible. Rather than
recognizing consumerism from an ephemeral, pleasure-seeking narrative, the article presents
this type of consumption as a type of medicine. The research featured here is in itself feminist,
as it promotes the advancement of women by women for women. To highlight research in
female sexual health and pleasure, a historically neglected field, is to bring women’s issues
into the discussion. The incorporation of cannabis is indeed one part of the picture, which is in
this research, inherently linked to natural femininity.
In consumer culture, there is an interesting contradiction with cannabis use for sexual
pleasure. On the one hand, female sexual pleasure has been argued not to be a biological
necessity in terms of reproduction and can thus be seen as a desire. From this perspective,
cannabis consumption can be seen as ephemeral for entertainment. From a medical angle,
cannabis research shows its link between female sexual health, both in pleasure and
reproduction, thus, if cannabis is used in this way, can its consumption be categorized as a
survival necessity? Bauman does not make any comment on this part of consumption.
Representations of the Male Gaze
In the four issues analyzed, it is not entirely apparent that the male gaze is considered in the
production of Broccoli. Most of the imagery presented in the magazine are artful,
aesthetically pleasing design or depictions of cannabis related consumer goods. There are few
representations of women, and even fewer portrayals of men. The occasional feminine (white)
hand is shown sprinkling cannabis flowers into a bowl or caressing a hand-crafted pipe;
however, considering that the magazine is produced by and predominantly read by women,
their physical representations are seldom. This is in contradiction to other magazines, in
which women are invited to gaze upon other women and aspire to their look (D’Enbeau,
2011). When they are pictured, they are often in portrait format, in full body poses, or in
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postures, which, when decoded, give them active agency. Bodies are almost never sexualized,
and therefore not objectified throughout the magazine. Unlike the dominant postfeminist
representation narrative of women’s representation. Women are typically presented as sexual
subjects with empowerment as the root of reason (Gill, 2007, 86). This parallels to the
consumer culture’s response to feminist critiques in body politics. When second-wave
feminists began criticizing the objectification of women in advertising, marketers heard their
denunciations and incorporated them into their ads, thus the hegemonic order of consumer life
was re-established. The same can be said here of the advertising Broccoli, which largely
excludes the objectification of women’s bodies and instead plays upon feminine colours and
lighting, to appeal to their market. Also, the women presented by the magazine appear to be
ethnically diverse, and do not always reflect conventional beauty norms offered by other
women’s magazines. In the following examples, I present a typical depiction of women in the
magazine. I also give the only two examples where the male gaze may be applied.

Figure 21: Male Gaze32
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The above image is of Portland-based cannabis ice-cream innovator, Andi Bixel. The short
story on her entrepreneurship discusses the challenges and possibilities of starting a business
in the newly established cannabis sector. I have included this image as a typical example of
how women are portrayed throughout the magazine. Her straight-back pose gives an air of
confidence, while remaining fun and light. Her smiling expression implies that she recognizes
the exploratory nature of establishing a new company in the industry, thus demonstrating her
cognitive presence and ability. This is in contrast to how some models are presented with
dejected or empty expressions (McRobbie, 2009, 105). Furthermore, rather than an expression
of individualism in the form of personal purchasing power and consumer goods as personal
improvement (McRobbie, 2008, 535, Gill, 2007, 86, Groeneveld, 2009, 179), Bixel’s story is
a recognition for her individual capabilities as an entrepreneur. The image accentuates Bixel’s
competence, rather than focusing on her body as a feminine, sexual object, as often
perpetuated or as an empowered sexual subject in postfeminist advertising (Gill, 2007, 228).
Here, Broccoli rejects the male gaze by refusing to engage with it. Independence and
competence are emphasized rather than any evocation of sexuality, docility, and passivity
therefore disregarding the heterosexual male gaze often shown in media (Mulvey, 1975, 12).
Of course, Bixel does intend on selling a product, but her individualism is not highlighted
through those consumer goods. Third-wave advertising suggests that empowerment comes
from the choice to reinvent the self through consumer goods (Gill, 2007, 90). Her capabilities
as an individual are highlighted through a description of her own agency, rather than claiming
a consumer product helped her access these possibilities. It is important to note that the
portrayal of women, in confident or active poses, is heavily emphasized in Broccoli; however,
I have chosen only one image out of an abundance of examples to prove this point. Even
though the magazine is rife with this kind of female depictions, there are two examples where
the male gaze may be shown to the reader.
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Figure 22: Male Gaze33

This example looks at an advertisement for Summerland ceramics. The nameless feminine
person in the ad is shown looking into the camera in a leotard under a bright glowing light
that makes her appear angelic. She plays on the conventions of natural beauty, emphasizing
her natural hair and thin but athletic body. This ad, unlike the previous example, highlights a
product and uses a model to display it to the reader. She is not sexualized, nor is she
completely stripped of her cognitive presence; however, she does not appear to be overly
active. It is obvious that her person is used to emphasize the product, but unlike the previous
ad, she does not seem to evoke empowerment or action. This example is difficult to place
among theory, as it does not necessarily conform to third-wave and postfeminist ideas of
consumption for individual empowerment, nor does it necessarily engage with the
heterosexual male gaze. The bong itself may an ephemeral desire to be bought by readers, but
the model does not fit into traditional advertising of female objectification or sexual
subjectification.
33
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Figure 23: Male Gaze34

The first application content that could, in some ways, be compared to the idea of the male
gaze, is of a collage art piece created by male artist, Mariano Peccinetti. As you can see in the
image above, a nude female figure gazes at a large moon-like sphere in the distance of a
cosmic dimension. The image is paired with a short story, taking the reader on a fantastical
galactic travel-adventure, including holographic body suits and a pod of space dolphins
(Broccoli, Issue, 03, 2018, 68-69). The tale is fun and light and purely entertaining. There is
no consumer proposition in the image nor the story. When objectively looking at the collage,
the encoded message might be rooted in existential thought; however, the decoded message
by the audience may reflect something different. The woman pictured is naked, barely
covered by a small towel and her head is turned away from the reader. This voyeuristic
impression aligns with Mulvey’s description of women’s portrayal as sexual objects lacking
agency (1975, 11). The woman in the collage appears to attract a typical heterosexual male
look by not engaging with the reader and being absent in the mind (McRobbie, 2009, 105).
Her unnecessary nudity does not display an active choice, rather it looks like she has been
caught, unknowingly by an external eye. This is a piece of art, and it is not surprising that the

34

Mariano Peccinetti in Broccoli, Issue 03, 68, 2018
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one concrete occurrence of the male gaze, in all issues examined, was created by a male artist.
Given the single example of the male gaze, I would not say that Broccoli defends this type of
female representation. The image is fun and can be seen as an innocent aesthetically pleasing
illustration that connects with the story, but it still complies with a traditional male gaze.

Figure 24: Male Gaze35

The above example is an advertisement for ‘Stone Road’, and though it does not tell us
explicitly what the company does, one can interpret that they probably sell cannabis or
cannabis products. The image shows Aaliyah Ei, model and zine creator featured in an earlier
article from the same issue, smoking a presumably cannabis joint in a leopard print bra,
marijuana leaf-necklace and jeans. She is looking in a sultry yet unapologetic way into the
camera, as she exhales with lingering smoke trails floating up in front of her face. This image
uses the cultural connotation that smoking is cool. Ei, a petite Afro-Mexicana (Broccoli, Issue
35
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03, 2018, 15), and conventionally beautiful, and feminine woman, makes using cannabis look
sexy. Her action of smoking, makes her present in the moment, and not simply as an object to
be viewed (Mulvey, 1975, 11). She seems to be empowered through her choice to consume
cannabis, and the advertisement in this way suggests to the reader that they too can achieve
such a sexy persona through its consumption. This is an example where the male gaze may or
may not be called upon; it seems to evoke typical patterns in the third-wave and postfeminist
narrative of empowerment through consumer goods. It appears that the advertisement speaks
for women’s free sexuality. Ei’s subjective ‘sexification’ is a good example of feminist media
studies’ evaluation of women’s representation. Of course, this does not escape Gill’s
criticism, whereby this subjectification as ownership of individual sexuality and personal
emancipation still aligns with the heterosexual male fantasy (2007, 228).
