


th century, commercial culture in America was rife with

In the early decades of the 20
imagery of robust, handsome young men exuding health and confidence, either solo or in
intimate groupings. These chiseled, brooding hunks regularly appeared in print
advertising campaigns for Gillette safety razors, men’s clothiers like Arrow brand shirts
and Interwoven socks, and on popular magazine covers for Collier’s Weekly and The

Saturday Evening Post.

The driving force behind this macho imagery was J.C. Leyendecker (1874-1951), an
award-winning commercial artist specializing in male figures who settled in New York in
1902. The following year he met Charles Beach, who would become his model, muse, and
life partner for nearly 50 years. Many art historians have pondered: To what extent did
Leyendecker’s homosexuality influence his work? How did he get away with portraying

homoeroticism in mainstream publications for so many years?












