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Abstract. This study examines the construction of feminist narratives in
the digital edition of Vogue Mexico and Latin America during the 2020-
2024 period, through an intersectional and critical approach. Discourses
on feminism, diversity, and inclusion are embraced in content regarding
fashion, beauty, and journalistic practices. Methodologically, a non-ex-
perimental qualitative design and the textual analysis of 180 articles pub-
lished during this period were used. The findings reveal a discursive ten-
sion between the surface-level adoption of contemporary feminism val-
ues and the persistence of traditional standards of beauty and consump-
tion. Despite isolated diversity depictions, the remaining market logics
within the content coverage erode the emancipatory potential of feminist
discourse. It is concluded that the magazine's narrative oscillates between
symbolic progressiveness and the reinforcement of stereotypes, resulting
in an ambiguous editorial line. Future research could focus on the role of
the digital ecosystem in reconfiguring gender and beauty portrayals in
fashion media.

Keywords: Fashion journalism, Digital media, Digital landscape.

1 Introduction

Initially aimed at a female audience, fashion journalism has been key in the discursive
construction of beauty and femininity [1]. This medium informs both industry profes-
sionals and consumers about trends and culture. However, the gender perspective in
fashion has constantly evolved, influenced by various feminist currents that make it
difficult to reach a universal consensus. As Zambrini [2] points out, the current fourth
wave of feminism reexamines different sectors from an intersectional lens. In response
to these social demands, journalism has incorporated feminism, highlighting its im-
portance in media coverage [3]. In the digital age, the proliferation of information
sources has intensified media competition [4]. Influencers and bloggers, often lacking
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journalistic rigor, such as fact-checking [5], challenge journalists to maintain standards
of accuracy and ethics. Ancajima Quicaia [6] argues that fashion content acquires jour-
nalistic character when it is supported by verified sources and an objective approach.
Moreover, the transition from print to digital has reduced the demand for physical pub-
lications, driving the industry towards innovation [7]. In this context, fashion journal-
ism must balance a critical and factual approach with the expectations of an increas-
ingly segmented audience. Hortelano Gonzalez [8] argues that outlets should not only
report on trends but also analyze the stories behind the industry. Fashion has a deep
symbolic value and enormous social influence. Opinion leaders have a key role in fos-
tering critical debate [5]. Feminism has transformed fashion by making visible the risks
of consuming stereotypical content, especially for women [9]. In this sense, the central
question of the research is: How do feminist narratives intersect with digital fashion
journalism in Vogue Mexico and Latin America between 2020 and 2024? The main
objective is to analyze the representation of these portrayals in the magazine. It also
aims to further explore the intersection of feminism and fashion journalism in a digital
context.

2 Theoretical frameworks

Various studies have examined the evolution of fashion journalism from different per-
spectives and contexts [6], [7], [10], [11],[12], and [13]. Ancajima Quicafa [6] unveils
that fashion, initially reserved for elites, has become democratized thanks to specialized
media and digital platforms. Deza Villegas [10] highlights the influence of magazines
such as Vogue, emphasizing how its online edition further enhances the reach of edito-
rial opinions in the digital age. Similarly, Bravo Lopera and Pacheco Patifio [7] analyze
the transition from print to digital format, pointing out how style publications retain
traditional criteria while embracing a more dynamic presentation. However, Diaz
Jimenez [11] argues key differences between classic and contemporary fashion jour-
nalism, as the latter responds to both marketing strategies and the immediacy of digital
content. The relationship between fashion and feminism has also been addressed,;
Gomez Varela [12] analyzes the aesthetic influence of trends on the construction of
gender and the reproduction of gender roles, while Zunica Fernandez [13] underscores
fashion's communicative potential in consolidating the feminist movement.

2.1  Androcentric culture and patriarchy

Patriarchy is a system of male domination rooted in sexist practices that perpetuate
gender inequality [9] where power is exercised through a network of relationships that
prioritize male authority and hinder social progress [14]. This is manifested through
restrictive gender roles, which reinforce oppressive expectations. Smelik and Kaiser
[15] explore Judith Butler's theory of gender performativity and argue that patriarchal
norms create a cycle of marginalization through iterative processes that gradually be-
come ingrained. These restrictions on women's autonomy and unequal treatment con-
solidate systematic violence against them. Drawing on Bourdieu's theory, Mishra [16]
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explains that the female body becomes a symbol of subordination, shaped by social
demands regarding its appearance.