The examples presented in my analysis are a selected few offered in order to emphasize
certain noticeable patterns that align with and contradict Bauman’s consumer culture, as well
as commercialism through third-wave and postfeminist media theory in Broccoli. In the
following section, I argue that the magazine has created its own conception of feminism by
incorporating certain aspects of the above discussed theory, while at the same time using its
entirely female editorial production to pioneer a space for something entirely their own and
indeed with cannabis use at its bedrock.
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Conclusion
This thesis has been a demonstration of how feminist narratives in consumer culture present
themselves in Broccoli magazine. Its aim is to contribute to women’s magazine studies in the
area of feminist consumerism and cannabis, which was previously untouched due to its
former illegal status. Taking feminist media studies and consumer culture as theoretical
background, I have looked at how the magazine speaks to their female audience, what kind of
representation they put forth and, how the relationship between women and cannabis
consumption is being portrayed. By conducting a textual analysis, I looked at both the
imagery as well as written content to uncover these main themes. I have exemplified a
number of ways in which Broccoli’s portrayal of cannabis culture aligns with, as well as
contradicts, a postfeminist expression of consumer culture. There are several layers of these
contradictions displayed in the four issues examined and I will now discuss my evaluation of
the findings.
To begin, I want to address some of the themes located in the magazine. An overview of these
themes answers my first sub-question and further my second and third, thus helping me
conclude my main research question, which has been to understand how Broccoli effectuates
feminist narratives in their content and advertising to appeal to their female audience. There
was a significant association between cannabis and feminine naturalism coursing throughout
all four issues of the magazine. Broccoli ensures their readers of the natural connection
between their bodies and nature, both in images of flowers and a range of plants, as well as in
its written content, referring to holistic and organic elements of cannabis that speak to women
in particular. Wherever possible, Broccoli makes direct and indirect hints at the natural roots
of cannabis and womanhood.
I was able to identify three versions of consumerism, of which one aligns with a consumer
culture described by Bauman. Ephemeral consumerism rests on individuals’ insatiable
fleeting desires. The culture then offers them a way to temporarily entertain these desires
through non-essential, wish-based, consumer products. Broccoli uses a feminine aesthetic to
attract its mostly female readers and create awareness of a wide variety cannabis accessories,
fashion, or other forms of consumer goods. Even though these products seem to apply the
consumer culture of ephemeral desires, Broccoli has made very thoughtful decisions on which
products to feature. Many of the items they present to the reader are offered only locally, or
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belong to recently established small-scale and female-founded businesses that often have a
political message attached to their products. Thus, it is apparent that Broccoli’s editorial team
has made a conscious decision not to feature corporatized big business. In this way, they give
marginalized groups a space in consumerism as well. By featuring LGBTQ-friendly fashion
labels, or focusing on cannabis accessories made by women of colour, the magazine opens a
space for people whose wants and desires have historically been made invisible by ‘normal’
society.
Consumerism for self-improvement was another means of presenting cannabis use. In this
way, cannabis consumption is welcomed as a method for self-discovery. Women offer
personal testimonies to claim the long-lasting effects of the drug, not only as fun and
recreation but also as a therapeutic tool. As both Gill (2007, 90) and McRobbie (2008, 532)
argue, products are normally presented to women as a way for them to empower themselves
through application of aesthetic consumer goods. Their ability to become the woman they
have the potential to be, is unlocked through makeup, or fashion, rather than through inward
self-reflection. However, Broccoli presents cannabis consumption as a method to reach,
experiential introspection and empowerment, rather than through the purchase of consumer
goods that make women simply appear to be empowered. This type of consumerism is also
contradicted in consumer culture, whereby Bauman claims individuals belonging to consumer
society are unreflexive and do not question their motivations for desire (2007, 52). Here, the
women presented by Broccoli are highly reflexive and connect strongly to their desires on a
more fundamental level. Of course, it should be highlighted that this is done through the
consumption of a drug, but its long-lasting effects are far from the description of ephemeral
satisfactions of consumer culture.
Consumption of cannabis is also presented as medicine. By tying in themes of naturalism
mixed with science, Broccoli offers holistic products to be used in order to better the physical
lives of individuals suffering from life-altering illnesses or general pain. Here is another
contradiction with consumerism for mere fleeting desires. In this case, cannabis is displayed
as a tool of survival, for patients to reach a level of normality, which is the opposite of
consumer culture (Bauman, 2001, 12). By presenting this aspect of cannabis consumption, the
magazine also attempts to destigmatize the drug and show the variety of uses it holds for all
different types of people. The magazine indeed speaks for the medical benefits of cannabis
and makes mentions that more research must be conducted so that patients need not
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experiment with their own dosage. They do not, however, explicitly acknowledge the risks
associated with its consumption.
Broccoli presents cannabis use as a way to reach authentic connection to a cannabis
community. In both consumer culture and postfeminist theory, feminine consumerism can be
used as a way to present the self outwardly in the way they wish to be perceived by society
(Bauman, 2001, 49, Gill, 2007, 88). In Broccoli, however, cannabis consumption is presented
as a way for women to experience something together, rather than bond over trivial consumer
products. It is indeed through consumption of cannabis that individuals are said to access this
sense of community, but it is expressed in an atypical way when compared to a society of
consumers. Community is something to be reached not through material flaunting. Instead,
Broccoli advocates for authentic bonds created by a shared alternative experience.
That for which Broccoli advocates is arguably a counterculture, acting within the constraints
of capitalist consumer culture. Bauman argues that a society of consumers does not support
alternatives to the norm of consumerism (2007, 53). However, he speaks from the perspective
of a male-dominated consumer culture, whereby the framework of consumerism is provided
to individuals by capitalist-hegemonic oppression (Van Zoonen, 1994, 3). The magazine has
instead pioneered an alternative to the consumer society by building something from the
ground up and refusing to allow the typical heterosexual white man into their sphere of
discussion. In line with third-wave precepts, not only does Broccoli feature entrepreneurial
stories and testimonials from many intersecting identity perspectives, they also include
diverse imagery in their ads. As an alternative to what consumer society has traditionally
offered, consumable items targeting marginalized individuals reflects a pattern of ideological
consumerism as argued by Johnston & Taylor (2008). Perspectives from intersecting
identities are indeed needed in order to amplify their experiences, while at the same time,
using identity consumerism to market products, contributes to the commodified social trends
of intersectionality of third-wave feminism.
In another way, the magazine diverges from a postfeminist tendency to depoliticize female
empowerment (Munro, 2013, 23). Instead of shying away from political action, Broccoli
makes a distinct effort to incorporate legal change for cannabis laws in their content.
Considering the historical stigmatization associated with consuming cannabis, especially for
women and people of colour, and now with new medical discoveries for its use, the magazine
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confidently asserts pressure for change on political institutions by making their readers aware
of its importance. Broccoli wants to effect structural change and this is in line with second
wave feminism’s calls for action.
Female sexual pleasure and agency is often marketed to women through their own sexual
subjectification in imagery. Postfeminist advertising often tells women that they can reach
sexual emancipation by owning and flaunting their sexuality to the outside world (Gill, 2007,
228). However, this is contrasted by Broccoli where there are few representations of women
and especially not in regards to sexual pleasure. The magazine offers their readers sexual
agency not by showing them how to look or feel, but instead by giving them the opportunity
to make up their own versions of sexuality. Also, the magazine provides scientific research
into how cannabis can help women’s sexual health, which is special to the magazine.
