
What are the effects of the stereotypical idealization of an 
“attractive” woman in our culture through the media 

representation defined as thin, busty and young?

Mass Media and Body Image: 
A Brief Review of the Research 
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RESEARCH QUESTION

The	  ar'cle	  is	  intended	  to	  s'mulate	  further	  
interest	  in	  the	  influence	  of	  mass	  media	  
such	  as	  fashion	  magazines	  and	  television.

METHODOLOGY

SELECTION OF DATA
Correlation Studies 

Correla'on	  between	  nega've	  body	  image,	  
disordered	  ea'ng	  and	  level	  of	  media	  exposure	  
(Murray,	  Touyz,	  and	  Beumont,	  1996):

Compared	  with	  community	  controls,	  
young	  women	  with	  ea'ng	  disorders	  were	  
more	  likely	  to	  report	  that	  magazines	  and	  
newspapers	  influenced	  their	  ea'ng	  habits,	  
their	  endorsement	  of	  a	  slender	  beauty	  
ideal	  and	  their	  body	  image.

A	  study	  of	  college	  students	  found	  that	  the	  amount	  of	  
magazine	  and	  TV	  exposure	  in	  the	  previous	  month	  
was	  strongly	  linked	  via	  direct	  and	  indirect	  paths	  to	  
ea'ng	  disorder	  symptomatology	  (S'ce	  E,	  Schupak-‐
Neuberg	  E,	  Shaw	  HE,	  and	  Stein	  RI.,	  1994).

The	  Sociocultural	  ARtudes	  Towards	  Appearance	  
Ques'onnaire	  contains	  a	  factor-‐analy'c	  subscale	  
(SATAQ-‐1)	  that	  explicitly	  reflects	  “internaliza'on”	  of	  the	  
cultural	  ideal	  of	  slenderness	  as	  portrayed	  by	  the	  mass	  
media.	  	  SATAQ-‐1	  scores	  of	  college	  women	  on	  this	  
subscale	  are	  strongly	  correlated	  with	  Ea'ng	  Disorder	  
Inventory	  scores	  for	  body	  dissa'sfac'on,	  drive	  for	  
thinness,	  and	  bulimia	  (Thompson	  JK,	  Heinberg	  LJ,	  Altabe	  
M,	  Tantleff-‐Dunn	  S.,	  1999).

A	  1-‐year	  prospec've	  study	  of	  over	  6700	  
girls	  ages	  9	  through	  14	  was	  conducted.	  
“Trying	  to	  look	  like	  females	  on	  television,	  
in	  movies,	  or	  in	  magazines”	  was	  a	  
significant,	  independent	  predictor	  of	  the	  
onset	  of	  weight	  concerns	  and	  purging	  
behavior	  (Field	  AE,	  Carmago	  CA	  Jr,	  Taylor	  
CB,	  et	  al.,	  1999).	  

More	  study	  is	  required	  to	  understand	  the	  
psychological	  processes	  involved	  in	  the	  
acute	  impact	  of	  the	  slender	  ideal	  on	  body	  
image	  and	  emo'ons.

CODING STRATEGY Thinness Schema from Mass Media

Beauty	  is	  a	  woman’s	  principal	  project	  in	  life

Slenderness	  is	  crucial	  for	  success	  and	  goodness

“Image”	  is	  really	  substance

Women	  are	  naturally	  self-‐conscious	  about	  and	  bound	  up	  with	  their	  bodies

“Fat”	  announces	  your	  personal	  responsibility	  for	  weakness,	  failure	  and	  helplessness

A	  “willing”	  and	  “winning”	  woman	  can	  transform	  and	  renew	  herself	  through	  the	  
technology	  of	  fashion,	  die'ng,	  and	  rigorous	  exercise

RELIABILITY

THEMES

Sociocultural	  factors	  play	  an	  important	  
role	  in	  problems	  related	  to	  nega've	  body	  
image,	  unhealthy	  ea'ng	  and	  weight	  
management	  prac'ces

Subtopic

Mass	  media	  thinness	  schema:

o Beauty	  is	  a	  woman’s	  principal	  project	  in	  life

o Slender	  is	  crucial	  to	  success	  and	  goodness

o Women	  are	  naturally	  self-‐conscious	  
and	  bound	  up	  in	  their	  bodies

o Image	  is	  really	  substance

o Fat	  says	  you	  are	  weak,	  a	  failure	  and	  helpless

o A	  woman	  who	  wants	  to	  renew	  and	  
transform	  herself	  can	  through	  diet,	  
rigorous	  exercise	  and	  fashion

