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It’s here. It’s on the Prowl. And 
its prey is sexuality. Behind every 
corner of our social relations lies 
a facet of ourselves known as our 
sexuality; that complex cell of our 
being that dictates eroticism and 
pleasure. Since the creation of bu-
reaucracy and capitalism, that site 
has been a constant target of cen-
sorship and betrayal of the human 
being. Our sexuality has constantly 
been paraded behind closed doors, 
within closets, hushed unless in 
private company. Capitalism has 
made its own use of this not only 
in aiding in the censorship of 
sexuality; sexually explicit DVDs 
are among those with the highest 
cost per disc and a simple Inter-
net search can yield enough porn 
to make you bleed out the back of 
your friggin eyes. In the same way 
has the media produced a veil by 
which only certain forms of sexu-
ality are considered acceptable 
for public consumption while all 
those that fall into the ‘abnormal’ 
or ‘amoral’ categories are placed 
elsewhere, away from our site by 
which we too begin to categorize 
them as the ‘other’, thereby plac-
ing them within the abnormal or 
amoral yet again.

Quite recently, Calgary transit 
o�cials decided to remove a series 
of ads from buses in which Virgin 
Mobile portrayed two individuals 
in a semi-erotic stance, lips em-
braced in a passionate moment 
between two people. While two 
of the four posters, both of which 
portrayed a male-female embrace 
were pulled from buses, a third 
poster which portrayed a male-
male embrace was not allowed to 
to be run in  the Calgary campaign.  
One poster was allowed to stay up 
from the campaign however. Por-
traying a young woman seduc-
tively touching her lips while half 
of her breasts show beneath her 
white angel out�t, this poster dem-
onstrates that while it is appropri-
ate to portray an individual as 
owning sexuality, it is inappropri-
ate when desire based on sexuality 
is produced. �e eroticism behind 
our sexuality is only OK when it is 

not shared with others.
Whatever our sexual orienta-

tion is, the raw notions of human 
emotion and desire are under at-
tack, being censored yet again by 
that all powerful wheel which we 
buy into. Societal morality has 
once again said no to a series of 
ads and campaigns which are 
in no way demeaning to human 
sexuality nor do they portray any-
thing speci�cally erotic besides a 
passionate kiss between two in-
dividuals. �e one poster which 
does remain portrays the ‘angel’ of 
womanhood, in which virginity is 
presented yet understood silently 
to be a falsity. �e image of the 
virgin angel versus the image of a 
hetero- or homoerotic embrace; 
who doesn’t want a virgin? 

   Yet there is another angry spirit 
in the mix: Notions of gender. Now 
here’s an interesting topic: gender 
neutral clothing. A lot of feedback 
I’ve gotten on this topic seems to 
be that gendered presumptions 
of clothing dictate the particular 
oppressive style of dress a person 
chooses (or in some cases reject). 
As one person put it to me: “Just 
because I have boy parts does not 
mean I’m a boy!”. It’s true, a lot of 
men �nd di�erent styles of skirts, 
dresses, and uni-pants a much 
more comfortable choice in both 
representative of their gendered 
self or as a free-moving style of 
dress that corresponds with vari-
ous daily tasks. Lets boil this down 
to two concerns: clothing styles 
are oppressive because of precon-
ceived notions of acceptable gen-
der performances. While certain 
styles of clothing may have more 
utility, they are drawn into distaste 
because of what I want to call ‘so-
cietal normality’ OK, so those are 
our two raw facts. 

Now lets add another dimension 
to this discussion. When we bring 
up consumerism and capitalism, a 
whole new matrix of the oppres-
sive nature of gendered clothing, 
body idealizations, and fashion 
(which has seemingly become the 
new bourgeoisie of our time... and 
yes... I blame the fashion industry 

and the multi-trillion corporations 
which sell the products which are 
supposed to make us the epitome 
of beauty yet smell like shit if you 
actually open the bottle while your 
in the store). Lets think of what is 
marketed to us in terms of body 
image. 

i) We have the twig-�gure mod-
els who wear clothing that makes 
it look like they may not actually 
be slowly dying from various diet 
regiments, eating disorders, and 
the inevitable damage that has to 
happen to their vital organs like 
their kidneys or livers. And here 
i begin to wonder when that little 
protruding collar bone thing be-
came fashionable. 

Ii) We have the high class male 
models; running the gambit from 
suits and jackets to underwear and 
swim-wear. �ese men make every 
other man watching feel inferior in 
some way shape and form. 

If we concern ourselves with 
body image, we have to be able to 
recognize that these images of the 
perfect bodies and the taboo of 
eroticism are ruining any ounce 
of self respect we may be hold-
ing onto. And we buy into them 
people, we do. We support the 
consumerist regime that dictates 
so many matrices of our daily ex-
periences. I am a pissed o� fudge-
packing, pudgy, disgruntled fag 
who just wants to make people 
think about this one raw ques-
tion I am posing: what if all of our 
concerns over the ‘ideal body’ and 
the ‘ideal sexuality’, as well as the 
physical and emotional danger 
that these concerns bring with 
them, are not our faults? What if 
the problem is not how we look 
or how we present our sexuality, 
what if the problem lies in what 
we’re told we should look like to 
be ‘attractive’? Maybe its just some 
random idealist thought, but isn’t 
there some shred of truth in the 
begging of this question?

