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The extent to which media and culture are related has been extensively debated. Theories, cultural models and previous researches have attempted to provide a clarification to the relationship and sketch the landscape of how the elements react with one another. As media continues to be exported and imported at an immense rate on a global scale, local cultures are subjected to external influences. International fashion magazines such as Vogue, are produced and sold in many countries; but they are not only produced for the local audience but are also sold outside their national boundaries. This brings up the debate between media and culture, between which media globalization or localization can occur. Through an extensive quantitative content analysis of 707 images, Vogue China and Vogue US were studied for its portrayal of gender roles and beauty. Portrayal of gender roles concerns the way the society is presented with gender norms and stereotypes, while beauty portrayal relates to the features that depict an attractive woman. These aspects have received considerable analysis prior to this research and thus provided a sensitizing foundation to analyze a media and cultural combination that was not researched before. This study found that portrayal of gender roles to be similar between Vogue China and Vogue US, while beauty portrayal to be different. Westernization of China and media globalization/localization were credited as probable causes for this finding. This further indicates that certain cultural elements can be influenced while others remain deeply embedded in the society, unyielding against external influences. 
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Knowledge is continuously passed on from one generation to the other, and one element of knowledge is culture. We are taught by our surroundings and the generation before us about how to think about things and events, just as how they were taught. This accumulates to be an embedded way to perceive people and things within our environment and becomes a necessity to navigate the society, further creating values and culture. However, this can be changed through time and stimulus. 

Sahay and Piran (1997) statistically measured skin-colour preferences of female university students and discovered that South Asian-Canadians desired for lighter skin and European-Canadians desired for darker skin, while both wanting to maintain their cultural identities. The research shows a cultural difference in the concept of beauty. Furthermore, they discussed in their research that South Asian-Canadians have decreased their strong inclination to be ‘white’, and have started to opt for lighter skin. They suggest that dark skin is nevertheless undesirable, even if there are fewer tendencies to be ‘white’. They implicated that this is because the Westernized concept of beauty has weakened, although it is clearly still present. However, an interesting finding showed that both groups feel tension towards the image of the “tall, thin, blue-eyed, blonde Western” (Sahay & Piran, 1997, p. 168), implicating that the effects of societal concept of beauty on body dissatisfaction, is universal. Contributing to this, Frith, Cheng and Shaw (2004) found through their quantitative research that there are elements in concepts of beauty that are universal and thus are similar in different cultures. Furthermore, it was proposed that Western women are generally portrayed more sexily in comparison to Asian women. This hints at a cultural difference in gender roles. Due to the possible differences, similarities and negative impacts, there is a strong interest in finding out how these concepts are different within cultures and nations. 

In order to do so, the specific media of fashion magazines was chosen because they are widely circulated and have a big readership base. The Association of Magazine Media (2010) based in the United States, found that the total average single copy circulation figure for the top 25 magazines is 15,312,694. Amongst these magazines, there are 7 that are mainly fashion/woman lifestyle magazines, totalling up to almost 4.5 million readers every month (see Table 1 below). 

	Rank
	Publication Name
	2010 Single Copy Sales

	1
	Cosmopolitan
	1,604,232

	7
	In Style
	638,163

	10
	People Stylewatch
	561,008

	12
	Glamour
	535,620

	16
	Life & Style Weekly
	420,819

	21
	Vanity Fair
	374,845

	24
	Vogue
	344,667

	Total
	4,479,354


[bookmark: _Toc201897574]Table 1: Average single copy sales for fashion/lifestyle magazines in the United States (The Association of Magazine Media, 2010)

Given a huge audience, fashion magazines cannot be assumed to have no influence; instead there is likelihood that they are important elements that have sociocultural impacts, such as the possibility of influencing the ideal body image and beauty standards (Cohen, 2006; Sypeck, Gray & Ahrens, 2004). Cohen (2006) reviewed and concluded based on previous researches that magazines are effective modes of communication, in comparison to television. On the other hand, a research by Harrison and Hefner (2006) showed that television is more influential, in comparison to magazines that have no effect on thin-ideal internalization.

This brings up the extensive debate concerning the effects media have on the self-image, identity and culture of a person. Gerbner (1998) founded the Cultivation Theory, which mainly focuses on the effects television has on its audience. In his paper, he reviewed its application and confirmed that television “plays a role in the formation of those very “predispositions” that later intervene (and often resist) other influences and attempts at persuasion” (p. 191). On top of that, the Social Comparison Theory developed by Festinger (1954) can also be used to explain the effects of media on individuals. What this theory illustrates is that “social comparison is a central feature of human social life” (Buunk & Gibbons, 2007, p. 3), and the original process involve individuals comparing of abilities and opinions for the purpose of self-evaluation. Additionally, Buunk and Gibbons (2007) said people compare to gain information and social cues, even confidence and knowledge. Connecting this to media effects, it could mean that there would be the possible negative impacts when individuals compare to idealistic media figures and as a result, be exposed to an unrealistic frame of reference. What can be deduced is that media can produce effects on reality, and can even be highly effective in altering individual’s culture. 

In relation to this study, researches that discuss the relationship between media exposure and body dissatisfaction as well as eating disorders have been previously done. Sypeck, Gray and Ahrens (2004) showed that fashion media have not only promoted the significance of facial beauty, but also increasingly portrayed thinner women over the years and they propose this to “increase in the valuing… of a thin ideal shape for women” (p. 347) and as a result, can spread the prevalence of eating disorders. A more recent research by Harrison and Hefner (2006) showed through their findings that media exposure at younger ages could lead to a screwed impression of an ideal women’s body and affect their future body image. On the other hand, media can be reflective of the local culture, for example when highly globalized products are localized (Arsenault & Castells, 2008). Thus, it is noteworthy to look into the extent of effects by localization or globalization based on cultural similarities and differences. This can then be used to deduce to what extent media represent local culture, or whether media are active agents that continuously alter the local culture they are present in. 

Thus, this study aims to explore and understand the distinction between Western fashion media and Eastern fashion media in regards to its portrayals of the concepts of gender roles and beauty, while attributing findings to intercultural differences. This research will be two-fold. Firstly, the portrayal of the ‘gender roles’ and ‘beauty’ in Vogue China and Vogue US will be researched. Secondly, the similarities and differences between both versions of Vogue will help to understand these concepts from a cultural perspective and to discuss it in terms of representation of the local culture. The starting point will be from a Chinese perspective, as opposed to taking an American-centric standpoint. Being a developing country, China has just started to be exposed to Western elements, indicating a vulnerability; thus, it might be interesting to explore the degree of Westernization through Chinese fashion media. On the other hand, as China becomes more prominent on the global stage, the opposite could happen, causing Chinese media to be globalized. Through this study, it is hoped that the extent of localization or globalization on culture through media can be investigated. 

Therefore, the main research question will be as follow: How are the portrayals of gender roles and beauty different in the Chinese and American versions of Vogue magazine; and to what extent can they be attributed to intercultural similarities and differences? In the following sections of this paper, it will be seen how this research attempts to navigate the field of media and culture by accessing cultural models and previous research. Moreover, in-depth research with a large sample would be conducted to provide information that will help answer this research question. 
[bookmark: _Toc201909512]Chapter 2: Literature Review
[bookmark: _Toc201909513]Fashion media and portrayal of culture
The main idea of this paper is to study the relationship between media and culture, and thus the underlying notion of this study is media effects. It is necessary to first address the theories regarding media effects, specifically Cultivation Theory and Social Comparison Theory. Furthermore, a context is provided to look at the past and present of fashion media in China, with a smaller part regarding the US. In order to investigate and understand the cultural similarities and differences in portrayal of gender roles and beauty, it is necessary to comprehend previous research that addressed similar issues. Prior research that examined portrayals of gender roles and beauty in fashion magazines will be explored and taken into consideration of this study. Furthermore, to acquire to context to interpret the findings from this study, cultural models will be taken in consideration. This will help the understanding of the extent to which portrayals of gender roles and beauty are important aspects that define interculturality. Lastly, media localization and globalization will also be addressed for the purpose of cross-referencing the degree and the extent of similarities and differences found. Specifically, theories regarding media effects and culture will be discussed to the relationship between media and portrayal of certain aspects of culture presented in fashion media.
[bookmark: _Toc201909514]Media effects
There is an on-going debate regarding the influence media can potentially pose on its audience. The effects of idealistically beautiful models in magazines on its female audience have been extensively debated. Through her research on the relationship between media and portrayal of gender roles, Kang (1997) believed in the effects of images in media, in influencing our “attitudes, values, beliefs, and behaviours” (p. 980). 

Gerbner (1998) developed the Cultivation Theory to explain media effects, and discussed how television not only influences but also shapes the mentality of the audience. Gerbner, Gross, Morgan, Signorielli, and Shanahan (2002) further expanded the theory and found that the extent of exposure also contributes to media effect, and the consistency of messages in mass media channels apart from television further strengthens media effects. “For most viewers, extended delivery systems signal even deeper penetration and integration of the dominant patterns of images and messages into everyday life” (Gerbner et al., 2002, p. 63). From Gerbner’s theory, Cohen (2006) derived that media can create an unrealistic understanding of the reality; it could greatly affect the way exposed individuals act in real life. By means of literature review, she was able to show that “overall, media exposure does seem to have an impact on body dissatisfaction, disordered eating, and drive for thinness, increasing all three variables. This effect becomes more pronounced when we look at thin-ideal depicting media” (Cohen, 2006, p. 68). On another note, she was also able to come to the conclusion women are more easily influenced in comparison to men. 

In addition to Cultivation Theory, the Social Comparison Theory is used here to gain a deeper understanding of how media representations may have an effect on the audience. The theory defines that human beings have an intrinsic need to find relevance with the society in order to fit in, and thus there is a “drive for self-evaluation and the necessity for such evaluations being based on comparisons with other persons” (Festinger, 1954, p. 138). Contrary to the Cultivation Theory, the Social Comparison Theory mainly discusses effects in a general social context and is not confined to media. However, extending this to media effects, the Social Comparison Theory can assist in understanding the possible negative effects of consuming media. Relating this to the current study, this theory can explain how the audience gets the need to compare, not to their social counterparts, but to images that they see in the media that they consume. In this sense, there would be some degree of media effects through social comparison. Buunk and Gibbons (2007) reviewed the relevant developments to the theory since its inception, and mentioned that these expansions show that what, how and when individuals compare are different, as well as how the comparison is addressed. For example, there is upward and downward comparison (Buunk & Gibbons, 2007; Tiggemann & Polivy, 2010). The Cultivation Theory and Social Comparison Theory could potentially explain how media can be an active agent in causing changes in individuals, and thus could potentially contribute to changes in local culture in a long run. 