Broccoli’s narratives on female sexual pleasure exclude the notion of partners, thus insisting
on individual agency while simultaneously avoiding heteronormative tropes.
Contrary to the male gaze phenomena located in multiple media landscapes over time,
Broccoli was nearly able to avoid it entirely. Aside from example, the magazine had no
obvious images perpetuating the voyeurism described by Laura Mulvey. Instead, many
depictions of women held them in active or strong poses, where their look was often directed
into the camera. The women portrayed are regularly highlighted for their entrepreneurial
accomplishments rather than as an attempted marketing ploy for empowerment through
superficial consumer products. In this way, Broccoli once again challenges postfeminist
representations of women as sexual subjects still conforming to the male gaze (Gill, 2007,
228). It should be mentioned, however, that the magazine’s female depictions are still of
petite, and able women. Though diverging from the conventions of white beauty, the models
still represented thin, hairless, and fully able-bodied norms.

Final Remarks
I believe I have now answered my three sub-questions in order to now conclude with an
answer to my main research question. By now it is certainly obvious that the magazine
complies with particular elements of postfeminist and third-wave feminist theory, but its
execution of those ideological tenets does not always fit. Of course, given that much of the
discussion surrounding feminism in the media relates to male-dominated industry, it is not
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surprising that a magazine with all female staff and mostly female audience, does not always
abide by trends associated with modern views of feminism. It appears that Broccoli appeals to
its readers through its own interpretation of feminism by incorporating certain aspects of
post/third wave and second-wave feminist principles. Those themes that they do choose to
incorporate are done so in an authentic way. The authenticity incorporated into their execution
is arguably due to their need to establish themselves in a business sector potentially
dominated by men. The effectuation of feminist tenets comes as a result of needing to
advocate for the magazine’s version of the cannabis industry to their readers.
Marketing often incorporates dissenting voices from the hegemonic order of consumer life as
a way to propagate it (Bauman, 2007, 48). In Broccoli’s case, their inclusion of diverse
representations and lack of women’s bodies as sexual subjects, could also be read as a
manipulation of their readers by strategically appealing to their fleeting wishes through
consumer goods, such as cannabis accessories. However, recognizing the fact that they must
also play by the rules within capitalist consumer culture, the editorial team at Broccoli
distinguishes itself in the market. They do so by imparting consumerist principles on their
readers but for local, small-scale producers, rather than male-dominated corporate entities.
Capitalist consumer culture appears to be the dominant formation of society today and the
magazine must somehow abide by its rules. Of course, their attractiveness to women could be
seen as a new marketing ploy to further the state of consumer culture; however, given the
evidence of authenticity and thoughtful exclusion of big business, I argue Broccoli does not
intend on this as an end result. It would of course require more research into the editorial
production of the magazine to fully understand their intentions, but the contents of the
magazine do not suggest consumer manipulation. Rather, it seems to attempt to present a
genuine vision for cannabis culture, where women and marginalized groups are guaranteed
space for their voices to be heard.
Cannabis is a consumable. It therefore unavoidably aligns with consumer culture. Since the
satisfaction of consumer desires should never be satisfied in such a culture, drugs and their
ephemeral effects are a perfect example for it. The consumer culture needs no justification for
consumerism, yet Broccoli offers cannabis as a tool to achieve normal daily mobility for
sufferers of chronic pain or illness. They also say it can be used to look introspectively, which
contradicts the consumer culture. Survival and necessity have no place in it and therefore
cannabis, when used like this, is arguably not part of consumer culture. Thus, considering
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consumer culture and the various tenets of feminisms, Broccoli has unapologetically aligned
itself with them, while simultaneously rejecting them. It is through these contradictions that
they appeal to a growing number of followers. Their support of a wide range of voices
previously neglected has amassed respect and approval from their readers.
I would also like to remark that although they do say its internal, mind-altering effects can
vary from person to person, including possible negative experiences, they do not make
consumption’s potential bodily harms clear. Their call for more research can be read as a
quiet warning to its readers, but their lack of explicit caution does seem to encourage cannabis
use for several purposes rather than not. It is no secret that smoking cigarettes is harmful to
the lungs, so why should smoking cannabis be any different? Here, the promotion of cannabis
consumerism is paramount. It seems that Broccoli pushes for a cannabis lifestyle so much that
they neglect cautions of use in terms of addiction or other harmful effects. For a magazine,
which promotes a holistic use of natural cannabis in order to reach community, selfintrospection, and daily normality in medical cases, it is contradictory for them not to include
these potential risks.
As a recommendation for future research, a consideration for this method of appeal’s effect
on audience reception would be revelatory. It would also be interesting to uncover if a
Broccoli style editorial process occurs in other magazines, businesses, or industries, or if this
is specific to the newly founded cannabis sector in North America. Considering the progress
of feminism, from its roots in female suffrage, to its current interest in empowerment through
consumerism, it has been intriguing to discover how feminist narratives manifests in the
budding cannabis industry within a female-dominated space, such as Broccoli. By
acknowledging the distinction of the magazine’s production and target audience, it is
understandable that it presents something different to common themes typical of other
women’s magazines. Broccoli’s presentation of self-reflection through cannabis consumption,
as well as their dynamic non-sexualized imagery is significant. By incorporating a focus on
intersectionality and individual lived experiences, the magazine appeals to a wide-ranging
female audience and calls upon them to instil political change for historical injustices. The
magazine is critical of the capitalist consumer culture, while recognizing the necessity to play
within its rules in order to uphold an alternative space within the cannabis industry. Broccoli
thus offers its readers complex and contradictory messages, while still maintaining a cohesive
charm.
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Appendix
Skype Interview
Stephanie Madewell, Editor for Broccoli Magazine in Cleveland, Ohio
April 4, 2019
M: Madewell
L: Lee
L: I’m interested in feminism as a broad topic just for myself and I’m doing my master’s now
in Media and Communication and I thought like hm how can I incorporate feminism into my
studies? And I was back home, I’m actually originally from Canada and I was back home and
I was back home and I saw all of these ads for you know, the new legalization um so a bunch
of government funded ads or just PSAs and things like that. I was already subscribed to
broccoli so I was like hmm how can I incorporate these two things? Um and so I had a little
think about it and I had originally thought that I would do like a broader theme of how
feminism is used to um market cannabis to women but I mean that’s just way too huge, so I
figured why not just do it on Broccoli? Because I mean I think it’s broccoli has a very
interesting take on the way that cannabis the industry is changing and kind of it’s recreating
tings and um so I thought just why not? And then I got in touch!
M: Yeah that’s great! Well yeah and I think that’s sounds really interesting, I feel like with
every issue we’re kind of engaging with a lot of stuff that’s still being worked out in society
and within feminist circles because feminism is not a monolith and it’s certainly, you know
it’s in an evolutionary state as it always has been and so um I guess we definitely bring that,
that lens is very important to us and I think that one of the things we’ve really taken, I mean
because we’re a small team you know, there’s Anja who’s like this was her idea really and
like she’s the one who really got everything set in motion. Then there’s me and what I do is
I’m sort of like the editorial nexus of everything. So our editorial team which also includes
Ellen Freeman who’s the deputy editorial director all three of us come together and like we
talk through ideas and things we want to explore, but then part of what my job is, is to find the
writers, to like kind of go through the pitches and then um to make the assignments and to
kind of work with people to get their pieces to where we want them. So I’m kind of the front
line editorial clearing house of all the written stuff. And then Anja really handles directing JJ
who’s the designer in like sort or creating the visual world of things and then um Ellen comes
in and she does a lot of Broccoli voice stuff, so like the captions, and like the subheads and
the titles you know are like a lot of stuff like she’ll generate and then we’ll work on to refine
or get to where we want it to be. So that’s kind of like, that’s kind of like, in terms of like the
creative team, that’s sort of what everyone does and it’s small and nimble but I would say
yeah that that is definitely kind of trying to work through you know, this sort of feminist lens
is a really interesting thing because it means different things to different people.