Internaliza'on	  of	  the	  cultural	  ideal	  of	  
slenderness	  as	  portrayed	  in	  the	  mass	  media

Psychological	  processes

Fic'onalized	  ideal	  and	  reality

Nega've	  effects	  of	  acute	  thin	  ideal	  media	  exposure

Appearance	  comparison	  =	  nega've	  effects

Fantasy	  processing	  =	  posi've	  effects

Gender Differences in 
Heterosexual Dating: A 
Content Analysis of Personal Ads

ARTICLE INFO
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RESEARCH QUESTION

Does the “marriage gradient” still 
apply to gender preferences in mate 
selection? Do males still seek youth 
and attractiveness? Do females still 
seek financial security, sense of 
humor, honesty?

METHODOLOGY

SELECTION OF DATA

This research was designed to replicate the 
examination of gender differences reported in content 
analyses of singles ads over time.

Participants
People selected for this study placed ads in a 
southeastern metropolitan newspaper, a 
southeastern metropolitan leisure magazine, 
a southeastern singles magazine, and a 
southeastern state magazine during the 
1995-96 academic year.

From the southeastern metropolitan newspaper, 
a total of 489 singles ads were content analyzed. 
From the southeastern metropolitan leisure 
magazine, 127 singles ads were content analyzed

 From the southeastern metropolitan 
singles magazine, 130 singles ads were 
content analyzed 

 From the southeastern state magazine, 
687 singles ads were content 

CODING STRATEGY

The content in the ads was analyzed to:

(1) determine the characteristics sought 
in potential partners for females and 
males in the mid 1990s  

 (2) compare these characteristics with 
characteristics identified in previous studies.

These content categories were selected since 
they had frequently been used in previous 
research, or they presented possible sources of 
incompatibility for couples.

Coding

Attractiveness of good looks. Mentioned attractiveness or good looks.

Slim and trim. Mentioned slim or trim. 

Financial/Education/Professional.  

Mentioned professional, economic stability, a college degree, or well educated.

Personality. One or several characteristics were mentioned--for 
example, kind, intelligent, warm, sense of humor, honest. 

 Age. Actual age of person placing ad and age range desired in a heterosexual companion. 

Ethnic classification. Whether person placing ad was white or nonwhite. . 

 Smoking. Mentioned would accept or would not accept. 

Children. Children liked/accepted or children not liked/not accepted. 

Religion. Spiritual

RELIABILITY

THEME

The appearance of females are important to males:

Males in four content analyses placed good looks or attractiveness second in the characteristics most 
frequently cited in the search for a potential partner. Most important was personality

Ideal Female and Male 
Bodies: An Analysis of
College Students' Drawings

ARTICLE INFO: 
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RESEARCH QUESTION

The current study examines perceptions of ideal 
female and male bodies through an analysis of 
college students‟ drawings. The focus of the 
study is to identify the features students use to 
gender their representations of ideal bodies.
The current project differs from 
previous research on body ideals in 
that participants have the freedom and 
creative power to construct their own 
images rather than evaluate images 
provided by the researchers.

METHODOLOGY

SELECTION OF DATA

A sample of 94 college students participated by drawing their image 
of the ideal female and male bodies.
Sixty-three percent (n=59) of participants were women, 34% (n=32) 
were men, and 3% (n=3) did not report their gender. All participants 
were between the ages of 18 and 23.

CODING STRATEGY

content analysis of visual images using both quantitative and 
qualitative analysis, and following a rigorous set of steps
The drawings were analyzed through a gender lens, whereby each 
participant‟s male and female bodies were compared to determine the 
features participants used to indicate gender in their ideal bodies. 
creation of categories
Four major themes emerged that distinguished 
ideal female and male bodies from each other:
(1) body shape, (2) body size, (3) clothing and 
accessories, and (4) gender roles.
code each image into the categories - during this stage of 
data analysis, we re-analyzed each drawing
individually to determine which category (or categories) 
each drawing fit into

RELIABILITY

THEMES

The ideal body type for women in the United States today is a “curvaceously thin” body 
that is characterized by small hips and waist and a large bust.   
This female body is thin with toned muscles, large 
breasts and very low body fat'
further specifies that the ideal female body 
in U.S. culture is young and white.
typical female models are found to be 9% taller 
and 16% thinner than average American women
Exposure to media images of ideal bodies is related to increased body 
dissatisfaction among females of all ages, including preadolescent girls , 
adolescent girls, college-age women, adult women and older women aged 65-74.

The female body represented
in this picture has disproportionately 
large breasts, a thin waist and an 
hourglass figure –
characteristics that were common 
among drawings in this theme.

