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Authorial Fashioning as Mediatisation of Literature 

Fabian Zimmermann, Institute for Media and Communication Studies, 

fabian.zimmermann@uni-mannheim.de 

 

Looking at the stage of literature, attention-grabbing ‘mise-en-scènes’ seem to have become necessary for 

literary authors to be publicly noticed. Also, a glance at the recent research discourse shows that literary 

studies are increasingly interested in the fashioning of literary authorship (Franssen and Honings 2016; 

Grimm, Gunter, and Schärf 2008; John-Wenndorf 2014; Künzel and Schönert 2007). Most of the work in this 

field focuses partly on historical, partly on recent case examples. However, overarching classifications of 

authorial (self-) fashioning strategies that take relevant social contexts into account are largely missing. 

Whereas several studies especially explore the influence of economy and market logic on the literary field 

(Craig and Dubois 2010; Sapiro 2003; Verboord 2011), the focus of this paper lies on the impact of the public 

sphere. The aim of the following is to explain and systematise authors’ (self-) fashioning practices in 

reference to the specific characteristics of the media system. Here, the concept of mediatisation, which has 

been developed and employed by communication studies, serves as a theoretical framework. Broadly, the 

term addresses the structural accommodation of social spheres to the news media and, thereby, the 

institutionalisation of their inherent rules and routines—the so-called (news) media logic (Marcinkowski and 

Steiner 2014; Schrott 2009; Strömbäck and Esser 2014). Hence, it describes one of the central processes of 

social change in the modern society where media play a key role (Schulz 2004). 

It seems plausible that literature, too, is increasingly guided by (news) media’s conditions for success. In 

times of growing competition in a more and more complex sphere of cultural production, public attention 

has become an extremely important and likewise scarce resource for the literary scene (Franck 1998). 

Hence, in order to assert themselves on the literary (battle) field, authors depend on visibility or celebrity 

capital which is particularly allocated by news media (Driessens 2013). 

In this context, public fashioning can be understood as a form of mediatisation which is supposed to 

accumulate celebrity capital. Instead of being forced by the media, this phenomenon is rather about a self-

determined accommodation which is contingent on the specific need for public resonance (Marcinkowski 

and Steiner 2014). In turn, this need arises from the particular social position of an author within the literary 

field. Here, Bourdieu (1996) distinguishes between the subfield of restricted production and the subfield of 

large-scale production. Whereas the former is rather up to the regard of relatively few chosen literary 

recipients (e.g. other authors, artists, or critics) to receive literary legitimisation and acceptance, the latter 

requires the attention of a preferably large audience to boost sales. However, both subfields rely on celebrity 



capital, albeit to a different quantity and quality, as it can be converted into symbolic as well as financial 

capital (Driessens 2013). 

Now, effective authorial fashioning, which is meant to trigger public resonance, ought to match certain 

aspects of media logic, such as the focus on persons, unambiguity, sensationalism, or the focus on visuals. 

According to this, common fashioning strategies include personalisation (e.g. public readings, homes stories, 

websites/social media), labelling (e.g. impression management, authenticity work), scandalisation (e.g. public 

confessions, provocation), and visualisation (e.g. photographs, visual essays, drawings) (Reichwein 2007). 

For the literary sphere, this mediatisation of authorship is both a blessing and a curse. News media provide 

authors with public visibility and might, thereby, enhance literary reception. On the other hand, a prevalent 

celebritisation of the literary field implies an excessive emphasis on individual authors, their images, 

scandals, and visuals. In contrast, the core of literature, namely literary works, would be pushed to the 

background and lack social relevance. 
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Celebrity food activism and the limits of embodied expertise 

Kathrine Meldgaard Kjær, University of Southern Denmark 

 

In this presentation, I will outline the ways in which the new, specific celebrity position of the celebrity food 

activist can help us unpack current norms for embodied expertise. Celebrity activism has by now been 

studied extensively – but mainly within situations that are less universal than the matter of eating. The types 

of celebrity activism studied in the field of celebrity studies have typically related to war, poverty and 

humanitarian crises, and politics more generally speaking. However, the ‘ordinariness’ of eating sets 

celebrity food activism apart these more extensively studied celebrity activisms, and perhaps as a 

consequence of this, it has only fleetingly been considered in celebrity studies literature. This presentation 

will argue that focusing on this celebrity position is nonetheless pertinent, as it can help us make sense of 

the ways in which the body is a central actor in celebrity activism – both in relation to the celebrity activists 

themselves and their audiences. 

Zooming in on this celebrity position, I will argue that in the context of the current panic about the obesity 

epidemic, food activism is a type of activism that is intimately concerned with the body. Because food is both 

the cause of and cure to fatness, eating is a practice that is - in the medicalized paradigm of the obesity 

epidemic - always tainted by risk and ambiguity; you need to eat to survive and be healthy, but there is 

always the threat of eating too much or eating ‘wrongly’. The celebrity food activist, I argue, functions by 

speaking to the ever-present anxiety surrounding the act of eating in the contemporary by separating the 

contemporary foodscape into simplistic, easily understood categories of what should and should not be 

eaten to maintain a healthy, non-obese body. Accordingly, these celebrities are directly seeking to impact 

and even transform our everyday cultural and social environments – and our bodies. But how does the body 

of the celebrities themselves impact their activism, and the claims of authority they can make from this 

position?  

