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Executive Summary

The influence of exposure to media images (advertisements) featuring models of different body sizes on teen-age female consumers’ self-evaluation and attitude towards the product advertised is examined, thereby including the potential role of the consumer’s body size and the type of product advertised. The hypotheses are tested in an experimental post-test only design. Participants are exposed to booklets with advertisements featuring models whose body size is manipulated. Afterwards, their response to these images in terms of self-evaluation and product attitude is measured by a questionnaire. 
The results suggest the model’s body size has no influence on the consumer’s self-evaluation. However, the consumer’s body size does have an influence on the consumer’s self-evaluation. Girls with a small body size evaluate themselves significantly less positive than girls with an average body size, and marginally significant less positive than girls with a large body size. A marginally significant interaction effect has been found for the model’s body size and the consumer’s body size on the consumer’s self-evaluation. This interaction effect is largely due to small sized girls who evaluate themselves more positively after exposure to advertisements featuring small sized models than after exposure to advertisements featuring average or large sized models, and to large sized girls who evaluate themselves less positively after exposure to advertisements featuring small sized models. 
The consumer’s self-evaluation has an influence on the consumer’s attitude towards the product. The more negatively the participant evaluates herself, the more positively her attitude towards the product will be. No interaction effects for the type of product advertised have been found. The relationship between the consumer’s self-evaluation and the consumer’s attitude towards the product was not moderated by the type of product advertised. A significant effect of the model’s body size on the consumer’s attitude towards the product has been found. Participants exposed to advertisements featuring small sized models report a significantly more positive attitude towards the product than after exposure to advertisements featuring average sized models, and a marginally significant more positive attitude towards the product than after exposure to advertisements featuring large sized models. A significant interaction effect has been found for the model’s body size and the consumer’s body size on the consumer’s attitude towards the product. Small sized consumers have a more positive attitude towards the product after exposure to advertisements featuring small sized models than after exposure to advertisements featuring large and especially average sized models. Average sized consumer have a more positive attitude towards the product after exposure to advertisements featuring small sized models than after exposure to advertisements featuring average or large sized models. Large sized consumers have a more positive attitude towards the product after exposure to advertisements featuring large sized models than after exposure to advertisements featuring small or average sized models.  
1. Introduction and problem statement

1.1 Background and context
1.1.1 The thin ideal

In recent years, there has been an increasing focus by both scholars and the media on the thin ideal of the body that is said to dominate – ironically – these same media (Grabe, Hyde & Ward, 2008). This research will address this issue by examining the influence of media images (advertisements) featuring models of particular body sizes on the consumer’s self-evaluation and attitude towards the product advertised, thereby including the potential role of the consumer’s body size and the type of product advertised. 

In the period the ultra thin model Twiggy became popular, the thin ideal replaced the more voluptuous model of beauty of the decades before the 1960’s (Volkwein, 1998: 154). Nowadays, a thin body is considered to be the contemporary ideal of feminine beauty in Western culture as reflected in the mass media, ranging from soap operas and films to magazines (Owen & Laurel-Seller, 2000). Women depicted in media images these days are usually thinner than women depicted in media images in the past. Regarding television, Fouts and Burggraf (1999) suggest a trend towards an increasingly thinner stereotype of the female body. Also in magazines, from the 1960’s onwards a significant decrease in body weight of centerfolds has been documented (Garner, Garfinkel, Schwartz & Thompson, 1980). Besides that, women shown in media images are thinner than the actual female population (Grabe et al., 2008). Consequently, only a small minority of women have the body size as shown in the media themselves (Halliwell & Dittmar, 2004). It has been found that below-average weight females are overrepresented in prime-television (e.g. Fouts & Burggraf, 2000). Moreover, glamorous media models are regularly even more than 20% underweight, while being 15% underweight is diagnosed as a criterion for anorexia nervosa (Dittmar & Howard, 2004; American Psychiatric Association, 2000). As stated by Grabe et al. (2008), media aimed at girls, adolescents and young women thus portray an ideal body that is unattainable to most. An ideal that nevertheless is pervasive, as not only models, but for example also television actresses, and centerfolds are increasingly thinner than in the past. 
1.1.2 Media image exposure and concerns

The prominence of the thin ideal body in the media in the last decades has led to several scholars being concerned with the possible effects of these frequent media portrayals of model-thin bodies. The media is believed to have an impact on its public, even though the ideals portrayed in the media are unattainable to most. This impact is addressed by cultivation theory (Gerbner, Gross, Morgan, Signorielli & Shanahan, 2002), which suggests that with repeated exposure to media content, viewers are beginning to accept media portrayals as representations of reality because a ‘mainstreaming’ effect is produced (Croteau & Hoynes, 2003: 246). Likewise, the thin ideal becomes the ‘reality’ or  ‘normal’ to the viewer of media images, though still unattainable to most of them (Gerbner et al., 2002; Grabe et al., 2008). Most researchers nowadays believe that exposures to media images featuring the thin ideal activate social comparison processes (Trampe, Stapel & Siero, 2007), as a result of which one’s self concept can be affected (Festinger, 1954) because a selective type of accessible knowledge about the self becomes accessible (Mussweiler, 2003). Perhaps not surprisingly, Grabe et al. (2008) conclude from their meta-analysis that exposure to mass media depicting the thin ideal body has been related to body image concerns for women. Both correlational and experimental studies (Dittmar & Howard, 2004) show that women feel worse about their bodies after exposure to media depicting images of thin models than after viewing images of either average size models, plus size models, or non-living objects (Groesz, Levine & Murnen, 2002). These body image concerns not only stick to negative feelings, but also lead to actual behavior aimed at meeting the thin ideal like dieting, binging and purging, and skipping meals (Grabe et al., 2008).

1.1.3 Time for real beauty

The increase in the appearance of the thin ideal body – which resembles the body size of only a small minority of women (Halliwell & Dittmar, 2004) and leads to negative feelings about the self (Grabe et al., 2008) – in media images has not only risen academic attention but also public concern (Dittmar & Howard, 2004). More and more, the possible effects of the (thin) ideal body as shown to us in the media are discussed and sometimes even resisted in the same media. In 2007, Sunny Bergman made a highly critical documentary about the unrealistic beauty ideal and what people are forced to do to achieve that ideal (Nourhussen, 2007). In the same year, ex-supermodel and presenter Tyra Banks lost her model-thin ideal body and gained some extra weight. She declares herself to be a role model in a period of time that too skinny models are the norm (Van Breda, 2007). Moreover, in both the beauty and fashion industry the beginning of a (small) shift seems noticeable in recent years. From 2006 onwards, after the dead of one model due to anorexia nervosa, during the Spanish fashion week only models with a Body Mass Index (BMI)
 above 18 are allowed on the catwalk. Both Italy and Brasilia followed Spain in this decision in an attempt to prevent not only the models themselves, but also the public from having anorexic thoughts (Knowledge Centre Psychology (KCP), 2007; Grabe et al., 2008). In 2005 the brand Dove launched its ‘Campaign for Real Beauty’, in which larger-sized female models with ‘real curves’ were used in advertisements and television commercials. According to Dove: 

‘The Dove Campaign for Real Beauty is a global effort that is intended to serve as a starting point for societal change and act as a catalyst for widening the definition and discussion of beauty. The campaign supports the Dove mission: to make women feel more beautiful every day by challenging today’s stereotypical view of beauty and inspiring women to take great care of themselves.’ (Dove, 2005)
Also Nike and The Body Shop launched similar campaigns featuring models with a larger body size (Brett, Veer & Pervan, 2007; Adomaitis & Johnson, 2008). 
1.1.4 Does thinness sell?

A considerable part of the research on the subject of media exposure causing body image concerns has been dedicated to advertisements. As discussed by Halliwell & Dittmar (2004), notwithstanding extensive criticism and the concerns that have been raised about the depicting of thin models, most companies continue to use (very) thin models in their advertisements. Apart from the campaigns featuring larger-sized models of Dove, Nike and the Body Shop, companies generally still seem to be reluctant to change their preference for thinner models. As the main goal of commercial advertisements – in the end – always is to sell products, the belief would seem to be that thinner models sell more products than models with a larger body size. However, the argument that advertisements portraying models not having the thin ideal body are less effective, has to deal with a little of empirical support – Dove even reported a 600 percent increase in sales for the products featured in the United States during the first two months of the ‘campaign for real beauty’ and a 700 percent increase in sales of its firming products in Europe within six months (Milner, 2006; Barletta, 2007), although these results could be partly due to the overwhelming attention the campaign received. While there is empirical support that the attractive physical appearance of a model should increase advertising effectiveness by more positive attitudes towards the product, willingness to purchase, and actual purchase, evidence that a thin body size would do the same is lacking as the influence of a model’s body size on advertising effectiveness has not yet been examined systematically (Hallliwell & Dittmar, 2004). Therefore, it would be interesting to extend the research on media images effects to more consumer-oriented variables. Moreover, in line with extending the research to more consumer-oriented variables, it has not yet been examined if different body sizes of models in advertisements might be effective for different types of advertised products. 

1.2 Problem statement
1.2.1 Media image effects on women

Since the 1960’s onwards, the thin ideal is increasingly dominant in the media, as women featuring in television programs, films, and magazines are generally below average in weight. The prominence of the thin ideal in the media has caused worries about the possible effects of media exposure on viewers. A meta-analysis of research on the topic (Grabe et al., 2008) suggests that exposure to mass media depicting the thin ideal body is linked to body image disturbance in women. Women are believed to be more vulnerable to the thin ideal than men, as social pressure on men works against (extreme) thinness because a thin body type is not the most valued one for men (Grogan, 1999). In most previous research, college students have been used as a sample (Dittmar & Howard, 2004; Grabe et al., 2008) although amongst women especially adolescents are supposed to be a ‘victim’ of the thin ideal. These girls are in a period in life when bodies are changing and awareness of social standards is increasing (Harrison, 2001), which could make them more vulnerable to a negative self-evaluation as a result of media image exposure.

1.2.2 Consumer’s body size

Earlier research findings regarding media image effects on women however, could be moderated by specific study or sample characteristics. In their meta-analysis Grabe et al. (2008) considered potential moderators, finding evidence for study design, publication year and status, and media type possibly moderating the effect of media exposure on body image concerns. Regarding characteristics of the sample, evidence is found for moderating effects of both women’s internalization of the thin-ideal (Dittmar & Howard, 2004; Halliwell & Dittmar, 2004; Yamamiya, Cash, Melnyk, Posavac & Posavac, 2004) and the belief that women have about the controllability of their weight (Brett et al., 2007), and on the impact of advertising on women’s responses to these advertisements and body-focused anxiety. In addition, social demographic variables are considered potential moderators (Groesz et al., 2001; Grabe et al., 2008). Focusing on the model itself, Smeesters and Mandel (2006) prove that the extremity of the model’s thinness or heaviness is a moderator of how exposure to media images affects consumer’s appearance self-esteem. 

Although the model’s body size has been subject of research and also considered a moderator by some scholars, the body size of the viewer or consumer herself is not. Both Halliwell and Dittmar (2004), and Smeesters and Mandel (2006) used women with an average BMI that was categorized as normal. Notwithstanding the still growing mass of work on the influence of the model’s body size on consumer’s body image concerns, the body size of the viewer or consumer herself as a moderator of this potential relationship thus has not been fully examined yet. As findings of Smeesters and Mandel (2006) suggest that the extremity of the model’s thinness or heaviness is a moderator of how exposure to media images affects consumer’s appearance self-esteem because of social comparison processes, logically it could follow that the body size of the consumer herself will be of importance in these comparison processes. Following Mussweiler’s (2003) selective accessibility model – as will be explained in more detail in the theoretical framework – consumers with a larger body size could experience a larger ‘distance’ of models with a small body size than consumers with a small body size themselves and vice versa, which could result in other social comparison processes (Festinger, 1954). Therefore, the effects of a model’s body size on consumer’s self-evaluation could be moderated by the consumer’s own body size. 

1.2.3 Product attitude

Also, few scholars examined the possible effects of using either small, average, or large sized models in advertisements on more consumer oriented variables such as product attitude. Only two studies assessed consumer oriented variables in relation to the model’s body size and presented initial findings on potentially equal advertising effectiveness for advertisements featuring either thin or average-sized models (Halliwell & Dittmar, 2004; Halliwell et al., 2005) – one of these studies (Halliwell et al., 2005) focused only on women with a history of eating disorders. As discussed, findings suggest that exposure to mass media depicting the thin ideal body is linked to body image disturbance in women (Grabe et al., 2008). A consumer’s self-evaluation thus could be influenced by the use of models with particular body sizes in advertisements. The consumer’s self-evaluation in turn might have an effect on more consumer oriented variables like the consumer’s attitude towards the product. As an advertisement featuring a model with a particular body size elicits either a more positive or a more negative self-evaluation of the consumer, this affective state could be a mediator in the potential relationship between a model’s body size and the evaluation of the product advertised. Mediated by the consumer’s self-evaluation then, the consumer’s attitude towards the product could be affected by the model’s body size. 

1.2.4 Type of product

Additionally, Halliwell and Ditmar (2004) recommend both confirmation and further examination of their findings on consumer oriented variables, suggesting that different body sizes of models in advertisements could be effective for different types of advertised consumer products. The type of product advertised might affect the potential relationship between a consumer’s self-evaluation and a consumer’s attitude towards the product. Consumers often think about products in terms of their consequences, as they seek desirable consequences or benefits when buying and using products (Peter & Olson, 2005: 77). If an advertised body size-related product possibly leads to social comparison processes that result in a more negative self-evaluation, the consumer could obtain a more positive attitude towards the product as the product might help her in becoming similar in body size to the model in the advertisement. Hence, the product advertised could be a moderator in the potential relationship between the consumer’s self-evaluation and the consumer’s attitude towards the product.  

1.2.5 Research question

To sum up, it would be interesting to include both the consumer’s body size, the consumer’s attitude towards the product advertised, and different types of advertised products in a study on the effect of exposure to different sized models on self-evaluation of the teen-age female consumer. This leads to the following research question: 

How does exposure to models of different body sizes in magazine advertisements affect self-evaluation of teen-age female consumers of different body sizes, and in turn affect their attitude towards the product advertised, for different types of products? 

1.2.6 Conceptual model

The problem statement as summarized in the research question is visualized in the conceptual model below (Figure 1), which entails what is proposed in the previous paragraphs. The suggested relations as depicted in the model are summarized in four hypotheses that are built on the concepts and theories that will be discussed in the theoretical framework. 
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Figure 1: Conceptual model
1.2.7 Research method
The hypotheses as depicted in the conceptual model will be tested in an experimental post-test only design, as including a pre-test could make participants more focused on the responses measured which possibly leads to interactive testing effects (Halliwell & Dittmar, 2004; Malhotra & Birks, 2006). 

Participants will be exposed to media images (advertisements) featuring models whose body size will be manipulated. Afterwards, their response to these images in terms of self-evaluation and product attitude will be measured by asking the participants to fill in a questionnaire. This questionnaire starts with a task not related to the research and continues with the State Appearance Self-Esteem Scale and an assessment of the participant’s attitude towards the products advertised. The questionnaire ends with a number of demographic variables, including the weight and height of the participant in order to calculate the participant’s body size (BMI). To ensure that the effect of the model’s body size is tested instead of the effect of attractiveness of the model in the advertisement (Halliwell & Dittmar, 2004), a pilot study will assess equality of attractiveness and the perceived body size of the models with different body sizes. 

1.3 Relevance

1.3.1 Academic relevance

Notwithstanding the – still growing – mass of work on the subject, this research will contribute to the existing literature on the effects of media exposure on the consumer’s feelings and behavior. As a potential moderator, the consumer’s body size will be examined, as this variable might affect the relationship between exposure to a model with a particular body size and the consumer’s self-evaluation as a result of the kind of social comparison processes the consumer will engage in. These social comparison processes either elicit more positive feelings about the self or more negative feelings about the self as a result of either downward or upward social comparison processes (these concepts will be explained in more detail in the theoretical framework). Although suggested by various researchers, few of them included the viewer’s body size in their studies. Moreover, the scholars who did include this, acknowledged that most participants had an average body size (e.g. Smeesters & Mandel, 2006). Results might differ for consumers with a small, average or large body size. Furthermore, only few scholars touched upon the topic of more consumer-oriented variables such as product attitude being affected by model’s body size. The ones who did, pointed to the need of corroboration and further examination of their findings on this aspect (Halliwell & Ditmar, 2004). Possibly related to the so far lacking academic interest in more consumer oriented variables, also the type of product advertised has not been examined yet in relation to advertisements featuring models of different body sizes. Therefore, including the type of product advertised in this research could provide an interesting contribution to the existing literature. 
1.3.2 Practical relevance

Besides contributing to the existing literature, findings of the current study could be of practical relevance as well. The assessment of the effect of model’s body size on product attitude could be a first step to a potential fall of the domination of the thin ideal body in the advertising industry (and might even in the media in general) in the future. Firstly, if findings should suggest that advertisements featuring other models than the ones with a small body size have a positive influence on product attitude as well, this will suggest that companies no longer should have to use only these small sized models in their advertisements. Moreover, if findings should suggest that advertisements depicting models with a small body size are having an even less positive effect on product attitude than advertisements featuring models with other body sizes, companies might be even more willing to use these other sized models. In addition, the potentially moderating role of the body size of the consumer could be of practical relevance to advertising companies. For example, findings could suggest that exposing consumers with a larger body size to models with a larger body size would lead to more positive product attitudes. If this would be the case, it could be decided to use advertisements featuring models with a particular body size in media that are likely to be consumed by persons with that particular body size. The final aspect of the current study that could be of practical relevance are the findings regarding the potentially moderating role of the type of product advertised. Outcomes might suggest that the type of product is of importance in the choice for a model with a particular body size.