And the thing I think that’s been most interesting for me about cannabis stuff is that it, in a
weird way is sort of a crucible of everything? You know? It’s like on the one hand, you have
this large population of people that are having to reformulate their ideas they have been told
one thing their whole life, and they are going through this process, sometimes easily,
sometimes painfully, a lot of the time triggered by personal connection\s, right so it’s like
your attitudes towards cannabis really change when you have a family member with cancer
who uses it as a tool, you know like that’s a really different experience for people versus like
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you know anti-drug sort of school education. So anyway, sort of all of that’s happening and
then as legalization’s happening, it’s sort of like, seeing capitalism play out in like this really
big way. And we all know what direction that goes in, which is that people with money tend
to steam-roll along, um, so what are the opportunities in that since we know what usually
happens to sort of keep that from happening? Or at least make space for other things to
happen? And also as that happens too. You know, again because we’ve had this negative drug
narrative, it’s like there’s a danger of there being another narrative that’s not flexible,
accommodating or real? And so I think, and so Broccoli really works as a project to um I
guess act as a sort of like a speed bump in all of those areas. So one, to kind of connect with
people who are either already involved with cannabis in some way or want to be involved
with cannabis in some way, and maybe trigger some thinking, about like what are my ethical
obligations as I use and enjoy this, right? Um you know, what can I be thinking of as I’m
buying or moving through this space. Also kind of interacting with people who are going
through this like thought change process of being like you know, this is a much more complex
and nuanced and rich thing to engage with than simply seeing it as a medicine thing or as a
bad thing, you know like there’s, you gotta have to hold space in this other way. And then
also holding space just for people who have these experiences not to get steam-rolled out of
the conversation. Right and so that, that’s kind of I think the work – I mean it seems like a big
grand piece of work for a magazine that has eyeballs on flowers.. that is really like the kind of
like the work that we’re trying to do, but also in like a fun way.
The other part of it that’s hard is like, we’re trying to.. we’re trying to hold space for these
conversations and a big part of that is that then we don’t speak so much as listen and reflect.
So it’s um, so that’s kind of a big part too. Is like, when we put out the first issue, we didn’t
really know what would happen. And we were stunned that like 40% of our audience turned
out to be outside of the United States and not just like in one place, but like all over the world.
Um so like people writing from Thailand, and Japan, and Singapore and south Africa and
Poland, and Romania, and England, and Mexico, Brazil and Ecuador, and so Um that also
really changed to – tha’ts really informed our editorial approach because we are trying –
there’s like a business pressure, you know, to speak to markets where there is like a market.
Right? Like so to be like California, the west coast. Um but it’s interesting to us to see that
actually there’s this much bigger audience that’s hungry to be part of this conversation and so
we really try to find ways to make sure that our content is um, aware and responsive to that
too. So, now I’ll stop talking and you can have questions or talk or whatever! Ha ha.
[Short discussion about the particular printed issues]
M: Well you know I think one of the interesting things about Anja choosing to make it a print
experience is to kind of give people space. You know, cause like when something’s online
you’re tracked. You’re viewed. Your eyeballs are monetized. And like the nice thing about –
we only really exist as a print entity is that it gives people freedom to engage with what they
want to engage with. And like to take their own time and to um, you know, to just kind of
have a personal experience so.
L: Yeah no I very much appreciate that personally and I think, it’s it’s really I mean obviously
that’s also why I chose to study it because it’s very um, I mean it’s an important shift in the
view of cannabis and also just including women into the discussion um yeah, so maybe I can
just ask you some questions that I have?
M: Yeah go right ahead!
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L: So who is your target audience, and who, what are you – I mean I understand that it’s
predominantly a female target audience, but um are you targeting women who are already
consumers or are you also targeting women who are outside of the scope of what cannabis
could be?
M: I would – I think that’s a great question. I think that one of the things is that even though,
so I would say editorially, we have a very strong mandate of feeling like we want to use
Broccoli as a platform to elevate voices that don’t always get access. So that means that when
we’re working with writers, you know, we really prefer to try and give opportunities – all
things being equal – to like women, to non-binary people, to people who might have difficulty
getting heard other ways. That also goes for people who maybe don’t have the biggest
glossiest track record. In terms of audience for Broccoli – I would say Broccoli is for anyone
who wants to bring a sense of thoughtful curiosity to cannabis culture. And that can be
someone who is very engaged already, and has like their own cannabis practice or their own
circle of friends. It can also just be someone who is just curious about it and has no
experience with it and I think, that’s something we really try to be conscious about in the
language we use of walking things back.
So I’m in Ohio, Anja’s in Portland, um, Ellen’s in Mexico City. So they were, and she used to
live in Portland. So we were talking about yoga with weed, which is like a thing and they
were saying like ‘oh yeah that’s so passé. And I’m thinking like, ‘oh well you know, I
mentioned it to a mom at a playdate last week and she nearly fell out of her chair.’ You know,
so it’s like the thing is and like, one of the things that we always have to remember is that we
don’t – we never want broccoli to feel like an ‘in-club’ you know like, the you know you have
to have a certain threshold of knowledge to appreciate the magazine. And so even the- so we
always are always trying to make sure that our pieces are accessible to people and accessible
doesn’t mean like dumbing stuff down, it just simply means being aware that this culture and
awareness is not anywhere near solidified for anyone. There is always somebody who, I mean
it doesn’t matter where you are in this, you are always learning something new and so like
kind of, having a sense of sort of, just being aware and a little bit of humility about it – being
like okay well let’s think of this less as like ‘well everyone knows what this is’ and think of it
more of like ‘did you know? I learned this interesting thing and I want to share it with you’
kind of thing. So like, kind of, making it more of a sharing ethos than a telling ethos or an
elite ethos because to do the work of breaking down stigmas, it is not going to work if it feels
like one group of people is here and like they’re like looking down on all these like poor
people who haven’t legalized yet or live somewhere else, or you know, it’s like that’s a really
awful dynamic. So we really, we really work to try and not have that – so I would say that the
majority of our audience is women um, we also have a strong audience of people who are like
non-binary or don’t identify in like a gender category, but we really try to make sure that the
magazine is just simply accessible to anyone who is thoughtful and curious and you know,
just responds to the vision we’re putting forward, which is just sort of this delightful off-beat
thoughtful thing.
It's very funny, my mom works at a floral shop here in Ohio, and she took a copy Broccoli in
and the young man who owns the shop – who’s like well I mean like he’s like in his 40s – but
he looked at it and she said he almost got teary, he’s like ‘I’ve just never, like I never thought
this would happen, that this could be a beautiful thing’ You know, and to me that speaks to
the fact that responding to this is not necessarily a woman thing, it’s so much it’s just a
different sensibility, you know.
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L: Yeah, and I mean I think that’s also why it’s intriguing because I totally agree that this
should be a magazine for everyone and it can definitely be and it’s all about perspective but I
mean, the sensibility is definitely more feminine and I mean or – like yeah just on whatever
scale or whatever we want to call it um..
M: Well it’s informed by our sensibilities and the team that’s putting it together all identify as
women, you know. So like, we’re all women so like that does influence how we see the world
and like I think how we tell stories, but I also think we’re in this really exciting cultural
moment where everyone’s starting to be a little bit aware that um, that those perspectives
aren’t exclusionary. So just because a story is being told by a woman doesn’t mean that it
shouldn’t be listened to by many people, you know? And so, I think that so it’s kind of an
exciting sneaky thing <laughs> that we do, you know that it’s like yes you know it is, it’s an
awesome thing to kind of be able to create space for people who don’t feel like they’ve been
heard or included, but then also to have other people be aware that this is like a really
beautiful, wonderful thing also, that they can engage with, even if they’re not the leading
voice within it.
L: Um do you know how man subscribers and readers you have?