On the other hand, the surrounding environment influences the media, where changes in the sociocultural context itself are strong change elements for media (Frith & Feng, 2009). It is known that international magazines localized media content to accommodate the needs and demands of its local audience, because audiences have preference for content that is local and relevant to them (Arsenault & Castells, 2008; Feng & Frith, 2008; Feng & Karan, 2011; Karan & Feng, 2009; Kopnina, 2007). In this sense, media content represents local culture (Hung & Li, 2006). Attempting to place this concept in the Chinese society, Kunz (1996) analysed images from China Reconstructs from 1962-1986. Before the economic reform in China, the monthly magazine depicted the developments in the country, including the changing styles of the society. Furthermore, he also used statistical data of readership survey performed by Elle China in 1995. Both were sources that allowed Kunz to study and show the prevalent fashion trends and the societal ideology that drive those trends, both before and after the economic reform in China. As such, Kunz (1996) concluded that the fashion images shown in China Reconstructs were consistent with the societal ideology apparent at the time, with small degrees of acceptable deviation towards individualization. The economic reform marked the surge of the fashion industry, which was shown through the production of Elle China. By understanding the audience of Elle China, the author aimed to show how the society and its culture have changed over time in China, and is consistent with an observable change in fashion trends. Kunz demonstrated that fashion, as an aspect of daily life, is reflective of the society, which is then further portrayed in fashion magazines. 

However, Kopnina (2007) also noted that international magazines must consider the difference in topic and style acceptance, while on the other hand, uphold consumer expectations concerning standards of content and format. In her research, she discovered that content and production of content are strong reflections of local culture. However, it is important to take note of the commercial context it is portrayed in, which mostly promotes consumerism since they are in fact selling products (Feng & Karan, 2011; Frith & Feng, 2009). 

As such, fashion magazines, like other forms of media, can be influenced by or be influential to, the society and its culture. Being media that portray the trendy and beautiful, the perception of gender roles and beauty are the main aspects in which these magazines have power to affect. Therefore, international fashion magazine franchises are researched concerning its power, or the lack thereof, in shaping the perception of local cultures. 
[bookmark: _Toc201909515]Western fashion media and the Chinese culture
This research deals with fashion media and the Chinese culture, specifically the fashion magazine, Vogue. Moeran (2006) discussed the significance of fashion magazines in a societal context, stating that because of its content, these magazines are “cultural products and commodities” (p. 727). This would lead them to become influential media “in which the reader’s ideal self is reflected and on which she can herself reflect and act” (Moeran, 2006, p. 727). This coincides with the previously discussed Cultivation Theory and Social Comparison Theory.

Frith and Feng (2009) described the three growth waves in the Chinese fashion magazine industry that started with the introduction of the first Chinese women’s magazine, Labor in Women in 1921. The first wave was due to the revolution, in which gender roles were being redefined. “Magazines and other mass media became the channels for propaganda, promoting community ideology and government policies” (Hung & Li, 2006, p. 11). Usual issues that were addressed by women’s magazines at the time were “to promote the social status of women and women’s role in the revolution” (Frith & Feng, 2009, p. 161). Later, the second development phase occurred between 1977 and 1988 when the country was experiencing major societal changes. The economy underwent reforms and consequently, the “Chinese consumer behaviour was undergoing drastic changes driven the rapid rise in personal income” (Country Report, 1987, as cited in Frith & Feng, 2009). This caused the re-emergence of capitalism. Gender roles were once again challenged and altered, where women are portrayed through a family as well as through a contribution context. The last period from 1988 until the present was characterized by the entrance and surge of international fashion magazines, starting with Elle in 1988. Presently, there are two categories of women’s magazines: first, local magazines that attract audience with its narratives and its emotional appeal, and secondly, fashion and beauty magazines, some of which are executed through the localized version of an international concept (Feng & Frith, 2008; Frith & Feng, 2009). 

	Magazine
	Publisher
	Origin

	Cosmopolitan (Shi Shang Yi Ren)
	Hearst
	US

	Harper’s Bazaar (Shi Shang Ba Sha)
	Hearst
	US

	Vogue (Fu Shi Mei Rong)
	Condé Nast
	US

	Elle (Shi Jie Shi Zhuang Zhi Yuan)
	Hachette Filipacchi
	France

	Women’s Day (Jiang Kang Zhi You)
	Hachette Filipacchi
	France

	Marie Claire (Jia Ren)
	Marie Claire
	France


[bookmark: _Toc201897575]Table 2: Local version of international fashion magazines (Karan & Feng, 2009)

According to AllChina.cn (2012), there are more than 5,000 magazines in China with approximately 250 fashion/lifestyle/beauty magazines. Apart from Japanese magazine publishers, Table 2 shows the four major Western international magazine publishers in China that produce local versions of international fashion magazines: Hearst, Condé Nast, Hachette Filipacchi and Marie Claire. For these global publishers to expand into China, they usually choose to license or create a joint venture (Feng & Frith, 2008; Frith; 2006; Karan & Feng, 2009; Hung & Li, 2006). Karan and Feng (2009) mentioned that they localize to two extents; firstly, they can create a Chinese version where most of the content are directly translated, or secondly, they can produce a version where most content are localized not only in language but also in context. The first method produces fashion magazines which “more than 80% of the editorial content is taken from the original edition or other international editions” (Karan & Feng, 2009, p. 350), whereas the second method would impose several requirements on its content, such as the maximum amount of translated content allowed, to the size of the magazine’s title. Karan and Feng (2009) attributed that localization is highly important for global magazine publishers as well as its advertisers to reach its intended target group, due to China’s economic situation and degree of development and modernization. 

Frith and Feng (2009) examined and further noted that the surge of international fashion magazines into the Chinese market contributed to several changes. Taking into consideration only the effects on media, culture and society, these international entrants encourage competition in the industry, and as a result, possibly encourage investments from abroad. Moreover local cultures are possibly affected due to the surge of international media, such as through the spreading of Western cultural values of individualism and consumerism (Frith & Feng, 2009; Hung & Li, 2006; Moeran, 2006). In their research where secondary statistical and historical data were collected, Frith and Feng (2009) did an analysis on the development and changes in the Chinese women’s magazine industry and found that local magazines adapted to the formats and layouts of international magazines for economic gains. As a result, messages “have taken on a decidedly commercial form” (Frith & Feng, 2009, p. 169), which inherently promotes consumerism and capitalism in the Chinese society (Moeran, 2006). Frith, Shaw and Cheng (2005) also suggested through historical research that such international magazines could possibly change the cultural concept of ‘beauty’, which will be discussed in more detail in the sub-section as one of the major research elements. 
[bookmark: _Toc201909516]Vogue 
The luxury high-end fashion magazine franchise was launched in 1982 by Condé Nast and is available in many countries including the US, UK, Italy, Germany, France, Spain, Russia, Japan, China, Taiwan, Latin America, Korea, Brazil, Greece, Australia, Portugal, The Netherlands, India and Turkey (Conde Nast International, 2012; Kopnina, 2007; Weber, 2006). As such, it is suitable for the objective of this study that is to study the similarities and differences between media in different cultures, because it provides this current study with a standard format to analyse both the Chinese and North American editions. As Kopnina (2007) said, “the individual editions of the magazine serve as examples for exposing cultural differences and similarities evidenced from the same ‘brand name’ magazine across different cultural markets” (p. 369). The magazine is highly revered around the world and its editions are not just sold locally, but also exported internationally.  As Weber (2006) described the magazine, it is “revered for its editorial excellence and its visual panache, … [and] has long functioned as a bible for anyone worshiping at the altar of luxury, celebrity and style” (p. 1). Furthermore, Weber (2006) also mentioned that the magazine is important and influential because it does not just convey what fashion is, but also has the ability to shape and change it; thus indicating a media effect by Vogue on local culture. 

Vogue China entered the Chinese market through a licensing agreement with China Pictorial in September 2005, after two years of planning (Kopnina, 2007; Li, 2008; Vogue China, 2010b). According to Vogue China’s official website (http://www.vogue.com.cn/), the magazine aims to be educating and to encourage a richer lifestyle of modern Chinese consumers that range from the mass audience, designers to people involved in the creative industry (Vogue China, 2010b). The magazine has a total audience of more than 3 million and they are the market leader amongst Western fashion magazines in China. The main reasons for the instant success of Vogue China is strong financial backing from its international publisher, Condé Nast, as well as the substantial amount of planning done beforehand (Li, 2008). Their main audiences are situated in Beijing, Shanghai and Guangdong. Furthermore, they have described their average reader demographics to be a 31-year-old women, a university graduate who earns RMB106,800 annually, with monthly disposable income of more than RMB5,000 (Vogue China, 2010a). In comparison to the demographics of the American audience, Vogue US has an audience of 11.4 million. The average reader is about 37 years old, 84% are female and 64% has attended college (Condé Nast, 2012a), in comparison to 92% of the Chinese audience (Vogue China, 2010a). Contrary to Kopnina (2007) who noted that Vogue targets the same audience globally, the audiences are different in China and the US. Therefore, it can be assumed that the content in Vogue China and Vogue US are different as well, possibly localized to fit the local culture. 

Therefore, intercultural differences will be the main point-of-reference during the analysis stage of this research. Kopnina (2007) discussed cultures in relation to international fashion magazines. Within that specific scope, there are two concepts that are prevalent in literature regarding fashion magazines: the concept of ‘gender roles’ and the concept of ‘beauty’. The fashion industry is thus relevant as it is constantly linked to identity. As Kopnina (2007) states, “as representations of identity bound lifestyle, innovations within fashion are related to sociological and cultural developments” (p. 366). What can be assumed from this is that fashion influences and induces changes in culture and society, and vice versa, as it is the source where self-image is derived.
[bookmark: _Toc201909517]The concept of ‘gender roles’ in fashion media
In order to understand gender, the Social Role Theory provides an understanding to the different roles of men and women. Eagly, Wood and Diekman (2000) discussed the Social Role Theory as the embedded roles that males and females have in society. As such “a variety of sex-differentiated skills and beliefs arise from the typical family and economic roles of men and women” (p. 126). Because skills and beliefs are highly socially embedded, it becomes generalized as gender characteristics and behaviours; thus showing that men and women conform to their gender roles and the Social Role Theory. This theory illustrates how the social construction of gender roles becomes common sense, indicating that gender roles are the way in which society dictates how men and women should behave differently. As gender roles start being an established notion, it becomes how society defines men and women, thus extended as the differentiation between the genders apart from physical features.

According to Hung and Li (2006), the current Chinese women are modern and embrace consumerism and their femininity. This change has been influenced by the rise of consumerist content in women’s magazines in China after the economic reform, and as a result, the image of the Chinese women has gone through many changes. According to Confucian tradition, Chinese women were defined and expected to be “kind, docile, decorous, modest, and dutiful” (Hung & Li, 2006, p. 9). After that, during the Cultural Revolution, Chinese women were socially expected to be equal with men in terms of function in and obligations to the society. Furthermore, when the economic reform happened, the roles of women were once again altered and “a contemporary woman is also expected to be smart, independent, knowledgeable, and is one who can enjoy her life” (Hung & Li, 2006, p. 10). The changes to the expected role of a woman were driven by societal and cultural circumstances. Even so, there were still differences in the expectations or the gender roles of men and women.  

The Hofstede model of cultural difference will be used as the base to understand intercultural differences in gender roles portrayal. With its recent expansion to cover cultures of 74 countries, the model analyses countries concerning six cultural dimensions: Power Distance, Individualism vs. Collectivism, Masculinity vs. Femininity, Uncertainty Avoidance, Long-term vs. Short-term Orientation, and Indulgence vs. Restraint (Hofstede, 2012). The researcher studied the company culture of IBM between 1967 and 1973, in different countries and cultures according to the six aspects mentioned above. He maintained that culture highly influences the working environment, thus the comparison between company cultures was a good indication of how the culture deals with authority, society, gender, and risk taking. 