Although other factors will be at play in these decisions as well, with regard to the growing concerns in society with the effect of media exposure of the thin ideal on body image disturbance in women, this could mean a first step to an ‘escape’ of these concerns as the small sized model might no longer be the only option for advertisers. If the thin ideal body no longer will be the norm in the advertising industry, women might obtain more positive feelings about themselves instead of the body image concerns caused by exposure to media images depicting the thin ideal body. As this kind of negative feelings about one’s body for some women even expand to eating disorders, findings that suggest that models not having the thin ideal body are equally effective in advertisements could even be of importance in prevention of these issues of health by preventing women from developing distorted feelings about their bodies. 

2. Theoretical framework

2.1 Introduction

In order to answer the research question as discussed in the introduction chapter, a theoretical framework has to be outlined that provides the background for this research and the analysis of its results. 

As already slightly touched upon in the introduction, from the 1960’s onwards the thin ideal body size has been dominant in the mass media. Moreover, the media have been accused of making women see this body size as normative, expected, and central to attractiveness (Grabe et al., 2008). Cultivation theorists explain this ‘cumulative impact’ of the media on its viewers with their cultivation theory: an explanation of how repeated exposure to the thin ideal could lead viewers to begin to accept what is shown in the media as representations of reality. Many scholars have been concerned with body image disturbances in women resulting from accepting the thin ideal as shown in the media as a representation of reality (Grabe et al., 2008), as – to a large extent – how women evaluate themselves could be based on social comparison processes. An explanation for this relation between media exposure and self-evaluation based on processes of social comparison is provided by Festinger’s (1954) social comparison theory. Social comparison processes lead to either an assimilative or a contrastive shift in self-evaluation. According to Mussweiler’s (2003) selective accessibility model, the occurrence of these shifts depends on the type of knowledge about the self that becomes accessible. However, which type of knowledge about the self becomes accessible and leads to a more positive or more negative self-evaluation, might be dependent on individual differences among viewers themselves – like their body size. Moreover, and especially important as this research focuses on advertising media images, more consumer oriented variables like the attitude towards the product might be affected by the consumer’s self-evaluation resulting from exposure to media images (advertisements). In addition, some researchers (Halliwell & Dittmar, 2004) suggest that the type of product advertised will be of importance in the potential effects of consumer’s exposure to media images (advertisements). Then, the potential relationship between a consumer’s self-evaluation and the consumer’s attitude towards the product advertised might be influenced by the type of product advertised. 

2.2 The thin ideal

2.2.1 Development of the thin ideal
As already touched upon in the introduction, from the 1960’s onwards the thin ideal body size has been dominant in the mass media. Throughout history, different body sizes have been seen as the ideal one (Anderson, 1988), and in nearly all periods women strived to conform to the particular ideal body size of their era. It is the interaction between social and cultural factors that provides the norm from which body ideals develop (Volkwein, 1998: 156). Based on several factors, ranging from availability of food to religious values and women’s roles, the ideal body size varied from being extremely fat 20.000 years ago, having a modest waist in the Middle Ages, being plump again in the Renaissance period to having a very small waist in the 1800’s (Volkwein, 1998: 153). After the World Wars, as a consequence of social pressures that encouraged women to stay at home and to have children, the more voluptuous body size became the ideal (Wolf, 1991). 

However, in the period the ultra thin model Twiggy became popular, the thin ideal replaced the more voluptuous model of beauty of the decades before the 1960’s. Beginning in these years, the ideal body size for women started to become smaller (Volkwein, 1998: 154). This shift towards a thinner body ideal is linked to the publication of medical studies and documents in the 1950’s that suggested that losing weight would result in decreasing mortality (Williamson & Pamuck, 1993). The subsequent campaign that informed people about the potential health dangers of being overweight ran by both health institutions and the media, is supposed to have played a key role in the creation of Western culture’s negative associations with being overweight (Owen & Laurel-Seller, 2000). 

2.2.2 Stereotypes

From the 1960’s onwards, heaviness increasingly had to deal with the negative associations discussed above and is seen in a far more negative light than having a small body size (Tiggemann & Anesbury, 2000). Larger body sizes are, from childhood on, not only seen as unattractive and unappealing sexually, but also associated with more personal negative characteristics as being lazy and a lack of self-control (Owen & Laurel-Seller, 2000). Thinness on the other hand, from the 1960’s onwards is seen as good and virtuous, and has been associated with attractiveness, success, and also a number of more psychological, positive attributes like self discipline, and self-control (Volkwein, 1998: 151-154; Owen & Laurel-Seller, 2000). 

The health industry but the media in particular are accused of contributing to the Western culture’s adoption of an unhealthy body ideal, as the thin ideal increasingly is dominant in the media (Fouts & Burggraf, 1999; Owen & Laurel-Seller, 2000). By constantly featuring the thin ideal body, the media is believed to make especially women see this body size as normative, expected, and central to attractiveness (Grabe et al., 2008). The cumulative impact of media on its users or viewers in general is addressed by several scholars. The theory that provides an explanation of how repeated exposure to the thin ideal could lead viewers to begin to accept these portrayals as representations of reality, is cultivation theory (Croteau & Hoynes, 2003: 246; Grabe et al., 2008). Accordingly, the research strategy that focuses especially on television’s contributions to viewer’s conceptions of social reality is called cultivational analysis (Gerbner, Gross, Morgan, Signorielli & Shanahan, 2002: 43) .

2.3 Cultivation theory

2.3.1 The Cultural Indicators project

As soon as televisions began to appear in living rooms in the late 1940’s and 1950’s, researchers started inquiring into the potential ‘effects’ of television (Shanahan & Morgan, 1999: 8). In an attempt to answer the question ‘What is television doing to us?’, George Gerbner founded The Cultural Indicators project: a broad based, long-term, empirical approached research that began in the late 1960’s (Signorielli & Morgan, 1996: 111-112; Shanahan & Morgan, 1999: 6). This project consisted of three tracks: institutional process analysis, message system analysis, and cultivation analysis, of which the last one is the study of how exposure to the world of television contributes to viewer’s conceptions about the real world (Signorielli & Morgan, 1996: 112; Gerbner et al., 2002: 46). 

2.3.2 Application of a ‘television theory’

Although cultivation theorists focused on television initially – and in some aspects television differs from other media (Signoreilli & Morgan, 1996: 115) –  their explanations of how media content leads viewers to begin to accept media portrayals like the thin ideal as representations of reality (Grabe et al., 2008) could be applicable to other media types which do not consist of moving images as well. 

According to Croteau & Hoynes (2003: 246), cultivation theorists acknowledge that influence occurs because of continued and lengthy exposure to television in general. Television is approached by cultivation theorists as a system of messages that is made up of aggregate and repetitive patterns of images and representations, to which entire communities are exposed over long periods of time and which they absorb (Signoreilli & Morgan, 1996: 112). However, people’s contemporary use of other media types like magazines, the internet, or newspapers is regular and enduring as well. Moreover, mass media messages in general are one of the main sites where socio-cultural values and norms are reflected, reproduced, and communicated to vast audiences (Dittmar & Blayney, 1996). Other media than television thus, can also be seen as a system of messages – messages that include the pervasiveness of the image of the idealized body that encounters people daily (Smeesters & Mandel, 2006). 

In addition, cultivation theory focuses on the ‘master text’ which is composed of the enduring and residual score that is left over when all the particular individual and program-specific differences cancel each other out (Gerbner et al., 2002: 48). Also, cultivation theory has to do with television’s regular use by viewers, and not just with exposure to individual programs, episodes or genres (Croteau & Hoynes, 2003: 246). The focus thus is not on the particular moving images itself, but on what these images altogether ‘tell’ the viewer. As media images that are shown in other media types than on television also have a residual score, the explanations cultivation theorists provide for television images influencing the viewer could be applicable to influences of media images other than the ones on television as well. Therefore, it can be assumed that cultivation theorists’ explanations of the influence of exposure to television could be relevant to exposure to other mass media as well.

2.3.3 Story telling

Following cultivation theorists Signoreilli and Morgan (1996: 112), central to cultivation theory is the concept of ‘story telling’. According to Gerbner (1967), living in a world that is created by the stories that we tell forms the basic difference between human beings and animals (Signoreilli and Morgan, 1996: 112). Since only human beings use the manipulation of complex symbols to communicate, we are the only ones living in a world that is experienced and constructed mostly by story telling. As human beings, we did not experience personally or directly a large part of what we know or assume we know. Instead, we base great portions of our ‘knowledge’ on the stories we hear and the stories we tell. 

In the past, stories of culture were told face-to-face by members of a particular community or ‘authorities’ like teachers or the clergy. Nowadays, on the other hand, most stories people hear are told by television – or by the media in general. Television therefore should have ‘transformed the cultural process of story telling into a centralized, standardized, market-driven, advertiser-sponsored system’ and put the old process in the hands of those who are commercially interested, of those who have something to sell (Singoreilli & Morgan, 1996: 112). Like with religion, television’s continual repetition of stories is said to provide a definition of the world (Gerbner et al., 2002: 44). It has become the most common and constant ‘learning’ environment, as the substance of consciousness that is cultivated by television is broad and underlies global assumptions about the ‘facts’ of life (Signoreilli & Morgan, 1996: 114). 

2.3.4 Cultivation

As explained by Gerbner et al. (2002: 47), these independent contributions of television use to a viewer’s conception of social reality are described by the concept of ‘cultivation’: the process within which interaction through messages shapes and sustains the terms on which the messages are premised (Shanahan & Morgan, 1999: 12). Mostly, in cultivation analysis it is hypothesized that those who spend more time watching television are more likely to see the ‘real world’ in terms of the images, values, portrayals, and ideologies that emerge in the world of television. With regard to the thin ideal then, heavy television viewers are more likely to believe that media images featuring women with a small body size show them how women ‘in the world outside’ look. The potential difference in conceptions of reality between these heavy and the more light viewers is called the ‘cultivation differential’, which then represents the difference that watching television makes. 

Yet, according to Signoreilli and Morgan (1996: 117), and Gerbner et al. (2002: 49), cultivation is part of a continual, dynamic, ongoing process of interaction among messages, audiences and contexts. Cultivation is a result of how the information gathering of viewers could be dominated by television’s output, but cultivation also is dependent on to what extent this television output dominates the viewers’ sources of information. A range of factors and processes, like personal interaction and direct experience, could produce variations in cultivation patterns. Moreover, cultivation theorists do acknowledge that the viewer’s interactions with media text can produce diversity and complexity in these texts. 

Nonetheless, Gerbner et al. (2002: 48) argue this is not to say there could be no important commonalities and consistencies across large bodies of media output as well. By studying these commonalities – like the thin ideal dominating the media – cultivation theorists do not refuse to acknowledge that there are differences, though they assume that polysemy is not limitless. These preferred readings can be of great power, as the most recurrent, stable, and overarching patterns in media texts are nearly inescapable for viewers – as it is hard to avoid media images depicting the thin ideal body. The process of cultivation then, takes place in the interaction of the viewer with the media’s texts or ‘messages’. Continued exposure to the media’s messages is likely to result in reiterating, confirming, and nourishing of the values and perspectives embedded in these media texts. 

2.3.5 Mainstreaming

However, there are many critical discrepancies between the world and the ‘world as portrayed on television’ or as portrayed in the media in general (Gerbner et al., 2002: 49). These discrepancies could result in heavy viewers internalizing the distorted views of the world as presented by television (Croteau & Hoynes, 2003: 246). This effect is called ‘mainstreaming’: heavy viewing may reduce or override differences in perspectives and behavior which normally stem from other factors and influences, like demographic, social, cultural, and political characteristics (Signoreilli & Morgan, 1996: 117-118; Croteau & Hoynes, 2003: 246). A well known example is the drastic under representation of older people on television compared to the real world – and heavy viewers who tend to similarly underestimate the number of older people in society (Croteau & Hoynes, 2003: 246). Another example could be the over prominence of media images featuring women resembling the thin ideal although this ideal is very much different from the body size most women have.

The assumption of cultivation processes being at work in media use entails a focus on the production side of media ‘messages’. Concerns are raised since the results of these processes imply power: the power to create messages which cultivate collective consciousness (Shanahan & Morgan, 1999: 12). Who decides what will be the ‘message’ that is send through the media, decides what the ‘mainstream’ will be as well. 

2.3.6 Concerns

Consequently, following the reasoning of cultivation theorists, it is not surprising that many scholars have been concerned with body image disturbances in women resulting from accepting the thin ideal as shown in the media as a representation of reality (Grabe et al., 2008). To a large extent, how women evaluate themselves could be based on social comparison processes. If as a result of the media’s over representation of the thin ideal body this body size has become the ‘mainstream’ body size, women might be likely to evaluate themselves according to this ‘mainstream’ ideal body size. Moreover, many concur that especially advertising images frequently are not realistic (Richins, 1991). In conclusion, cultivation theorists’ explanations and concerns of how the ‘real world’ is presented in television thus could be of relevance to the study of  media image exposure – and exposure to advertisements in particular – affecting women’s self-evaluation. 

2.4 Effects of media images on self-evaluation

Exposure to mass media depicting the thin body ideal thus has been linked to body image disturbance in women (Grabe et al., 2008). Body image is defined as beliefs and feelings about one’s body (Peter & Olson, 2005: 79). However, in their meta-analysis, Grabe et al. (2008) acknowledge that body image concerns are multidimensional, and results therefore might vary depending on the dimension of body image (or related eating behavior) that was measured. Results were examined for four outcomes related to body image: body (dis)satisfaction, body self-consciousness and objectification, internalization of the thin ideal and drive for thinness, and eating behaviors and beliefs. Though, notwithstanding the support found for the relation between exposure to media images depicting the thin ideal body and body image concerns for women, body image is only one part of someone’s self concept, which can be described as the knowledge about oneself (Peter & Olson, 2005: 307). 

The process whereby the self concept is constructed – by negotiation and modification in a social network – is the process of self-evaluation
 (Sedikides & Strube, 1997). In this process, both assimilative and contrastive shifts occur (Smeesters & Mandel, 2006; Wan, Ansons, Leboe & Smeesters, 2008). As will be explained in more detail in the next paragraphs, a contrastive shift in self-evaluation means a shift away from the standard to which is compared, whereas an assimilative shift in self-evaluation means perceiving oneself being ‘close’ or more similar to the standard to which is compared. 

With regard to the relation between media exposure and one’s self concept, media exposure can result in assimilative or contrastive shifts in self-evaluation. Studies suggest and most scholars believe that such exposure activates social comparison processes that typically have negative effects on self-evaluation (Richins, 1999; Trampe, Stapel & Siero, 2007). Social comparison has been identified as a further factor central to the evaluation of one’s body (Dittmar & Howard, 2004). Smeesters and Mandel (2006) in this context point to the notions of Mussweiler (2003) on assimilation and contrast in self-evaluation, who proposes that occurrence of these shifts depends on the type of knowledge about the self that becomes accessible (selective accessibility model – Mussweiler, 2003) as a result of social comparison (social comparison theory – Festinger, 1954). The processes at work according to social comparison theory and the selective accessibility model could provide an explanation of the potential relationship between media exposure and – either negative or positive – changes of one’s self concept and will be discussed in more detail in the next paragraphs. 

2.5 Social comparison theory
2.5.1 Basic human motive

In recent years, social comparison theory (Festinger, 1954) has been one of the most prominent theories used in studies of media exposure effects, as most researchers on the topic believe that exposures to media images featuring the thin ideal body activate social comparison processes (Trampe et al., 2007). According to Richins (1991) and many others (Trampe et al., 2007), social comparison theory (Festinger, 1954) is directly applicable to the notion that women compare themselves with models portrayed in advertisements, similar to women are influenced by television exposure according to cultivation theorists. Moreover, it is believed that the tendency to compare oneself with others, is the main source of the negative effects resulting from exposure to media images featuring models (Bessenoff, 2006). Humans have a drive to evaluate themselves by comparing themselves with others, as comparison appears to be a basic human motive (Richins, 1991; Smeesters & Mandel, 2006). 