2.2 Media construction of beauty

As a social construct, gender is influenced by the media, which perpetuates unrealistic
beauty standards [17]. These narrow aesthetic depictions disproportionately impact
women's self-perception. Faust et al. [18] found that physical appearance is associated
with social and professional advantages for women, producing a cycle of external val-
idation beginning at an early age. Monter Ledn [19] adds that exposure to hegemonic
standards can lead to a negative body image, driving women towards unhealthy behav-
iors or aesthetic procedures. In Latin America, media representation of beauty blends
'mainstream' Eurocentric ideals with acceptance of certain ethnic features (full lips and
pronounced curves) and exclusion of others (wide noses or natural hair textures) [20].
This discloses local nuances within the hegemonic canon, developing a hybrid, unat-
tainable beauty standard, and reinforcing the tireless pursuit of an idealized image.

Representation of Latina women. Dominant beauty models are internalized through
socialization and media exposure. Outlets fail to reflect the diversity of Latin America,
contributing to a loss of identity among women within the ethnic group [21]. Despite
the racial and physical range of Latina women, media often promotes standards that
favor white, thin bodies, perceived as distant, as noted by De Casanova [22]. This re-
flects how beauty in Latin America is linked to socially constructed notions of race.
The colonial heritage continues to establish European features as markers of status and
attractiveness. Thus, mainstream representation of Indigenous and Afro-descendant
women aligns with colonial power dynamics [23]. There is a systemic invisibilization
of other ethnic identities [24], hampering the development of authentic and empower-
ing portrayals of women in the region.

2.3 Fashion journalism in a digital environment

As a multifaceted phenomenon, fashion is not merely an aesthetic expression [25] but
a reflection of the cultural and political discourses that permeate it. Fashion journalism
mirrors society while actively shaping and promoting beauty standards and consumer
behavior [1]. Castaldo Lundén [26] argues that fashion media operates within commer-
cial demands, based on the historically blurred boundaries between journalism and ad-
vertising. Amid digital acceleration, fashion experienced disruption: trend dissemina-
tion shifted, and audiences expanded [27]. The rise of social media helped democratize
fashion press [4], allowing brands to reach a more diverse and engaging audience and
forcing companies to respond to public demands [28]. Despite the impact, the industry
maintained a narrative aligned with hegemonic canons. This underlines the danger of
information being reduced to a commodity for corporate interests [29].

Intersection between fashion and feminism in Latin America. Fashion has played a
role in objectifying the female body, as it reinforces patriarchal ideals that encase
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women within the male gaze [30]. Early feminist movements denounced the restriction
of female autonomy and the perpetuation of their passive societal role [31]. These initial
critiques, however, overlooked oppression nuances. Third-wave feminism framed fash-
ion as a vehicle for empowerment and self-expression, introducing an intersectional
perspective [32]. It recognized that clothing could reclaim women's agency. In contrast,
Lépez Mondejar [33] warns that the industry is molded by capitalist logic, which pro-
motes a superficial feminism narrative to the extent of its profitability.

3 Methods

This study is grounded in the interpretive paradigm, an essential approach to under-
standing social actions from the perspective of those who experience them, as Vasi-
lachis points out [34]. Analyzing fashion as a multifaceted and dynamic phenomenon
requires not only examining its evolution over time but also understanding the human
interactions and socio-cultural contexts that shape its meaning [25]. A qualitative, non-
experimental design was applied to address those concerns. The research examines
Vogue's Mexico and Latin America online articles published between January 2020
and December 2024. As Sautu et al. [35] identify, qualitative studies benefit from nar-
rative and discourse analysis, as it allows the recognition of representational patterns
and processes of social transformation. Epistemologically, this investigation adopts a
subjectivist perspective, wherein reality is constructed intersubjectively. Krause [36]
argues that, in contexts where meanings emerge from social interaction, awareness is
achieved through the interpretation of discursive constructions. Notably, most fashion
outlets report on trends while also voicing narratives about gender, beauty, and power.
This research is delimited as exploratory and basic, as it seeks to investigate an under-
studied phenomenon: the representation of feminism in Latin American fashion media.
Vogue, as the case study, is justified by its hegemonic position within the regional fash-
ion industry, cemented by its printed format as well as its digital platform. Currently,
the Latin American edition of the magazine has over 5.3 million followers combined
across its social media profiles, consolidating its powerful influence in shaping dis-
courses in the fashion field. The sample totals 180 publications, with three articles per
month over 5 years between 2020 and 2024. One piece from each of the magazine's
main editorial categories (Fashion, Beauty, and Lifestyle) was selected. The interval
choice aims at identifying the magazine's response to post-pandemic societal transfor-
mations, and how that influenced diversity and inclusion in editorial choices. The pe-
riod captures the digital acceleration and the rise of feminist online debates, constituting
a valuable lens to analyze how Vogue adapted and reflected these shifts.
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4 Results