M: Oh boy, that’s a tricky question because it changes every issue. Um I, last I’d have to
check with Anja on that and get back to you because like I think the last time I like tuned into
that was like a couple of issues ago! <laughs> but um I will say that um our subscription
numbers have been growing and um and I also think that the other interesting metric that
we’ve seen is like our social, like we just have one social media account on Instagram and
like the numbers there are just like ballooned, so I think it’s like at 50K people now?
L: I think it’s 59K even.
M: Maybe, well either way what’s hilarious about that is that is with one person, Anja, really
running that account and posting once a day. So like all of the hand-reading about like
algorithms and like you know, Instagram sinking certain posts or elevating posts, that has
literally been true organic growth.
L: Wow. That’s so impressive.
M: Yeah so it’s truly been you know like, organic growth, it has not been like you know
boosted in any way and there also hasn’t been like any sort of like deeply savvy campaign of
like posting at whatever, it’s like…
L: Yeah and that totally just speaks to the market, the possibilities of all the people who
would - maybe have found something in the magazine that um really speaks to them. And that
they can follow along and participate and maybe they don’t have the magazine fully
themselves but they are sensitive to what you’re putting out and the messages that you’re
putting out.
M: Yeah so I think that that’s been like a really exciting thing to see and like very validating
and like the other interesting thing is um, you know, moving to a print only world, you don’t
have the same feedback loop you do when you work in digital but we do get, we still get emails from readers, and like then we have these people finding us on social and stuff so it, to
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me it shows that these kind of old fashioned methods of engagement are still really powerful
and, you know it really, it says something I feel like in the world we’re living where
somebody takes the time to send an e-mail to like an address that’s like hi@broccolimag.com
to say something to us, like feels like just sending it off into the void.
L: Yeah totally, cause’ everything is just so exponential and yeah.
M: Right, so that’s a pretty cool thing.
L: Um, when you choose what stories to take on, um, what kind of criteria are you looking
for? Cause I noticed, I mean not everything has to do with weed. So, I’m just curious as to
what you think Broccoli kind of wants to speak for and what you think the readers are
interested in?
M: Sure, I think that um, Anja had a really good insight in this in saying that when she started
Broccoli, there were a lot of publications that were like industry sort of publications or like
they were very narrowly focused, and she is like you know, in her world of friends and
acquaintances and stuff, you know like, they’re interesting people who use weed but it is not
like weed is their whole life. So it’s in terms of engaging with certain platforms you go to its
literally, again, it’s like all this knowledge presented and it sort of appear as this deep industry
knowledge or this kind of super user context. And you know, it’s not very welcoming if
you’re somebody who like say just wants to try some CBD. You know, like what are you, so
like it was right from the beginning it was extremely important that broccoli felt more
reflective of reality in that way and that ‘Oh we know these cool and interesting folks who use
weed in these different ways and it’s part of their life but it’s not usually all of their life?’ and
so like what other things can we like sort of bring in so that, you know things are rounded out.
And I would say like in terms of the other things we bring in, you know, one of the big
editorial focus for us is sort of explicitly feminist in that we try to elevate stories, and like for
example history stories or art stories of um, people who sort of have been relegated to the
margins of the main narrative. And to say ‘actually there’s this really interesting person that if
you’re appreciating some of this other stuff we’ve got in here that we think you’ll appreciate’
and uh, folding that in, and like that really like informs a lot of it. I also think um, one of sort
of the deep subtexts of broccoli is like of just curiosity. Like curiosity and openness. And so
one of the sort of features we’ve been kind of developing are things that are just sort of
explorations of a theme. So we did one on seashells, I’m working on one right now with the
same writer doing one on butterflies, you know, it’s just kind of taking something and
spending some time to just sit with it and explore it. Um so we have that sort of like creative
track but I also think that in every issue we try to also incorporate something that’s political.
You know, and that’s really directly engaging with values. Um, and so we try to highlight,
you know, um activists and you know, entrepreneurs, that are in that space. Um we also are,
trying to pull and sort of thoughtful explorations of um complicated issues. So like, I’m
working right now on a piece on expungement, you know like what that is, how it works, in
the world of legalization, what does that do? Um, just to kind of give people at a different
context for understanding the bigger picture around the plant, because it’s one thing to be like
‘oh I’m just gonna go get you know some uh, like this CBD fizzy water,’ you know, but it’s
like that CBD fizzy water actually exsist in this really complicated world of regulations and
beliefs and product packaging and all this stuff, and it’s like trying to pull out some of those
pieces so that people can be aware um you know, I think helps. You know I think it’s, we
can’t stop having the conversation of the fact that so many people were really harmed so
deeply by weed being illegal for so long, and it doesn’t wave some sort of magic want to
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make it legal, and suddenly move forward. You know we’ve created this terrible inequity so
what can we do going forward, and I don’t think there’s like a clean answer to that. It’s like
one of those things that has to keep being talked about and pulled up and so one of the things
we keep trying to do is like finding facets of which to like talk about it or pull it up, you
know. Um, but… yeah so like I think, yeah so it’s like trying to find a mix of that rright? So
it’s like the magazine as a whole we always hope it’s like fun to read from cover to cover, that
you come away feeling like you learned something no matter where you are on like the weed
experience spectrum and that um, it makes you think. It gives you something beautiful to look
at but it also makes you think.
L: Yeah, I can definitely appreciate that, cause it’s uh very much, including on, like the more
fun kind of like playfulness about it, and then like also going into these more deeper
discussions about yeah I mean, depression, and uh, like these more difficult topics and like on
a personal level as well as on a governmental, societal, structural level.
M: Well and it’s tough too right cause we’re existing in this place where there’s a lot that we
just don’t know. You know, it’s like, we can’t point to like scientific studies that say that you
know ‘300 miligrams of this will help with this condition in this way’ and so on the one hand
we have to be honest about that, but then on the other hand you know, there are people who
are suffering now who are taking things into their own hands so it’s like how, or and so it’s
like how do you balance that? You know, it’s like how do we frame it so that we’re being
responsible to our readers and being very forthright about, well there’s the limits of what’s
known and then but there’s also this really rich tradition that underscores so much of female
history of like, kind of word of mouth and sharing. And so I think that that’s still really strong
and that’s part of what people have responded to, it that you have, I don’t know if you saw in
issue four, we had this article, let’s see here, um it’s called “The Sex Ed” and Caroline Gregor
wrote it and it’s all about female reproductive systems and you know, what we know about
how weed interacts with that. Um, which is, the short answer is, there’s promising research
but we don’t know much. And so then we paired it with like four first-person stories about
different people using um, cannabis to sort of medicate for you know, PMS, for polycystic
ovarian syndrome, for endometriosis, and morning sickness. And so we kind of try to balance
it that way, right as saying you know, this is these are just these people’s experiences but
people do use this for this.
L: Yeah, I don’t have that one yet but I will definitely read it.
M: That one I would say it’s been really interesting I think of any article we’ve published,
that’s gotten the strongest response. Yeah, people have really like, that really lit a fire in our
readers.
L: Cool. Interesting. Um, let’s see, we can move on. So when choosing imagery and
aesthetics, what is your main goal, like what kind of perception do you want the audience to
receive?
M: Well I think, that would really probably be more a question for Anja and JJ but I will say
from what I know from working with them, you know, they very much love a sense of
surprise and delight. And um, so you know it’s sort of a combination sometimes, of the really
elevated, the really high and the really low, right? So like the cover of issue four is by this
artist named Adrien Camerer and what she has done is that she’s taken this open sourced like
available image of flowers and has added eyes to it. So you know, it’s sort of, it’s delightful
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and it’s funny and not quite like what you’d expect these sort of anime style eyes and then her
own work is very much like riffing on that, you know? So I think that, that sense of surprise
and delight is very um, very forward, I also think the other part is like we don’t want it to look
like everything else? You know, so it’s like when you flip through the magazine, it just
doesn’t quite look like you know, a lot of what’s out there. So I think they’re always trying to
sort of find the leading edge of visual stuff. And both Anja and JJ have like this deep personal
well of inspirations that they’re constantly like drawing up and out of, right. So like ‘Oh we
want to do something that like references [incomprehensible] Flair magazine’. You know and
so like that kind of thing um is like really helpful. And I think the other part that’s like really
remarkable too is that we have a pretty tight budget, and so like within those parameters, the
stuff that they can achieve and how creative they can be is like extra impressive. Yeah, ha ha.