2.5.2 Similarity hypothesis

People seek to compare themselves with others they believe to be similar to themselves, in particular to determine their own levels of abilities and successes (Bessenoff, 2006; Kozar & Damhorst, 2008). The original social comparison theory as proposed by Festinger (1954) dealt with comparison within groups and face-to-face comparisons. Other scholars however, noticed that people could also compare themselves with members of groups they do not belong to or with social categories (Richins, 1999). The latter are individuals who share a social status but with whom one has no social interaction. An example of such a social category is formed by models in advertisements. Although Festinger (1954) originally focused on situations in which people compare themselves actively with a standard they searched for (sought comparison), more recently it is assumed that ‘occasional’ or unsolicited social comparison (unsought comparison) occurs as well (Richins, 1999). Moreover, even unsought comparison is believed to have a positive or negative impact on feelings about the self. 

As explained by Trampe et al. (2007), central to social comparison theory is the similarity hypothesis. According to social comparison theorists it is assumed that people rather compare themselves with other people whom they consider relevant comparison targets than with people who are considered less relevant comparison targets. A categorical similarity with the comparison target – the self has to be perceived as belonging to the same category as the comparison target – should be perceived by the person who engages in a social comparison process. Categorical similarity makes the comparison target a more relevant standard to compare with, inviting more readily comparison processes than a comparison target perceived as belonging to a different category. 

However, one could ask why women then should compare themselves with the unreachable, thin ideal bodies of models in advertisements? Trampe et al. (2007) propose that for some women these media images constitute relevant comparison targets. Moreover, most models with a thin ideal body that feature in advertisements are in the same age category as their advertised product target group: adolescent girls and young women. In addition, according to Richins (1991), studies suggest that professional models are not viewed as separate from the consumer by the consumer herself at the moment the consumer makes attractiveness judgments, although no social interaction is possible. 
2.5.3 Upward and downward social comparison 

Festinger (1954) noted that comparison with others with superior abilities could work inspiring, but also result in feelings of failure and inadequacy, and could affect one’s self concept negatively (Richins, 1991; Smeesters & Mandel, 2006). This is an example of upward social comparison. In a similar vein, comparison to a model resembling the thin body ideal could be considered upward social comparison, as being thin is seen in a far more positive light than being heavy (Tiggemann & Anesbury, 2000). This kind of social comparison possibly leads to a negative mood and threatened self-evaluation (Bessenoff, 2006). If it is noticed that the majority of women has a larger body size than the thin ideal body size that is over represented in the media, not surprisingly social comparison with these media models could result in upward social comparison, and consequently result in unfavorable evaluations of the self (Dittmar & Howard, 2004). According to Bessenoff (2006), and Adomaitis and Johnson (2008), studies focused on social comparison with models in advertisements made adolescent and young female participants suffer from an increased negative mood, anxiety, depression, greater body dissatisfaction, eating disorder symptoms, and diminished belief of their own attractiveness. Moreover, many adolescent girl participants expressed the desire to be like the models they saw in the advertisements (Adomaitis & Johnson, 2008). 
However, there are two major types of social comparison (Bessenoff, 2006). As opposite to upward social comparison, downward social comparison is comparison to other people who are perceived as being less auspicious than ourselves in a particular area. Downward social comparison could result in feelings of self-worth and enhanced mood. As larger body sizes have to deal with far more negative associations than smaller body sizes (Owen & Laurel-Seller, 2000), comparison to a model with a larger body size, is considered downward social comparison (Smeesters & Mandel, 2006). Some studies suggest that exposure to larger sized models could result in downward social comparison, and lead to more positive evaluations of the self (Dittmar & Howard, 2004). 

In summary, upward social comparison with models with a smaller body size thus seems to be more likely to result in a more negative self-evaluation of the consumer, as downward social comparison with models with a larger body size is expected to result in a more positive self-evaluation of the consumer (Smeesters & Mandel, 2006). This leads to the first hypotheses:

H1a: Participants exposed to advertisements featuring a model with a small body 

size will evaluate themselves more negatively compared to being exposed to advertisements featuring a model with an average body size. 

H1b: Participants exposed to advertisements featuring a model with a large body 

size will evaluate themselves more positively compared to being exposed to advertisements featuring a model with an average body size. 

2.5.4 Individual differences

Notwithstanding the expectations for different body sizes of models in advertisements activating either downward or upward social comparison processes and the consequences for self-evaluation of consumers who are exposed to these advertisements, individual differences of consumers might have an influence on these processes and consequently on their outcomes (Dittmar & Howard, 2004) as the effects of social comparison processes are assumed to depend both on whom the comparison target is and on who the perceiver of that target is (Trampe et al., 2007). 

The activation of either upward or downward social comparison processes as a result of exposure to models of different body sizes in advertisements could thus be dependent on individual differences among consumers, like their own body size. The perceived difference in similarity between the consumer and her comparison target – the model in the advertisement – can determine if contrast or assimilation to this standard takes place in self-evaluation (Smeesters & Mandel, 2006). According to Mussweiler (2003), it depends on the type of knowledge about the self that becomes accessible as a result of social comparison processes what kind of changes in self-evaluation occur. To provide an explanation of which type of knowledge about the self is likely to become accessible in a situation of comparison, and consequently whether assimilation or contrast is expected, Mussweiler (2003) introduced the ‘selective accessibility model’. 

2.6 Selective accessibility model 
2.6.1 Selective accessibility model explained

According to Mussweiler (2003), as a result of social comparison a type of accessible knowledge about the self becomes available, which in turn determines if an assimilative shift or a contrastive shift in self-evaluation occurs. Outlining his selective accessibility model, Mussweiler (2003) differentiates three major stages of comparative evaluation. 

The first stage involved in the processes of comparative evaluation is the ‘selection’ of a standard for comparison, as comparison with a standard requires firstly that one has a standard to compare oneself with. This stage of standard selection can be manipulated by providing comparison targets (Smeesters & Mandel, 2006) – like models in advertisements. Subsequently, in the second stage it has to be determined which are the critical features for comparison. These are the particular features of the standard and the target that the comparison will be based on. Moreover, in this second stage – the comparison stage – the actual comparison of the features of the target and the standard that ultimately provides the information needed for target evaluation is carried out. It is in this stage of the comparison process that the relevant knowledge to make an evaluation is activated, thereby laying the informational foundation for comparison consequences. Following the comparison stage, in the third, evaluation stage then the knowledge obtained relevant to the target is integrated into an evaluation of the target. 

2.6.2 Similarity and dissimilarity testing

It is the second comparison stage that is perceived by Mussweiler (2003) as building the core of comparative evaluation. This stage encompasses the actual comparison. The main process that underlies the search for relevant target knowledge and its activation in this stage, is the selective accessibility mechanism. When the actual comparison is made, the similarity between the self and the standard is quickly assessed by searching the memory for indications of (dis)similarity between the self and the target (Smeesters & Mandel, 2006). If this assessment points to similarity, one engages in a process of similarity testing. On the other hand, if the assessment indicates dissimilarity one engages in dissimilarity testing. 

These ‘hypotheses’ of similarity or dissimilarity are tested by searching for hypothesis-consistent evidence. As a result, similarity testers generate knowledge that indicates similarity, while testers of dissimilarity come up with knowledge indicating dissimilarity. By making these subsets of knowledge about the target accessible, the foundation for the following target evaluation is laid. Moreover, with regard to the assimilative and contrastive shifts in self-evaluation, assimilation typically occurs as a consequence of similarity testing, and contrast as a consequence of dissimilarity testing. This process is visualized in the figure below (Figure 2).
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Figure 2: The selective accessibility process (adapted from Mussweiler, 2003)
2.6.3 Different body sizes

2.6.3.1 Contrast and assimilation

As noted before, individual differences among viewers might have an influence on the processes discussed above. Therefore, the activation of either similarity or dissimilarity testing as a result of exposure to models of different body sizes in advertisements could be dependent on individual differences among consumers that are exposed to those advertisements, like differences in body size of the consumers. Based on these differences, it could be determined which type of knowledge about the self becomes accessible as a result of the quick holistic assessment of the similarity between the self and the standard (Smeesters & Mandel, 2006), leading to either similarity or dissimilarity testing, and as a consequence assimilation or contrast to the standard - the model – in the consumer’s self-evaluation. 

2.6.3.2 Consumers with a small body size
Building the core for hypothesis 1a, exposure to a model with a small body size is expected to lead to a negative evaluation of the self, as the model’s body size is smaller than the consumer’s one. It is likely that the consumer who is exposed to advertisements featuring a small sized model engages in dissimilarity testing, resulting in a contrastive shift in self-evaluation. 

However, with regard to individual differences in consumers, one could argue that if the body size of the consumer herself is (almost) as small as the body size of the model in the advertisements, the consumer is expected to engage in similarity testing, which is likely to result in an assimilative shift in self-evaluation. Consequently, it could be expected that for consumers with a small body size themselves, a more positive evaluation of the self occurs after exposure to advertisements featuring a small body sized model, compared to the consumer’s self-evaluation after exposure to advertisements featuring an average sized model. 

In contrast, comparison of a consumer with a small body size herself to a model with an average body size, could result in a more negative evaluation of the self. If the ‘distance’ of the consumer’s body size to the model’s body size is not extremely large, it is likely that the consumer will engage in similarity testing. As a result, an assimilative shift in self-evaluation is likely to occur, which leads to the consumer perceiving herself as more similar to the model in the advertisements. As the model is having a somewhat larger body size than herself, she is expected to perceive her own body size as somewhat larger as well.

Comparison to a model with a large body size however, is likely to result in a more positive evaluation of the self for consumers with a small body size. As the difference in body size is obvious, small body sized consumers are likely to engage in dissimilarity testing if exposed to a large sized model. As a consequence, a contrastive shift in self-evaluation is expected, resulting in perceiving the own body as smaller than the body of the model, leading to a more positive evaluation of the self compared to the consumer’s self-evaluation after exposure to advertisements featuring an average sized model. 

2.6.3.3 Consumers with an average body size

For consumers with an average body size themselves, a more positive self-evaluation could result from exposure to advertisements featuring a model with a small body size. As the difference in body size between the consumer and the model in the advertisements is not extremely large, it is likely that the consumer will engage in similarity testing. An assimilative shift in self-evaluation is expected then, leading to the consumer perceiving her body size as more similar to the model’s body size. As the model is having a somewhat smaller body size than herself, the consumer is likely to perceive her own body size as somewhat smaller as well, which is expected to lead to a more positive evaluation of the self compared to the consumer’s self-evaluation after exposure to advertisements featuring an average sized model.

Comparison to a model with a large body size however, is likely to result in a more negative self-evaluation of consumers with an average body size. Again, as the ‘distance’ of the consumer’s body size to the model’s body size is not extremely large, it is likely that the consumer will engage in similarity testing. Consequently, an assimilative shift in self-evaluation is likely to occur, which is expected to result in a more negative evaluation of the self compared to the consumer’s self-evaluation after exposure to advertisements featuring an average sized model, as the consumer will perceive her own body as similar to the large sized body of the model in the advertisements. 
2.6.3.4 Consumers with a large body size
For consumers with a larger body size themselves, comparison with a model with a small body size is likely to result in a more negative self-evaluation. They are expected to engage in dissimilarity testing, which could lead to a contrastive shift in self-evaluation. The consumer perceives her own body as larger than the body of the model, which is likely to result in a more negative evaluation of the self compared to the consumer’s self-evaluation after exposure to advertisements featuring an average sized model. 

Comparison to an average sized model on the other hand, could lead to a more positive evaluation of the self for consumers with a large body size. If the difference between the consumer’s body size and the model’s body size is not extremely large, similarity testing is likely to occur. This is expected to result in an assimilative shift in self-evaluation and the consumer thus feeling herself more similar to the model in the advertisements. For a consumer with a large body size then, this means she will perceive her body size being somewhat smaller, as the model she is feeling more similar to has a somewhat smaller body size than herself as well. As a consequence, for a consumer with a large body size, comparison to an average sized model is likely to result in a more positive self-evaluation. 

Comparison to a model with a large body size however, is likely to result in a more negative self-evaluation for consumers with a large body size. Exposure to a model with a large body size here, is expected to result in similarity testing. Consequently, an assimilative shift in self-evaluation is likely to occur, which is expected to result in a more negative evaluation of the self compared to the consumer’s self-evaluation after exposure to advertisements featuring an average sized model, as the consumer will perceive her own body as similar to the large sized body of the model in the advertisements.  

2.6.3.5 Body size as a moderator

In summary, the potential relationship between the body size of the model in the advertisement and the consumer’s self-evaluation is potentially moderated by individual differences in body size among consumers. For consumers with a small body size, this is expected to result in a more positive self-evaluation as a result of exposure to small and large sized models, and a more negative self-evaluation resulting from exposure to average sized models. For consumers with an average body size, a more positive self-evaluation is expected to result from exposure to small sized models, and a more negative self-evaluation from exposure to large sized models. For consumers with a large body size on the other hand, a more positive self-evaluation is expected to result from exposure to average sized models, and a more negative evaluation of the self resulting from exposure to small and large sized models. This leads to the following hypotheses:

H2a: Participants with a small body size themselves exposed to advertisements 

featuring a model with a small body size or a large body size will evaluate themselves more positively compared to being exposed to advertisements featuring a model with an average body size. 

H2b: Participants with an average body size themselves exposed to advertisements  

featuring a model with a small body size will evaluate themselves more positively compared to being exposed to advertisements featuring a model with an average body size, and more negatively when exposed to advertisements featuring a model with a large body size compared to being exposed to advertisements featuring a model with an average body size. 

H2c: Participants with a large body size themselves exposed to advertisements 

featuring a model with a small body size or a large body size will evaluate themselves more negatively compared to being exposed to advertisements featuring a model with an average body size. 

2.7 Product attitude
2.7.1 Evaluation of the advertised product

Following Mussweiler (2003), selective accessibility processes build the core for processes of comparative evaluation that possibly result in an assimilative or a contrastive shift in self-evaluation. Next to comparative and self-evaluation, the ‘standard’ to which the self is compared can be subject of evaluation as well. Moreover, this is – opposite to the processes of self-evaluation resulting from consumers comparing themselves to the model in the advertisement – likely to be the purpose of advertisements, as advertisements generally are used to cause an (positive) attitude towards what is advertised. The consumer’s attitude towards the product or brand is one of the most important concepts in the study of consumer behavior (Peter & Olson, 2005: 134). Moreover, several scholars (e.g. Smeesters & Mandel, 2006) recommend to extend the research on media image effects to more consumer-oriented variables like product attitude. In this paragraph, the potential influence of the consumer’s self-evaluation on the consumer’s attitude towards the product will be discussed, as in the next paragraph also the role of the type of product advertised in the consumer’s attitude towards the product will be taken into account. 

2.7.2 Product attitude defined

Although various formal definitions of attitude circulate, there seems to be agreement upon the evaluative dimension being the characteristic attribute of attitude (Ajzen, 1989). Ajzen (1989) defined an attitude as ‘an individual’s disposition to respond favorably or unfavorably to an object, person, institution, or event, or to any other discriminable aspect of the individual’s world’. Nevertheless, throughout history, different concepts of attitude have been the dominant one (Peter & Olson, 2005: 135). One of the first concepts was introduced by Thurstone (1929). His perspective on attitude was quite simple: ‘the amount of affect a person has for or against an object’. Later on, in the tripartite model of attitude, not only affect but also cognition (beliefs) and conation (intentions to behave) were considered components where attitude consisted of. This scheme was followed by a return initiated by Fishbein (1967) to the earlier one-dimensional concept of Thurstone (1929), and nowadays most scholars agree upon this simple concept of attitude. Here, attitude represents a person’s favorable or unfavorable feelings towards the object in question. Cognition and conation, though seen as related to attitude, are separate cognitive concepts that are not part of attitude itself (Peter & Olson, 2005: 135). 

2.7.3 Influenced consumers

Marketers use several methods, strategies, or ‘tricks’ in an attempt to have an influence on a person’s favorable or unfavorable feelings towards the object in question, which is generally their product or brand. Important to them is the consumer environment, which can be described as everything external to consumers that influences what they think, feel, and do (Peter & Olson, 2005: 24). Next to social stimuli, the consumer environment includes other physical stimuli that influence consumers, like stores, signs, and advertisements. The consumer environment is the medium for marketers in which these stimuli are placed in order to influence consumers. 

An example of a stimulus placed by marketers to get into their consumer’s environment is locating a store in a popular area of the city. In more detail, one can think about how ‘minor’ changes in such a store’s design  – including lighting, temperature, music and even scent – are used to influence the consumer (Peter & Olson, 2005: 40). Other examples include television commercials broadcasted during shows that are watched by the target group, sending catalogs by mail to (potential) customers, or placing advertisements in a magazine read by the target group. In these examples, details can play a large role as well: background colors in advertisements are affecting consumer’s feelings and attitudes (e.g. Gorn, Chattopadhyay, Yi & Dahl, 1997), results from several studies suggest that an advertisement model’s attractiveness can influence consumer’s attitude towards the advertised product (Dittmar & Howard, 2004), and indeed in this research the potential influence of an advertisement model’s body size on the consumer’s self-evaluation is assessed. 