4.1  Trends in the visibility of feminism and feminist topics

In 2020, Vogue Mexico and Latin America visibilized feminist issues, focusing on di-
versity and inclusion. Articles featured plus-size models, Latin American cultural her-
itage, or public figures without makeup. Discussions on female libido, reproductive
rights, and mental health were also introduced. However, cisgender (CIS) and/or heter-
osexual women seemed to be the target audience, with limited mentions to the
LGBTQ+ community. By 2021, explicit feminist themes began to decrease. Style-re-
lated articles restored a more traditional narrative, reinforcing conventional gender
roles. In 2022, feminist topics remained indirect, as the magazine targeted diversity by
showcasing trendy, influential women. Despite these efforts, traditional beauty norms
persisted, and LGBTQ+ representation was minimal. During 2023, feminist content
was gradually reintroduced, such as coverage of the stories of successful transgender
women. Still, conventional beauty ideals shaped editorial choices, indicating a conflict
between progressive tendencies and hegemonic standards. By 2024, inclusivity and
sustainable fashion stories had increased. Nevertheless, dominant beauty ideals stayed
influential. An important note is that editorial trends addressing feminist issues may
align with the wider prevalence of digital activism on social media throughout the pe-
riod analyzed. During the COVID pandemic, social distancing led to experimentation
with personal style and triggered public discussions around practices such as makeup
use or body hair removal. This promoted an increase in body acceptance and self-love
narratives. In that sense, the magazine's feminist content resonates with popular topics,
revealing an approach to fulfill a specific agenda. This is supported by highlighted
themes, covering mainstream feminism instead of communicating more radical or dis-
ruptive critiques.

8.0 »

b
n

=
o

o
«

i)
i

Representation and Emphasis Scale (0-10)
w o
o =]

B
n

Feminist Visibility
—=— Diversity Representation
—+— Narrative Persuasiveness

&
o

2020 2021 2022 2023 2024
Year

Fig. 1. Trends in Feminist Issues, Diversity Representation, and Narrative Persuasion in the Dig-
ital Edition of Vogue Mexico and Latin America (2020-2024). Source: Own elaboration.
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4.2  Diversity representation

In 2020, most featured models were white or of European descent, with limited inclu-
sion of Black or Latina models. Body diversity was minimal, with predominantly slim
and slender physiques as the main visual aspect. By 2021, Latina and Black represen-
tation increased modestly, although body type diversity conformed to hegemonic stand-
ards. Inclusions of pregnancy (May 2021), older women (July 2021), and petite body
types (August 2021) appeared. This trend persisted into 2022, with progressive im-
provements: older women were showcased more frequently (April, May 2022), and
plus-size celebrities were featured (February 2022). In 2023, Afro-descendant repre-
sentation slightly increased, with 6 articles showing Black models, although slim and
slender physiques were favored. Finally, in 2024, greater racial diversity was evident,
including Asian (July, September 2024) and Indigenous models, as well as Latinas and
Afro-descendants (February, March 2024). Also, older and average-sized women were
included more frequently, but conventional beauty standards predominated. While the
lack of diversity was the norm over the years, what is most striking is how diversity is
represented when it does emerge. Identities and characteristics perceived as ‘inclusive’
are so within the limits of what aligns with beauty norms. For example, the featuring of
transgender or Indigenous celebrities is justified by their level of accomplishment, often
tied to worldwide recognition or validated by hegemonic entities (June 2020, February
2021). Highlighted plus-size and racialized models often meet beauty standards and the
Eurocentric canon. Furthermore, women with visible signs of aging, such as grey hair
or wrinkles, were rarely portrayed. It is worth considering that pop culture events im-
pacted media representations worldwide. The live-action adaptation of The Little Mer-
maid, starring Black actress Halle Bailey, and the international rise in K-pop groups
and K-dramas, are most likely correlated to the growing presence of Afro-descendant
and Asian individuals both in runways and beauty campaigns, translated to fashion me-
dia. The magazine reproduced said shifts, translated into increased visual depictions of
these identities (August 2022, June 2024). However, Latina women were vastly fea-
tured every year, despite trends. It is key to point out that the Latinx community is
already racially diverse, but the magazine predominantly features White Latina models.