We don’t have like a Vogue budget to like commission photo shoots or like you know, it’s not
like in New York Times style magazine where like they get – they can call in samples of
whatever they want and arrange it, so it’s like every issue to me like is always I’m just like
‘wow how did you make that happen?’ It’s really fun.
L: Yeah but I mean I think that’s also um what’s nice about Broccoli too is that it’s not so
much focused on um like the body. I mean like you know, it’s so much more about um, it’s a
creation of a feeling more than a presentation of you know, at least this is my brief
interpretation and um I haven’t done my full analysis yet but…
M: No I mean I think we definitely, and like you’ll see in issue five like we have a feature that
is like that it’s this artist’s name Walks and she has this veiled thing and it is like her body
under this veil but I think that that’s a really astute insight and um that’s like, I don’t know if
you read there was this interview with Rachel Comey, Cathy Horan I think wrote it in New
York magazine a while ago and Rachel Comey said she’s like ‘You know I’m just not into
images, because you know most of the time it’s a man behind the lens and it’s a certain way
of looking at things’ and you just wonder what we’re losing by not having different eyes?
You know, directing the gaze. And I think that that is like one of the awesome really fun
things about broccoli is that it’s a different gaze, you know and um, just like they – I think JJ
and Anja really have this resistance to complacency. You know it’s like if you get a bunch of
glossy magazines, you could sort of pick out styles of like how people are presenting visual
stories. And it’s much the same with written stuff too, like there’s like a format that written
stories follow. And one of the things we’re trying to do – and this is hard right, because
writers often are good at doing what they do and they want to kind of like keep slotting out
what they do. But one of the things we’re trying to make space for also on the narrative side is
to create opportunities for people to approach telling stories in like these different ways. So
that it doesn’t have to be like, you know the standard bla bla bla, you know male dominated
industry, blab la bla, you know but then the future looks bright kind of narrative? So it’s like
I’m, I’m really interested in trying to cultivate writers who can stand outside these received
narratives and see this whole cannabis space as like ‘wow this is a developing space’ and we
still get to write the stories. So like importing this particular idea is maybe not the best thing
to do and it’s the same thing with the visual stuff. So imparting this visual language – I don’t
know if you saw Med Men did an ad with Goop I think, and it’s like – it’s very much like this
classic, I dunno 80s era kind of thing where it’s like there’s this, what’s a beautiful woman, I
think she’s headless and like she’s got like a leopard on a leash and it’s like this very glossy
like penthousey sort of world and then there’s like you know, some sort of MedMen
paraphernalia on like a marble top table, sort of a thing, but it’s very much like this, you know
luxury object, objectification of an experience and, my response when I saw it was just like
‘Ugh!’ You know like, NO. That is not what we want! Right? You know it’s like, it’s very

92

tired. You know, we’ve been sold that for like in many different contexts for a long time, you
know can we try to do something different? Or at least you know, acknowledge that’s not
even really what we want, you know. Whoever decided that everybody wants that, clearly
didn’t talk to everybody and so like what can we do to sort of say, ‘eh, maybe not.’ Maybe
people want google eyes on their flowers, and they want pipes that look like rocks and so
we’ll just go with that. <laughing>
L: Cool, I like that. Um, so yeah ok, I guess we’ve kind of talked about this but, uh what kind
of messages do you feel like Broccoli is sending about the cannabis industry in relation to
women within the cannabis industry?
M: Uh well, you know we try to focus on – so it’s an interesting thing right? So people in
corporate environments, even if they’re in cannabis corporate environments, tend to have a
very particular idea of the story they want to tell. They want to keep things on a brand, and I
think one of the things we try to gently do when we interact with people that we’re profiling
for whatever reason, is to say, people want to relate to you as a human. You know, and
relating to you as a human, sometimes I know it’s scary right, because you’re putting down
this carapace of messaging but that’s really what’s powerful, and I think that is like the
broccoli message is that, from what we know of cannabis, everyone’s response is different,
and your response to using it is different each time can be different. So to try and make great
big generalized statements about what it is or what it can do or whatever, is a real problem,
you know? So you know it’s a problematic position and so what we can do though instead is
we can elevate a whole bunch of individual stories and you can learn from them. You know,
so it’s like, there is always something to learn from somebody’s individual story if they’re
willing to share it. Um, and that’s, that’s kind of where we’re at, until we get to another place
in time where there’s like this difference sort of [inaudible] … what we haven’t, it’s important
to neither give them – neither disregard them but also not generalize them. You know, but to
simply say, these are our stories and this is like what we can interact with.
L: Yeah, interesting. Um, so would you say that broccoli is a feminist magazine?
M: I think, to me yes. I think it is, um, in the sense that it is you know, centered on a
perspective that stands outside a received narrative. And that that perspective is guided by
women and it’s guided by women who are also working very hard to listen and be inclusive
and include, you know, include non-binary people, and people of colour in that space as well.
Um, and acknowledging that that’s its own imperfect process, but you know, but just really
actively committed to that and trying to make it happen. Um, so I think in that way we try to
be feminist, we also try to be intersectional, to be deliberately intersectional in our approach
um, and to admit that we’re learning as we go and trying to get better at it all the time.
L: Yes, I definitely appreciate that, I mean, that’s obviously that’s one of the things I noticed a
lot also when I was reading the magazine on my spare time, I mean I really noticed that and
that’s also why I thought it was very – a good thing to look into.
M: Well as you know, that work is not, you know it’s not um, easy. You know and it’s not
like there’s a clear handbook of how to do it and you know, for example right now we’re this
really small team and we’re all white people who identify as white people, that’s its own
limitation. Um, and hopefully as we grow, we’ll be very conscious about, you know about
not, about being thoughtful about that. Because we already are aware that like just by virtue of
our own perspectives, we are limited, you know but, what we can do with that is just to
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simply try to stay open in learning and humble and trying to bring in opportunities where we
can. You know, that’s like, that’s really important to all of us.
L: Yeah, I mean it’s all about consciousness and I mean you have the ability to raise voices
that want to be heard so I mean, yeah.
M: Yeah you know I think it’s like we’re all trying and I think in some ways, you know um,
it’s like we’re trying and it’s all, it’s what we can do but it’s like of course not enough, you
know. But it’s like we just have to keep pushing forward with that and, you know…
L: But I mean what is enough? You know? <laughing>
M: Well I think it’s like, hopefully what it is is, hopefully we can build enough success to sort
of amplify the sort of opportunities we can create for people. And like that’s like a really
exciting thing, and right now it’s like very exciting to be able to like, be very thoughtful about
like our contributors list and try and pull people in and you know, get voices in that maybe
wouldn’t get um, heard in other contexts. You know like that’s like a really great thing and
it’s like you know we really just have to keep going so we can try and build on that. And I
mean, that’s again that’s also one of those things where it’s like there’s no one voice for any
one any thing <laughing> so it’s like, that’s something that’s like we’re all like super aware of
too is that right now we’re in this sort of fragile space where so many people are so hungry to
be heard and seen and it’s very, it’s you want to – you want people to feel heard and seen.
And you want to elevate their voices, but the undeniable reality is that in this constellation,
individual stories, there is no story that is ever gonna match perfectly to any other person’s
story, and so like I think we also try to operate with that awareness. You that it’s like I mean,
I think it’s really dangerous to get into like, you know a category approach of stuff, cause it’s
like no, you know any one voice is just that person’s voice and it’s unique and wonderful and
like our job is to try and elevate as many of those as we can without generalizing from it, you
know?