However, besides social stimuli and physical stimuli placed in the consumer environment by marketers, also factors on the side of the consumer herself could have an influence on a person’s favorable or unfavorable feelings towards the object in question. A consumer’s affective state such as mood can influence attention, comprehension, activation, and problem-solving processes in consumer decision making (Peter & Olson, 2005: 182), and prior research has shown the influence of mood on product evaluations (Barone, Miniard & Romeo, 2000). According to Isen, Clark, Shalker, and Karp (1978), a person’s affective state determines partly which cognitive materials become accessible in memory for evaluation of the stimulus and in turn decision making. A good mood then, is likely to result in a more positive evaluation of the stimulus object. 

2.7.4 Self-evaluation and product attitude

As discussed, findings suggest that exposure to mass media depicting the thin ideal body is linked to body image disturbance in women (Grabe et al., 2008). A consumer’s self-evaluation then could be influenced by the use of models with particular body sizes in advertisements. A consumer’s affective state in turn has an influence on product evaluations  (Barone et al., 2000), and problem-solving processes in consumer decision making (Peter & Olson, 2005: 182). Hence, the consumer’s self-evaluation could have an effect on variables like the consumer’s attitude towards the product. As explained in the introduction chapter, an advertisement featuring a model with a particular body size could elicit either a more positive or a more negative self-evaluation of the consumer. This affective state then could become a mediator in the potential relationship between the body size of the model in the advertisement and the evaluation of the product advertised. 

As – potentially moderated by the body size of the consumer – viewing advertisements featuring a model with a small body size results in a more negative self-evaluation of the consumer, this could lead to a more negative evaluation of the product advertised as well, because of the negative affective state of the consumer. On the other hand, advertisements featuring a large sized model could result – again potentially moderated by the body size of the consumer – in a more positive self-evaluation of the consumer, might leading to a more positive evaluation of the product advertised as well because of a more positive affective state of the consumer. Mediated by consumer’s self-evaluation then, a consumer’s attitude towards the product advertised could be affected by the body size of the model in the advertisements. This leads to the following hypotheses:

H3a: The more positively the participant evaluates herself as a result   

of exposure to advertisements featuring a model with a particular body size,  the more positive the participant’s attitude towards the product advertised will be regardless of the type of product that is advertised.

H3b: The more negatively the participant evaluates herself as a result   

of exposure to advertisements featuring a model with a particular body size, the more negative the participant’s attitude towards the product advertised will be regardless of the type of product that is advertised.
2.8 Product type

2.8.1 Extension of research

As discussed, several scholars (e.g. Halliwell & Dittmar, 2004; Smeesters & Mandel, 2006) in the field of potential effects of media exposure recommend further research in this area. An important suggestion is to extend the research to more consumer oriented variables like product attitude, which is in this research addressed in hypotheses 3a and 3b. However, Halliwell and Dittmar (2004) propose to bring this part of the study even one step further by suggesting that different body sizes of models in advertisements might be effective for different types of advertised products. For example, findings resulting from an exploratory research on the relationship between the media and eating disorders whereby young women were exposed to diverse advertisements featuring models with the thin ideal body size, suggest that some women report significantly more negative emotions after exposure to advertisements related to food than after exposure to non-food advertisements (Dittmar & Blayney, 1996). Specific types of media messages like advertisements for specific types of products thus may have another impact on consumers than others. 

2.8.2 A role model

Consumers often think about products in terms of their consequences, as they seek desirable consequences or benefits when buying and using products (Peter & Olson, 2005: 77). Consumers (think they) need a product, because a discrepancy between their actual and desired state is experienced (Verlegh, 2007). This could be the result of changes in their actual state, but of changes in their desired state as well. As explained by Bessenoff (1996), with regard to social comparison processes these discrepancies can arise because of discrepancies between the self and the comparison standard. As discussed, upward social comparison – comparison with others with superior abilities (Festinger, 1954) – can result in feelings of failure and inadequacy, and one’s self concept can be affected negatively (Richins, 1991). Given the explanation of Bessenoff (1996) though, upward social comparison also serves to enhance the self by eliciting behavior that improves oneself. An upward comparison target could be an inspiration or even a role model (Smeesters & Mandel, 2006). Because of discrepancies experienced between the self and the comparison standard, the consumer becomes motivated to change the self to be more like the standard she compared herself with. 

2.8.3 Helped by the product 

As summarised in hypothesis 3a, a more positive self-evaluation is believed to result in a more positive attitude towards the product advertised. A more negative self-evaluation on the other hand, is hypothesized (hypothesis 3b) to cause a more negative attitude towards the product advertised. 

However, if the consumer after a more negative evaluation of the self because of upward social comparison processes experiences a discrepancy between herself and the comparison standard, this might motivate her to do something about this discrepancy. If the product advertised then is a product that could help her in becoming more like the standard the consumer compared herself to – more like the ‘role’ model – she might obtain a more positive attitude towards this product. A negative self-evaluation resulting form exposure to an advertisement – opposite to hypothesis 3b – might result in a neutral or even more positive attitude towards the product advertised, if this product is body size-related and thus could help her in becoming more similar in body size to the model in the advertisement. Participants that evaluate themselves more positively because of processes of downward social comparison however, will not be motivated to do something about the potential discrepancy between herself and the comparison standard, as this would be a ‘move downward’. Consequently, participants that evaluate themselves more positively will not obtain an even more positive attitude towards the product advertised than expected – according to hypothesis 3a – if this product is body size-related, as they do not need the help this product eventually could offer them in becoming more similar in body size to the model in the advertisements.
Products advertised that are not related to body size however, could not help the consumer who evaluates herself negatively in becoming more similar in body size to the model in the advertisements. Therefore, the consumer’s attitude towards these products will not be more positive because of experienced discrepancy between the consumer and the comparison standard – the model in the advertisements. A negative self-evaluation after exposure to advertisements for non body size-related products then, is – according to hypothesis 3b – expected to lead to a negative evaluation of the product as well. A positive self-evaluation after exposure to advertisements for non body-size related products on the other hand, is – according to hypothesis 3a – expected to lead to a positive evaluation of the product. 

Hence, the product advertised might be a moderator in the potential relationship between a consumer’s self-evaluation and a consumer’s attitude towards the product. This leads to the following hypotheses:

H4a: Participants that evaluate themselves negatively after exposure to 

advertisements featuring models with a particular body size will have a more positive attitude towards the product if the product advertised is related to body size, compared to being exposed to advertisements featuring models for non body size-related products.    

H4b: Participants that evaluate themselves positively after exposure to

          advertisements featuring models with a particular body size will have an equally

                      positive attitude towards the product if the product advertised is related to body

                      size, compared to being exposed to advertisements featuring models for non

                      body size-related products.

3. Methodology

3.1 Introduction

To answer the research question presented in the introduction chapter and to test the underlying hypotheses, a research method has to be constructed which will make it possible to assess all of the proposed relationships between the different variables as depicted in the conceptual model. This has to be a framework for conducting the research project. It has to specify the details of the procedures necessary for obtaining the information needed to structure or solve the ‘problem’ as described in the problem statement. 

3.2 Research design

3.2.1 Causal research
As the objective of this research is to test specific hypotheses and to examine specific relationships, according to Malhotra and Birks (2006: 63) conclusive research design seems to be applicable. This requires that the information needed is clearly specified, and the research is based on a large, representative sample. In addition, the data obtained will be subject to quantitative methods of analysis. Conclusive research designs can be either descriptive or causal. In this study causal research is chosen. This type of conclusive research is used if the major objective is to obtain evidence regarding causal relationships: to understand which variables are the cause and which are the effect, to determine the nature of the relationship, and to test hypotheses. In a causal design, the independent variables are manipulated in a relatively controlled environment and the effect of this manipulation is then measured to infer causality. 

3.2.2 Experiment

This controlled manipulation leads to experimentation being the main method of causal research (Malhotra & Birks, 2006: 70). An experimental design seems to be the most appropriate method to expose participant to media images (advertisements) featuring models with different body sizes, and to measure their response to these images in terms of self-evaluation and product attitude. Different types of true experimental designs are available. In this study a post-test only design is chosen, as including a pre-test could make participants more focused on the responses measured which could lead to interactive testing effects (Halliwell & Dittmar, 2004).  

3.2.3 Post-test only

In the post-test only design participants are randomly assigned to one of the six experimental groups and treatments (exposure to advertisements featuring models with either a small, average, or large body size x advertisements featuring either body size-related or non body size-related products) to these groups. In the post-test only design it is assumed that the six groups are similar in terms of pre-treatment measures on the dependent variable(s) because participants are randomly assigned to the groups. The three conditions of the independent variable body size model in advertisement (advertisements featuring models with either a small, average or large body size), and the two conditions of the moderating variable product advertised (advertisements for either a body size-related product or a non body size-related product) thus are included in the current study. Participants will be assigned to only one of the six conditions, which makes this a 3 (models) x 2 (products) between-subjects experimental design (Malhotra & Birks, 2006: 271).
3.3 Participants

Subjects of research are high school girls between the ages of 15-18. Following the usual explanation, men are believed to be less a ‘victim’ of the thin ideal than women (Grogan, 1999). Social pressure on men works against (extreme) thinness, as a thin body type is not the most valued one for men. According to Grogan (1999), men that try to be, or get thinner are likely to meet negative social responses. As females thus are believed to be more vulnerable to the thin ideal than men, females are chosen as subjects of research. High school girls in the age of 15-18 are chosen because adolescents, being in a period in life when bodies are changing and awareness of social standards is increasing (Harrison, 2001), could be particularly vulnerable to negative self-evaluation. Moreover, the majority of previous research has used college students as a sample (Dittmar & Howard, 2004; Grabe et al., 2008). The use of another, younger age group might lead to other results. In the Netherlands, high school students between the ages of 15-18 are all higher educated 
. Therefore, the subjects of research in this study will be higher educated students. A 3 (models) x 2 (products) between-subjects experimental design including a moderating variable (consumer’s body size) is used. Since in each experimental group 40 to 50 participants are needed to obtain reliable data, approximately 300 participants in total have to participate in the experiment.

3.4 BMI

3.4.1 Models


As noted before, in this research BMI is used to measure the body size of both participants and the models in the advertisements. BMI stands for Body Mass Index, which is a measure of body weight compared to body height. The BMI is calculated through dividing body weight by the square of a person’s body height in meters (Voedingscentrum, 2009). A BMI below 18,5 is typically regarded as underweight, a BMI from 18,5 to 24,9 as normal weight, a BMI from 25 to 29,9 as overweight, and a BMI over 30 as obese (WHO, 2000). These BMI values are used to determine the body size of the models in the advertisements. Moreover, in a pilot study the perceived body size of the models will be assessed.

3.4.2  Participants

Although the BMI values discussed above are independent of age and the same for both sexes for adults, for children or teenagers BMI should be interpreted differently (CDC, 2009). According to the CDC Growth Chart (CDC, 2009), as shown in the table below (Table 3.1) for a 15 year old girl, a BMI below 16,4 would imply underweight, and a BMI above 24 suggests overweight. For an 18 year old girl however, these values have moved to a BMI below 17,6 suggesting underweight, and a BMI above 25,6 implying overweight. As the participants of this research are girls in the age of 15-18, these BMI values are used to assess the body size of the participants. 

Table 3: Interpretation of BMI for girls in the age of 15-18.
	Age
	Underweight 

(small body size)
	Normal / healthy weight 

(average body size)
	Overweight 

(large body size)

	15
	< 16,4
	16,4 – 23,9
	> 24

	16
	< 16,8
	16,8 – 24,6
	> 24,7

	17
	< 17,2
	17,2 – 25,1
	> 25,2

	18
	< 17,6
	17,6 – 25,5
	> 25,6


3.5 Materials

3.5.1 Booklets

Participants are shown a booklet with eight different advertisements. These advertisements feature a model with either a small, average or large body size that advertises either a body size-related or a non body size-related product. In the booklet also two filler ads are included that feature no model at all. Following the standards for BMI and a healthy weight as set by the WHO, in the advertisements the small sized model will have a BMI below 18,5, the average sized model a BMI between 18,5 and 24,9, and the large sized model a BMI above 25. As a body size-related product, weight reduction cream is chosen. For a non body size-related product is chosen for hand cream, as this is a product in the same category as weight reduction cream (creams) that is available at the same stores and is in the same price range.

3.5.2 Advertisements

Next to the two filler ads featuring no model at all, six different advertisements (see appendix A) are created featuring the following models and products:

1. advertisements featuring a model with a small body size (BMI < 18,5) and a body size-related product (weight reduction cream)

2. advertisements featuring a model with a small body size (BMI < 18,5) and a non body size-related product (hand cream)

3. advertisements featuring a model with an average body size (BMI 18,5-24,9) and a body size-related product (weight reduction cream)

4. advertisements featuring a model with an average body size (BMI 18,5-24,9) and a non body size-related product (hand cream)

5. advertisements featuring a model with a large body size (BMI > 25) and a body size-related product (weight reduction cream)

6. advertisements featuring a model with a large body size (BMI > 25) and a non body size-related product (hand cream)
3.6 Questionnaires

To measure the potential effects of participant’s exposure to the different booklets with advertisements, participants are asked to complete a questionnaire (see appendix B) after reading the booklet. To prevent participants from guessing the true nature of the study, the first part of the questionnaire consists of a task that is not related to the actual study. In addition, at the end of the questionnaire for purposes of control participants are asked to write down what they think the true nature of the current study is. Participants firstly are asked to evaluate every advertisement in the booklet they receive, by rating on a five-point scale whether the advertisement is original, informative, and/or convincing. The second part of the questionnaire consists of completing the (state) Appearance Self-Esteem Scale on a five-point scale (Heathterton & Polivy, 1991; Smeesters & Mandel, 2006), to measure the participant’s self-evaluation after exposure to the advertisements in the booklet. The third part of the questionnaire consists of a task that will assess the participant’s attitude towards the product advertised. Product attitude is measured on a five-point scale that consist of 4 items. The questionnaire ends with some demographic variables – including weight and height to calculate the participant’s BMI. 

3.7 Procedure

Firstly, all high schools offering VWO to their students in and near to Rotterdam are sent a letter (see appendix C) in which they are invited to co-operate and to give their students permission to participate in the research. The schools that are willing to participate will be visited by the researcher in order to explain the research and how the actual experiment will look like in more detail, and to make an appointment for conducting the experiment. Although this research focuses on teen-age girls only, boys are asked to participate in the experiment as well. Since most classes consist of both girls and boys, separating the girls from the boys to conduct the experiment might make them more aware of the true nature of the study. 
As will be discussed in the next paragraph, before the actual experiment will start a pilot test is done by 50 people to find out if the material and questionnaires are not raising questions and are reliable and valid. During the actual experiment, seated in the classroom participants receive one of the booklets with advertisements and the questionnaire, excluding the last part of it consisting of the demographic variables. In this way, they will not be able to look at the last pages of the questionnaire and might guess the true nature of the study because they are asked for their weight and height. Participants will be randomly assigned to one of the experimental groups (booklets). Participants are asked to look at the booklet carefully. Following, they are asked to fill in the questionnaires, and to hand in the questionnaire as soon as they have completed it. After handing in the first part, they receive the second part of the questionnaire which consists of the demographic variables. When all participants have completed and handed in both parts of the questionnaire, the teacher can continue with his or her lessons and the researcher leaves the classroom. Before leaving, the students are told not to discuss the experiment with fellow students from other school classes, as this might influence the results. 

3.8 Pilot test

3.8.1 Introduction
For the purpose of improving the experiment by identifying and eliminating potential problems, a pilot test is done on a small sample of participants (Malhotra & Birks, 2006: 345). In this pilot test, 50 students will participate who will be excluded from the experiment, though belong to the same population as used for the actual experiment. The pilot test could improve the experiment and in particular the material and questionnaire by identifying potential problems. Reliability and validity are tested. Afterwards, the procedure, materials, and questionnaire are corrected for the potential problems identified during the pilot study.

The main goal of the pilot test however, is to make sure that not the effect of attractiveness of the model in the advertisement but the effect of the body size model in advertisement on consumer’s self-evaluation and consumer’s attitude towards the product advertised is tested (Halliwell & Dittmar, 2004). The same – originally small sized – model  is used in all of the six conditions. With photo shopping, the model’s body size will be increased to an average body size and a large body size. In the pilot test, the equality of the attractiveness of the models in the advertisements and their perceived body size will be assessed by asking the participants of the pilot test to fill in a short additional questionnaire (see appendix D) before filling in the actual questionnaire.
3.8.2 Participants pilot test

Fifty female students from two of the schools – 25 students of each school – participating in the experiment were asked to participate in the pilot test. As said before, these students are excluded from the actual experiment.  The age of the participants of the pilot test varies from 15 to 18 years old with an average age of 16 (15,8) years old. All of them were born in the Netherlands, near or in Rotterdam, and live in Rotterdam, Capelle aan de IJssel, or Ridderkerk. Most participants (47) belong to the body size category average body size or ‘normal weight’, one to the category small body size or ‘underweight’, and two to the category large body size or ‘overweight’. 

