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Sexuality Sells: Advertising in Gay and Lesbian Newspapers

I could subtitle this paper “How I learned to love sex on site and stop worrying about sleaze” in the hope that this might do my reputation no end of harm. I was inspired by Katherine Sender’s recently published article Sex Sells: Sex, class and taste in commercial gay and lesbian media. (2003) In which Sender argues that the worn adage that ‘sex sells’ masks the complexity of the relationship between economics and sexuality. It also ignores the limits placed on representations of sexuality in the media (Sender 2003: 331). What I was struck by when reading this article was the uniquely American context into which she is speaking. In this paper I take her core question and ask 'When in the Australian context does sex sell or not sell?' 

I find that it has not been the case in Australia that sexual censorship including self-censorship has precluded sex from selling within the Gay and Lesbian media in Australia. A very small loyal market that has been too small to segment as a marketing ploy has made less of the fear that visible and explicit repesentations of gay sexuality will offend heterosexuals and drive out mainstream and corporate advertisers. I argue that the false start by Satellite Media and its collapse has worked to wind back the expectations for commercialisation. This has meant that within the Australian context there has been less of a drive to de-sleeze the gay and lesbian media from either a mainstream backlash based on ‘good taste’ idealising good safe monogamous loving gay sex with the lights off; or an internal community policing of  ‘standards’ in the hope of either additional commercial success or increased appeal to and acceptability from a heterosexual readership. Thus I find that in Australia sex still sells everything, even  the Pet HyperMarket’s parrots and Ric’s pianos.