4.3  Narrative and stylistic approaches

In 2020, the magazine had a mainly journalistic route. Instead of purely promoting
clothing or beauty products, it attempted to tell the stories of different women, including
individuals from different ethnic and racial backgrounds, disabled people, and members
of the LGBTQ+ community (June 2020, September 2020). This is evidenced by 34 of
36 articles (94,44%) showcasing an informative narrative technique. By 2021, persua-
sive and emotional elements increased, especially in articles dedicated to influential
Latin American figures. For example, 22 of 36 articles of that year (61,11%) had a
persuasive tone. Important stories of women were approached differently, evidenced
by articles with a shift toward worldwide recognition of Latina women (February
2021), often framed to be culturally representative yet highly marketable. In 2022, La-
tina celebrities' content (January) and cultural identity stories (November) consolidated
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the emotional tone. During 2023, informative content regained prominence, but persua-
sive nuances were still ingrained, especially when beauty products were advertised
(June, July). By 2024, the reliance on emotive storytelling and persuasive narrative
grew (January, April), establishing editorial sophistication. Throughout the years, arti-
cles about inspirational figures, regional stories, or inclusion in fashion used emotional
rhetoric (July 2020, October 2021, March 2022); meanwhile, pieces aimed at promot-
ing makeup, clothing, and accessories use persuasive language (January 2024, Decem-
ber 2023). Informative columns explain and foment trends (August 2021, August
2023), but glances of opinion encourage audience engagement and consumption. The
magazine mostly employed predominantly CIS heteronormative language. Sections of
beauty and lifestyle often had cisgender, heterosexual women as the primary audience
(February 2021, August 2023, August 2024). Gender-neutral language was attempted
(May, August 2020), but visual representations showcased only cisgender and hetero-
sexual couples. Even when addressing LGBTQ+ topics directly (June, November
2023), CIS language was employed. The lack of the marker’s ‘X’ and ‘E’ (commonly
used in Spanish to avoid gender binaries) is interpreted as deliberate. Recurrent use of
anglicisms and neologisms, evidenced in terms such as ‘cheugy’ (August 2021), ‘aes-
thetic’ (January 2023), or ‘boho’ (February 2024), signals the adoption of both digital-
oriented and trend-focused narratives.

4.4  Visual aspects and use of multimedia resources

In 2020 and 2021, articles highlighted the inclusion of diverse bodies, ethnicities, and
races (January 2020, September 2021). Nonetheless, during 2022 and 2023, hegemonic
standards favoring whiteness and thinness prevailed, mostly in the Beauty section (Sep-
tember 2022, January 2023). This pattern continues into discussions of physical "flaws"
or even body diversity. For example, a cover for a piece about home waxing (July 2022)
showed a semi-naked, hairless model on the beach, exposing the reinforcement of tra-
ditional beauty norms. Given the fashion-driven nature of Vogue, most archival sources
are runway images (February 2020, June 2021, September 2022). These visuals repro-
duce Eurocentric prevalence: mainly thin, white models are featured (August 2021,
September 2023). Although this trend is contemplated in the Fashion section, the
Beauty and Lifestyle sections also depend on images perpetuating the Western beauty
ideal. Initially, visual and narrative unity was achieved (June 2020, March 2021, and
May 2022), reflecting coherent editorial design. In contrast, during 2023 (September,
October) and 2024 (June, July), multimedia disconnected from the text content in-
creased. This lack of correlation indicates editorial discrepancy and a weakened visual -
narrative cohesion that ultimately harms informative quality. Furthermore, articles with
complementary media to the written message, diversity was scarce. Moreover, incon-
sistency regarding source verification was observed, as the "About the Expert" section
on health-related articles was not included until 2023 (September). While some articles
cited direct and indirect sources or archival content, 38 pieces lacked any kind of veri-
fiable referencing. This implies a subjectivity predominance, with many articles resem-
bling opinion pieces rather than evidence-based journalistic reports.
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Fig. 2. Trends in Visual and media aspects in the Digital Edition of Vogue Mexico and Latin
America (2020-2024). Source: Own elaboration.