3.8.3 Results pilot test

3.8.3.1 Potential problems questionnaire
Two of the participants of the pilot test forgot to fill in the last page of the questionnaire, which made the researcher aware of telling the participants of the actual experiment to fill in all the parts of the questionnaires. Another two participants forgot to write down the number of the advertisement booklet on their questionnaire. Participants of the actual experiment have to be told to do this before they start filling in the questionnaire. Nevertheless, most participants of the pilot test faced no problems at all while filling in the questionnaire. 
3.8.3.2 Model’s perceived attractiveness and body size
Sixteen participants of the pilot test received a booklet with advertisements featuring a small sized model, 16 participants of the pilot test received a booklet with advertisements featuring an average sized model, and 18 participants of the pilot test received a booklet with advertisements featuring a large sized model (see appendix D). No significant differences in attractiveness between small (M = 3.63), average (M = 3.75), and large (M = 3.44) body sized models were noticed by the participants of the pilot test (T = -6.55, p = 0.552, T = 1.557, p = 0.870 and T = 0.980, p = 0.671)
. Both the small sized model (M = 0.50) and the average sized model (M = 1.88) were perceived as such by the participants of the pilot test (T = -8.883, p = 0.000)
. The large sized model (M = 2.11) however, was perceived as an average size model as well (T = -2.070, p = 0.809)
. Therefore, the large sized model was further ‘enlarged’, and a new pilot test was done among 20 new participants (10 of each of the two schools). 

Also in this new pilot test, most participants (18) belong to the body size category average body size or ‘normal weight’, one to the category small body size or  ‘underweight’, and one to the category large body size or ‘overweight’. The age of the participants ranges from 15 to 17 years, with an average age of 16 (15,45) years old. All of them were born in the Netherlands, near or in Rotterdam, and live in Rotterdam or Capelle aan de IJssel. The ‘enlarged’ large sized model was perceived as having a large body size (M = 3.50) by all of the 20 participants of the new pilot test ((T = -10.873, p = 0.000)
. 

4. Results

4.1 Introduction

As discussed, the hypotheses as depicted in the conceptual model are tested in an experimental post-test only design, in which participants are exposed to media images (advertisements) featuring models whose body sizes are manipulated. Afterwards, their response to these images in terms of self-evaluation and product attitude are measured by asking the participants to fill in a questionnaire. In this chapter, it will be discussed how the data retrieved from the experiment will be prepared for further analyses, how these analyses will be conducted, and what the results of these analyses will be.

At first, the data will be prepared for further analyses by cleaning the dataset. The answers of the questionnaires will be checked for potential errors, extreme and missing values, and inconsistencies, which will be dealt with prior to analyses. In addition, participants’ characteristics will be discussed whereby will be checked if the sample is representative for the total population of Dutch female higher-educated students in the age of 15-18 years old. Following, moreover, several analyses will be conducted to test the hypotheses as proposed in the conceptual model and in the theoretical framework. Hereby, potential relationships are assessed between the body size model in advertisement, the consumer’s self-evaluation, and the consumer’s attitude towards the product advertised, as well as an evaluation of the possible moderated role of the consumer’s body size and the product advertised. 

4.2 Data cleaning

Six of the ten invited schools in and nearby Rotterdam appeared to be willing to co-operate and to participate in the research. Between 8 June 2009 and 3 July 2009, these schools were visited by the researcher to conduct the experiment among the students (15-18 years old) at these schools. In total, 378 female students participated in the experiment. The data obtained also contained some extreme and missing values and inconsistencies, which were dealt with prior to the analyses. 

As discussed, participants started with a task that is not related to the research by rating on a five-point scale whether the advertisements are original, informative, and/or convincing, and continued with the questionnaire, which included the State Appearance Self-Esteem Scale and an assessment of the participant’s attitude towards the products advertised. The questionnaire ended with a number of demographic variables, including the weight and height of the participant in order to calculate the participant’s body size. 
For some participants, filling in their weight seemed problematic. With respect to weight, one extreme value has been found, as one of the participants wrote down she has a weight of 11 kilo, which is not logical when taken into account that participants are all in the age of 15-18 years old. Regarding weight, three other participants showed a missing value, as they did not fill in their weight at all. Because knowledge about the consumer’s weight and height is necessary to compute the consumer’s body size, and the consumer’s body size is an essential variable in this research, these three participants and the participant who filled in an extreme value regarding her weight were excluded from further analyses.  

Moreover, although the researcher explicitly told the participants on forehand to make sure to fill in all the pages of the questionnaire, 17 participants forgot to fill in one or more pages of the questionnaire. These participants mostly forgot to fill in the last page or last two pages of the questionnaire. As these pages contained very relevant information to the research – product attitude and demographic variables including weight and height of the participants –these participants were also excluded from further analyses. 

Again in spite of the researcher asking them explicitly not to forget, 14 participants forgot to fill in on their questionnaire the number of the advertising booklet they received. As the knowledge about to which advertisements the participant had been exposed is essential to the research, these participants were excluded from further analyses. 


Cleaning the dataset has been completed by a check for inconsistencies, which revealed that one of the participants answered all the questions of the questionnaire by following a certain pattern, starting at question one with the answer one, the answer two on question two, ascending to the answer five on question five, and continuing with the answer one on question six, the answer two on question seven, and so on. Because the data derived from this participant seems to be unreliable, this participant was excluded from further analyses. Ultimately, following from the detected extreme values, missing values, and inconsistencies, 36 participants of the 378 who participated in the experiment had to be removed from further analyses. Consequently, the dataset that will be used for the analyses contains the answers of 342 participants of the experiment.  
4.3 Participant characteristics
4.3.1 Demographics
In total, 378 girls in the age of 15-18 years old were exposed to one of the six different booklets with advertisements. These booklets featured either a model with a small, average or large body size that advertised either a body size-related or a non body size-related product. Following exposure to one of the six different booklets, the participants filled in the questionnaire. As discussed, due to some extreme values, missing values, and inconsistencies, the answers of 342 participants were used in the analyses. 

From these 342 participants, 139 are 15 years old (40,6 %), 114 of them are 16 years old (33, 3 %), 77 of them are 17 years old (22,5 %), and 12 of them are 18 years old (3,5 %). The average age in the sample is 16 years old (15,89). The over prominence of the younger age groups in the sample could be explained by the fact that students of the higher classes during the experiment were in the middle of their examination period and therefore not available to participate in the experiment.

Not surprisingly as the schools visited are located in and nearby Rotterdam, most participants (274 participants, 80,1 %) live in Rotterdam. With no exception, the other participants live in cities or villages nearby Rotterdam. Also, Rotterdam is the city of birth for the largest part of the participants (240 participants, 70,2 %). Thirty participants were born outside the Netherlands (8,8 %). For the remaining participants (72 participants, 21,1 %) their city of birth is mostly one of the cities or villages nearby Rotterdam, with among them 14 participants whose city of birth is Capelle aan de IJssel (4,1 %).

4.3.2 Body size


The average height of the participants in the sample is 168,65 centimetres. Unfortunately, no recent numbers of average height for this age category are available. However, the average height of 15-18 years old Dutch women in 1997 was 168,38 centimetres (Fredriks, Van Buuren, Hirasing, Verloove-Vanhorick & Wit, 2001). The average height of the participants in the sample does not differ significantly from this average (T =  0.0762, p = 0.446)
. This might indicate that the sample can be seen as representative for the population in terms of height. 


The average weight of the participants in the sample is 58,79 kilos. Compared to the average weight of Dutch women in the age of 15-18 in 1997 (59,38 kilos) (Fredriks et al., 2001), the average weight of the participants in the sample does not differ significantly (T = -1.328, p = 0.185)
. This might indicate that the sample can be seen as representative for the population in terms of weight.


By having knowledge about the participants height and weight, for every particular participant her body size (BMI) could be computed. The average body size of the participants in the sample is a BMI of 20,68, which is in the average body size or ‘normal weight’ category. This number differs significantly from the average body size of Dutch women older than 19 years in 2008 (24,80) (CBS, 2009) (T = -28.056, p = 0.000)
, but is not significantly different from the body size of Dutch women in the age of 15-18 in 1997 (20,93) (Fredriks et al., 2001) (T = -1.699, p = 0.090)
. This might indicate that the sample can be seen as representative for the population in terms of body size. 


With regard to the body size category (small, average, or large) however, the observed distribution among the body size categories in the sample differs significantly from the distribution among body size categories of Dutch women older than 19 years old (CBS, 2009) (K = 0.32 > CV = 0.07)
. As shown in the table below (Table 4.1), the differences are relatively large especially for the body size categories average and large. Most participants in the sample have an average body size (303 participants, 88,6 %). A minority of the participants in the sample has a small body size (9 participants, 26 %), and only 30 participants (8,8 %) have a large body size whereas almost half of the Dutch women older than 19 years has a large body size (41,4 %) (Table 4.1). Consequently, the distribution among body size categories in the sample seemingly cannot be seen as representative for the population. Unfortunately, for the age category 15-18 years, no numbers for body size categories were available. A possible explanation for the large differences could be that the sample is compared to women older than 19 years, and women might gain weight mostly after their years as a teenager, when they physically have grown up. 

In line with the minority of participants in the sample belonging to the body size category small (2,6 %), also only a minority of the participants says about herself to be very thin (2,6 %). Of all participants, 19,6 % states to be thin, whereas most participants say to have an average body size (59,1 %). Remarkably, although only 8,8 % of the participants based on their BMI belongs to the category large body size, 17 % of all participants says about herself to be plump, and 1,8 % of all participants even says to be very plump (Table 4.1).
Table 4.1: Body size category distribution
	Body size category
	 CBS (CBS, 2009) 

(age > 19)
	Sample 
(age 15-18)
	Own assessment of body size sample


	Small (underweight)
	2,8 %
	2,6 %
	22,1 %

	Average (normal weight)
	55,8 %
	88,6 %
	59,1 %

	Large (overweight)
	41,4 %
	8,8 %
	18,8 %


4.3.3 Schools and classes


As discussed, students from six different schools offering higher education (HAVO and VWO) in Rotterdam and near to Rotterdam participated in the research. One hundred and twenty-four participants are students from Erasmiaans Gymnasium (36,3 %), 83 participants are students from Montessori Lyceum (24,3 %), and 64 participants are students from City College (18,7 %). Rudolf Steiner College (27 participants, 7,9 %), Calvijn Vreewijk (28 participants, 8,2 %), and Marnix Gymnasium (16 participants, 4,7 %) delivered the remaining part of the participants in the research. Because some schools are bigger than others, consequently these schools were also able to deliver more students to participate in the research than the smaller schools.


All participants were students of HAVO or VWO. As the experiment took place during the exams, unfortunately students of the higher classes (5 HAVO and 6 VWO) were not able to participate in the research. Nineteen participants are students of 3 HAVO (5,6 %), 37 participants are students of 4 HAVO (10,8 %), 98 participants are students of 3 VWO (28,7 %), 112 participants are students of 4 VWO (32,7 %), and 76 participants are students of 5 VWO (22,2 %). 

4.4 Representativeness of the sample


Overall, the sample of participants seems to be representative for the population of Dutch females in the age of 15-18. Both the height and weight from the participants in the sample are not significantly different from known figures. Also, the average body size of the participants in the sample does not differ significantly from the average body size of Dutch women in the age of 15-18. Only the distribution among body size categories in the sample differs significantly from the distribution among Dutch women older than 19 years. However, this difference might be explained by the lower age of the participants in the sample. Conclusively, the representativeness of the sample seems to be sufficient, which makes it possible to generalize findings of this research for the total population of Dutch, higher educated females in the age of 15-18.

4.5 Scale reliabilities


To measure the reliability of the scale and measures used in the questionnaire, the Cronbach’s Alpha of both the Appearance Self-Esteem Scale (consumer’s self-evaluation) and the measures of the consumer’s attitude towards the product is computed. The Cronbach’s Alpha for the Appearance Self-Esteem Scale of 0.88 is high and almost identical to the coefficient alpha reported for the original scale (0.92) by Heatherton and Polivy (1991). Also, the Cronbach’s Alpha for the measures of the consumer’s attitude towards the product of 0.76 is acceptable and indicates satisfactory internal consistency reliability (Malhotra & Birks, 2006: 314).
4.6 Self-evaluation

4.6.1 Introduction

To test the potential effect of both the body size of the model in the advertisements and the consumer’s body size on a consumer’s self-evaluation, a 3 (model’s body size: small vs. average vs. large) x 3 (consumer’s body size: small vs. average vs. large) ANOVA is conducted. At first, the results of this ANOVA regarding the possible influence of the body size of the model in the advertisements to which the consumer is exposed on the consumer’s self-evaluation will be assessed – as summarized in hypotheses 1a and 1b. Subsequently, the results of this ANOVA with regard to the potential influence of the consumer’s body size on the consumer’s self-evaluation, and the possible interaction effect of the consumer’s body size – as summarized in hypotheses 2a, 2b, and 2c – will be discussed. 
4.6.2 Model’s body size and consumer’s self-evaluation
As discussed in the theoretical framework, Festinger (1954) noted that comparison with others with superior abilities – upward social comparison – could affect one’s self concept negatively (Richins, 1991; Smeesters & Mandel, 2006). Social downward comparison on the other hand, is suggested to lead to more positive evaluations of the self (Dittmar & Howard, 2004). As comparison to a model resembling the thin ideal body could be considered upward social comparison (Tiggemann & Anesbury, 2000), it was hypothesized (H1a) that comparison to models with a thin ideal body size would result in a more negative self-valuation of the viewer. Conversely, as comparison to a model with a larger body size is considered downward comparison (Smeesters & Mandel, 2006), it was hypothesized (H1b) that comparison to models with a large body size would result in a more positive self-evaluation of the viewer. 
However, no significant difference in self-evaluation has been found between participants who have been exposed to advertisements featuring either small sized, average sized, or large sized models (F (2, 333) = 0.886, p = 0.413)
 (Table 4.2). Contrasting earlier findings of Groesz et al. (2002) that suggested women feel worse about their bodies after exposure to media depicting images of thin models than after viewing images of either average size models or plus size models, the current findings suggest the body size of the model in the advertisements to which the girl is exposed has no influence on the girl’s self-evaluation. Consequently, hypotheses 1a and 1b have to be rejected.  
Table 4.2: ANOVA model Consumer’s self-evaluation
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Corrected model
	4.777
	8
	.597
	2.013
	.044

	Intercept
	701.123
	1
	701123
	2363.890
	.000

	Model’s body size
	.526
	2
	.263
	.886
	.413

	Consumer’s body size
	2.121
	2
	1.061
	3.576
	.029

	Consumer’s body size * Model’s body size
	2.361
	4
	.590
	1.990
	.096

	Error
	98.767
	333
	.297
	
	

	Total
	4758.553
	342
	
	
	

	Corrected Total
	103.544
	341
	
	
	


4.6.3 Consumer’s body size and consumer’s self-evaluation
Although not hypothesized, with regard to the consumer’s body size a significant difference (F (2, 333) = 3.576, p = 0.029)
 (Table 4.2) in self-evaluation of participants of different body sizes after exposure to advertisements featuring models has been found. Girls with a small body size evaluate themselves significantly less positive (M = 3.237) than girls with an average body size (M = 3.712, p = 0.014)
, and also marginally significant less positive than girls with a large body size (M = 3.591, p = 0.100)
 (Figure 4.1). A possible explanation could be that girls with a small body size have (obtained) this body size because they are more fixated on how they look, and consequently are more critical of their own appearance which could lead to a more negative self-evaluation. 
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Figure 4.1: Consumer’s self-evaluation influenced by consumer’s body size.
4.6.4 Consumer’s body size, model’s body size, and consumer’s self-evaluation
4.6.4.1 Consumer’s body size interacting with model’s body size 

Next to the potential effect of the model’s body size on the consumer’s self-evaluation and the possible influence of the consumer’s body size on the consumer’s self-evaluation, also the potential interaction effect of the consumer’s body size – as summarized in hypotheses 2a, 2b, and 2c – is tested by conducting the 3 (model’s body size: small vs. average vs. large) x 3 (consumer’s body size: small vs. average vs. large) ANOVA. 

