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Abstract 

The representation of ideal beauty in the media has created the dual forces of unattainability 

and unhappiness for the majority of women. The proliferation of tall, thin models has 

fashioned an unrealistic sense of beauty that places disproportionate importance on the issue. 

This constant battle for physical perfection inevitably leads to depression and low self-

esteem; however, change is on the horizon. Calls for the promotion of positive body image 

embody the backlash that can be seen with campaigns such as Dove’s ‘Real Women’. This 

study builds upon such campaigns, calling for a realignment of ideology, moving away from 

physicality towards beauty viewed through inner qualities and life achievements. 

To achieve this, an online study was designed to test the proposition that self-affirmation 

processes can assert a non-appearance related value in one’s life, thus, reducing the self-

esteem threats that are often a by-product of encountering ideal images. The survey measured 

Body Area Satisfaction, Body Ideals and Appearance Investment. Results demonstrated that 

self-affirmation successfully decreased both body dissatisfaction and ideal discrepancies but 

had no significant effect on investment in appearance. This study paves the way for future 

research into the influence of self-affirmation on positive body image; particularly as 

supplementary research is required for investment. Future research should encapsulate varied 

ethnic minorities and those with a disability or disfigurement to ascertain a broad conclusion, 

one that may be tested, and applied as a prevention tool for young children. 
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1. Introduction 

In 1995, American television programmes boasting ‘good looking’ characters were 

introduced in Fiji. Accordingly, bulimia was found to affect 11.9% of teenage girls within the 

first three years of its inception, a behaviour that was previously unfamiliar (Becker, 1996). 

Since this ground breaking research, the relationship between images depicted by media and 

their effects on women’s body image has come under increased scrutiny.  

Advertisements selling beauty, fashion or dieting products surround us every day. They are 

found on television, billboards, internet, in magazines, and they are continually attempting to 

persuade us that we need to improve our appearance, and match that of the thin models they 

display. Front covers of magazines are often filled with the next celebrity to ‘let themselves 

go’ or be caught without make-up and Silverstein et al. (1986) found 63 advertisements for 

diet foods alone in the 48 issues of women’s magazines studied. Internet websites advising 

girls how to become thin are abundant, along with the newly emerging Facebook groups 

praising girls who have a ‘thigh gap’- an unnatural and unhealthy attribute (Miller, 2013). 

The number of these persuasive advertisements integrating themselves into women’s daily 

life is incredibly high as top selling magazines are read by up to 83% of women and girls, and 

television is switched on for an average of 7 hours a day (Tiggemann, 2002). Therefore it is 

no surprise the strongest social influences on body image are media (43.5%) and advertising 

(16.8%) (APPG, 2012). Repetitively shown are size zero women with zero imperfections, yet 

these images of what media deem as beautiful are so detached from the average consumer’s 

appearance. Nonetheless, the pervasiveness of this thin ideal has become normalised, leaving 

the majority of women believing being thin is the only way to be beautiful. However, modern 

day lifestyles have caused the female body to become progressively heavier, just as the ideal 

has become progressively thinner. As women buy the latest miracle cream and diet pill to 

achieve the ideal with no results, feelings of failure and disappointment arise. Women are left 

feeling increasingly dejected by society’s unrealistic standards, hindering their self-esteem 

and body image. 

As the importance of achieving beauty standards increase, feelings of unhappiness begin to 

percolate into other parts of life and appearance suddenly becomes the root of our problems. 

Etcoff et al. (2004) found almost half of women strongly agreed with the statement: ‘when I 

feel less beautiful, I feel worse about myself in general’. Editor of Vogue magazine 

Alexandra Shulman (2013) finds similar reactions, stating people going through periods of 
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emotional stress often let their relationship to how they look become a major issue. They tend 

to change their appearance in the belief that if their looks are right, their problems will 

change too. Professor Nichola Rumsey, co-director of the Centre of Appearance Research, 

believes these are the consequences of living in an appearance saturated society. The 

influential images we are bombarded with increases value placed on appearance. Aesthetics 

suddenly become disproportionate to other attributes which make us who we are, such as 

intellect and hobbies (APPG, 2012). Figure 1 illustrates this impact on overall self-esteem 

when reaching the ideal beauty becomes priority. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As these negative effects for women grow, so does their discontent. Steadily, there have been 

huge changes in the way in which consumers respond to advertisements they feel do not 

accurately reflect them. Growing is a backlash against the use of thin models as acceptance 

and appreciation of larger sizes develop. As the advertising standards agency does not require 

body diversity within advertising, it has been left to consumers and activists to propel change. 