This is the point in which many have criticized Hofstede for; An and Kim (2007), like other researchers, critiqued the well-known theory to be developed based on the assumption that national culture is comparable to the culture within IBM. An and Kim (2007) also noted that possibility of cultural bias and that the theory needed to be updated according to societal changes. There were also questions regarding their research and sampling method. Furthermore, Hofstede model is mainly based on comparison and cross-cultural analysing to generate a score of each culture in these six aspects. Nevertheless, Hofstede (2012) provides the complete and comprehensive overview in cross-cultural similarities and differences in comparison to other researchers. The element of power distance and masculinity vs. femininity can be assumed to be most relevant for the analysis of gender roles portrayal. The Power Distance index is significant as it deals with how hierarchical societies are and how power is distributed. China scores 80 on power distance while the United States a 40; this indicates that there is a much higher level of hierarchy in China in comparison to the US (Hofstede, 2012). This in turn, implies that it is more likely that there are inequalities within the society that can contribute to stronger gender stereotypes within Chinese mass media. The other element would be Masculinity vs. Femininity, which addresses the extent of competitiveness of a society. China scores China scores 66 on masculinity, whereas the United States scores 62; this indicates little difference in the high extent to which success is important to these cultures (Hofstede, 2012). 
[bookmark: _Toc201909518]Cultural analysis of gender roles portrayal in media
An and Kim (2007) used the Hofstede cultural framework, in their analysis of Korean and American online advertisements. An and Kim (2007) focused specifically on the element of masculinity and the extent of it, to relate to the cultural differences in portrayal of gender roles. They differentiated between masculine and feminine cultures, and expressed that the former would cultivate a more gender stereotypical society where men are superior to women. In their content analysis of Korean and American online advertisements, An and Kim (2007) observed that the degree of masculinity within a culture dictates the extent to which men and women are portrayed together, and the equality of genders. Nonetheless, women are as frequently presented in a non-working role within different cultures. Thus, the first sub-question is derived as follow: How are gender roles portrayed in Vogue? 

Attempting to relate the concept of ‘gender roles’ to media effects, this study would address the portrayal of gender roles based on the assumed contribution of media to its cultural concept (Hovland, McMahan, Lee, Hwang & Kim, 2005). This signifies that how Vogue, as a women fashion magazine, represent male and female is important to assess because it potentially contributes to the social construction of ‘gender roles’. In this aspect, gender roles could be demonstrated through typical characteristics within mass media, such as portrayed submissiveness or assertiveness, working positions and environment, degree of sexiness and emotive, ways of dressing, and even height. While Hofstede’s dimensions help understand intercultural differences, perhaps the most famous scheme of analysis to investigate the portrayal of gender roles in media was developed by Goffman (1979). He argues that depictions of men and women in the media are not reflective of reality, but these images are tools that socially shape and reinforce the audience of their individual gender roles. Goffman (1979) studied images in American magazines and found the differences in portrayals of men and women that reinforce the notion that women are inferior to men. Authors and researchers have criticized the sampling method used by Goffman, whereby images analyzed were not a random sample, but chosen to illustrate his arguments regarding portrayal of gender roles in the mass media (Belknap & Leonard, 1991; Hovland et al., 2005; Kang, 1997). Nevertheless, many in their own research have adopted Goffman’s method of analysing gender stereotypes in advertisements. Goffmans’ analysis scheme helps detect gender stereotypes from six aspects: Relative Size, The Feminine Touch, Function Ranking, The Ritualization of Subordination, Licensed Withdrawal and The Family (Goffman, 1979). 

Belknap and Leonard (1991) used Goffman’s scheme and analysed three traditional and three modern American magazines ranging from sports to lifestyle magazines, from the year 1985. On average, they found that the aspect of The Feminine Touch and Ritualization of Subordination to be highly present, whereas the remaining four aspects were less present. Categorizing these magazines as modern or traditional, Belknap and Leonard (1991) implicated that their results show that all aspects were found more present in modern magazines, except the aspect of The Family. Magazines deemed as traditional in its magazine concept regarding gender roles, were found to use The Family aspect to reinforce gender stereotypes. Kang (1997) conducted a comparative study on the portrayal of gender roles between 1979 and 1991 in three women’s popular magazine which had high number of readers: Vogue, Mademoiselle, and McCall’s. Through content analysis, the author concluded that there was not much decrease in gender stereotyping within the media. Adding to the Goffman’s scheme, Kang (1997) included the aspects of Body Display and Independence/Self-Assertiveness to make up a 7-category scheme. Although the study did show slight increase in the amount of advertisements where the Licensed Withdrawal and Body Display aspects were detected, other aspects within Goffman’s scheme did not show significant differences. These studies indicated that gender stereotypes were still highly present then. 

Later on, Lindner (2004) applied the Goffman’s scheme and added several elements from other researchers; she studied nine aspects that illustrate gender role portrayals in magazine advertisements. Her research shows that women in Vogue advertisements are “more stereotypically portrayed than did advertisements in the general interest magazine (Time)” (Lindner, 2004, p. 419). Additionally, Lindner (2004) reviewed previous researches that indeed showed a relationship between advertising and the cultural concept of ‘gender roles’. She mentioned that the trends in ‘gender roles’ portrayal in the media have changed alongside societal developments, though it was noted that the amount of stereotyping did not change much. Lindner (2004) concluded that her research showed insignificant chances in stereotypical portrayals of women’s roles, which further detaches the media portrayal from the recent societal changes on the definition of men and women. This is consistent with Goffman (1979) on the unrealistic representation of gender within the mass media. Similarly, Hovland et al. (2005) analyzed portrayal of gender roles in mass media using Goffman’s scheme, specifically between American and Korean women’s magazines, and they discovered that gender stereotypes were more present in American magazines. 

Hung and Li (2006), who devised an alternate scheme to evaluate portrayal of gender roles of Chinese women, categorizes their portrayals in advertising into four types: Nurturer, Strong Women, Flower Vase and Urban Sophisticate. They chose to content analyze advertisements featured in 5 different genres of magazines, but most (82.4%) were from fashion or lifestyle magazines. Therefore it was no surprise that they found the elements of Taste and Beautiful was most prevalent, and that women were most likely to be portrayed as Urban Sophisticate (44%), followed by Flower Vase, Strong Women and Nurturer. Specifically in fashion or lifestyle magazines, most women were portrayed as Urban Sophisticate or Flower Vase. Furthermore, Hung and Li (2006) also discovered that Asian women were more likely to have diversity in their gender roles. 

Feng and Karan (2011) found that stereotypical presentations of women are present in fashion magazines, while the extent to which presentations are stereotypical, is stronger in international fashion magazines. They did this through the analysis of the magazines’ contents, such as determining the amount of advertisement within the magazine, the topics shown and their extent of modernity, as well as the sources of the content. On top of that, Zhang, Srisupandit and Cartwright (2009) performed content analysis on 2007 magazines from Thailand, China and the United States. They found that portrayal of gender roles in magazines in all three countries conform to gender stereotypes such as working roles, which the researchers attributed the results to a cultural and economic difference. Additionally, there has been noted decrease in the amount of stereotypes in advertisements by American companies as of 2007, in comparison to results from previous research.

Media have generally been stereotyping the roles of women to be a certain way, which are not only inferior and inconsistent with reality, but also “not representative of women’s diversity” (Kang, 1997, p. 981). However, in Kopnina’s (2007) research, it was discovered that there were minor cultural differences in the portrayal of ‘gender roles’ in several versions of Vogue. But it is important to note that she contributed the minority of difference to the uniformity in the target audience of Vogue, even in different countries (Kopnina, 2007). What this means is that Vogue targets a certain type of audience, in every market that it is present in; therefore, similarities or lack of differences can be attributed to its target group. On top of that, Hovland et al. (2005) studied gender role portrayals cross-culturally, and implied a degree of Westernization in Korean media due to similarities. Given the strong distinctions between China and the United States, it will nevertheless be interesting to find similarities and differences in the gender roles portrayal. 

H1: 	Portrayal of women’s gender roles in Vogue is consistent with gender stereotypes. 
H2:	Portrayal of women’s gender roles in Vogue US is more consistent with gender stereotypes. 
H3: 	There are more differences than similarities in the portrayal of gender roles between Vogue China and Vogue US. 

Previous research indicates that gender stereotyping that reinforces traditional gender roles of men and women are persistent in the media. According to the theory of media effects, the continued portrayal of traditional expectations and definitions of the genders can create boundaries in society. Again, this shows a complex relationship between media and culture. Furthermore, research has also shown that the extent of the portrayal in media is different interculturally; thus media portrayals are indicative of the local cultural perspective on gender roles. 
[bookmark: _Toc201909519]The concept of ‘beauty’ in fashion media
In comparison to the portrayal of gender roles in media, the portrayal of beauty has been less addressed in literature. This is because most studies are more concerned about the adverse effects of media images on body dissatisfaction. 

Wood (1999, as cited in Frith, Shaw & Cheng, 2005) described beauty to the American is “to be attractive, deferential, unaggressive, emotional, nurturing, and concerned with people and relationship” (p. 56). On the other hand, Hofstede (1997, as cited in Frith et al., 2005) describes, “in Confucian cultures, femininity is associated with virtue and modesty” (p. 56). Associating femininity as an element of women’s beauty, the cultural concept of beauty in China can be seen to have gone through changes. As such, in the research done by Frith and Feng (2009), they established that expressions of beauty were non-existent in favour of portrayal of more wholesome values; but this has changed. “The content of women’s magazine has generally reflected the changing socio-economic roles for women in China” (Frith & Feng, 2009, p. 169). Thus, the second sub-question is derived as follow: How is beauty portrayed in Vogue?

There is neither a single definition nor specific features that once fulfilled, would make women beautiful. Elements that make women appealing are different interculturally, but there are universal elements that are mutually appreciated across different cultures. A research by Bjerke and Polegato (2006) that studied the appeal of certain types of beauty amongst European Caucasian women found that beauty can be cross-culturally appealing, indicating that there are elements that are regionally or universally appreciated, by the West and the East (Frith et al., 2004; Frith et al., 2005). 

Therefore, what is seen as beautiful is different in every culture, but this also means that it is subjected to influence, particularly the media, and beauty standard changes constantly (Frith, 2006). Solomon, Ashmore and Longo (1992) proposed the Beauty Match Up Hypothesis, where there are “implicit theories of beauty that influence responses to models in advertising” (p. 24). Within this hypothesis, the authors defined eight different types of beauty: Classic, Cute, Sex-Kitten, Sensual, Girl-Next-Door, Exotic, Feminine, and Trendy; they propose that the type of the product being advertised must match with the type of beauty portrayed by the model. Their research mainly focused on how fashion editors would categorize different types of beauty based on model images provided by modelling agencies, as Solomon et al. (1992) attributed a role to these gatekeepers in shaping the cultural perception of beauty. In result, the authors showed that beauty does not have a single definition, as women can be categorized in six different types of beauty; they also found that there seems to correlation between the product and the type of beauty that can be measured. 