The effects of social comparison processes are assumed to depend not only on the comparison target – the model – but also on who the perceiver of that target – the consumer – is (Trampe et al., 2007). The activation of either similarity or dissimilarity testing resulting in either an assimilative or contrastive shift in self-evaluation – as explained by Mussweiler’s (2003) selective accessibility model – after exposure to models of different body sizes could be dependent on individual differences among viewers (Smeesters & Mandel, 2006). Therefore, it was hypothesized (H2a, H2b, H2c) that individual differences in body sizes among consumers would have an influence on the consumer’s self-evaluation after exposure to advertisements featuring models with a particular body size. 
Small sized consumers are supposed to engage in similarity testing after exposure to advertisements featuring small sized models and advertisements featuring average sized models, resulting in an assimilative shift in self-evaluation, and to engage in dissimilarity testing after exposure to advertisements featuring large sized models, leading to a contrastive shift in self-evaluation. Therefore it was hypothesized (H2a) that consumers with a small body size evaluate themselves more positively after exposure to advertisements featuring either a small sized model or a large sized model compared to after exposure to advertisements featuring an average sized model. 
Average sized consumers are supposed to engage in similarity testing after exposure to advertisements featuring small sized models and advertisements featuring large sized models, resulting in an assimilative shift in self-evaluation. Consequently it was hypothesized (H2b) that consumers with an average body size evaluate themselves more positively after exposure to advertisements featuring small sized models and more negatively after exposure to advertisements featuring large sized models compared to after exposure to advertisements featuring average sized models. 
Large sized consumers are supposed to engage in dissimilarity testing after exposure to advertisements featuring small sized models, resulting in a contrastive shift in self-evaluation, and to engage in similarity testing after exposure to advertisements featuring either average sized or large sized models, leading to an assimilative shift in self-evaluation. Therefore, it was hypothesized (H2c) that consumers with a large body size evaluate themselves more negatively after exposure to advertisements featuring either small sized models or large sized models compared to after exposure to advertisements featuring average sized models.
The significant effect of the consumer’s body size on the consumer’s self-evaluation, which is discussed in the previous paragraph, seems largely due to the effects of exposure of small body sized participants to advertisements featuring a model with a particular body size. Not surprisingly then, indeed a marginally significant interaction effect for the model’s body size and the consumer’s body size on the consumer’s self-evaluation has been found (F (4, 333) = 1.990, p = 0.096)
 (Table 4.2, Table 4.3). 
Table 4.3: Means of consumer’s self-evaluation by exposure condition among participants of different body sizes.
	Consumer’s body size
	Model’s body size small 
	Model’s body size average
	Model’s body size large

	Small
	3.850
	2.888
	2.975

	Average
	3.707
	3.687
	3.741

	Large
	3.369
	3.706
	3.700


4.6.4.2 Consumers with a small body size
Girls with a small body size evaluate themselves far – although not significantly
 – more negatively after exposure to advertisements featuring models with an average (M = 2.888, p = 0.191)
 or large (M = 2.975, p = 0.306)
 body size than after exposure to advertisements featuring models with a small body size (M = 3.850) (Table 4.3). As girls with a small body size indeed, as discussed above, have such a small body size because they are focused on or even worried about their body size, they might especially become aware of their (thin ideal) small body size the moment they are confronted with a (role) model with the same body size. Therefore, they could evaluate themselves more positively through being aware of the similarity of their own body size to the thin ideal body size of the model in the advertisement. With regard to Mussweiler’s (2003) selective accessibility model, these findings could be explained by an assimilative shift in self-evaluation as a result of similarity testing after exposure to small sized models. Small sized participants are supposed to engage in similarity testing because the small sized models to whom they are exposed are similar in body size to these girls. The more negative evaluation of the self of small sized participants after exposure to average sized models could be explained by the same processes at work. As the average body size of the model is not that much different of the small body size of the participant, the participant again engages in similarity testing resulting in an assimilative shift in self-evaluation. The model in the advertisement however, has a somewhat larger body size than the participant herself, leading to the participants perceiving her body size somewhat larger as well. Though, against expectations based on Mussweiler’s (2003) selective accessibility model, as they do not report a more positive self-evaluation after exposure to advertisements featuring large sized models, small sized participants apparently do not engage in dissimilarity testing resulting in a contrastive shift in self-evaluation after exposure to advertisements featuring large sized models. Consequently, as small sized participants evaluate themselves indeed (far) more positively after exposure to advertisements featuring models with a small body size but not more positively after exposure to advertisements featuring models with a large body size as compared to after exposure to advertisements featuring models with an average body size, hypothesis 2a partly has to be rejected. 
4.6.4.3 Consumers with an average body size
For participants with an average body size, no significant differences in self-evaluation after exposure to advertisements featuring models with either a small (M = 3.707), average (M = 3.687, p = 0.786)
, or large (M = 3.741, p = 0.656)
 body size have been found (Table 4.3). Girls with an average body size thus not evaluate themselves more positively after exposure to advertisements featuring small sized models, and also not more negatively after exposure to advertisements featuring large sized models compared to exposure to advertisements featuring average sized models. Therefore, hypothesis 2b has to be rejected. 
4.6.4.4 Consumers with a large body size
Participants with a large body size however, evaluate themselves more – although not significantly
 – negatively after exposure to advertisements featuring models with a small body size (M = 3.369) than after exposure to advertisements featuring models with an average (M = 3.706,  p = 0.218)
 or a large (M = 3.700, p = 0.191)
 body size (Table 4.3). Although the influence of the body size of the models in the advertisements on self-evaluation of girls with a large body size is not very large, an explanation indeed could – as  hypothesized – be provided by Mussweiler’s (2003) selective accessibility model. After exposure to advertisements featuring models with a small body size, girls with a large body size could engage in dissimilarity testing, which could lead to a contrastive shift in self-evaluation. The girl perceives her own body as obviously larger than the body of the model, which is likely to result in a more negative evaluation of the self because she is confronted with the discrepancy between her own body size and the thin ideal body size of the model. The more negative self-evaluation of large sized participants exposed to advertisements featuring average sized models as compared to advertisements featuring small sized models could be explained by Mussweiler’s (2003) selective accessibility model as well. These participants are supposed to engage in similarity testing resulting in an assimilative shift in self-evaluation after exposure to advertisements featuring average sized models. The model in the advertisement however, has a somewhat smaller body size than the participant herself, leading to the participants perceiving her body size somewhat smaller as well. Although participants with a large body size as hypothesized evaluate themselves somewhat more negatively after exposure to advertisements featuring small sized models compared to after exposure to advertisements featuring average sized models, there is no significant difference in self-evaluation for these participants after exposure to advertisements featuring large sized models compared to exposure to advertisements featuring average sized models. Consequently, as large sized consumers evaluate themselves more negatively after exposure to advertisements featuring small sized models but not more negatively after exposure to advertisements featuring large sized models as compared to after exposure to advertisements featuring average sized models, hypothesis 2c partly has to be rejected. 
4.7 Product attitude
4.7.1 Introduction

With regard to the consumer’s attitude towards the product, a regression analysis including all the variables as proposed in the conceptual model is conducted. The results of this regression analysis will be discussed following the order of the hypotheses as discussed in the theoretical framework. At first, the possible influence of the consumer’s self-evaluation on the consumer’s attitude towards the product – as summarized in hypotheses 3a and 3b – will be examined. Secondly, the potentially moderating role of the type of product advertised – as summarized in hypotheses 4a and 4b – will be discussed. Finally, the results of the regression analysis regarding the (interaction) effect of both the model’s body size and the consumer’s body size on the consumer’s attitude towards the product will be assessed. 
4.7.2 Consumer’s self-evaluation and consumer’s product attitude

As discussed in the theoretical framework, because a consumer’s affective state has an influence on product evaluation (Barone et al., 2000) and problem-solving processes in consumer decision making (Peter & Olson, 2005: 182), a consumer’s self-evaluation is hypothesized (H3a and H3b) to have an influence on the consumer’s attitude towards the product. 
If exposure to advertisements featuring a model with a particular body size results in a more positive self-evaluation of the consumer, this could lead to a more positive evaluation of the product advertised as well, because of the positive affective state of the consumer. Therefore, it was hypothesized (H3a) that the more positively the consumer evaluates herself after exposure to advertisements featuring models wit a particular body size, the more positive the consumer’s attitude towards the advertised product will be. On the other hand, if exposure to advertisements featuring a model with a particular body size results in a more negative self-evaluation of the consumer, this could lead to a more negative evaluation of the product advertised as well, because of the negative affective state of the consumer. Consequently, it was hypothesized (H3b) that the more negatively the consumer evaluates herself after exposure to advertisements featuring models with a particular body size, the more negative the consumer’s attitude towards the advertised product will be.

The consumer’s self-evaluation indeed seems to have a significant influence on the consumer’s attitude towards the product (t (337) = -2.123, p = 0.034)
 (Table 4.4). However, contrary to expectations and contrasting preliminary findings of Barone et al. (2000) – whose results indicated that a positive mood does lead to an enhanced evaluation of the product – the more negatively the participant evaluates herself, the more positive her attitude towards the product appears to be. A possible explanation could be that girls that evaluate themselves more negatively are searching for and are more willing to ‘believe’ in beauty products, as these products could improve their feelings about themselves. Consequently, these kind of products could be more important to these girls and accordingly are rated higher as a product category as a whole by them. As participants thus report a more positive attitude towards the product if they evaluate themselves more negatively, and report a more negative attitude towards the product if they evaluate themselves more positively, hypotheses 3a and 3b both have to be rejected.
Table 4.4: Regression model Consumer’s attitude towards the product advertised.
	
	Unstandardized Coefficients
	Standardized Coefficients
	
	 

	 
	B
	Std. Error
	Beta
	t
	Sig.

	(Constant)
	2.457
	.295
	 
	8.325
	.000

	Consumer’s self-evaluation
	-.151
	.071
	-.110
	-2.123
	.034

	Product type
	.394
	.078
	.261
	5.029
	.000

	Model’s body size
	-.097
	.048
	-.105
	-2.016
	.045

	Consumer’s body size
	.175
	.118
	.077
	1.478
	.140


4.7.3 Product type and consumer’s product attitude

Next to the possible influence of the consumer’s self-evaluation – as summarized in hypotheses 3a and 3b – on the consumer’s attitude towards the product, also the potentially moderating role of the type of product advertised – as summarized in hypotheses 4a and 4b – is tested by conducting the regression analysis.


Consumers (think they) need a product because of a discrepancy between their actual and desired state is experienced (Verlegh, 2007). If a consumer is exposed to advertisements featuring models, as a result of social comparison processes she might experience a discrepancy between herself and the model. This discrepancy, as discussed, could have an influence on the consumer’s self-evaluation, which in turn appears to affect the consumer’s attitude towards the product advertised. However, next to having an influence on the consumer’s self-evaluation, social comparison processes also could elicit improvements and inspiration (Bessenoff, 1996; Smeesters & Mandel, 2006). 
A more negative self-evaluation after exposure to advertisements featuring models with a particular body size, might motivate the consumer to change the self to become more like the model she compared herself to. If the product advertised is related to body size then, the product could be of help – and therefore attractive for the consumer – in becoming more similar in body size to the model in the advertisement. Therefore it was hypothesized (H4a) that participants that evaluate themselves negatively after exposure to advertisements featuring models of a particular body size will have a more positive attitude towards the product if the product advertised is related to body size, compared to being exposed to advertisements for non body size-related products. Consumers that evaluate themselves positively after exposure to advertisements featuring models of a particular body size however, will not be more attracted to a body size-related product because they do not ‘need’ the help of the product in becoming more similar to the model in the advertisement. Therefore, it was hypothesized (H4b) that these consumers will have an equally positive attitude towards the product if the product advertised is related to body size, compared to being exposed to advertisements for non body size-related products.

However, within the category beauty products the type of product advertised – either a body size-related product or a non body size-related product – does not significantly moderate the relationship between the consumer’s self-evaluation and the consumer’s attitude towards the product (t (337) = 0.359, p = 0.720)
. Although participants overall report a more positive attitude towards the product advertised for hand cream as compared to weight reduction cream (t (337) = 5.029, p = 0.000)
 (Table 4.4), no significant interaction effects for the type of product advertised and other relationships in the model have been found. Therefore, both hypotheses 4a and 4b have to be rejected. 
4.7.4 Model’s body size and consumer’s product attitude


Although initially it was expected that an effect of the model’s body size on the consumer’s attitude towards the product would be mediated by the consumer’s self-evaluation, as discussed no significant effect of the model’s body size on the consumer’s self-evaluation was found. Though not expected, a direct significant effect of the model’s body size on the consumer’s attitude towards the product has been found (t (337) = -2.016, p = 0.045)
 (Table 4.4) (F (2, 339) = 3.648, p = 0.027)
. 

Participants exposed to advertisements featuring a model with a small body size report a significantly more positive attitude towards the product (M = 2.333) than participants who are exposed to advertisements featuring a model with an average body size (M = 2.075, p = 0.009)
, and a marginally significant more positive attitude towards the product than participants who are exposed to advertisements featuring a model with a large body size (M = 2.148, p = 0.066)
 (Figure 4.2). Apparently, girls have a more positive attitude towards (beauty) products that are promoted by models with a small body size than towards products that are promoted by models with an average or large body size. These findings are contrasting results of both Halliwell and Dittmar (2004) and Halliwell et al. (2005) that suggest equal advertising effectiveness for advertisements featuring either thin or average sized models. A possible explanation could be that, as discussed in the theoretical framework, a small body size is still seen as the ideal one (Volkwein, 1998: 151-154; Owen & Laurel-Seller, 2000), and girls therefore have a greater belief in the workability of beauty products that are promoted by someone with that ideal appearance herself. Also, exposure to a model with the ideal appearance might make girls more focused on beauty products that could help them in achieving such an ideal appearance themselves too. 
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Figure 4.2:  Consumer’s attitude towards the product advertised  influenced by model’s body size.
4.7.5 Consumer’s body size, model’s body size, and consumer’s product attitude

4.7.5.1 Consumer’s body size interacting with model’s body size
Although again not hypothesized, a significant interaction effect for the consumer’s body size and the model’s body size on the consumer’s attitude towards the product has been found (t (338) = -2.638, p = 0.009)
 (Table 4.5). The influence of the model’s body size on the consumer’s attitude towards the product appears to be moderated by the consumer’s body size. 
Table 4.5: Means of consumer’s attitude towards the product by exposure condition among participants of different body sizes.
	Consumer’s body size
	Model’s body size small 
	Model’s body size average
	Model’s body size large

	Small
	2.583
	1.750
	2.125

	Average
	2.332
	2.080
	2.100

	Large
	2.250
	2.167
	2.500


4.7.5.2 Consumers with a small body size

Participants with a small body size have a more – although not significantly
 – positive  attitude towards the product advertised after exposure to advertisements featuring models with a small body size (M = 2.583) than after exposure to advertisements featuring models with a large body size (M = 2.125, p = 0.609)
, and especially a more – although again not significantly
 – positive attitude towards the product advertised than after exposure to advertisements featuring models with an average body size (M = 1.750, p = 0.286)
 (Table 4.5). A possible explanation could be that especially girls with a small body size themselves might identify with the model in the advertisement who has a similar body size, and therefore are more willing to believe the product will also work for them as the successful ‘user’ in the advertisement is similar to them.
4.7.5.3 Consumers with an average body size
Participants with an average body size report a significantly, slightly more positive attitude towards the product after exposure to advertisements featuring models with a small body size (M = 2.332), than after exposure to advertisements featuring models with an average (M = 2.080, p = 0.014)
 or a large (M = 2.100, p = 0.027)
 body size (Table 4.5). Although the effect for average sized girls is smaller than for small sized girls, the explanation as given for small sized girls with a more positive attitude towards the product after exposure to advertisements featuring a model with a small body size, could be applicable to average sized girls as well. Similar to small sized girls, although less stronger, average sized girls as well might identify with the model in the advertisement who has a – somewhat – similar body size, and therefore are more willing to believe the product will also work for them as again the successful ‘user’ in the advertisement is – somewhat – similar to them.

4.7.5.4 Consumers with a large body size

The finding that participants overall appear to have a slightly more positive attitude towards products that are promoted by models with a large body size than towards products that are promoted by models with an average body size, is largely due to the participants with a larger body size themselves, who have a more – although not significantly
 – positive attitude towards the product after exposure to advertisements featuring models with a large body size (M = 2.500), than after exposure to advertisements featuring models with a small body size (M = 2.250, p = 0.513)
 or an average body size (M = 2.167, p = 0.368)
 (Table 4.5). A possible explanation could be that for these girls – like a small sized model does for the small sized girls – a large sized model promoting a product makes them more willing to believe the product will work for them, as the model has the same ‘problem’ by having a large body size. 

5. Conclusion

5.1 Introduction

Based on the results of the analyses as described in the previous chapter, conclusions can be drawn regarding the potential relationships between the variables as proposed in the conceptual model. At first, a summary of the results of the experiment will be given. This summary will be followed by a discussion of these findings, which is build up around the potential influences on the consumer’s self-evaluation and the consumer’s attitude towards the product. This discussion will end by answering the research question which has been presented in the introduction chapter:

How does exposure to models of different body sizes in magazine advertisements affect self-evaluation of teen-age female consumers of different body sizes, and in turn affect their attitude towards the product advertised, for different types of product? 

In addition, implications of the current findings for both commercial and non-commercial parties will be presented. Ultimately, in this chapter some limitations of this research and suggestions for further research will be offered.