L: Yeah, and I mean one individual’s voice can be – a person who’s reading that voice can
always interpret things in different ways and relate or learn or whatever, so. Yeah, and then
you can expand…
M: It’s like the magazine is sort of like its own like compound and we’ve put it out in the
world and then people have all these like personal chemical reactions to it, you know. We’ve
been very, it’s been very wonderful to see that so many of them have been so strongly
positive.
L: Yeah, cool. Um, so why do you think that broccoli has gotten so much popularity, why do
you think that people have really started following broccoli.
M: Well um, I dunno, I think that, I think that we try to be, I think that trying to be
approachable or like operating from a place of approachability and inclusivity helps um, I
think we try to be super responsive so like if you look at our Instagram account, you will see
that um, usually many people get responses – if they leave questions they definitely get
responses. I can tell you I monitor our pitch inbox, so when writers send us pitches, you
know, I make sure they get a response. You know? So it’s not like they’re sending it in a void.
So they feel like there is like an actual human contact there, um, which I guess is not um
always the case everywhere, so we really try to make ourselves available to people, right? So
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like if they have questions, if they want to talk, if they you know, if there’s some piece of that
I think, I feel like that sense of availability and like um sort of is in the magazine too. Like
people feel like they can ask questions or approach or you know, also pitch stories or
whatever, um but I also think that up until very recently there was this very narrow idea of
what it was to use weed. Usually women were completely written out of it, um certainly you
know, people of colour like if they weren’t, they certainly were, they were completely written
out of it as any sort of casual positive user, you know like it was like, and so like it’s just like
these huge swathes of stories and experiences that are not part of like the frat guy with the
bong, you know image. And um, you know I think there’s been bigger changes right that like
Broccoli’s part of these bigger changes like so you can look at like Broad City, which so
many people fiercely love right, because it just shows ordinary women who sometimes like to
get high. Um again, I think there’s all this stuff that as people have different encounters with
like um, you know, medicinal uses of cannabis that also has really changed perspectives and
so it’s uh, I just think people were ready like – people were ready and I also think that when
you look at this whole constellation of women’s weed magazines right – so yesterday I got a
phone call from a reporter who wanted to talk about all these women’s weed magazines and
I’m like, like you know if you pick each one up, they’re all really different. Because women
aren’t a monolith! You know? It’s like there is no like “women monolith” you know? And it’s
not like there’s no ‘Women audience’ and the awesome thing that’s – the wonderful thing
that’s happening is like by women stepping forward and creating their own media, you
suddenly see the diversity of perspectives and experience. So like Broccoli, is pretty different
from Gossamer, which is pretty different from Miss Grass, you know, it’s like they each have
a really, they just have a different emotional feel to them, you know? And I think that’s a nice
thing for people too because they can find something that feels maybe slightly more tuned
into where they’re at.
L: Yeah definitely. That was actually going to be my next question, was how does Broccoli
differ from other weed related media? And I mean I guess it’s um, maybe it’s a question of
identification um, like who can identify with the magazine versus other weed media. I mean
because there still is like the stoner bro stereotype that goes around and there’s all this other
kind of media so I mean, you kind of already answered it, but like yeah how is Broccoli
different from other…
M: Well I think that um it’s like it’s, different because it’s true to its own perspective, you
know? Like I think that just simply by virtue of like you know it’s Anja’s vision and her
sensibility really guides things, and her sensibility is not a Harvard MBA who shifted from
finance to cannabis tech startup in California. Like that’s a very different perspective and
sensibility on what you’re hoping to get out of this world. And I mean, even the words I think
you could use, which show that, I think someone in that position would regard it as the
cannabis industry and I think that we regard it more as a community. And you know, the job
of the community is not you know to be a resource to be extracted, or to make money or to be
like a commodity, you know the community’s job is to sort of just exist and our job is to
reflect a facet of the community. You know, and it’s like, we know Broccoli clearly doesn’t
reflect all cannabis users, but we have a community that we do reflect and we take that very
seriously and try to just be engaged in like a really trustworthy way as like a member of that.
L: Yeah, it’s interesting that you um talk about the commodity aspect, because that’s also
something that I’m going to go into in my thesis, about um like consumer culture and how I
mean trends of feminism and the popularity of feminism is being co-opted to sell products
and…
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M: All those ‘future is female’ t-shirts?
L: Yes exactly. And like you know, selling – you know this is just one example of many um,
just selling makeup for the sake of like female empowerment. And I mean yes, there is
empowerment included in that but I mean it’s these postfeminist sensibilities that are mainly
there for economic gain and profit so um this is why I find it also interesting because weed is
going towards this kind of, because it’s legalized, everything’s being commodified and being
commercialized and it can go – it can go in that direction of complete overthrow.
M: Well and it’s true and in very in certain ways it mirrors what’s happened with feminism,
where you have you know, fizzy water with hemp oil extracts in it and it’s like or beauty
products and it’s like you kind of scratch your head and are like, is this here because this,
these people believe in this thing or is it here because people want to make money from this
thing. And like that’s a really – I mean analyzing people’s intentions is very challenging. You
know, it’s like, but it does give you a really icky feeling when something you take seriously
or love, sort of becomes a product or becomes a signal, you know versus being like a part –
like a felt part of like a world view. Um and I think that we you know, it’s – we try to sort of
approach these things with honesty. And you know we only have three issues a year, which is
tough – we have this like list of things we want to talk about and in like each issue we have
like 80 pages and it’s like trying to winnow it down into the right mix of things, um, but yeah
I think that’s a real concern and it’s something – and I’m sure you’ve like observed that like
one of the ways you know Broccoli can exist right, is that we have partnership pieces and still
like one of the things that I know Anja’s very, extremely thoughtful about is really trying to
evaluate companies to make sure they are like walking the talk of what they’re doing. You
know so that we’re not just partnering with anybody who wants to like, you know have us,
you know or getting ads from just anybody, we really try to apply a metric that feels like it’s
authentic to the community we’re a part of, of being thoughtful and looking for people who
are also thoughtful and have some legitimacy and good intentions, um, which, you know but
it’s always… [interruption] … can we elevate this conversation enough of like for example of
like equity? Um before like the money part just steamrolls everything and you know, this
small number of people have a tremendous amount of power and they basically are shaping
everything that’s happening you know and it’s like can we, can we be enough of a road block,
can we be part of voices that are being raised up to say no, wait, you know um, don’t, you
know like, don’t let this turn into like agrobusiness or something. But it’s, but I mean it’s
tough because it’s all, things are happening everywhere and happening very fast, you know
and…
L: And it’s also about survival in some sense, I mean, there is this real need for the economic
aspect of it, I mean that’s unavoidable so…
M: Yeah and I mean it’s tough too because like it’s um it is just really complicated and um,
difficult but I think it’s worth it always to just take a moment and think or at least to practice
awareness of it so you can see what’s happening um, you know and see what’s working. Like
that’s the other fascinating thing with cannabis is because, like it the United States for
example, it’s different states that’s legalized and have done different things you know we now
have the opportunity to sort of see where things have gone well or where they’ve gone wrong.
You know or what has worked and what hasn’t worked. And like hopefully that can act as
like a lesson, and like that’s kind of an interesting thing that broccoli, with the international
audience has, like some of these stories that we report, like that’s why we’re reporting them.
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Right is we’re reporting these initiatives about equity or whatever so that somebody in you
know Poland who’s working for legalization can say hmm well here’s a model that might be
useful to us as we move forward. Or here’s something to think about that we didn’t think
about before and so, um kind of just expanding that conversation for people I think is a, like a
useful thing. To like try and prevent it from becoming a pure capitalist nightmare (laughs).