This study contributed to the study of portrayal of beauty with a scheme that guided the research of Frith et al. (2005). Analysing magazine advertisements from the US, Singapore and Taiwan, they found that Caucasian models were common in advertisements in both Western and Asian magazines, but are more likely to be portrayed as sexy in comparison to Chinese models. Classic Beauty is the most frequently portrayed type of beauty by both Caucasian and Chinese models. In a similar research one year before, they also found that Asian models were more likely to be portrayed as Cute or Girl-Next-Door (Frith et al., 2004). This further suggests that beauty can be culturally constructed as well as susceptible to change; however, it applies to crude categorization of Caucasian and Asian thus more research needs to be done comparing China and the US. On top of that, American women are evaluated to be beautiful based on their body, whereas, the face is seen as more important for Asian women (Frith et al., 2005). These descriptions illustrate that that there is cultural diversity in the concept of ‘beauty’; not only are there different types of beauty, different types also appeal to different extents in different cultures. Nevertheless, these concepts are highly susceptible to advertising (Frith, 2006), especially in fashion magazines, as advertisements tend to encourage one standard beauty. 

H4a: 	Female models are more likely to be portrayed as sexy in Vogue US. 
H4b:	Female models are more likely to be showing their bodies in Vogue US. 
H5:	There are more differences than similarities, in the portrayal of beauty between Vogue China and Vogue US.

This points to the fact that beauty is how an individual is viewed or assessed to be attractive on a cultural standard, which can be influenced by societal changes. The authors noted several cultural differences based on previous researches, where portrayals of Western women are almost always distinct from the portrayal of Asian women, ranging from the type of beauty, degree of sexiness (Frith, 2006), clothing worn, and facial expressions. Furthermore, beauty can also be assessed through race, body shape and size, skin colour, hair colour and length. The extent to which audience are shown different types of beauty, as portrayed by women in fashion magazines, are dependent on culture. Therefore, the differences in the preference of particular types of beauty would be indicative of the nature and relationship between media and culture. 

[bookmark: _Toc201909520]Westernization of the Chinese media
Global flows “have led to many cross-national and cross-cultural similarities in advertising creative strategies, including similarities seen in the traditionally different U.S. and East Asian countries” (Frith et al., 2005, p. 67). The extent to which there are similarities are addressed by two extreme views on media: globalization vs. localization; but recent developments have demonstrated a multiple-flow global networks of media (Arsenault & Castells, 2008; Frith & Feng, 2009). The phenomenon of globalization refers to the movement of local media as a form of culture through national borders (Crane, 2002), either regionally or globally in its original form. Globalization is mostly associated the movement of Western media such as movies, television programmes and magazines; an extreme point of view or form of Western media and cultural globalization is cultural imperialism that can potentially promote a global Western culture. On the other hand, localization is the opposite process in which media are being adapted to the local culture. Global media franchises can be imported into a country and adapted to fit the culture and language of the local audience. In the recent years, as other regions have started to acquire the skills, finances, and the network for distribution of other cultural media (Larkin, 2008). This indicates the weakening of monopoly by Western media, and the growth and globalization of other regional media. The global media network flow has the potential to not only alter how locals consume media, but also how media is produced locally (Arsenault & Castells, 2008; Larkin, 2008). As Frith and Feng (2009) put it, “the case of China is interesting as Western global media are only one of the forces at work” (p. 160).  

The effects of global flows of media and cultural products have lead to changes as suggested by Frith et al. (2005), such as race diversity of models in Singapore. This suggests the Cultural Hybridity theory, indicated by Flew (2007) as the appropriate model to describe this. The theory illustrates the idea of a global network, which takes into account the various directions of cultural influence (albeit weaker), not just Western media and culture (Crane, 2002; Karan & Feng, 2009). With the increasing diversity in global media, it is worth nothing that this creates a complex picture of the global media and culture network that encourages multiculturalism, much like the modern relationship between media and culture. 

Feng and Frith (2008) content analyzed three magazines: Cosmopolitan (US), Rayli (Japan) and Women’s Friend (local). They found that international magazines tended more to commercialized, in comparison to the local magazine. Furthermore, they suggested the reason for the popularity of Rayli in China was the use of Asian model, which increases the cultural proximity and the magazine would appeal more to the Chinese audience, in comparison to Western magazines (Feng & Frith, 2008). The magazine reaches many more audiences in comparison to Vogue China. This points away from Westernization, cultural imperialism and cultural homogenization. 

Similarly, Karan and Feng (2009) studied the fashion magazine industry of China and the position of international publishers who localize to produce a local Chinese version to appeal to its local audience. After in-depth interviews with people involved in the production process, including several editors-in-chief, they were able to analyse the concepts of globalization and localization within the Chinese magazine industry. Referring to global forces, Karan and Feng (2009) discussed how international magazines abide to the publishing principles and apply them to local versions. Furthermore, they also have a high degree of imported content, which decreases as the local production team gains more experience. Nevertheless, local versions as well as their organizational structure and staff, are highly subjected to control, constraints and training imposed by the regional or global office. Moreover, the front pages such as the title of the magazine and cover model are also influenced by global publishing principles. This shows the extent of globalization on the local magazine industry. 

On the other hand, Karan and Feng (2009) also found elements of localization such as adapting to the local societal and demographic context in regards to the magazine’s target audience. Furthermore, localization can also be found in the editorial content. As mentioned before, the degree of reusing content from other versions decreases and this can be due to the fact that text-based content is localized to fit the culture in order to appeal to the local audience. Moreover, formats and price ranges are also subjected to localization. As such, it can be seen through the analysis of Karan and Feng (2009) that although the main idea and structure of these international fashion magazines seem to remain, it must be noted that content can generally be adapted and localized. There is crucial in order to appeal to their local audiences by making them feel related to the content of these magazines. Concluding regarding their findings, the researchers noted that the Chinese fashion magazine industry “reflects the patterns of hybridization that are a result of a multi-level convergence of local realities and global influences” (Karan & Feng, 2009, p. 362). These researches indicate some extent of media localization, and at most cultural hybridity. Therefore, the comparison of portrayal of gender roles and media between Vogue China and Vogue US, as well as the coherence of its portrayal with its local culture can determine the extent of localization and globalization. 

The elements mentioned above coincide within this research that aims to learn about how gender roles and beauty differ in their portrayal in fashion magazines of different cultures. Fashion magazines, and specifically Vogue, were shown to be related to culture and can be efficient vehicles that communicate the extent to which culture has been subjected to change. What cultural models and previous research provide are a basis to access the extent of difference and the knowledge to analyze how the difference in portrayal can be related to culture. Furthermore, they are also helpful in offering coherence needed for this scientific research in order to further contribute to the knowledge in regards to the portrayal of cultural concepts of gender roles and beauty. With this, the understanding of portrayal of culture and their relation to media can be extended. 
[bookmark: _Toc201909521]Chapter 3: Research Design 
[bookmark: _Toc201909522]Research question and sub-questions
The main aim of this study is to investigate and analyse how gender roles and beauty are represented in two different versions of Vogue, while attributing similarities and differences to intercultural cultural diversity. As the main basis of comparison, findings will help understand the extent to which these concepts are culturally constructed and provide information about the relationship between media and local culture. 

The main research question is: How are the portrayals of gender roles and beauty different in the Chinese and American versions of Vogue magazine; and to what extent can they be attributed to intercultural similarities and differences?

In order to address all the elements above and answer the main research question, the following sub-questions were formulated:

1. How are gender roles portrayed in Vogue? 
· How are gender roles portrayed in Vogue China?
· How are gender roles portrayed in Vogue US? 
· Comparison of the portrayal of ‘gender roles’.

2. How is beauty portrayed in Vogue? 
· How is beauty portrayed in Vogue China?
· How is beauty portrayed in Vogue US? 
· Comparison of the portrayals of ‘beauty’.




[bookmark: _Toc201909523]Research methods
The main research activity is the comparison of two local versions of an international fashion magazine franchise, Vogue China and Vogue US. As mentioned before, the media of fashion magazines were chosen because they are important sources in which culture gets transmitted, and from which audiences may derive self-image. In order to cover topics that are of interest and important within this field of study, hypotheses were constructed in relation to the research question. Furthermore, the hypotheses below linked this study, and as such assisted in contributing the research results of this study, to this particular theme in research. 

H1: 	Portrayal of women’s gender roles in Vogue is consistent with gender stereotypes. 
H2:	Portrayal of women’s gender roles in Vogue US is more consistent with gender stereotypes. 
H3: 	There are more differences than similarities in the portrayal of gender roles between Vogue China and Vogue US. 
H4a: 	Female models are more likely to be portrayed as sexy in Vogue US. 
H4b:	Female models are more likely to be showing their bodies in Vogue US. 
H5:	There are more differences than similarities, in the portrayal of beauty between Vogue China and Vogue US.

In this study, a quantitative content analysis was conducted to test the hypotheses above through the examination of fashion images in regards to its portrayal of gender roles and beauty. 
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Vogue was chosen in order to address the comparison as well as the issue of globalization in a systematic way and in line with previous researches, as it is a highly international and global cultural product that is present in many different countries and cultures, including the United States and China. According to Frith, Shaw and Cheng (2005), Vogue is one of the top fashion magazines in the United States. In addition, the multiple researches that this study draws from have references to Vogue in regards to its research. This reference increases the validity and reliability during the analysis phase. On the practical side, a study based on fashion magazines would mean a contribution to previous research that have been done in this topic and field. For example, Vogue was analysed by Kopnina (2007) and will thus provide a base for analysis of this research. Therefore, this study will base the methodology and draw results from several different researches of Belknap and Leonard (1991), Kang (1997), Lindner (2004), Frith, Shaw and Cheng (2005), Hovland et al. (2005), and Kopnina (2007). However, it is important to know that these researches focused on advertisements in fashion magazines and not on editorial images. In order to contribute to the further understanding of portrayal of gender roles and beauty, a differentiation between this study with the previous ones would be its concentration on both advertisements and editorial images. This was done to be able to validly compare and add another dimension in search of similarities and differences in portrayals. 

Three issues of both Vogue China and Vogue US were used; this means that six issues were the sample for this research. In order to put this in a valid context for comparison, the same monthly issue of Vogue China and Vogue US were chosen, specifically the month of January, February and March 2012. These issues were chosen due to two reasons: firstly, they will be image-laden, as these issues lead to the issue when the Spring/Summer 2012 collection is shown in the March edition (Condé Nast, 2012b; Moeran, 2006); secondly, they were readily accessible just in time for the data collection phase.
Criteria for inclusion of images
In the image selection process, several criteria were used:
1. Advertisements and editorial images alike that cover at least one page or more were analysed (Kang, 1997; Hovland et al., 2005). This was done firstly through drawing research sampling of previous research. While they mainly addressed advertisements, this threshold was maintained for editorial images for equalize the sampling procedure. Other than that, it also helped to control the number of sample images coded in this research, limiting the great amount of images available in fashion magazines. Furthermore, this would discount images that are smaller and thus have different influence in comparison to bigger images. It must be noted that advertisements and editorial images that did not fully cover one page, (e.g., border around the image, although advertisement covered one page) were not included. 