5.2 Summary


Against expectations, the model’s body size does not have an influence on the consumer’s self-evaluation. No significant differences in self-evaluation has been found between participants who have been exposed to advertisements featuring either small sized, average sized, or large sized models. The consumer’s body size however, does have an influence on the consumer’s self-evaluation. Girls with a small body size evaluate themselves significantly less positive than girls with an average body size, and marginally significant less positive than girls with a large body size. Also, a marginally significant interaction effect for the model’s body size and the consumer’s body size on the consumer’s self-evaluation has been found. This interaction effect is largely due to small sized girls who evaluate themselves more positively after exposure to advertisements featuring small sized models compared to after exposure to advertisements featuring average sized or large sized models, and large sized girls who evaluate themselves somewhat less positively after exposure to advertisements featuring small sized models. 
The consumer’s self-evaluation does have an influence on the consumer’s attitude towards the product. The more negatively the participant evaluates herself, the more positively her attitude towards the product will be. Against expectations, no interaction effects for the type of product advertised have been found. The relationship between the consumer’s self-evaluation and the consumer’s attitude towards the product was not moderated by the type of product advertised. Although not hypothesized, a significant effect of the model’s body size on the consumer’s attitude towards the product has been found. Participants exposed to advertisements featuring small body sized models reported a significantly more positive attitude towards the product than after exposure to advertisements featuring average sized models, and a marginally significant more positive attitude towards the product than after exposure to advertisements featuring large sized models. In addition, a significant interaction effect for the model’s body size and the consumer’s body size on the consumer’s attitude towards the product has been found. Small sized consumers have a more positive attitude towards the product after exposure to advertisements featuring small sized models than after exposure to advertisements featuring large sized models and especially average sized models. Average sized consumers have a more positive attitude towards the product after exposure to advertisements featuring small sized models than after exposure to advertisements featuring average sized or large sized models. Large sized consumers have a more positive attitude towards the product after exposure to advertisements featuring large sized models than after exposure to advertisements featuring small sized or average sized models.   
5.3 Discussion

5.3.1 Self-evaluation
The consumer’s self-evaluation after exposure to advertisements for either hand cream or weight reduction cream featuring models seems not to be influenced by the body size of the model in the advertisement. Contrasting earlier findings of Groesz et al. (2002) resulting from a review of data from 25 studies on the thin ideal as portrayed in the mass media and female body image – that suggested women feel worse about their bodies after exposure to media depicting images of thin models than after viewing images of either average size models or plus size models – the current findings suggest the body size of the model to which the girl is exposed has no influence on the girl’s self-evaluation. An explanation of the absence of the effect of the model’s body size on the consumer’s self-evaluation could be that – following  cultivation theory – as a result of the over representation of the thin ideal body in the media most consumers have accepted these media portrayals as ‘normal’ because of the ‘mainstreaming’ effect (Gerbner et al., 2002).  Being exposed to an advertisement featuring a woman of a particular body size only once then, might have no effect on the consumer’s self-evaluation as the consumer’s self-evaluation is already ‘adapted’ to these kind of media images and will not change after only one moment of exposure to advertisements featuring models with a particular body size. In addition, most previous studies focused on college students (Dittmar & Howard, 2004; Grabe et al., 2008). In this research however, the participants are younger and therefore might more used to the thin ideal from being a child onwards, as the thin ideal increasingly is dominating the media (Fouts & Burggraf, 1999).   
The consumer’s body size however – although not hypothesized – does have an influence directly on the consumer’s self-evaluation. Girls with a small body size evaluate themselves more negatively than girls having an average or large body size. These results might be explained by the idea that girls who do have a small body size have this body size because they are more focused on it, or on their appearance in general. Although some individuals simply have a smaller body size due to genetic reasons, the small sized girls who do have a small body size because of the focus on it could also be expected to be more critical about their looks, which might translate to a more negative self-evaluation. 

Especially for consumers with a small body size, the body size of the model in the advertisement appears to play a role in their self-evaluation. After exposure to advertisements featuring models with a small body size, girls who have a small body size as well evaluate themselves remarkably more positive than after exposure to advertisements featuring models with an average or large body size. Also here, being occupied with  a small body size could be of importance. These small body sized girls might feel less confident of their body size or appearance in general, but get a boost at the moment they become aware of their (thin ideal) small body size if they are confronted with and recognise the beautiful (role) model in the advertisement as similar to them. This is in line with Mussweiler’s (2003) selective accessibility model, as these small sized girls seem to engage in similarity testing resulting in an assimilative shift in self-evaluation. Opposite to small sized participants, girls with a large body size evaluate themselves somewhat less positively after exposure to advertisements featuring small sized models than after exposure to large sized models. The large sized girl might be confronted with her body size after exposure to the small sized model through perceiving her own body size as obviously larger than the body size of the model. The confrontation with the discrepancy between her own body size and the thin ideal body size of the model could lead to a more negative self-evaluation. Again, this is in line with Mussweiler’s (2003) selective accessibility model, as these large sized girls engage in dissimilarity testing resulting in a contrastive shift in self-evaluation.  

5.3.2 Product attitude 
The consumer’s self-evaluation has an influence on the consumer’s attitude towards the product that is advertised. Against earlier expectations, the more negatively girls evaluate themselves, the more positive their attitude towards the product is. Moreover, these results are contrasting preliminary findings of Barone et al. (2000) whose results indicated that a positive mood leads to an enhanced evaluation of the product. However, these findings might support the idea that consumers often think about products in terms of their consequences, as they seek desirable consequences or benefits when buying and using products (Peter & Olson, 2005: 77). Again, being occupied with having an ideal body or appearance could play a role here, as girls who feel more negatively about themselves might be more ‘relying’ on products of the category beauty products, to which both hand cream and weight reduction cream belong – although which of these two products is advertised does not play a role in both the consumer’s self-evaluation and attitude towards the product. The use of these kinds of products potentially could improve their feelings about themselves, and will therefore be more important to girls who need that improvement: girls who evaluate themselves more negatively. 

Although not hypothesized, also the model’s body size appears to have an influence on the consumer’s attitude towards the product. Girls exposed to advertisements featuring models with a small body size, report a more positive attitude towards the product advertised than after exposure to advertisements featuring either average sized or large sized models. These findings are contrasting results of both Halliwell and Dittmar (2004) and Halliwell et al. (2005) whose results suggest equal advertising effectiveness for advertisements featuring either thin or average sized models. Also, the current results suggest that the increases in sales for Dove after launching their ‘campaign for real beauty’ featuring models with a larger body size might indeed have been due to the overwhelming attention the campaign received in stead of being attributable to the use of larger sized models. As a small body size still is seen as the ideal one (Volkwein, 1998: 151-154; Owen & Laurel-Seller, 2000), girls therefore might have a greater belief in the workability of beauty products that are promoted by someone with that ideal appearance herself. Moreover, exposure to a model with the ideal appearance might make girls more focused on products that could help them in achieving such an ideal appearance themselves too. 
In addition, a significant interaction effect has been found for the model’s body size and the consumer’s body size. Especially the attitude towards the product of girls who have a small body size is influenced by the appearance of a model with a small body size in the advertisement. Their attitude towards the product is far more positive after exposure to advertisements featuring small sized models as compared to after exposure to advertisements featuring large sized models and in particular as compared to after exposure to advertisements featuring average sized models. Also average sized consumers have a somewhat more positive attitude towards the product after exposure to advertisements featuring small sized models than after exposure to advertisements featuring average sized or large sized models. Especially girls with a small body size themselves but average sized girls as well, might identify with the model in the advertisement who has a (somewhat) similar body size, and therefore are more willing to believe the product will also work for them as the successful ‘user’ in the advertisement is (somewhat) similar to them. An explanation that could be true as well for girls with a large body size, who report a more positive attitude towards the product after exposure to advertisements featuring models with a large body size: a body size similar to theirs. 

5.3.3 General conclusion 
Answering the research question, to conclude, the self-evaluation of especially female teen-age consumers with a small body size is affected by exposure to advertisements featuring models of different body sizes, whereby exposure to advertisements featuring small sized model leads to a more positive self-evaluation of the small sized consumer than exposure to advertisements featuring average sized or large sized models. For large sized female teen-age consumers however, exposure to advertisements featuring small sized models leads to a more negative self-evaluation. A negative self-evaluation in turn, affects the attitude towards the product advertised positively, regardless of the type of product advertised. In addition, the body size of the model in the advertisement directly affects the consumer’s attitude towards the product advertised, whereby exposure to advertisements featuring small sized models for both small and average sized consumers, and advertisements featuring large sized models for large sized consumers leads to a more positive attitude towards the product advertised. 
5.4 Implications

The current findings suggest some possible implications for both commercial and non-commercial organisations – amongst them the media. With regard to the consumer’s self-evaluation, mainly the consumer’s own body size thus seems to play a role. In particular girls with a small body size report a more negative self-evaluation. If these effects indeed are due to an occupation with having or obtaining the ideal body, this should be a serious warning to parents, societal (media) organisations and educational institutions like schools and universities. As a negative evaluation of the self in conjunction with, or as a result of being occupied with, having an ideal body size, could lead to distorted feelings about the body and finally could result in dangerous eating disorders, it would be advisable to keep an extra eye on this group with regard to the potential presence of these distorted feelings. Eating disorders have the highest mortality rate of all mental disorders but symptoms are not always recognised  (Netherlands Institute of Mental Health and Addiction, 2006; Grabe et al., 2008). However, especially as feelings of shame and denial of the problem by the ‘victims’ of eating disorders play a large role (Netherlands Institute of Mental Health and Addiction, 2006), it is of utmost importance for people that are part of the environment of girls (or boys) that evaluate themselves negatively to be aware of these negative feelings about the self potentially growing into an eating disorder like anorexia nervosa. 
The group of small sized girls in particular seems to be influenced by the body size of the model in the advertisements to which they are exposed. In the introduction chapter it was suggested that the results of this research might be able to prove that advertisements featuring models with other body sizes than small would be equally effective, being the first step to the potential fall of the domination of the thin ideal body in the media in the future as the thin ideal body would no longer be the only option for advertisers. However, against all expectations and contrasting earlier findings (Groesz et al., 2002), the media that show images (like advertisements) and companies that produce advertisements would do especially the small sized girls a favour by using small sized models. Exposure to small sized models apparently results in a more positive self-evaluation for this group, while no negative effects on self-evaluation for average sized girls, and a very small negative effect for large sized girls after exposure to advertisements featuring these small sized models has been found. 
Even though the results of the current research thus suggest that the consumer’s self-evaluation is not affected negatively by a small body size of the model in the advertisement, this does not mean the media – possibly as used by societal or governmental organisations – could not do anything to prevent especially young girls from developing distorted feelings about their body, that might lead to eating disorders. If the small sized girls indeed are that small and evaluate themselves more negatively because of an occupation with having the ideal body – although they evaluate themselves more positively after exposure to small sized models – there must have been a way through which they became aware of what that ideal (thin) body is. Likely, the media have played a role here, and therefore, these same media might be able to prevent at least other girls from obtaining a similar occupation with having the ideal body by showing attractive women with an average or large body size as well. The media, possibly in conjunction with educational institutions, could potentially be able to ‘learn’ girls that the ideal body size does not exist, or more body sizes could be the ideal one. Ultimately, this should lead to a less negative evaluation of the self as girls no longer have to be occupied with having that one, thin ideal body because other body sizes are shown to them as attractive and ideal as well.

However, as a negative self-evaluation seems to result in a more positive attitude towards the product advertised, companies with a commercial interest would prefer consumers who evaluate themselves negatively. Although companies could think about adapting to these findings by focusing their advertising campaigns on groups of consumers that are likely to evaluate themselves negatively – like victims of eating disorders or adolescents – this would ethically be absolutely condemnable. Nevertheless, albeit this strategy will give rise to discussions as well, companies can use another method to enhance the consumers attitude towards their advertised product. Notwithstanding some preliminary findings in other studies (Halliwell & Dittmar, 2004; Halliwell et al., 2005) and despite the desire of people who are convinced of the negative influence on self image of (young) women, the use of models who have a small body size in advertisements seemingly results in a more positive attitude towards the product advertised. For companies, it would thus be advisable to go on with using models with the thin ideal body size in their advertisements – exactly like they have done since the 1960’s when the thin body size became the ideal one (Volkwein, 1998: 154). 
For only one group of consumers an exception should be made, and these are the girls with a large body size. These girls report a more positive attitude towards the product advertised after exposure to advertisements featuring a large sized model. Therefore, companies should use large sized models in their advertisements that are shown in those media that are used in particular by girls with a large body size – if those kind of media could be distinguished. Also, companies could use large sized models in advertisements that are especially geared to large sized consumers, like advertisements for diet products or figure correcting underwear. However, the effects of exposure to advertisements featuring models of particular body sizes might differ for these product categories, which could be subject of further research. Next to some limitations of the current research, this and other recommendations for further research will be discussed in the next paragraph.
5.5 Limitations and recommendations

5.5.1 Introduction

Although earlier research focused on the effect of media images featuring models of particular body sizes as well, the current research provides contributions to the existing literature. At first, the potential influence of the body size of the consumer herself as assessed in this research, had not been considered thoroughly before. In addition, this research provides an extension of the current research on media images featuring models to more consumer oriented variables, especially by also focusing on the potentially moderating role of the type of product advertised. Furthermore, the age of the participants in the current research is different from the college students that have been used as a sample by the majority of previous research (Dittmar & Howard, 2004; Grabe et al., 2008). Notwithstanding these contributions to the existing literature, and although this research was conducted as accurately as possible taking into account the available resources, still some limitations could be mentioned, which in turn might lead to recommendations for further research. 

5.5.2 Participants
As mentioned in the results chapter, despite the large number of teenagers who were willing to participate in this research, to obtain reliable results for potential interaction effects between all the variables more consumers should have participated in the research. In future research, it might be possible to recruit more participants. Then it will be possible to obtain reliable results for the interaction effects for all the variables included in the conceptual model. Moreover, only a small number of the participants in the current research had a small or large body size. Future research might focus on recruiting participants of these body sizes in particular, to obtain more reliable results for these groups. Especially as the results of this research suggest that girls with a small body size evaluate themselves more negatively than average or large sized girls, recruiting more participants with a small (and large) body size might facilitate a deeper understanding of these differences in self-evaluation between the different body size categories.
In addition, this research focused on higher educated girls in the age of 15-18 years old in the area of Rotterdam only.  By an extension of the research to females in other age groups, other educational levels, and who live in other areas it could be examined if, and to what extent the results of this research might differ for these groups. For example, Dittmar and Howard (2004), and Grabe et al (2008) in their research focused on college students, and in contrast to the current findings for girls in the age of 15-18 years old, their results suggest that exposure to small sized media models leads to a more negative evaluation of the woman’s own body. Potentially, this difference in results is due to the age category of the participants.
Moreover, future research in this area should focus on men as well or even on men only. Although in the past men were thought to be less vulnerable to the thin ideal (Grogan, 1999), this might be changing at the moment, as men increasingly seem to be more occupied with their looks. 

5.5.3 Advertisements
In the current research, only grooming products were used in the advertisements. Future research might focus on other product categories. Although in this research no evidence was found for different effects of either body size-related or non body size-related products advertised, exposure to advertisements for different product categories might lead to different results. As already suggested by Halliwell and Ditmar (2004) whose recommendation of collaboration and further examination of their findings on consumer oriented variables are already partly met by the current research, an interesting product category to examine could be food. Moreover, within the food category diet products could provide an interesting case.
With regard to the advertisement, although the models in this research varied in body size from small to large, no extremely thin or heavy models were used in the advertisements. Especially because Smeesters and Mandel (2006) found evidence for the extremity of the model’s thinness or heaviness moderating the effects of exposure to models in advertisements, future research might assess the effects on more consumer oriented variables in particular of exposure to models in these body size categories as well.

5.5.4 Experimental design

Regarding the design of the experiment, participants in this research were exposed to the advertisements only once. However, in a real life setting consumers generally are exposed more than once to a particular advertisement. Fore grounded by Gerbner’s The Cultural Indicators project, several correlational studies have been set up to investigate potential effects of media exposure. In future research, it might again be possible to follow participants during a longer period of time while these participants use media in which the advertisements pop up regularly. 

Moreover, as this research focused on magazine advertisements only, current research could focus on other media types like television and the internet as well to examine whether the current findings could be extended to these other media types. As Grabe et al. (2008) in their meta-analysis found evidence for amongst others media type being a potential moderator of the effect of media exposure on body image concerns, other media types might lead to other results. 
Also, the role of prior education could be examined in further research. If participants are educated about the potential influence of media images on self-evaluation and product attitude, they might react differently to exposure to advertisements featuring models of particular sizes. On the contrary, an experiment could be set up in which participants are not aware of being exposed to advertisements featuring a particular model. An example could be to ask participants to wait in a room for another research while they are seated in front of a poster with the advertisement. 

In the current experiment, participants were exposed to the advertisement while being surrounded by other teenagers to whom they were connected as classmates. Although the participants were not allowed to speak during the experiment, this situation might have influenced their thoughts and the way they responded to the questionnaire. Therefore, in future research it could be examined whether the presence of others influences the results. 