Inspired by feminist theory about the body and celebrity studies literature on food personalities, this 

presentation will present an overview of the ways in which the celebrity food activist can be used as a lens 

through which we can unpack the intimate relationship between body and authority in the context of the 

current obesity epidemic. This, in turn, will shed light on more general questions of how fatness, thinness 

and gender impacts what types of bodies may be considered capable of expertise in the contemporary, and 

how food has become a key arena on which these questions are played out, confirmed and contested. 

 



The struggle for control: Norwegian TV-show hosts relationship to 

journalists. 

Fanny Duckert, University of Oslo, fanny.duckert@psykologi.uio.no 

Kim. E. Karlsen, Unit for Adult Psychiatry, Diakonhjemmet hospital 

 

Theoretical framework: 

Self-psychology,  impression management, and communication psychology.  

Methodology: 

Consensual qualitative research.  In depth, explorative, qualitative interviews. 

Description of research material: 

Ten (seven male and three female) Norwegian TV-hosts were interviewed. All were nation-wide celebrities, 

between 30-55 of age, and working as TV-show hosts when they were interviewed. Together, they had more 

than 100 years experiences as TV hosts. They were asked to describe how they perceived their media role, 

compared to their private selves, and their relationship with journalists. All had received both positive and 

negative feedback, and were asked to describe situations where they had received negative feedback from 

media. How had they experienced this?  What were the main sources of stress? What were the implications 

for their work and life situations? How did they cope with the stress?   

Main results: 

The TV-hosts had s strong focus on how to control their public image but differed in how their perceived 

their personal and professional roles. The majority enjoyed to be public figures but some felt uncomfortable, 

and tried to avoid public exposure outside their working situation.  As a group, these individuals experienced 

themselves as competent and similar to or above ordinary journalists. The majority described an 

independent and often playful interaction with the media. They also described a competition with journalists 

about who should define interview situations and what kind of information to be given out. An important 

goal was to protect their own image - and keep control; over their programs, themselves and their private 

lives. This was an ongoing struggle, and they varied to what extent they felt that they succeeded.  

Some had a different approach. They were open, honest and accommodating of media, and wanted their 

public and personal roles to be as similar as possible. 



All experienced negative feedback as stressful and difficult to handle. 

Sources of stress were the way journalists treated them, one-sided presentations, the use of evil informers, 

attacks on them as individuals, and harming their family and children.  

Coping strategies varied from confronting journalists and editors, responding with their own versions of the 

stories, and withdrawal and isolation.  

It seemed that the most efficient and during coping strategy was to systematically edit the information and 

responses they gave to journalists in ways that protected themselves and their own images.  Openness and 

sharing their real emotions turned out to be high-risk behavior, and led to more stress and personal costs. 

  



Celebrity Activism & The Attention Economy: Strategies of Self-

Presentation, Cultural Critique and Humanitarianism 

Helle Kannik Haastrup, University of Copenhagen 

   

In this paper I want to argue that celebrity activism as presented on social media profiles in the era of the 

attention economy (Marwick 2015) exemplifies a different dynamic as to how the celebrity actvists can 

communicate with fans and followers. They have a much more direct connection with fans (and the media) 

through their online profiles compared to celebrity humanitarians depending on legacy media 

representation in a very different way (Couliaraki 2013 and Wilson 2014). 

Firstly I want to propose a theoretical framework for analysing celebrity activism online in social media 

networks. This is done by combining theories of celebrity culture (Dyer 1979, Krieken 2012), 

humanitarianism (Chouliaraki 2013, Wilson 2014 + 2016) social media and self-presentation (Marwick 2015, 

Marshall 2010, Meyrowitz 1985) as well as feminism (Gill, Rowe). This teoretical framework makes it possible 

to address and discuss how these strategies are applied to specific social media profiles of international 

celebrities having a cultural and political agenda.  

Secondly the analysis is based on the theoretical framework and focus on the profiles of two celeberity 

activists aim to show how these strategies of self-presentation can be intertwined and how the issues are 

communicated through the vehicle of self-presentation. Onlin the celebrity activists are presenting their 

engagement and their own star brand simultaneously as an agenda of empowerment, cultural advancement 

and/or humanitarianism. This indicates that international celebrities are not only entering into the West – 

Global South relation, but also aim at drawing attention to e.g. political injustice and lack of equality in 

Western societies as well – thus in effect broadening the scope as well as making a case for issues literally 

closer to home.  

The analysis is using the proposed theoretical framework in a comparative study of two Hollywood stars 

using their multiple social media profiles (Twitter, Instagram, Facebook) combining the different strategies. 

The two celebrities are actor Emma Watson who is UN Women Goodwill Ambassador and working for the 

HeForShe gender equality campaign and actor Tom Hiddleston who is a UNICEF UK Ambassador and working 

as a humanitarian concerned with childrens issues in Africa. Both Hiddleston and Watson are examples of 

celebrity activists who are using their social media profile to communicate their agenda and combining their 

self-presentation with issues of cultural critique and humanitarianism.  