2. Furthermore, all advertisements were coded as they were, even if these advertisements appear more than once. Several advertisements appear in several issues, or appear in both versions of Vogue. This was done to create a more comprehensive picture that takes depth and intensity into account, slightly dissimilar to Kang (1997), which placed importance on range of portrayals. As the main aim is the intercultural comparison of portrayals, the intensity is assumed to be highly relevant too. 

3. Images must have at least one female model, regardless of the presence of male models. Images with only male models(s) were not coded, which is consistent with the study’s aim to research the portrayal of women (Lindner, 2004). However, images that had more than four female models were excluded from the sample due to complications and difficulties in coding for portrayal of beauty. This was because there was a possibility that only the face or small parts of the body can be clearly seen and thus unreliable to code based on assumption. 

4. Images on front covers, back covers and pull-outs were not included in the sample.



Applying these criteria resulted in the analysis of 707 images and 843 models: 
	Month
	Vogue China
	Vogue US
	Total

	January 2012
	102
	48
	150

	February 2012
	96
	83
	179

	March 2012
	154
	224
	378

	Total
	352
	355
	707


[bookmark: _Toc201897576]Table 3: Number of images per magazine
	Month
	Vogue China
	Vogue US
	Total

	January 2012
	105
	55
	160

	February 2012
	101
	96
	197

	March 2012
	184
	302
	486

	Total
	390
	453
	843


Table 4: Number of models per magazine 
[bookmark: _Toc201909525]Procedure
The examination of the portrayal of concept of ‘gender roles’ and ‘beauty’ is based on advertisements and editorial images in the magazines. A codebook was created (refer to Appendix), and it was adapted from several previous empirical studies as an instrument to examine the representation of ‘gender roles’ and ‘beauty’ in the magazine (Belknap & Leonard, 1991; Frith et al., 2005; Goffman, 1979; Hovland et al., 2005; Kang, 1997; Lindner, 2004; Solomon et al., 1992). Data were collected quantitatively for statistical analysis, followed by analytical and deductive interpretation of the findings to access its significance. Aspects that were analysed are listed as below in Figure 5.  

	General information
	Portrayal of gender roles
	Portrayal of beauty

	Vogue
Month of magazine
Page number
Type of image
Number of female model(s)
Number of male model(s)
	Relative Size
Feminine Touch
Function Ranking
Ritualization of Subordination
Licensed Withdrawal
The Family
Body Display
Movement
Location
	Race of model(s)
Beauty type
Most prominent body part
Hair colour


[bookmark: _Toc201897577]Table 5: Aspects for examination for the portrayal of gender roles and beauty
General information
These elements are necessary for the retrieval of data if needed in the future, especially during the analysis stage. This information was also useful in the categorization of images into advertisements or editorial images, and into Vogue China and Vogue US, which proved to be useful for media comparison and cross-cultural analysis. The size of the image were not measured in definite size but measured based on how many pages the image covers; for instance, a one-page advertisement will be coded as 1 and a two-page editorial spread will be coded as 2. However, images that are bigger than one page but smaller than two whole pages are rounded up and coded as 2. Page number was coded as numbered in the magazine, which excludes the front cover, back cover and sometimes pull-outs. However to avoid confusion, all pull-outs were included in the page numbering. In some cases pages were mistakenly numbered; for example, the Vogue US of March 2012 unsystematically included some pages but not others in the page numbering, the coder thus also numbered the pages manually starting from the first page of the magazine.
Portrayal of gender roles: Conceptual definitions
Using Goffman’s (1979) scheme, Belknap and Leonard (1991) conducted an in-depth content analysis of gender role portrayals, which specify the action that indicates a certain aspect that portrayal gender stereotypes in media. However, for this research, no differentiation will be made between specific actions within the image, but merely a yes or no as an indication of its presence within the images. To provide a clear directive for proper coding, elements within Goffman’s (1979) scheme are operationalized and adapted accordingly based on Belknap and Leonard (1991), Kang (1997), Lindner (2004) and Hovland et al. (2005). 

(1) Relative Size: This dimension assumes that status differentiation in society between men and women are illustrated through the size in which they are portrayed in images. Stereotypically, men are shown to be taller or take up more space in the image. For this research, the portrayed height and the space taken up by males and females were compared. When males are shown to be taller in cm or taking up more space in cm2 in the image, the image would be coded as yes to Relative Size. Images with no males were naturally coded as no for this category because it cannot be measured for Relative Size between male and female. 

(2) Function Ranking: This aspect concerns the role differences between men and women depicted in images, where men are portrayed to be superior in a working environment, or women are portrayed in a traditional non-working environment. Other variables include men as instructor and women serving another person. This aspect is the only other dimension other than Relative Size to be dependent (partially) on the presence of males. 

(3) Feminine Touch: This element addresses the element of femininity of women, where women are portrayed to be more delicate and using their fingers, hands or face to trace, caress or slightly touch an object, rather than having a more masculine firm grip. This dimension would also include self-touching or stroking. This dimension is not dependent on the presence of males in the image. The presence of any of these behaviour would determine that the image be coded a yes for Feminine Touch. 

(4) Ritualization of Subordination: Apart from the elements of height and implied inferior role, this component is illustrated when women are shown to be lowering themselves, in or not in relation to men. In contrast, standing straight or holding the head higher are signs of non-subservience. Other variables that show a positive sign of this dimension include female doing a bashful knee bend, lying or sitting on the bed or sofa, as well as a body or head cant; all these actions are indication of women being portrayed as subordinated. 

(5) Licensed Withdrawal: This dimension refers to psychological disconnectedness in a social context portrayed mostly by women, where actions imply a certain weakness of women. This includes actions in which is shown through an averted gaze, talking on the phone, expansive smile or the covering of mouth or face with hand; as such, women are portrayed to have a certain need for protection. 
 
(6) The Family: The last element from the original scheme by Goffman (1979) is used to indicate the extent to which a family element is present in the image. The image is coded as yes to the aspect of The Family when women are shown to have special bonds with their child(ren) or seem to be protecting their family. Kang (1997) excluded this element from her research, perhaps to indicate that it was not relevant for her studies or no findings resulted from her coding procedure. However, it was decided to include this element for this research to study an important aspect of gender portrayal of women, who are portrayed to be more frequently connected to family than men. For instance, when women are seen to be doing homework with their children or shown to have her children in the background as a sign of protection. 

(7) Body Display: Kang (1997) added this aspect in analyzing gender stereotypes in media to address the extent to which female models clearly show body parts, being either partially or completely nude. Other variables in this dimension would include when more intimate parts are shown, such as the cleavage, upper thighs, stomach, and buttocks; and the image would be coded a yes to Body Display. For example, when women are shown to be wearing a bikini, or when wearing a very short skirt that do not cover more than half of the thigh. 

(8) Movement: Lindner (2004) supplemented this dimension to the original Goffman’s scheme (1979), used indicates when women are restrained from moving to illustrate a lack of control. Images that show women being wrapped in a blanket or in a confined space are coded to be a yes for this dimension. 

(9) Location: Lindner (2004) further extended the scheme, indicating the location in which women are shown are important factors in portraying their gender roles as domestic or non-purposeful, such as the bathroom, kitchen, and bedroom. 

For this research, two categories were excluded: 
(1) Independence and Self-Assertiveness: Kang (1997) included this element as well as a general way to assess whether women are shown to be independent and self-assertive. However, through test coding, it was found that this was highly subjective, and as Hovland et al. (2005) stated, it “proved to be so ambiguous to the coders as to be virtually meaningless”. Furthermore, it seemed to have overlapped with Ritualization of Subordination and thus this element would already be addressed. 

(2) Objectification: This aspect is apparent when women are portrayed as an object, where the only purpose is for the women to be looked at (Lindner, 2004). Similar to Independence and Self-Assertiveness, this dimension proposed by Lindner (2004) was problematic for coding due to two reasons. Firstly, it was also a vague dimension to the coder because it was uncertain what variables were to be used to operationalize Objectification. Furthermore, as the print advertisements and editorial images were photographed to be shown in the magazines, it would already be determined to Objectification of women.

All dimensions mentioned and defined above were used to compare the degree of gender stereotyping in the portrayal of men and women, not necessary the portrayal of women in fashion magazines. However, it is assumed that a gender can also be defined through comparison. What this refers to is that gender roles can be defined relatively; for instance men can be characterized as tall, but also taller than women in general. Specific characteristics that are attributed to gender are more significant when done comparatively and relatively, indicating that gender characteristics and attributes are not absolute and can be measured in scales. An important note that must be addressed is the fact that a nominal scale was used in the data recording process, with 1 indicating the presence of the dimension and 0 being the lack thereof.   

Portrayal of beauty: Conceptual definitions
Solomon et al. (1992) defined eight types of beauty as portrayed by women in magazines in six categories, which Frith, Shaw and Cheng (2005) further developed to create a more concise scheme in order to eliminate overlaps: 

(1) Classic/feminine: This type of beauty shows slightly older women to have perfect and feminine facial features, who is dressed proper, elegant and refined. They are also usually classy, glamorous or dressed in expensive clothing, without many accessories. 

(2) Sensual/sex-kitten: This type of beauty can be defined as women who portray sensuality through tight/revealing clothing or posing in erotic stances. The previous dimension of Body Display for the portrayal of gender roles can be related to this. 

(3) Trendy: This is illustrated when women are seen to have an out-of-the-ordinary look through hip and fashionable clothes and accessories, in contrast to the first type of classic/feminine beauty. 

(4) Cute/girl-next-door: Women who fall into this category are portrayed as younger, more natural and untailored, as well as engaging in everyday casual activities. 

In regards to images with more than one female model, each element will be analysed for each individual female model. Each female will be coded from left to right and top to bottom, and only adult females were coded for portrayal of beauty. Apart from the categories of beauty, the race of the models, most prominent body part as displayed in the image, and hair colour was also necessary for comparison. Races as distinguished by Frith, Shaw and Cheng (2005) were Caucasian, Chinese, Malay or Indian, Pan-Asian, African-American, mixed race, and others (includes Latin American). The race was evaluated to be highly relevant because it allowed the differentiation between the race that was most portrayed in Vogue and thus most associated to being beautiful. 

Other than that, also adapted from the findings of Frith et al. (2005), the most prominent body part was also included in the coding process as the body part that had the biggest proportion in the image. Variables include face, torso (including breasts, waist, and back), buttocks, limbs, and others (includes facial features such as eyes, nose, or fingers, feet and toes). Half-bodied images that do not show past the upper thigh of the model are coded to have torso as the biggest proportion as the torso would usually be in the centre of the image. One last variable “none” was used to code full-bodied images that show the model from head to toe as well as all limbs; the model is fully shown and thus the image cannot be objectively judged to have a most prominent body part. 