Furthermore, in this research participants were asked to fill in their weight and height. Although almost all participants filled in these numbers, they might not have filled in their actual weight and height. Therefore, in future research participants might be weighed and measured by the researchers instead of self reporting. However, when using this method researchers should be aware of potential problems. Not only would weighing and measuring all participants be very time-consuming, moreover, some participants might hesitate to reveal their actual weight and height. 
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ADVERTENTIEONDERZOEK AFSLANKENDE BODYLOTION                BOEKJE 1

ADVERTENTIE 1
[image: image4.jpg]* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* verstevigende hydraterends bestan ddslen

* Trekt snel in, vermindert cellulite

Strakker in je vel en sen gladdere huid!
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ADVERTENTIE 1

[image: image12.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in de toskomst!
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* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d toekomst!
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Een mosie huid, nu en in d toekomst!
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Een mooie huid, nu en in d toekomst!
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* Trekt snel in, vermindert cellulite

Strakker in je vel en sen gladdere huid!
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[image: image22.jpg]* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* yerstevigende hydraterends bestan ddslen

* Trekt snel in, vermindert cellulite

Strakker in je vel en een gladdere huid!




ADVERTENTIE 4

[image: image23.jpg]* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* verstevigende hydraterends bestan ddslen

* Trekt snel in, vermindert cellulite

Strakker in je vel en cen gladdere huid!
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[image: image28.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d tokomst!
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[image: image29.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d toekomst!
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[image: image30.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
*Trekt snel in, direct een zachte huid

Een mosie huid, nu en in de toekomst!
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* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invloeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d toekomst!
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ADVERTENTIE 1
[image: image36.jpg]* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* verstevigende hydraterends bestan ddslen

* Trekt snel in, vermindert cellulite

Strakker in je vel en sen gladdere huid!
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* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* verstevigende hydraterends bestan ddslen
*Trekt snel in, vermindert cellulite

Strakker in je vel en sen gladdere huid!
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[image: image38.jpg]* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* verstevigende hydraterends bestan ddslen

* Trekt snel in, vermindert cellulite

Strakker in je vel en sen gladdere huid!
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[image: image39.jpg]* Slankers en strakkers billen, dijen en heupen
* Laat onderhuidse vetophopingen verdwijnen
* verstevigende hydraterends bestan ddslen

* Trekt snel in, vermindert cellulite

Strakker in je vel en cen gladdere huid!
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ADVERTENTIE 1
[image: image44.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d toekomst!
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* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d toekomst!
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[image: image46.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invioeden
* Trekt snel in, direct een zachte huid

Een mosie huid, nu en in de toekomst!
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[image: image47.jpg]* Hersteld de vachtbalans van de huid
* 24-uur lang gehydrateerde handen

* Beschermd tegen schadelijke invloeden
* Trekt snel in, direct een zachte huid

Een mooie huid, nu en in d toekomst!
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Appendix B: Questionnaire

Vragenlijst Advertentieonderzoek

Beste deelnemer,

Voor je ligt een boekje met daarin verschillende advertenties. Het is de bedoeling dat je het boekje straks opent en alle advertenties rustig bekijkt. Daarna kun je beginnen met onderstaande vragenlijst. Deze vragenlijst bestaat in totaal uit 4 onderdelen. Het is belangrijk dat je de onderdelen stuk voor stuk afwerkt en niet vooruit bladert. Nadat je de eerste 3 onderstaande onderdelen hebt afgerond, leg je deze omgekeerd op de hoek van je bank. Vervolgens begin je aan het 4e onderdeel. Vul ook dit deel van de vragenlijst in en leg het als je klaar bent bij de andere onderdelen omgekeerd op de hoek van je bank.  

Noteer nu op de stippellijn het nummer dat staat op het boekje dat je hebt ontvangen:………...

Beantwoord nu de volgende vragen door aan te geven in hoeverre je het eens bent met de stelling. Omcirkel het antwoord (cijfer) van je keuze met pen of potlood. Je mag steeds maar 1 antwoord omcirkelen!

1 = helemaal niet mee eens

2 = niet mee eens

3 = neutraal

4 = mee eens

5 = helemaal mee eens

ONDERDEEL 1 

Pak het boekje met advertenties en bekijk rustig alle advertenties

Bekijk advertentie 1 nogmaals. 
1. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

2. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

3. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

Bekijk advertentie 2 nogmaals.
4. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

5. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

6. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

Bekijk advertentie 3 nogmaals.
7. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

8. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

9. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens
Bekijk advertentie 4 nogmaals.
10. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

11. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

12. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

Bekijk advertentie 5 nogmaals.
13. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

14. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

15. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens
Bekijk advertentie 6 nogmaals.
16. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

17. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

18. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

Bekijk advertentie 7 nogmaals.
19. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

20. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

21. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

Bekijk advertentie 8 nogmaals.
22. Deze advertentie is origineel

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

23. Deze advertentie is informatief

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

24. Deze advertentie is overtuigend

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

ONDERDEEL 2
Sla het boekje nu dicht en geef aan in hoeverre je het eens bent met de volgende stellingen.
1. Ik voel me zeker over mijn kwaliteiten.
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

2. Ik maak me er zorgen over of ik als een succesvol persoon of als een mislukkeling word gezien.
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

3. Ik ben tevreden over hoe mijn lichaam er op dit moment uitziet.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

4. Ik voel me gefrustreerd of zenuwachtig over mijn prestaties.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

5. Ik heb het gevoel dat ik problemen heb met het begrijpen van dingen die ik lees.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

6. Ik heb het gevoel dat anderen me respecteren en bewonderen.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

7. Ik ben ontevreden met mijn gewicht.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

8. Ik ben zelfbewust
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

9. Ik voel me net zo slim als anderen.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

10. Ik voel me ontevreden over mezelf.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

11. Ik voel me goed over mezelf.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

12. Mijn uiterlijk bevalt me momenteel.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

13. Ik maak me zorgen over wat andere mensen van mij denken.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

14. Ik heb er vertrouwen in dat ik dingen begrijp.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

15. Ik voel me ondergeschikt aan anderen op dit moment.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

16. Ik voel me onaantrekkelijk.
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

17. Ik maak me zorgen over de indruk die ik maak.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

18. Ik heb het gevoel dat ik minder studie kwaliteiten heb dan anderen momenteel.
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

19. Het voelt alsof ik niet goed bezig ben.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

20. Ik maak me er zorgen over dat ik er idioot uitzie.
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

ONDERDEEL 3
Pak het boekje met advertenties en bekijk alle advertenties nogmaals.
Geef nu aan in hoeverre je het eens bent met de volgende stellingen. 
1. Ik heb een positief gevoel bij dit product.
Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

2. Ik vind dit geen leuk product.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

3. Ik heb het gevoel dat mijn uiterlijk door het gebruik van dit product zal verbeteren.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

4. Dit product doet wat het belooft.

Helemaal niet mee eens  1………….2………….3………….4………….5  Helemaal mee eens

Tot slot willen we je vragen om in onderstaand balkje kort op te schrijven wat jij denkt dat het doel van dit onderzoek is.
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ONDERDEEL 4

Noteer nu op de stippellijn het nummer dat staat op het boekje dat je hebt ontvangen:………...

Beantwoord nu onderstaande vragen.

Leeftijd:………..jaar

Geslacht: m/v (omcirkelen wat van toepassing is)

Als ik handcrème nodig heb, dan:

O koop ik dat zelf

O koopt mijn moeder dat voor mij

O koopt mijn vader dat voor mij

O koopt iemand anders dan mijn vader of moeder dat voor mij

O ik gebruik nooit handcrème 

Als ik verstevigende bodylotion nodig heb, dan:

O koop ik dat zelf

O koopt mijn moeder dat voor mij

O koopt mijn vader dat voor mij

O koopt iemand anders dan mijn vader of moeder dat voor mij

O ik gebruik nooit verstevigende bodylotion
Lengte:………..centimeters

Gewicht:……….kilo (indien je dit niet precies weet, maak een schatting)

Wat mijn lichaam betreft, zou ik mijzelf indelen in de categorie: 

O erg dun 

O dun 

O gemiddeld 

O mollig 

O zeer mollig 

Klas:

School:

Woonplaats: 

Geboorteplaats: 

Geboorteland: 

Bedankt voor je deelname aan dit onderzoek! Om het onderzoek zo goed mogelijk uit te kunnen voeren willen wij jullie vragen om niet met leerlingen uit andere klassen te praten over de inhoud van het onderzoek. Voor vragen over dit onderzoek en de uitslag kun je mailen naar karinberns@hotmail.com.
Appendix C: Invitation letter schools

K.L. Berns 

Boomgaardsstraat 121

3012 XB Rotterdam

Tel: 06-48256824

E-mail: karinberns@hotmail.com

T.a.v. 

Rotterdam, 16 maart 2009
Betreft: onderzoek media en zelfbeeld van tieners

Geachte heer/mevrouw,

Ter afronding van mijn Masters Bedrijfskunde en Media & Journalistiek aan de Erasmus Universiteit te Rotterdam, voer ik een onderzoek uit naar de invloed van beelden in de media (advertenties) op het zelfbeeld van tieners. Uit eerder onderzoek is gebleken dat met name jonge vrouwen ernstig verstoorde zelfbeelden kunnen ontwikkelen naar aanleiding van het ‘ideaalbeeld’ wat zij te zien krijgen in de media. Voor sommigen resulteren deze negatieve zelfbeelden zelfs in levensbedreigende eetstoornissen, zoals anorexia en boulimia. 

Alleen door een grote groep tieners in dit onderzoek te betrekken kan een goed beeld gevormd worden van hoe beelden in de media en het zelfbeeld van jongeren met elkaar in verband staan. Daarom zal dit onderzoek plaats gaan vinden op verschillende middelbare scholen in Rotterdam. Graag zou ik ook het …. in dit onderzoek betrekken. Het gaat om leerlingen in de leeftijdscategorie 15-18 jaar, oftewel de klassen 3 t/m 6. De opzet van het onderzoek is dat de leerlingen gezeten in een klaslokaal een boekje met daarin advertenties bekijken en vervolgens een vragenlijst invullen over hun zelfbeeld. Het totale onderzoek duurt niet langer dan 20 minuten en kan plaatsvinden tijdens een lesuur. 

Niet alleen wordt hiermee door de leerlingen een bijdrage geleverd aan het verkrijgen van meer inzicht in hoe mediabeelden van invloed zijn op het zelfbeeld en alle gevolgen van dien, ook krijgen de leerlingen op deze manier een ‘kijkje in de keuken’ van de universiteit en het doen van wetenschappelijk onderzoek. Des te meer interessant gezien het merendeel van uw leerlingen hier naar alle waarschijnlijkheid zelf in de toekomst ook mee in aanraking zal komen.

Graag zou ik aan het einde van deze week telefonisch contact met u op willen nemen om een en ander mondeling toe te lichten en eventuele vragen te beantwoorden. Mocht u in de tussentijd zelf contact met mij op willen nemen dan ben ik ten alle tijde bereid en bereikbaar om uw vragen te beantwoorden op bovenstaand telefoonnummer en/of e-mailadres.

Met vriendelijke groet,

Karin Berns 

Appendix D: Questionnaires pilot test

Pilot test small body size
Beste deelnemer,

Hieronder vind je een afbeelding van een vrouw. Het is de bedoeling dat je deze afbeelding bekijkt en de bijbehorende vragen beantwoordt. Daarna kun je verdergaan met het volgende deel van de vragenlijst. 

Bekijk onderstaande afbeeldingen
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1. Hoe knap vind je deze vrouw? 

Geef een cijfer tussen 1 (helemaal niet knap) en 5 (zeer knap).

Helemaal niet knap  1……….2……….3……….4…………5  Zeer knap

2. Hoe aantrekkelijk vind je deze vrouw? 

Geef een cijfer tussen 1 (helemaal niet aantrekkelijk) en 5 (zeer aantrekkelijk).

Helemaal niet aantrekkelijk  1……….2……….3……….4…………5  Zeer aantrekkelijk

3. Wat haar lichaam betreft, zou ik deze vrouw indelen in de categorie: 

O erg dun 

O dun 

O gemiddeld 

O mollig 

O zeer mollig 

Pilot test average body size
Beste deelnemer,

Hieronder vind je een afbeelding van een vrouw. Het is de bedoeling dat je deze afbeelding bekijkt en de bijbehorende vragen beantwoordt. Daarna kun je verdergaan met het volgende deel van de vragenlijst. 

Bekijk onderstaande afbeeldingen
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1. Hoe knap vind je deze vrouw? 

Geef een cijfer tussen 1 (helemaal niet knap) en 5 (zeer knap).

Helemaal niet knap  1……….2……….3……….4…………5  Zeer knap

2. Hoe aantrekkelijk vind je deze vrouw? 

Geef een cijfer tussen 1 (helemaal niet aantrekkelijk) en 5 (zeer aantrekkelijk).

Helemaal niet aantrekkelijk  1……….2……….3……….4…………5  Zeer aantrekkelijk

3. Wat haar lichaam betreft, zou ik deze vrouw indelen in de categorie: 

O erg dun 

O dun 

O gemiddeld 

O mollig 

O zeer mollig 

Pilot test large body size
Beste deelnemer,

Hieronder vind je een afbeelding van een vrouw. Het is de bedoeling dat je deze afbeelding bekijkt en de bijbehorende vragen beantwoordt. Daarna kun je verdergaan met het volgende deel van de vragenlijst. 

Bekijk onderstaande afbeeldingen
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1. Hoe knap vind je deze vrouw? 

Geef een cijfer tussen 1 (helemaal niet knap) en 5 (zeer knap).

Helemaal niet knap  1……….2……….3……….4…………5  Zeer knap

2. Hoe aantrekkelijk vind je deze vrouw? 

Geef een cijfer tussen 1 (helemaal niet aantrekkelijk) en 5 (zeer aantrekkelijk).

Helemaal niet aantrekkelijk  1……….2……….3……….4…………5  Zeer aantrekkelijk

3. Wat haar lichaam betreft, zou ik deze vrouw indelen in de categorie: 

O erg dun 

O dun 

O gemiddeld 

O mollig 

O zeer mollig 

Product advertised:


Body size-related product


Non body size-related product





Body size model in advertisement:


small


average


large





Consumer’s attitude towards the product advertised





Consumer’s self-evaluation
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� In this research, BMI is used to indicate body size. BMI stands for Body Mass Index, which is a measure of bodyweight compared to body height. The BMI is calculated through dividing bodyweight by the square of a person’s body height in meters (Voedingscentrum, 2009). A BMI below 18,5 is typically regarded as underweight, a BMI from 18,5 to 24,9 as normal weight, a BMI from 25 to 29,9 as overweight, and a BMI over 30 as obese (Brett et al., 2007). In this research, a small body size means a BMI below 18,5, an average body size means a BMI from 18,5 to 24,9 , and a large body size means a BMI above 25. For children, BMI values have to be interpreted differently. This will be discussed in more detail in the methodology part of this research.


� Although self-evaluation can be a multi-dimensional construct, in this research it will be defined as the evaluation of one’s body. 


� In the Netherlands, children are obliged to attend classes till the age of 16. The Dutch high school system consists of three levels of which one is chosen around the age of 12: VMBO which is a 4-years program, HAVO which is a 5-years program, and VWO which is a 6-years program. Consequently, children in the age of 15-18 that still attend classes will mainly follow the 5-year HAVO program or the 6-year VWO program. 


� The Independent-Samples T-test has been used.


Please note that all tests in this research have been performed with a significance level of 5%.
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� The Kolmogrov Smirnov test has been used. 


� Participants assessed their own body size by making a choice between the categories ‘very thin’, ‘thin’, ‘average’, ‘plump’ and ‘very plump’. To compare the participants own assessment of their body size with the body size categories of the CBS, the categories ‘very thin’ and ‘thin’ are put together and resemble the category ‘small’, the category ‘average’ resemble the category ‘average’, and the categories ‘plump’ and ‘very plump’ are put together and resemble the category ‘large’. 
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� An explanation for this large difference in self-evaluation of consumer s with a small body size being not significant could be that the number of participants in the category small body size was low (9).
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� An explanation for this difference in self-evaluation of consumers with a large body size being not significant could be that the number of participants in the category large body size was low (30).
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� LSD has been used for post-hoc comparisons. 


� Regression analysis has been used.


In the overall regression model, main effects appear to be significant only as long as no interaction effects are included. A possible explanation could be that the number of participants is not high enough to obtain reliable test results if a large number of variables is included. None of the interaction effects while included in the overall regression model was significant. To improve the strength of the model, it has been decided to exclude the interaction effects from the overall regression model, and to test these interaction effects separately. 


� Regression analysis has been used. To improve the strength of the overall regression model, interaction effects have been tested separately.
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� One-Way ANOVA has been used. Although this effect was found by the regression analysis, to obtain more information about this effect also an One-Way ANOVA has been used. 
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� An explanation for this large difference in product attitude of consumers with a small body size being not significant could be that the number of participants in the category small body size was low (9).
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� An explanation for this difference in product attitude of consumers with a large body size being not significant could be that the number of participants in the category large body size was low (30).


� LSD has been used for post-hoc comparisons. 


� LSD has been used for post-hoc comparisons. 





PAGE  
122

[image: image65.emf] 

[image: image66.png]et - andand [—y] O sandast-conssen
® arget knowlodge

n

(ot ssessment
of trget.standard
Smilarty

Disimilarity testing

clective accessbility

test hypothesis
areet = sandart

target knowledge



[image: image67.jpg]2afurnd

o« ERASMUS UNIVERSITEIT ROTTERDAM