L: Yes, I mean it’s really nice to hear you talk about it in this way. From just reading, I guess
that’s something that I’m going to have to um, try to negotiate in my reading of the magazine
and in my theory and everything. But I will obviously of course include our conversation in
my study.
M: Yeah and you know I think your study will be your study. It’s like you have your own
integrity of however you’re going to think about it and approach it, wherever your thoughts
lead you. And it will be of course, I’ll be very interested to read it and learn too because, you
know we only every have our own heads we’re in and it’s always nice to like kind of have the
experience of someone else being as thoughtful and interested in something you’re working
really hard on, to you know, kind of reflect back so that we can see where things can be
better, or what’s working or what’s missing or what it may be, you know?
L: Yeah, absolutely. I guess maybe I can ask this one question, I think you’ve already gone
into it quite a lot but um, from your perspective, how has the cannabis industry and its cultural
connotations changed in the last years since legalization? Do you see an active change in
people or is a more of like a gradual subtle thing or? What do you, what’s your experience
with it?
M: Well I would say, I can speak from my own experiences, right? So when I first, I got an email out of the blue from Anja with the subject line “Editor for a new magazine” and I was
like ‘Oh my goodness my dreams are coming true!” and then I open it up and she’s like it’s a
cannabis lifestyle magazine, and I’m like oh my gosh, and I’m like I am not the right person
for this, you know because, personally for me, I don’t have like a deep experience with
cannabis, so I, that’s what I told her, you know. I don’t think, you know I’m certainly not into
it, you know I’m not reading like High Times, you know like, I don’t.. and she’s like no no I
think you’ll, you can do it and it will be good and so I would say for me, like you know when
I started, I also know like another member of our team, when she told her parents that she was
going to work on a weed magazine they were very concerned about what that mean for her
career trajectory, you know. Um but I will say that what’s been fascinating to me as I’ve been
doing this is that when I tell people what I do, um generally, the response is they want
information. It’s like everyone has questions and it’s very surprising. So I was standing in line
at the airport to go to the first Broccoli magazine launch party and this woman who was
standing behind me who was probably in her 70s, she looked very frail, and she asked me
where I was going and I told her. And I felt a bit like oh man, I don’t even know if I should be
getting into this with random airport person and she just put her hand on my arm and she like
‘oh my gosh’ she’s like ‘can you help me? I have epilepsy. My doctors told me that I should
try this because it could really help my seizures but he doesn’t know what to tell me, can you
help me?’ You know, and so I was like oh wow. And she’s like ‘this has been so, like this has
been so hard for me my whole life and it’s like really done whatever and like I hear that you
can do this but like he doesn’t know and I’m not even sure what to ask like, you know, and
they’re gonna legalize marijuana in Ohio and like, I don’t even know what to do when I walk
into a dispensary’ and I was like, you know, that really was an eye opener for me. This was
someone, you know, in my own immediate judgement would not be someone who was
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connected to this. Would not be interested, would be very judgmental and I do not get any of
that from this person. Instead what I get is this really desperate hunger for something that they
need to know, that nobody else is giving them. And that was very powerful, um in terms of
seeing, you know what’s, what the need is out there and we’re in this really weird space I
think with the medical system, where lots of people not getting great care in the United States.
And so lots of people are looking very intently to anything that can help them take care of
themselves and, you know, it’s been crazy to me, so like as I’ve been through this and like my
dad’s in his 60s and like any, when he tells his friends they all come back with a story like
‘well my son went to Colorado and he brought me this cream for this arthritis and it’s really
helping and can your daughter tell me this’ or like, you know or like, ‘I really think..’ you
know so it’s really this wild cross-section of people who are actually really hungry for
information and knowledge and who are completely not being included in like cannabis
culture discussions, you know like they just, you know like there is no one writing these
things. I mean there is a real market, um for stories that are talking to people that are trying
weed for the first time in their 50s or 60s or 70s, you know. And it’s like what do you do? Not
everyone has that story of like going behind the school or like, you know the bleachers or
whatever and when they’re a teenager and people are coming to this for all these different
reasons and so um, yeah so it’s been really interesting. I mean in the year that I’ve been doing
this, it’s also been fascinating to me that like different friends of mine have opened up about
their experiences, I mean they never told me about before. You know ‘actually I do this,
because I have this and like, do you know anything about that?’ and so like it’s sort of like
creating this like micro safe space which made me realize exactly what Brocoli’s doing for
people. You know like, that’s what they’re doing. It’s like, there are a lot of people who don’t
have a community or friends or someone else who looks like them, who’s experiencing this
and they’re all like hungry for information and to sort of have a way to be included, you
know? So I would say it is changing, I think that um, you know, like just from where I am
like stigma of things is breaking down. Like in our state um, we had a, he used to be the
leader of the house of representatives, its name is John Maynor, he spent his whole career
talking about how evil marijuana was and now he sits on a cannabis company’s advisory
board, you know? And it’s like, so there is definitely change happening and like some of that,
I don’t know, some of the obligation with somebody like that I think is holding them to
account. You know, for like, for what they’ve done. Like oh you do not, you should not get to
just cash the cheques after…
L: After you’ve cause so much harm for so many people.
M: Right! And it’s also like, kind of I think, just like anything else, people have to suddenly
recalibrate their ideas and be like oh that was harmful to people, you know? And like that was
real harm and like oh what can we do? You know that it’s not, you know, but it’s like learning
to have a whole new set of conversations I think. And I hope, I feel like that’s happening, um,
but I think it’s like a slow process and um it’ll be interesting to see where it goes.
L: Yeah absolutely. Yeah I’m also very intrigued and interested to see what happens in the
future.
M: Yeah I mean it’s, like I said, you’re kind of witnessing all of these people kind of just
having to change all this knowledge they thought they had and be like ‘oh well actually,
maybe I didn’t know’ you know.. very much about it. Um, yeah and so – and then the other
part, the other thing I think has happened too is I also have encountered a lot more people
making wild claim where I feel like now morally obligated to step in and be like “well

98

actually, no” And also, really probably should be getting CBD at like that place. You know?
There’s like a whole bunch of stuff where you’re just like ‘if you really want to do this, let
me, let me help a little bit. I don’t know everything but I know enough to know, you should
probably – here’s some things you should think about’ you know? Before you go doing xyz,
before you go putting CBD oil in your dog’s food, you know whatever it may be. Just hold up
a second, just like…
L: Yeah I guess there’s two sides of it right? I mean this stigma is going away and some
people can just take that and run with it and say ‘oh it’s great for everything, I just put it in
everything!’
M: Right! And you definitely see that with CBD, like that’s been nuts to watch. Just like all of
a sudden it’s just gone from like this thing no one knows anything about to like, ‘let’s put it in
everything, you know, it’ll fix everything! You know, it’ll clear up your skin, it can raise your
mood, it can help you sleep, it can improve your sex life’, you know it’s like okay, hold up a
second. You know it’s like ‘you can never get addicted to it’, you know it’s like all this stuff
and you’re just like, ok let’s just, let’s just temper our enthusiasm here just a smidge. You
know like, and um..
L: This is also the commodification part of it, which is the marketing aspect and which is why
it’s all very um, interesting to look at, as a new like legalized thing, which has so much stigma
attached to it. So it’s just very interesting and also it’s just a representation of human nature, I
mean…
M: It is and it’s also, you know, like in that commodification bit, like we’ve definitely gotten
pitches from companies that are like run by men that are solving problems for women with
like different cannabis products and like that immediately makes this all like hmm.. you
know, we’re not sure we want to hear you know you guy, talking about ‘this thing women
need fixed and how you fixed it with this product’ you know that gets really problematic too.
And I think um, yeah I mean there’s just a lot of room to have a lot of discussions over what,
what’s fair and what’s true, and what to be weary of. Let us control the conversation just a bit,
you know like in certain spaces. So does that help you get started?
[Short discussion about logistics regarding the physical magazine]
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