Hair colour was included through self-judgement to be an important element, as the hair colour shown to be most prominent can indicate the hair colour most associated with being beautiful. While Frith et al. (2005) also included the dimension of product category, this was excluded because this category would be relevant to advertisements, but irrelevant to editorial images. 
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A second coder was recruited to test the intercoder reliability of the coding scheme. The definitions of the categories were explained to the second coder and the coding scheme was provided. The random sample was chosen through the SPSS programme amongst the 707 images that were analysed. As a result, 149 images were chosen and coded for the portrayal of gender roles. In accordance to that, all 169 models that were present in the images were also coded for the portrayal of beauty. The Kappa between the data coded by the first and second coder was computed. Six categories were found to have Kappa that were acceptable in reliability: Function Ranking (0.701), Feminine Touch (0.711), Licensed Withdrawal (0.779), Location (1.000), Race (0.731), and Hair colour (0.681). Five other categories have a moderately acceptable reliable Kappa: Ritualization of Subordination (0.550), The Family (0.586), Body Display (0.458), Beauty (0.529) and Most Prominent Body Part (0.520). However, two categories were tested to have unreliable Kappa: Relative Size (0.344) and Movement (0.000). Implication of the unreliable value on this research is that Relative Size would not receive extended result description and discussion in the further parts of this paper, whereas Movement will be entirely excluded.
[bookmark: _Toc201909527]Chapter 4: Research Results

Through the analysis of a large sample of images from Vogue China and Vogue US, this study attempted to find out how portrayal of gender roles and beauty are different in two local versions of Vogue. Eight dimensions related to portrayal of gender roles were analyzed while four dimensions were tested in regards to portrayal of beauty. These dimensions were first tabulated separately for both editions of Vogue, and then compared to one another in order to test whether the edition of Vogue plays a role in determining the extent to which a certain dimension is more or less present. 
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	Category
	Sample
	Yes
	%

	Feminine touch
	352
	257
	73.0

	Ritualization of subordination
	352
	257
	73.0

	Licensed withdrawal
	352
	170
	48.3

	Body display
	352
	124
	35.2

	Function ranking
	48
	17
	35.4

	Relative size
	48
	15
	31.3

	The family
	352
	5
	1.4

	Location
	352
	3
	0.9


[bookmark: _Toc201897578]Table 6: Portrayal of gender roles in Vogue China

A total of 352 images in Vogue China, including advertisements and editorial images were analysed. Amongst these images, 48 included at least one male model. The portrayal of gender roles was analysed in eight dimensions as shown in Table 6. All dimensions were analysed using the sample of 352 images from Vogue China apart from Function Ranking and Relative Size. The two dimensions are reliant on the presence of at least on male model and were therefore measured with a smaller sample of 48 images.
Elements that indicate the presence of Feminine Touch and Ritualization of Subordination were most prevalent within the sample, both shown in 73% of the images. 257 images were found to have pictured females using fingers, hands or their face to delicately touch something or themselves. Furthermore, the same amount of images also depicted females lowering themselves, sometimes leaning while standing or sitting; therefore females are portrayed to be subordinating themselves. This shows that Vogue China strongly uses these aspects to reinforce female gender roles as being fragile and less powerful. Followed by Licensed Withdrawal, data indicated that almost half of the sample images portrayed females as unengaged in their social situation, and thus exposed and vulnerable. Moreover, 35% of the 352 images were also positively indicated to contain the element of Body Display, denoting that it is quite common for females to wear revealing clothing.

More than 30% of images within this sample were found to be stereotypically portraying gender roles, indicating that females were sometimes portrayed to be inferior, shorter or take up less space, whereas males as more superior. Amongst the 48 images, 31.3% were found to be displaying that the male occupies more space or is taller in relative to females and 35.4% of images demonstrated a stereotypical portrayal of male superiority. Given a percentage lower than 50%, Vogue China is therefore more likely to be presenting both genders equally than unequally. Lastly, the dimensions of The Family (1.4%) and Location (0.9%) were barely found within the Vogue China sample. 
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	Category
	Sample
	Yes
	%

	Feminine touch
	355
	280
	78.9

	Ritualization of subordination
	355
	277
	78.0

	Licensed withdrawal
	355
	191
	53.8

	Relative size
	49
	22
	44.9

	Function ranking
	49
	21
	42.9

	Body display
	355
	113
	31.8

	The family
	355
	10
	2.8

	Location
	355
	2
	0.6


[bookmark: _Toc201897579]Table 7: Portrayal of gender roles in Vogue US

A total of 355 images from Vogue US were tested, and within this sample 49 images that included at least one male model were found. Table 7 above shows the number and percentages in which these eight dimensions were found within the sample. As with Vogue China, the elements of Relative Size and Function Ranking are dependent on the male model as measurement is done relatively. 

Amongst the 355 Vogue US images, almost 80% illustrated Feminine Touch and Ritualization of Subordination. This number confirms the very strong tendency of the magazine to portray females in highly stereotypical female poses and gestures, as well as subservient. More than 50% of the sample exhibited Licensed Withdrawal and about 30% Body Display on the part of females, showing that it is more common to have females disengaged and than to see females displaying their bodies. 

Relative Size and Function Ranking were recorded to be present in more than 40% of the sample size, demonstrating that almost half of the 49 images depicted females as weaker and inferior in comparison to males, demonstrating some tendency of relative gender stereotyping. The Family and Location were barely present in the sample, indicating that Vogue US do not apply these elements in portraying differences in gender roles. 
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	Category
	Vogue China
	Vogue US

	
	Sample
	Yes
	%
	Sample
	Yes
	%

	Feminine touch
	352
	257
	73.0
	355
	280
	78.9

	Ritualization of subordination
	352
	257
	73.0
	355
	277
	78.0

	Licensed withdrawal
	352
	170
	48.3
	355
	191
	53.8

	Body display
	352
	124
	35.2
	355
	113
	31.8

	Function ranking
	48
	17
	35.4
	49
	21
	42.9

	Relative size
	48
	15
	31.3
	49
	22
	44.9

	The family
	352
	5
	1.4
	355
	10
	2.8

	Location
	352
	3
	0.9
	355
	2
	0.6


[bookmark: _Toc201897580]Table 8: Comparison of portrayal of gender roles in Vogue China and Vogue US

Combining both samples from 3 issues each of Vogue China and Vogue US resulted in the analysis of 707 advertisements and editorial images, with 97 images containing at least one male model. In order to compare the portrayal of gender roles by Vogue China and Vogue US, Table 8 above displays the contrast between both magazines regarding the eight dimensions discussed previously. However, due to the small amount of data recorded for The Family and Location, it is insufficiently significant and thus discarded from further discussions. 


[bookmark: _Toc201897544]Figure 1: Comparison of portrayal of gender roles in Vogue China and Vogue US

Both Feminine Touch and Ritualization of Subordination have been shown to be prevalent in the sample images. This shows that both are main aspects in which Vogue chooses to portray female gender roles. Apart from that, the elements of Relative Size, Function Ranking, Licensed Withdrawal as well as Body Display are moderately present in both Vogue editions. On the other hand, the elements of The Family, Movement and Location have been shown to be lacking and absent in both Vogue China and Vogue US. Nevertheless, stereotypical portrayal of males and females are present in Vogue to a varying degree in the different dimensions.

Furthermore, Figure 1 above denotes that differences between Vogue China and Vogue US are not big. The average difference in percentage for these dimensions is 4.73%, with the largest difference being in Relative Size (13.6%). Apart from that, portrayal of gender roles of both editions can be said to be quite similar in general. On closer inspection, the bar chart also illustrates a higher tendency that Vogue US portrays gender roles more stereotypically as images from Vogue US are 4.4% generally more likely to be coded yes for the dimensions of gender role portrayal. This suggests future research in the pattern demonstrated by Vogue US on the extent its stereotypical portrayal of gender roles. Going into detail in regards to these specific dimensions: 
Feminine Touch
Feminine Touch was present in 73% of the Vogue China sample, whereas Vogue US showed 78.9% (x21= 3.325, df = 1, p = 0.068). Having a higher Chi-square value than the minimum 0.05 indicates that this relationship is statistically non-significant. The nationality of the edition of Vogue does not determine the likeliness of Feminine Touch, but Vogue seems to generally present Feminine Touch. 
Ritualization of Subordination
Almost similar to Feminine Touch, about the same amount of images from Vogue China (73%) and Vogue US (78%) show Ritualization of Subordination. Both percentages show that a high ratio of images analysed depicted some signs of female subordination, indicating that this dimension is highly present in both editions. A non-significant relationship between the edition of Vogue and the depiction of subordination was found.
Licensed Withdrawal
Judging the rate of Licensed Withdrawal between Vogue China and Vogue US showed an occurrence in 48.3% and 53.8% of images respectively. Almost half of both samples show females as psychologically withdrawn. There is a non-significant relationship between the edition of Vogue and Licensed Withdrawal. Nevertheless, Vogue quite frequently portrays this aspect in images. 
Body Display
More than 30% of images from Vogue China and Vogue US appeared to present dimensions of Body Display, particularly 35.2% and 31.8% respectively. Chi-square value determined that there is also a non-significant relationship between the edition of Vogue and Body Display. 
Relative Size
In comparison to Vogue US (44.9%), Vogue China (31.3%) seems to demonstrate a lower tendency to portray females as physically smaller, in terms of height or space taken. A non-significant relationship between the edition of Vogue and its tendency to portray females more stereotypically was indicated.
Function Ranking 
Data revealed that Vogue US (42.9%) was more inclined than Vogue China (35.4%) to present males as superior than females. However, this relationship was shown to be statistically non-significant. Although the sample from Vogue China have a lower tendency to portray males as superior, it is likely that this was due to chance and does not contribute to a difference in the portrayal of gender roles between these two editions of Vogue. 

The Chi-square values computed to test the relationship between the edition of Vogue and the dimensions of the portrayal of gender roles in images were all statistically non-significant. However, it is worth noting that the Chi-square value of Feminine Touch was close to being significant (p = 0.068). Therefore, we can conclude that the edition of Vogue does not help determine the likeliness of a certain dimension occurring in the portrayal scheme of gender roles.


[bookmark: _Toc201909532]Portrayal of beauty in Vogue
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	Race
	Sample
	Yes
	%

	Caucasian
	390
	214
	54.9

	Chinese
	390
	146
	37.4

	Other
	390
	19
	4.9

	Mixed-race
	390
	7
	1.8

	African-American
	390
	4
	1.0

	Malay or Indian
	390
	0
	0

	Beauty
	

	Classic beauty/feminine
	390
	172
	44.1

	Trendy
	390
	111
	28.5

	Sensual/sex-kitten
	390
	85
	21.8

	Cute/girl-next-door
	390
	22
	5.6

	Most prominent body part
	

	Full-bodied
	390
	131
	33.6

	Torso
	390
	123
	31.5

	Limbs
	390
	80
	20.5

	Face
	390
	54
	13.8

	Other
	390
	2
	0.5

	Buttocks
	390
	0
	0

	Hair colour
	

	Black
	390
	181
	46.4

	Blond
	390
	120
	30.8

	Brown
	390
	75
	19.2

	Other
	390
	12
	3.1

	Red 
	390
	2
	0.5


[bookmark: _Toc201897581]Table 9: Portrayal of beauty in Vogue China

Within the Vogue China sample of 352 images, there were a total of 390 models that were analysed in regards to the portrayal of beauty. More than half of the females were Caucasian (54.9%), followed by 37.4% of Chinese females; both races made up over 90% of the models analysed. The remaining of approximately 7% was represented by small segments of African-Americans and Mixed-races, as well as races categorized under Other which include Latin Americans. This shows a strong preference of Vogue China to feature Caucasian and Chinese models. 