A Content Analysis of Female Body 
Imagery in Video Games.

ARTICLE INFO

RESEARCH QUESTION

Do the images of female characters in video 
games reflect the actual bodies found in the 
population of U.S. female population?

Do the images of female characters in 
video games vary by levels of realism?

Do the processing power of video games and 
consoles emphasize or de-emphasize certain body 
proportions of female video game characters.

Do the body proportions of female characters in video 
games vary depending upon the game rating?

METHODOLOGY

SELECTION OF DATA

Games
Based upon sales data, the top 150 video games across all platforms were selected (with a 
minimum of 15 games per the 9 systems):
Seventeen games were available on multiple platforms which left 133 games to be tested.
The game segments (while being played) were digitally recorded and stored for later coding.

Participants

Gamers
An	  expert	  game	  player	  (not	  one	  of	  the	  coders)	  played	  each	  game	  with	  
the	  first	  30	  minutes	  at	  the	  default	  difficulty	  seRng	  (low,	  easy).

CODING STRATEGY

CodersTwo	  trained	  undergraduate	  students	  (no	  gender	  given)

Samples

Every character in the sample was recorded as an 
individual unit and coded (total of 8572 characters)

Only adult female characters were retained (n = 368)
Screenshots were made of 134 adult female characters 
Of the 134 characters, 98 were coded as White – thus, 
differences between racial groups were not measured

For each character, the height, head width, chest width, waist 
width and hip width were measured in inches (Photoshop)

The measurements were then converted to circumferences and scaled using allometry to a 
height of 64.48 inches (based upon the anthropometric sample data from a 1998 nationally 
representative sample of adult women living in the U.S.

Realism

Coders coded each character for how much detail and pixilation was present 
using the categories:
1) Little to no detail
2) Some detail
3) Moderately detailed
4) Very detailed

Very	  few	  were	  minimally	  detailed	  therefore	  response	  op'ons	  
were	  collapsed	  into	  detailed	  (n=81)	  and	  not	  detailed	  (n	  =	  54)	  

***note	  from	  Laura	  –	  these	  numbers	  don’t	  add	  up	  to	  134,	  actually	  =	  135

Rating	  and	  Genre

Coders researched each game title on the 
ESRB website and noted whether a game 
was rated:
• E
• E+10
• T
• M

The categories were collapsed into two 
groups:
• Games appropriate for children 
(collapsed E and E+10)
• Games appropriate for an older 
audience (collapsed T and M)

Genre had no meaningful differences thus they are not reported.

Anthropometric	  
Comparison	  Sample

An anthropometric comparison sample was taken from the Civilian American and 
European Surface Anthropometry Resource (CAESAR) study (Harrison and 
Robinette 1998). Anthropomorphic data of 6,000 U.S. citizens (ages 18-65). 

Wire	  Framing

A graduate student with extensive experience in 3-D modeling created wire frame models to 
represent composite female bodies from the CAESAR data and the video game data. 

Each model initially was a low-resolution standard female body. Each model 
was then constructed with mean anthropomorphic data (for real-world 
composite) or mean game-supplied data (for each of the game subgroups).

Two models were thus created for visual 
comparison.

RELIABILITY

Coding	  rates	  were	  assessed	  at	  regular	  
intervals	  throughout	  the	  study.	  Cohen’s	  
kappas	  	  were:
• Height	  =	  .98
• Head	  breadth	  =	  .93
• Chest	  breadth	  =	  .97
• Waist	  width	  =	  .84
• Hip	  width	  =	  .86

Cohen’s	  kappa	  is	  an	  index	  of	  interrater	  
reliability	  that	  is	  commonly	  used	  to	  
measure	  the	  level	  of	  agreement	  between	  
two	  sets	  of	  dichotomous	  ra'ngs	  or	  scores.

STATISTICAL ANALYSISSingle	  –sample	  T	  Tests

Showed	  significant	  differences	  on	  every	  dimension	  of	  the	  
CAESAR	  sample	  and	  the	  video	  game	  character.

Showed	  highly	  rendered	  characters	  were	  significantly	  different	  than	  
from	  the	  CAESAR	  sample	  on	  every	  measurement.