Consumer sovereignty has allowed women to voice their frustration, particularly through the 

internet as 28% of females aged 10-21 are willing to write negative comments online 

Figure 1: Diagram to illustrate diverse self-concept and self-

concept based largely on appearance 

Source: APPG Report (2012, p.15) 
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regarding an advertisement or brand (Fraser and Taylor, 2011). The implications of this are 

great for advertisers as they run the risk of losing customers, and so handfuls have used the 

feedback to devise positive body image campaigns, commonly in the form of ‘real’ women 

advertisements. Alongside this, campaigning organisations have developed intervention 

packs for women and children with self-esteem boosting techniques. Effectiveness of 

techniques proposed is debatable, making research in this area important. Women need to be 

equipped with sufficient tools to restore body image and prevent further damage. However it 

is also clear that techniques need not only improve body image, but alter the value placed on 

appearance as a self-defining feature. For this occur, body image confidence may need to take 

a new direction away from physical appearance. 

1.1. Why is this Topic Important to Investigate? 

As the penetration and persuasiveness of ideal beauty advertisements increase, so do the 

number of women with low self-esteem, depression and eating disorders. Eating disorders 

such as anorexia nervosa and bulimia are pertinent among young women with 1 in 250 

women experiencing anorexia in their lifetime and 90% of bulimic patients being female 

(NHS Choices, 2011). Such statistics are unsurprising as Etcoff et al. (2004) found only a 

minority of females see themselves as above average in looks and only 2% describe 

themselves as beautiful. The constant struggle to achieve the ‘perfect’ look and body has 

propelled young women to resort to high risk cosmetic surgery with a large monetary tag. Not 

only are women having the majority of procedures – 39070 procedures in 2011 (BAAPS, 

2012), the reasons behind their decisions are unnerving. One would hope such invasive 

surgery would be for medical reasons, however the majority of reasons for having or wanting 

cosmetic surgery of 968 internet users surveyed were, ‘to make me feel better about how I 

look’ (54%) and due to self-consciousness (41%) (Mintel, 2010).  

As statistics for number of advertisements using thin models and value of beauty and diet 

industries grow, in tandem with the number of eating disorder sufferers and cosmetic surgery 

patients, I believe this topic to be highly relevant. Despite a handful of brands introducing 

positive body image campaigns, there is still a high focus on appearance in society. An 

exploration into whether women respond to body image interventions, including those that 

have a focus away from physical appearance, can provide beauty and fashion marketers with 

relevant and possibly profitable information to appeal to the new wave of vocal consumers. It 
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is also of key interest to me personally as I strongly identify with the need for young women 

to resist these cultural pressures and be provided with tools to feel beautiful and confident. 

 

1.2. Questions Directing Process 

  
In order to form aims, the following questions were developed which support the nature of 

my research. Understanding and answering these questions helps guide the dissertation 

through a logical process. 

1. How has ‘ideal beauty’ evolved and what is the current situation? 

2. What are the various arguments from marketers and consumers? 

3. What intervention/protection strategies exist to help boost women’s self-esteem? 

4. Which strategy is effective at protecting women against the threat of thin models in 

advertising? 

5. What are the marketing implications of this in the beauty and fashion advertising 

industry? 

Within Chapter 2, current literature is explored utilising relevant available books, websites, 

reports and journals. This review focuses on the historical context and use of ideal beauty 

in advertising, moving forward to the current situation where consumers are campaigning 

against the continued use of thin models. By completing the literature review, suitable 

hypotheses are created to aid Chapter 4, which details the research approach and 

methodology. Chapter 5 presents data analysis procedures alongside the results of the 

study, followed by Chapter 6 which interprets and discusses the findings in relation to the 

literature review in Chapter 2. Finally, Chapter 7 will conclude the main findings as well as 

explain the marketing implications, limitations of the study and future recommendations. 

 



Abigail Brooks 
7511516 

11 

 

11 
 

2. Literature Review 

In this literature review I plan to explore the reasons why ideal beauty standards exist and 

change over time, whilst examining the dominant theories of how women come to develop 

poor self-esteem and body image. This has been a relatively on-going issue for women, 

however there is currently a backlash forming against the use of thin models with 

organisations and governments collaborating to create necessary body image interventions for 

young people. I argue that various recommended interventions have a number of faults; one 

being the continued emphasis on appearance. I plan to explain why a refocus on inner 

qualities is needed, before proposing the theory of self-affirmation be utilised as a vital 

intervention. Before beginning, key terms used throughout the literature review will be 

defined and explained. 