Dissimilar to the Race of the female models, the type of Beauty portrayed was more distributed. While models were more likely to be depicted to be a Classic Beauty or Feminine (44.1%), about 28.5% and 21.8% were portrayed as Trendy and Sensual or Sex-Kitten respectively. Only about 5% of female models were shown to be Cute or as Girl-Next-Doors. Moreover, amongst the 390 models in Vogue China, it was most frequent that they were photographed full-bodied (33.6%) or half-bodied (31.5%) where the torso is the most prominent body part. About 20% of images placed the model’s limbs in prominence and the face was pronounced for approximately 14% of the sample. The last element of beauty portrayal was Hair Colour, most models have black hair, followed by blond (30.8%) and red hair (19.2%). 
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	Race
	Sample
	Yes
	%

	Caucasian
	453
	353
	77.9

	Other
	453
	47
	10.4

	Chinese
	453
	23
	5.1

	African-American
	453
	21
	4.6

	Mixed-race
	453
	7
	1.5

	Malay or Indian
	453
	2
	0.4

	Beauty
	

	Classic beauty/feminine
	453
	176
	38.9

	Trendy
	453
	151
	33.3

	Sensual/sex-kitten
	453
	92
	20.3

	Cute/girl-next-door
	453
	34
	7.5

	Most prominent body part
	

	Full-bodied
	453
	204
	45.0

	Limbs
	453
	110
	24.3

	Torso
	453
	93
	20.5

	Face
	453
	38
	8.4

	Other
	453
	5
	1.1

	Buttocks
	453
	3
	0.7

	Hair colour
	

	Blond
	453
	167
	36.9

	Brown
	453
	167
	36.9

	Black
	453
	70
	15.5

	Other
	453
	44
	9.7

	Red 
	453
	5
	1.1


[bookmark: _Toc201897582]Table 10: Portrayal of beauty in Vogue US

453 models were analysed in the sample of 355 images from Vogue US, and most models (77.9%) were categorized as Caucasian. The remaining races of Chinese, Malay, Indian, African-American and Mixed-race made up slightly more than 10% of the sample while about 10% were coded as Other (includes Latin Americans). This signifies an evident inclination of Vogue US to feature white Caucasian models while only approximately 5% of models were African-Americans. This indicates a very disproportionate representation of the American population. Concerning the type of beauty found in Vogue US, the Classic or Feminine Beauty was most commonly portrayed (38.9%). Trendy was the second most common type of beauty as portrayed by 33.3% of female models, trailed by Sensual/Sex-Kitten (20.3%) and lastly by Cute and Girl-Next-Door (7.5%). The ratio of different types of beauty shows that the first three types of beauty are represented, showing slight preference for females to be portrayed as Classic or Feminine Beauty. 

Moreover, in regards to the most prominent body part of models, almost half of them are portrayed full-bodied (45.0%). Models were also repeatedly seen to be showing their limbs (24.3%) and their torsos (20.5%). Smaller segments of 8.4% had the model’s face as the most pronounced part, 0.7% buttocks and about 1% other body parts. Lastly, unsurprisingly blond (36.9%) was one of the two most common hair colour, alongside brown (36.9%) as most models were Caucasian. About 15% were recorded to be black and only about 1% were red. Approximately 10% were Others, indicating some variation in the hair colour of models.
[bookmark: _Toc201909535]Comparison of the portrayal of beauty
	
	Vogue China
	Vogue US

	Race
	Sample
	Yes
	%
	Sample
	Yes
	%

	Caucasian
	390
	214
	54.9
	453
	353
	77.9

	Chinese
	390
	146
	37.4
	453
	23
	5.1

	Other
	390
	19
	4.9
	453
	47
	10.4

	Mixed-race
	390
	7
	1.8
	453
	7
	1.5

	African-American
	390
	4
	1.0
	453
	21
	4.6

	Malay or Indian
	390
	0
	0
	453
	2
	0.4




	Beauty

	Classic beauty/feminine
	390
	172
	44.1
	453
	176
	38.9

	Trendy
	390
	111
	28.5
	453
	151
	33.3

	Sensual/sex-kitten
	390
	85
	21.8
	453
	92
	20.3

	Cute/girl-next-door
	390
	22
	5.6
	453
	34
	7.5

	Most prominent body part

	Full-bodied
	390
	131
	33.6
	453
	204
	45.0

	Torso
	390
	123
	31.5
	453
	93
	20.5

	Limbs
	390
	80
	20.5
	453
	110
	24.3

	Face
	390
	54
	13.8
	453
	38
	8.4

	Other
	390
	2
	0.5
	453
	5
	1.1

	Buttocks
	390
	0
	0
	453
	3
	0.7

	Hair colour

	Black
	390
	181
	46.4
	453
	70
	15.5

	Blond
	390
	120
	30.8
	453
	167
	36.9

	Brown
	390
	75
	19.2
	453
	167
	36.9

	Other
	390
	12
	3.1
	453
	44
	9.7

	Red 
	390
	2
	0.5
	453
	5
	1.1


[bookmark: _Toc201897583]Table 11: Comparison of portrayal of beauty in Vogue China and Vogue US

707 images from Vogue China and Vogue US were analysed, resulting in the study of 843 models in regards to their portrayal of beauty. Table 11 above merges results from both magazines to understand the similarities and differences between them. 
Race
Figure 2 below shows significant difference in the representation of different races in the pages of Vogue US. Caucasian models are the major segment with almost 80% of the models, whereas the second biggest segment was Chinese models (4.9%). On the other hand, Vogue China had a much higher proportion of Chinese models although Caucasian models are still the dominant race, x25= 145.138, df = 5, p = 0.000. Furthermore, a Cramer’s V value of 0.415 also indicate that the strength of the relationship to be moderately strong. As such, it has been indicated that there is a significant relationship between the edition of Vogue and the race of the model featured. Therefore, this is evident that Vogue US is most likely to feature Caucasian females, whereas Vogue China does have a preference for Caucasian models but also more preference in comparison to Vogue US to feature Chinese models. 

[bookmark: _Toc201897545]Figure 2: Comparison of race of female models in Vogue China and Vogue US

Type of Beauty
[bookmark: _Toc201897546]Figure 3: Comparison of type of beauty in Vogue China and Vogue US

A general trend that can be observed from the type of beauty portrayed in Vogue China and Vogue US is that both editions portray females most as Classic or Feminine Beauty, followed Trendy and Sensual/Sex-kitten. Both magazines also portray females least as cute or girl-next-door. While almost half of the models in Vogue China were categorized as Classic Beauty or Feminine (44.1%), the ratio of types of beauty in Vogue US are not as extreme and more distributed, x23= 4.317, df = 3, p = 0.229. A high Chi-square value of p > 0.05 indicates that the differences found are non-significant, thus meaning that the edition of Vogue does not dictate the extent to which a certain type of beauty is portrayed.
Most Prominent Body Part

[bookmark: _Toc201897547]Figure 4: Comparison of most prominent body part in Vogue China and Vogue US

Almost half of the models in the sample of Vogue US were shown full-bodied (45%), whereas only about 30% of the models in Vogue China were also shown full-bodied, x25= 27.324, df = 5, p = 0.000. This indicates that while full-bodied is the biggest segment for both magazines, the actual proportion of displayed body parts is dependent on the edition of Vogue. In comparison to Vogue US, other body parts that are commonly prominent in Vogue China are torsos and faces. Furthermore, there are no extreme and drastic differences in the proportions. With a Chi-Square value of p = 0.000 shows that there is a statistical significant relationship between the edition of Vogue and the most prominent body part portrayed in the magazine. However, it has a weak correlation considering a low Cramer’s V value of 0.180. Therefore, Vogue US is more likely to portray female models full-bodied, whereas Vogue China has more tendencies to feature torsos and faces of models. 
Hair Colour 
In contrast to other dimensions of beauty, Hair Colour seems to have the highest amount of difference. Almost half of all models in Vogue China had black hair, followed by blond (30.8%) and brown (19.2%), whereas blond and brown-haired models were equally prevalent in Vogue US. This is unsurprising as Vogue China had a higher proportion of Chinese models. Chi-Square was computed at x25= 107.222, df = 4, p = 0.000, signalling a statistical significant relationship between the edition of Vogue and the hair colour of the female models. Furthermore, the Cramer’s V value of 0.357 further denotes that the relationship is quite strong. Therefore, Vogue China is more likely to feature black-haired models whereas Vogue US prefers blond and brown-haired models. 


[bookmark: _Toc201897548]Figure 5: Comparison of hair colour in Vogue China and Vogue US


[bookmark: _Toc201909536]Chapter 5: Conclusion and Discussion

Through an extensive research of a large sample of images, this study successfully provided valuable findings that helped evidenced several assumptions regarding portrayal of gender roles and beauty that occurred at the start of the research. On the other hand, through tests of hypotheses that were built, several notions were also contradicted and challenged. The current study has found that portrayal of gender roles is consistent with previous research. Previously, it was shown that the elements of Feminine Touch and Ritualization of Subordination as devised by Goffman (1979), were most prominent in different genres of American magazines. The results of this study were similar, as both elements were highly present in both editions of Vogue. In regards to Vogue US, this result shows that gender portrayal in the current society is similar to what was found two decades ago, which was then thought to be highly stereotypical. Thus, this signifies a lack of change in the relatively stereotypical portrayal of different genders in the US as suggested in H1. Furthermore, non-significant relationships between the edition of Vogue and the elements in Goffman’s scheme were found. What this shows is that differences were not found between Vogue China and Vogue US, thus could contribute to the interpretation that the edition of Vogue does not dictate how gender roles are portrayed. Therefore, H2 that suggested that portrayal of gender roles in Vogue US is more consistent with gender stereotypes has been rejected.

Moreover, the same high level of Feminine Touch and Ritualization of Subordination were found in both Vogue China and Vogue US. Referring to Hofstede’s dimensions of cultural difference, China and the US are highly different in their Power Distance Index in which a higher level of hierarchy is found in the Chinese society. This would have suggested the portrayal of gender roles in Vogue US would be more liberal in favour of gender equality. Contrary to the cultural model, this finding that there is a lack of differences could not be attributed to interculturality but should rather be credited to globalization. Furthermore, differing from what was found previously that magazines tend to be different due to cultural and economic difference, the current study confirmed a good degree of similarity in cultural perception of genders, even when both cultures are generally thought to be different. H3 that suggested that there would be more differences than similarities has been rejected, as the portrayal of gender roles between Vogue China and Vogue US are more alike than different. This further demonstrates that similarities found in this research point more towards the direction of globalization. One reason that motivated this degree of similarity could be due to the fact that Vogue targets a similar group of audience in the countries and market that they are present in, with indicates the phenomenon of media globalization. Another explanation for this result could also be that there has been a great degree of Westernization in the Chinese culture due to its economic progress and all other progresses that follow, similar to what was found in a previous research regarding the similarities between Korean and American media. The Cultivation Theory (Gerbner, 1998) assisted in explaining this finding, in the way that this Western fashion magazine franchise that entered the Chinese market has altered and influenced the portrayal of gender roles in a local version of the magazine. However, Festinger’s (1954) Social Comparison Theory did not play a role in elaboration of findings of this research because it would have been more relevant in an analysis of a more longitudinal-based sample to understand the extent to which it has produced effects. 