THEMESDiscontent	  with	  body	  image	  is	  associated	  
with	  ea'ng	  disorders

 Sociocultural	  pressure

Media’s	  role	  and	  internaliza'on

Cul'va'on	  Theory	  –	  people’s	  view	  of	  
social	  reality	  is	  molded	  by	  the	  media

 Thinner	  is	  beker

Fat	  is	  bad

Body Image of Older Adults in 
Magazine Advertisements: A Content 
Analysis of Their Body Shape and 
Portrayal

ARTICLE INFO
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Media Effects on Self Image:

Results

Methodology

8 magazines: national general interest 
with highest older adult readership

Readers's Digest
Better Homes & Gardens

People
National Geographic
AARP, The Magazine

TV Guide
Family CIrcle

Time

2 Independent Coders

Subjective Criteria

an appearance of retirement
extensive gray/white hair

wrinkles of the skin in hands and face
extensive loss of hair or balding

use of an ambulatory aid such as a cane or wheelchair
evidence of being the parent of a middle-aged son or daughter

evidence of having grandchildren or great-grandchildren

Coding

character’s role
their level of activity

their health status
their physical appearance

their mental health and disposition
their race

and their body image

FINAL EVALUATION 

NEGATIVE: “despondent, mildly impaired, vulnerable, 
severely impaired, shrew/curmudgeon, recluse, nosey 
neighbor and bag lady/vagrant”
POSITIVE: “John Wayne conservative, liberal matriarch/
patriarch, perfect grandparent, and sage”

Research Questions

1. How many older people are pictured in 
advertisements from top general-interest magazines?

2 How are older people portrayed in terms of their level of 
physical activity, health status, and physical appearance in 
advertisements in top general-interest magazines?.

3. How are older people portrayed in terms of their mental health and 
disposition in the advertisements in top general-interest magazines?

4. What body image of older people is portrayed in advertisements from top 
general interest magazines?

5.How are older minorities represented in advertisements from top general-
interest magazines, and what is their body image?

6. Is the overall portrayal of older characters in advertisements from top 
general-interest magazines positive or negative?

METHODOLOGY
SELECTION OF DATA

CODING STRATEGY
RELIABILITY

The processing of thin ideals 
in fashion magazines: A source 
of social comparison or fantasy?

ARTICLE INFO
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and Clinical Psychology, Vol. 28, No. 
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RESEARCH QUESTION

There are negative and positive effects 
on women when viewing thin ideal 
images in media. How could the positive 
effects be explained?

METHODOLOGY

SELECTION OF DATA

Design:	  2x3	  factorial	  design	  inves'ga'ng	  the	  effect	  of	  image	  
type	  (thin	  ideal,	  product)	  and	  instruc'onal	  set	  (control,	  social	  
comparison,	  fantasy)

Par'cipants:	  144	  female	  undergrads	  between	  ages	  of	  18	  and	  35	  years	  (recruited	  from	  university	  psychology	  classes)

Participants	  were	  given	  a	  “Consumer	  Response	  
Questionnaire”
As	  they	  viewed	  each	  ad	  they	  were	  asked	  to	  rate	  their	  level	  
of	  agreement	  with	  a	  series	  of	  6	  statements	  (1	  =	  strongly	  
disagree,	  5	  =	  strongly	  agree).

Questions

(Across	  all	  conditions)
• Extent that ad would catch their eye
• How much they liked the layout
• How effective the ad was at promoting its product

(in	  the	  control	  instructional	  set)
• How funny was the ad
• How creative was the ad
How	  interes'ng	  was	  the	  ad

(in	  the	  social	  comparison	  instructional	  set)
Level of agreement:
• I would like my body to look like this woman’s body
• This woman is thinner than me
• In	  a	  busy	  clothes	  shop,	  I	  would	  not	  try	  on	  clothes	  in	  the	  
same	  change-‐room	  as	  this	  woman

(in	  the	  fantasy	  instructional	  set)
Level of agreement:
• This woman has an exciting life
• It would be great fun to be this woman
I	  can	  imagine	  myself	  in	  this	  woman’s	  place

Note:	  the	  par'cipants	  were	  instructed	  
that	  if	  a	  product	  were	  only	  shown	  to	  think	  
what	  type	  of	  person	  would	  use	  the	  
product	  adver'sed.

Media	  Consumption
General media consumption questionnaire regarding tv, radio, magazine habits
Par'cipants	  given	  list	  of	  17	  women’s	  magazines	  and	  asked	  to	  check	  the	  ones	  they	  either	  
bought	  or	  looked	  at	  in	  the	  previous	  month.	  Also	  asked	  to	  es'mate	  'me	  spent	  doing	  so.