2.1. Terminology 

2.1.1. Ideal Beauty 

‘Beauty. The power by which a woman charms a lover, and terrifies a husband.’  

(Ambrose Bierce, 1958, p.14) 

Beauty is often difficult to define. This is because beauty cannot be quantified as it involves 

many abstract qualities which can change over time and between cultures (Freedman, 1986). 

It is a personal judgement by others and can be defined very differently between individuals, 

particularly as no one person looks the same. Charles Darwin (Cited in Krasner, 2009) once 

explained that this variety is needed for such a thing as beauty to exist: 

 

 

 

Darwin’s quote also draws attention to two thought-provoking points regarding beauty 

definitions; beauty denoting how women look, and the reoccurring desire for certain ideals to 

be exaggerated. While Collins dictionary (2005) begins to define beauty as a combination of 

abstract internal and external qualities of a person, it carries on to define it specifically as the 

attractive physical characteristics of a woman. American satirist Ambrose Bierce (1958) 

echoed this latter definition in The Devil’s Dictionary, controversially describing a woman as 

‘If all our women were to become as beautiful as Venus de’Medici, we should for a time 

be charmed; but we should soon wish for variety; and as soon as we had obtained variety, 

we should wish to see certain characteristics in our women a little exaggerated beyond 

the then existing common standard’ (p.158). 
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‘an animal usually living in the vicinity of Man, who is lithe and graceful, and can be taught 

not to talk’ (p.205). Continuing he states, ‘to men a man is but a mind. Who cares what face 

he carries or what form he wears? But woman’s body is the woman’ (p.4). Although Bierce’s 

writings are shielded by irony, the underlying messages are accurate. What is recurrently, and 

explicitly, implied is that the definition of beauty is parallel to the definition of being a 

woman; physical attractiveness.  

Ideal beauty is often entangled within definitions of beauty. Ideal beauty becomes an aim to 

other women by providing a model of what beauty is. Krasner (2009) explains what 

constitutes the exemplar of female beauty is remoulded over time so that traits deemed most 

desirable at the time can be used as a standard for attractiveness. The traits selected for the 

ideal beauty standard often exceed those which the vast majority of women possess, and may 

ever possess. By definition, an ideal should only be able to be met by a minority of women 

because if too many women were able to achieve it, the ideal would have to evolve again to 

maintain its exceptional but elusive nature. For this reason, ideal beauty is ‘always which is 

most difficult to meet and the most unnatural in a given time’ (Saltzberg and Chrisler, 1995, 

p.307). Promotion of an ideal beauty which is virtually impossible to reach for many women 

can produce feelings of failure and disappointment (Freedman, 2002) leading to lowered 

body image and self-esteem. 

2.1.2. Body Image 

Schilder (1950, p.11) simply defines body image as ‘the picture of our own body which we 

form in our own mind’. Though there is agreement that body image is indeed a psychological 

construct (Wykes and Gunter, 2005; Hogg and Fragou, 2003; Gallagher, 1986), researchers 

instead tend to view body image as a far more complex and multidimensional concept. 

Wykes and Gunter (2005) and Krueger (1989) explain body image compromises a mixture of 

self-perceptions, ideas, emotions and meanings about one’s physical features. All the 

elements of body image have a slightly different angle but can equally impact the way we 

view our body. Our self-perceptions may inaccurately lead us to see our body as overweight 

and our emotions may lead us to associate unhappiness with a certain size or shape. To refine 

the concept, it is often split into two main components; perceptual and attitudinal. Gardner 

(2002) explains inaccurate judgements of body size create the perceptual component whereas 

the attitudinal encompasses the remaining cognitive (thoughts), affective (emotions) and 
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behavioural elements. Due to varying dimensions each components covers, researchers agree 

that both areas need assessment through appropriate methods in order to gain a balanced view 

of body image. 

Body image is also described as progressively evolving with its development affected by 

social and environmental factors (Hogg and Fragou, 2003), such as friends, family, and 

media. However, body image can rapidly change on a day to day basis also, for example it 

may increase if you have just taken part in a workout DVD or your clothes fit well. This 

instability and sensitivity to environmental cues is the reason for the term ‘elastic’ body 

image (Myers and Biocca, 1992). The set of attitudes we form regarding our body image are 

highly influential and can dictate many of our body experiences. Prolific body image scholar 

Seymour Fisher (1990) argued our body image can impact quality of life by influencing how 

we feel, think and behave, becoming intricately linked with self-esteem. 