5 Discussion

Historically, fashion and feminism intersected, despite misperceptions that frame them
as inherently conflicting [32]. Nonetheless, the research found that the magazine pre-
sents some discursive inconsistencies, mostly concerning representation and inclusive-
ness. Different identities, such as those of Latina women, are portrayed poorly, although
some efforts to address feminist issues within the fashion industry were present. Diver-
sity is disclosed, but the articles contain mostly traditional beauty standards, gender
stereotypes, and conventional roles. Aesthetic perceptions impact societal expectations,
in which women often feel pressured to fulfill impossible ideals, as noted by Faust et
al. [18]. Moreover, a lack of critical stances was observed, though clashing discourse,
such as narrative style, language choices, and multimedia elements. Despite engaging
with feminist rhetoric, Vogue fails to offer a deeper posture. Ultimately, the magazine
superficially condemns stereotypes while also reproducing them. Castaldo Lundén [26]
points out that fashion journalism must acquire a perspective that promotes cultural
change, shifting away from mainstream culture and choosing to address marginalized
voices and audiences. Scholars such as Favero y Zuchelli [37], Crawford Camiciottoli
[38], and Colucci and Pedroni [39] highlight the key role of fashion journalism in both
shaping as well as defining beauty standards and trends. However, this research shows
a struggle to challenge the structural shortcomings the industry faces in Latin America.
Instead, the advertising of brands and designers grew as the years progressed, pointing
to a prioritization of commercial interests over social commentary. In the digital age,
media outlets have adapted their editorial strategies to align with corporate sponsors [3]
[19], which would explain the magazine's reluctance to question the industry's struc-
tural problems. The outlet explores issues such as objectifying the female body from a
surface-level perspective, without delving into proposals for change or seeking tangible
solutions. Feminism is presented flippantly, reduced to a matter of individual empow-
erment, without broader queries about gender inequality. Gibson [40] argues that mass
media often commodifies the movement, as it includes non-normative bodies in fashion
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as a marketing scheme rather than a real transformation in its discourse. In line with
this, it was revealed that diverse bodies, ethnicities, and racial representation are high-
lighted when they adhere to consumption logic and conventional beauty standards. It is
worth noting the attempts to visible taboo topics and increase the representation of re-
gional designers who approach fashion through a sustainable and intersectional lens.
However, overall, feminist narratives are neither consistent nor cutting, as discrimina-
tion persists in fashion media [37].

6 Conclusion

Vogue Mexico and Latin America, in its digital edition (2020-2024), presents incon-
sistencies and limitations in its feminist narrative. Despite efforts to integrate themes of
inclusivity or gender equity, traditional beauty standards and conventional roles are re-
inforced, failing to adopt intersectional perspectives that could accurately represent fe-
male identities in the region. The findings unveil that the magazine favors commercial
interests over journalistic integrity. Although the industry wields cultural influence in
the industry, it tends to engage with issues as the objectification of the female body and
gender-based violence in a reductive manner, often presenting them through narratives
of empowerment that are stripped of their political and structural dimensions. Instead
of opposing patriarchal norms, Vogue tends to adopt tokenistic portrayals of diversity
without critiquing mainstream trends or ideologies. Visual content further upholds Eu-
rocentric standards, and the reliance on translations of international content perpetuates
the disconnect between feminist discourse and regional editorial practices. These pat-
terns limit authentic engagement with the diverse realities of women in the region. A
key limitation of the study is the absence of an efficient search algorithm, which hinders
navigation and access to past content—crucial for longitudinal analysis. Additionally,
embedded social media content is prone to change or deletion, affecting the evaluation
of journalistic quality. The high number of adapted pieces from other Vogue editions
also restricts analysis of feminist narratives in the Latin American context. Future re-
search could examine style-related content across regions to explore how cultural and
social identities shape discourses on beauty and trends. The evolution of feminist nar-
ratives in fashion media remains underexplored.
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