State	  Mood	  and	  Body	  Dissatisfaction
Eight visual analogue scales were used to measure mood and body satisfaction 
both before and immediately after viewing the advertisements.
State	  Appearance	  Self-‐Esteem
Sensitive to temporary fluctuations in self-esteem. 
1. Participants rate 20 statements as to their thoughts “at this moment” on a 5-
point Likert scale (1= not at all, 5 = extremely)
2. Participants then asked the extent to which they compared themselves with 
the woman in the ad (1 = no comparison, 7 = a lot of comparison)
Par'cipants	  then	  asked	  the	  extent	  to	  which	  they	  imagined	  themselves	  being	  the	  
woman	  in	  the	  ad	  (1	  =	  no	  imagina'on,	  7	  =	  a	  lot	  of	  imagina'on)

Self-‐Reported	  Processing
Used 7-point Likert scale to rate the extent to which they thought about the features of 
the advertisement while viewing the ad (1 = no thought, 7 = a lot of thought)

Image	  Type	  
• Thin ideal (15 magazine ads presented on A4 size laminate cards)
o 11 showed most of ultra-thin female body and face
o 4 showed product
• Product (15 magazine ads presented on A4 size laminate cards)
15	  showed	  product	  only	  –	  no	  human	  in	  the	  ad

The materials were selected from Australian women’s magazines and were 
full color. The two stimulus sets had been rated equivalent on glossiness, 
colorfulness, attractiveness, general appeal and level of humor.

Instructional	  Set
• Control – focus attention on non-appearance related aspects of the images
• Social Comparison – encourage participants to compare themselves with the 
images
• Fantasy – encourage participants to imagine what it would be like to be the 
woman in the image
(each	  received	  by	  1/3	  of	  par'cipants)

CODING STRATEGY
RELIABILITY

STATISTICAL ANALYSIS

Series	  of	  ANCOVAS.	  
To	  test	  the	  omnibus	  effect	  of	  image	  type	  (and	  
instruc'onal	  set)	  on	  mood,	  body	  dissa'sfac'on,	  
and	  appearance	  self-‐esteem.

Regression	  Analyses
Assess	  the	  effect	  of	  the	  different	  forms	  of	  
self-‐reported	  processing	  on	  mood	  and	  
body	  dissa'sfac'on.

Correlational	  Analyses
Poten'al	  predictors	  of	  different	  forms	  of	  processing.

Series	  of	  one-‐way	  ANOVAS
Checked	  for	  the	  possibility	  of	  ini'al	  differences	  
across	  the	  six	  experimental	  condi'ons.

 Female role stereotypes in 
print advertising: Identifying 
associations with magazine and 
product categories

ARTICLE INFO

Plakoyiannaki, E. & Zotos, Y. European 
Journal of Marketing Vol. 43 No. 
11/12, 2009 pp. 1411-1434

REAEARCH QUESTION

consider the frequency of female role portrayals 
and explaining whether these
portrayals have become more progressive

 examine the depiction of women across 
different magazine typesstereotypes

to explore the interface between 
female role stereotypes and
product categories

advertising contributes to gender inequality by promoting 
“sexism” and distorted body image ideals as valid and 
acceptable. Sexism refers to the portrayal of women and men
in an inferior manner relative to their capabilities and potential.

METHODOLOGY

SELECTION OF DATA
The sample consisted of n = 3,830
advertisements published in ten high circulation UK magazines.

CODING STRATEGY

CODERSFour male and four female coders were trained

classify the categories of female role 
stereotypes under four broader themes, 

 women in decorative roles
 women in traditional roles

women in non-traditional roles
women portrayed equal to men

applied an integrative approach to content analysis 

message-related variables refers to female role
stereotypes

audience-centered variables concerns the three 
categories of magazine audiences.

content analysis instrument of
female role stereotypes combined a 
variety of female portrayals

ranging from
the depiction of women as sex symbols to 
authority figures and professionals

the classification of product categories 
included hedonic and utilitarian products

RELIABILITY

In order to ensure the reliability of the coding 
process, the coders practiced content 
analyzing 100 advertisements (pilot coding) 
prior to the main study so as to learn how to 
use the instrument  

Pilot coding served to eliminate differences in the
interpretation of conceptual categories and promoted 
consensus among coders.

reliability index was calculated for the group of coders.
The operational range of values for this index is between 0.0 (no 
reliability) and 1.0 (perfectly reliable). 

estimated reliability of
the coding process is high.

0.92 for type of female stereotypes
0.93 for product class

THEMES
women were primarily portrayed in decorative roles, notably
“concerned with physical attractiveness” and as “sex objects”.

images of women in decorative roles 75% of the sample 
of advertisements

Advertising contributes to gender inequality by promoting 
“sexism” and distorted body image ideals as valid and acceptable

Retro-sexism
 images of women as objects

female role stereotyping is a contemporary global problem
 non-active and decorative roles

perfect provocateur
external appearance; rather than the “inner body
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