2.1.3. Self-Concept and Self-esteem 

All Party Parliamentary Group on Body Image (2012) state body image can significantly 

impact an individual’s self-concept and self-esteem, and being a component of both 

constructs, they should not be considered in isolation. Definitions of self-concept can vary 

from one study to the next depending on a researcher’s opinion of the stability, changeability, 

or determinants of the self-concept. This indecisiveness led Shavelson et al. (1976) to 

question the validity of the interpretations; however there appear to be some general 

agreements. Our self-concept is created by how we perceive ourselves and how we believe 

other people to view ourselves, particularly significant others (Higgins, 1987; Kelley, 1973). 

Alpay (2006) defines it as our perceived mental and physical characteristics and perceived 

worthiness from these, but also extends it to include characteristics we desire to possess. 

Although body image and self-concept are connected, it is important to be aware that beliefs 

regarding physical appearance are just one facet of the self-concept.  

Self-esteem on the other hand is the evaluation an individual makes of themselves in the form 

of approval or disapproval (Coopersmith, 1967), and the extent they value themselves. Alpay 

(2006) points out that self-esteem can be categorised into situational and global; the former 

describes self-esteem for a particular situation, whereas global refers to overall self-esteem. 

This can explain why some self-esteem inadequacies are not reflected in the global self-

esteem, as the inadequacy must be significant or important to the individual. Lawrence 
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(1996) describes the relationship between self-concept and self-esteem by defining self-

concept as the umbrella term which encompasses concepts of self-image, ideal-self and self-

esteem, though not all researchers agree. Rosenberg (1979) differentiates the constructs due 

to the descriptive nature of the self-concept and evaluative nature of self-esteem; however 

Shavelson et al. (1976) find the distinction unviable as they argue the descriptive and 

evaluative aspects are not empirically separable. This becomes apparent when evaluations 

made forming self-esteem, whether situational or global, are often based on the measure 

between our perceived characteristics and desired characteristics from the self-concept 

(Alpay, 2006; Hogg and Fragou, 2003; Higgins, 1987). Lawrence (1996) concurs, stating the 

discrepancy between how we think we are and would like to be determines our satisfaction or 

dissatisfaction and subsequent self-esteem. Unstable self-esteem may also indicate a poorly 

developed self-concept. It has been suggested that a poorly established self-concept could 

lead individuals to rely on specific evaluative information contributing to unstable self-

esteem (Kernis et al, 1993; Campbell, 1990). Using self-concept and self-esteem, individuals 

naturally strive to preserve an overall positive sense of self and worth including preservation 

of the domain of physical attractiveness and body image (Feingold, 1992). As will be 

discussed however, in today’s society, body and appearance dissatisfaction is widespread and 

the increased importance placed on physical appearance for women encourages this 

dissatisfaction to be displaced upon the entire self-concept. 

2.2. Evolution of Ideal Beauty 

 

 

 

 

Altering the female form to meet expectations of attractiveness has been seen throughout 

history. The earliest accounts of body modification have their origins in China with the 

practice of foot binding, as records date back as early as 961-975. Despite immense pain, 

Chinese women continued to bind their feet for tiny feet were seen to be highly attractive 

(Lakoff and Scherr, 1984). This historic practice illustrates how female bodies have long 

been objectified through immense pressure to conform to ideals (Saltzberg and Chrisler, 

1995); however with foot binding now rarely practiced it also illustrates how ideals evolve 

‘As women have fought to expand the ways in which they can act in and on the 

world, they have been given back a picture of femininity that is ever more 

homogenous and diminutive.’ 

(Orbach, 2006, p. XIV) 
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over time. Within Western culture ideals have changed numerous times depending on the 

desires of time, for example corsets were once worn to achieve the preference for flattened 

breasts, until later in the 17
th

 century when breasts were once again in fashion (Rosenblatt 

and Stencel, 1982). Even in the 20
th

 century, the ideal has varied from Marilyn Monroe’s 

infamous hourglass shape, to model Kate Moss’s thin and boyish frame. More recently, an 

ever progressing thinner ideal has emerged, culminating in the contemporary ideology where 

the ideal body weight is at a record low.  