Previous studies found that Caucasian models are more likely to be portrayed as sexy in comparison to Chinese models. With current findings that supported the fact that the editions of Vogue differ in the race of models portrayed in the magazine, it was deduced that models in Vogue US would be significantly more sexy than that of Vogue China. In relation to H4a that suggested that models are more likely to be portrayed as sexy in Vogue US, the current study found that the relationship between the sexy type of beauty and models in Vogue US is non-significant. This also contradicts past studies that showed that Classic Beauty is the most portrayed type of beauty for both Caucasian and Chinese models. Regarding the race of the models in Vogue US, it was slightly surprising that there was such a high number of Caucasians, considering the fact the US is a highly multicultural country. The proportion of races in Vogue did not coincide with the actual demographics of the country, as there is only a small amount of other races (which includes Latin Americans and African-Americans) found in Vogue US. As for Vogue China, it was similarly unpredictable that Caucasian models were the most featured race, followed secondly by Chinese models. A reason for the similarity of the prominence of Caucasian models could also be explained by the Westernization of China and of the Chinese culture. As a result of Westernization, elites become more alike globally and thus want and need similar things. As such, comparable elites such as Vogue editors from China and the US share similar tastes and ideas, thus could be responsible for conveying similar messages in their magazines. On top of that, it could also be that Vogue might want to maintain a certain brand image worldwide and provide a certain and consistent type of content to all its target markets and audiences. 

Further expanding the concept of beauty portrayal, this research also studied the prominence of body parts as pictured. A significant relationship between the body part and Vogue was proven, where Vogue China is more likely to portray models through their faces and Vogue US is more likely to portray full-bodied models. This confirms H4b and corresponds with previous studies that showed that beauty for Chinese women is based on the face whereas for American women, it comes from their bodies. This can potentially bring up an element of cultural difference in beauty portrayal. Relatively, it was no surprise through connection of the race of models to the edition of Vogue that Vogue China evidently was more likely to have models with black hair since they featured more Chinese models. H5 prompted the comparison of beauty portrayal in these two different versions of Vogue, and was confirmed through the fact that 3 out of 4 dimensions that were tested had significant relationships with Vogue China and Vogue US. Thus, portrayal of beauty is more different than similar, and it can be said that beauty is highly dependent on the culture and country. There were nevertheless elements that were similar, indicating that a certain type of beauty can be appealing cross-culturally. This means that while some cultures can agree on certain elements of a woman that make her beautiful, this does not apply globally across all cultures. Thus, contrary to the portrayal of gender roles, the portrayal of beauty was shown to be more different cross-culturally and gives explanation as to why there is no single worldwide definition to being beautiful that fits to all cultures.
[bookmark: _Toc201909537]Limitations
Revisiting the literature and previous studies, this research was limited to the fact that it was only possible to study three monthly editions of Vogue China and Vogue US respectively. Furthermore, nominal scale was used in the dimensions that tested the portrayal of gender roles. While the results does not give an indication as to what extent or level a dimension is present, when combined with a large sample size, the research did allow the clear tabulation its presence. 

Nevertheless, this media landscape should receive further research in order to gain understanding on the intricate workings of the media industry. It would be highly beneficial to be able to further conduct a longitudinal study of Vogue China. Such a research would allow the examination of the state of the magazine then and now, in order to determine the presence of changes or the lack thereof. This sample would help in determining whether gender roles were, more or less, stereotypical before, as well as whether the proportion of the type of beauty portrayed has undergone changes. A proposed longitudinal study can thus help in defining the extent of effect of media globalization.
[bookmark: _Toc201909538]Final comments
It was the intention to study the power and influence of international fashion media in shaping local cultural perception, and thus Vogue China who seemingly targets different audiences from Vogue US was chosen for comparison purposes. While it was assumed that the content should be different, this current study shows contradicting results between portrayal of gender roles and beauty. This study clearly showed that the differences between how gender roles were portrayed were not substantial, in spite of the cultural difference in societal hierarchy. This leads to the deduction that media globalization has in fact influenced the way important aspects that define these cultures are presented and accepted by the society. On the other hand, differences between how beauty was portrayed were indeed suggestive that media localization was in play. The fact that portrayal of gender roles was more similar while portrayal of beauty was more different means that the media indeed has an effect. Not only does this show that it is possible that the media can pose changes in the society in some aspects that are more susceptible to influence (gender roles), it also means that beauty is an aspect that is more grounded in culture, thus meaning that beauty is more deeply embedded in the society’s culture. 

Therefore, this study further contributes to the fact that the current media landscape can be highly global yet local at the same time. Media globalization and localization as well as Westernization work together to form a multifaceted picture that promotes multiculturalism as well as a global culture. 
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Coding scheme: Portrayal of gender roles and beauty in Vogue

	Categories
	Variables
	Description
	Coding Scheme

	General information

	Vogue
	· Vogue China
· Vogue US
	The local version of Vogue is indicated
	Vogue China = 0
Vogue US = 1

	Month of magazine
	· Issue of the Vogue
	The month of the Vogue issue is indicated
	January 2012 = 1
February 2012 = 2
March 2012 = 3

	Page number
	· Page number of the image
	The page on which the image is found is indicated 
	

	Type of image
	· Advertisement or editorial image (non-ad)
	The type of image analysed is indicated
	Advertisement = 0
Editorial image = 1

	Female model(s)
	· The number of female models
	The amount of female models in the image is indicated
	

	Male model(s)
	· The number of male models
	The amount of male models in the image is indicated
	

	Portrayal of gender roles

	Relative Size
	· Male taller
· Male takes up more space
	The height of and space taken up by male and female models are compared
	Male not taller/does not take more space = 0
Male taller/takes more space= 1

	Feminine Touch
	· Cradling and/or caressing objects using fingers, hands or face
· Touching self
	Women portrayed using their hands and fingers to trace the outline of an object, to cradle it, or to caress its surface. 
	No = 0
Yes = 1

	Function Ranking
	· Male as the instructor
· Female serving other person
· Male in superior role 
	Roles of women are portrayed as inferior, where men are virtually always instructing the women. 
	No = 0
Yes = 1

	Ritualization of Subordination
	· Female lowering
· Bashful knee ban
· Lying/sitting on bed/sofa
· Body/head cant
	Women are illustrating actions classified as acts of subordination, e.g., bandlowering one’s self physically to another
	No = 0
Yes = 1

	Licensed Withdrawal
	· Expansive smile
· Covering mouth/face with hand
· Head/eye gaze aversion
· Phone conversation
· Withdrawing gaze
	Women are shown to behave in ways which remove or withdraw them (mentally and/or physically) from a particular situation
	No = 0
Yes = 1

	The Family
	· Special bond between parent and child(ren)
· Parent protecting family by distancing self
	This is a behaviour grouping that shows the relationship between men and women with their families. 
	No = 0
Yes = 1

	Body Display
	· Body display
· Nudity (complete or partial)
	Women dress in body revealing clothes (e.g., tight, short, transparent, or low cut), or appear to not be wearing anything. 
	No = 0
Yes = 1

	Movement
	· Wrapped in blanket
· In a confined space 
	Women are shown to be restrained or constrained
	No = 0
Yes = 1

	Location
	· Bathroom
· Bedroom
· Kitchen
	Women portrayed in domestic or non-purposeful environments.
	No = 0
Yes = 1

	Portrayal of beauty	

	Race of model(s)
	· Caucasian
· Chinese
· Malay or Indian
· Pan-Asian
· African-American
· Mixed raced
· Others
	The race or ethnicity of the model(s) in the image are indicated. 
	Caucasian = 0
Chinese = 1
Malay or Indian = 2
Pan-Asian = 3
African-American = 4
Mixed raced = 5
Others = 6

	Beauty type
	· Classic beauty/feminine
· Sensual/sex-kitten
· Trendy
· Cute/girl-next-door
	The type of beauty portrayed in the image is indicated. 
	Classic beauty/feminine = 0
Sensual/sex-kitten = 1
Trendy = 2
Cute/girl-next-door = 3

	Most prominent body part
	· Face
· Torso (include breasts, waist and back)
· Buttocks
· Limbs
· Others
· None
	The body part that takes up the biggest proportion of the image is indicated. Others include hands, feet, facial features. 
	Face = 0
Torso = 1
Buttocks = 2
Limbs = 3
Others = 4
None = 5

	Hair colour
	· Black
· Blond 
· Brown
· Red
· Others
	The hair colour of the model as shown on the image is indicated. Others include white, grey, mixed coloured hair. 
	Black = 0
Blond = 1
Brown = 2
Red = 3
Others = 4



Portrayal of gender roles as adapted from Goffman’s scheme (1979) as further developed by Kang (1997), Lindner (2004) and Hovland et al. (2005). Portrayal of beauty as adapted from Solomon et al.’s scheme (1992) as further developed by Frith, Shaw and Cheng (2005). 

Detailed operational definitions by Frith, Shaw and Cheng (2005) 
Race of models:
· Caucasian: Ethnically White in appearance. Usually American or European.
· Chinese: Includes all Chinese models from Singapore, China, Taiwan, Hong Kong, and the United States. Japanese were also coded into this category because the look is primarily similar.
· Malay or Indian: Darker skin, curlier hair than Chinese.
· Pan-Asian: A distinct but indeterminate Asian look with some Caucasian-looking features, but the Asian heritage is more distinct than Caucasian.
· African-Americans: Models with darker skin or African features.
· Mixed races: An indeterminate racial type; may be partly Caucasian with some African American features or may look partly Asian, such as Indian and Chinese.
· Others: Refers to Latin Americans, and other ethnically non-White models.


Portrayal of Gender Roles in Vogue China and Vogue US
Vogue China	
Feminine touch	Ritualization of subordination	Licensed withdrawal	Body display	Relative size	Function ranking	73.0	73.0	48.3	35.2	31.3	35.4	Vogue US	
Feminine touch	Ritualization of subordination	Licensed withdrawal	Body display	Relative size	Function ranking	78.9	78.0	53.8	31.8	44.9	42.9	


Race of females models in Vogue
Vogue China	
Caucasian	Chinese	Malay or Indian	African-American	Mixed-race	Other	54.9	37.4	0.0	1.0	1.8	4.9	Vogue US	
Caucasian	Chinese	Malay or Indian	African-American	Mixed-race	Other	77.9	5.1	0.4	4.6	1.5	10.4	

Type of beauty in Vogue
Vogue China	
Classic beauty/feminine	Sensual/sex-kitten	Trendy	Cute/girl-next-door	44.1	21.8	28.5	5.6	Vogue US	
Classic beauty/feminine	Sensual/sex-kitten	Trendy	Cute/girl-next-door	38.9	20.3	33.3	7.5	

Most prominent body part in Vogue
Vogue China	
Face	Torso	Buttocks	Limbs	Other	None	13.8	31.5	0.0	20.5	0.5	33.6	Vogue US	
Face	Torso	Buttocks	Limbs	Other	None	8.4	20.5	0.7	24.3	1.1	45.0	

Hair colour in Vogue
Vogue China	
Black	Blond	Brown	Red 	Other	46.4	30.8	19.2	0.5	3.1	Vogue US	
Black	Blond	Brown	Red 	Other	15.5	36.9	36.9	1.1	9.700000000000001	
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