Ian Doherty | Sta�

Post-modern Piss-off: Assault on Sexuality

When you take about 500 jour-
nalists from all across Canada and 
shove them in a hotel on the out-
skirts of frigid Edmonton, you get 
mayhem—lots and lots of it. �ere 
was learning, of course: wise advice 
was handed out by guest speakers 
like Andrew Potter, Jan Wong, 
Adrienne Arsenault, and Jesse 
�orn. However, the guest list was 
also awash with Heineken, Bud-
weiser, Absolut, Smirno�, 10,000 
cigarettes, and maybe one or two 
substances that Stephen Harper 
wants to erase from the face of the 
earth.

�e big topic on everyone’s 
mind was the changing face of 
journalism as we know it. �e 
industry is moving beyond the 
medium of printed paper, mov-
ing into the digital realm. Twitter, 
YouTube, blogs and every other 
brand-new frontier of the profes-
sion were explored. Pros and cons 
were discussed, with opinions be-
ing split down the middle. Some 
felt that remaining as close as 
possible to the original methods 
would keep journalism the way it 
is—a steady force unhindered by 
the problems of technology. Oth-
ers felt that without moving into 
these new frontiers, the industry 
will perish and die.

Everyone also learned that the 
Lion’s Head pub in the Radisson 
Hotel (home of the conference) 
has cheap pints of beer for �ve 
bucks. Also, that hotel security 
doesn’t enjoy roving gangs of arts 
editors with open alcohol singing 
Venom tunes at 4:30 a.m. And if 
the Internet doesn’t work at a digi-
tal conference, everyone is going to 
immediately become a hedonist.

In the face of a changing indus-
try, one question burning up every 
student attending, besides “when 
is last call?” was: “If the industry 
is changing so fast, will the skills 
I have now be worth anything in 
getting me a job when I graduate 
months or years down the road?”

�e guest speakers at NASH 72 
addressed this by discussing the 
techniques that they used to stay 
relevant and useful. Even in the 

whirlwind of change, the policies 
of integrity and dedication to ac-
curacy and quality writing will al-
ways be important. One seminar 
was entirely devoted to explaining 
that being a good writer supersedes 
knowing how to use any kind of 
camera or digital device. Knowing 
how to string together a good story 
with nothing but words won’t get 
you to the top, but it will be a mas-
sive advantage over someone who 
just knows how to shoot video.

Amusingly enough, though, 
with all the discussion of heading 
the industry into the maw of the 
future, the conference had no wire-
less Internet set up for �ve hun-
dred laptop-wielding students. I’m 
positive that this is something that 
contributed greatly to the mass net 
loss of brain cells that occurred.

Another positive point of 
NASH 72 was the amount of great 
networking and bonding that oc-
curred over games of pool and 
pints of lager. �ere is something 
cool about hanging with a news 
editor from Ottawa, a punk rock 
reviewer from Manitoba, a whole 
multitude of British Columbians, 
and even a Newfoundlander or 
two who review books and write 
a blog about Mexican food. All of 
you agree you have the best jobs 
ever, and immediately decide to 
celebrate that fact by drinking to 
oblivion and running amok in a 
hotel. I wish I had a dollar for ev-
ery time someone said, “It’s noon, 
I’m cracking a beer.”

I slinked myself in with some 
beer drinkers and hell raisers from 
Manitoba, and the crew of a B.C. 
paper in its �rst year. Both were 
some of the nicest people I’ve ever 
met, and I had one of the most 
rock ’n’ roll times of my young 
life. I learned a lot, I laughed a lot, 
I drank a lot. By the conclusion 
of NASH 72, I didn’t fear for the 
industry. It’s going to be amazing 
with this bunch leading the way. 
I do, however, fear for any city or 
hotel that decides to try and con-
tain this army of badasses.

Also, Edmonton’s freakin’ cold.

Brady Tighe | �e Navigator (CUP)

The End of Print?
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Full Selection of groceries, fashion and 
household items all available at your 

Brandon location 
#410 2626 Victoria Avenue

�V��Intensive 60-Hour Program
�V��Classroom Management Techniques
�V��Detailed Lesson Planning
�V��ESL Skills Development
�V��Comprehensive Teaching Materials
�V��Interactive Teaching Practicum
�V��Internationally Recognized Certificate
�V��Teacher Placement Service
�V��Money-Back Guarantee Included
�V��Thousands of Satisfied Students

Teach English
Abroad

TESOL/TESL Teacher Training
Certification Courses

OXFORD SEMINARS
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www.oxfordseminars.ca
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A Large Selection of Groceries, Fresh Meat 
and Produce

In-store Bakery and Deli
Fresh Subs & Sandwiches

Pizzas
International Phone-cards

Movies
& More!

Kra� Dinner - $0.99
3 - 2L Pepse  - $5.00
12 inch Subs - $3.99

Old Dutch Chips
2 boxes           - $4.99
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STORE HOURS
9AM - 10 PM MONDAY TO SATURDAY

10AM - 10PM SUNDAYS