In relation to preferences, Boothroyd et al. (2012) put forward two mechanisms of visual diet 

and associative learning which can underpin ideal beauty evolution, which not only exists 

over time in the West but also cross-culturally. According to social expectancy theory, there 

is consensual agreement within cultures about attractiveness but variability exists among 

cultures (Jackson, 1992). Whereas the thin ideal is very much a Westernised perspective of 

beauty, samples in developing countries have recurrently shown preferences for heavier 

women (Swami and Tovée, 2005). This indicates the existence of mechanisms which may 

influence the systematic variances in a cultures depiction of ideal beauty. Visual diet states 

preferences are influenced by visual exposure to presented stimuli, in this case that which is 

presented by media and advertising. Associative learning however states that individuals 

learn to associate particular traits with a particular body shape and attractiveness. Attractive 

people are commonly found to be treated better and assumed to be more competent (Jackson, 

1992; Dion et al., 1972), alongside media portraying thinness in an overwhelmingly positive 

light, thereby encouraging women to associate health and status with beauty. Boothroyd et al 

(2012) found continued exposure to either overweight or thin women induced a change in 

preference supporting visual diet, however in their second study associative learning was 

supported as aspirational overweight images were preferred to non-aspirational thin images. 

Preferences may therefore reflect a combination of mechanisms. Persistent exposure of a thin 

ideal may increase approval, consequently leading to increasingly positive behaviour towards 

it allowing for aspirational traits to be associated. This is reflected in the foot binding practice 

where although first deemed attractive, popularity soared as it became associated with social 

mobility and increased wealth for women. 

Unfortunately, ideal beauty nowadays has not evolved far enough from foot binding which 

still pose physical and emotional risks for women. Firstly, due to the ideal continually 

evolving, it becomes highly strenuous for women who attempt to achieve the latest epitome 
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of beauty through unhealthy practices. Demands further increase as many ideals contain 

contradictory messages for women (Orbach, 2006; Freedman, 2002); we must ‘have delicate 

grace with muscular athleticism’ and ‘erotic sophistication with naïve innocence’ (p.47). 

Such conflicting demands heighten the possible physical and psychological costs of 

achieving them. Secondly, while figures of art were once idealised as unattainable, modern 

day media depictions of ideal beauty blur the boundaries between reality and fiction. 

Photographic techniques such as airbrushing and soft-focus cameras blur the realistic nature 

leading consumers to believe the models they view are ‘au natural’ (Freedman, 1986) with a 

sub textual, if not blatant, message that the ideal is possible and one need only use the 

product offered to achieve it. The succeeding section will explore ways in which these 

characteristics of today’s ideal beauty, affects women’s self-esteem and self-concept; 

additionally, the theoretical processes facilitating this will be explored. 

2.3. What are the Effects of Ideal Beauty? 

 

 

 

 

 

2.3.1. Social Comparison and Self-Discrepancy 

McCarthy (1990) proposes that the thin ideal presented in Western culture, which is much 

thinner than the average woman, directly causes low body self-esteem. Alongside the 

increased importance placed on appearance for women (Rozin and Fallon, 1988), it is stated 

to be the reason behind soaring cases of body dissatisfaction, depression and eating disorders 

(Brumberg, 1988). If these are the supposed effects of conforming to the ideal, then why do 

so many women continue in the practice? 

Rosenberg (1979) described four social principles which create experiences for individuals to 

interpret and mould the self-concept upon including; reflected appraisals, self-attributions, 

psychological centrality and social comparisons. It is the latter principle that has become the 

dominant theory of how women come to feel dissatisfaction with their bodies after exposure 

to thin ideal images. Initially proposed by Festinger (1954), the theory argues that humans 

have an innate drive to evaluate their opinions and abilities. When physical world references 

are unavailable, evaluations through comparison with others are made; otherwise our 

‘Body loathing isn’t inherited, but it is contagious. You can catch it from others 

when you inhale social air that’s loaded with stereotypes.’ 

(Freedman, 2002, p. 286) 
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subjective evaluations are left highly unstable. Through either upward comparison (with 

those we believe to be better) or downward comparison (with those we believe are worse off), 

individuals comparison standard is temporarily altered, creating a new benchmark (Richins, 

1991). In the case of ideal beauty, women will tend to evaluate their appearance by 

comparing themselves to the thin models in advertisements, which is then internalised and 

becomes a frame of reference. Festinger (1954) refers to performance of abilities having 

intrinsically different values associated, which can influence direction of comparisons. 

Particularly in Western culture, there is value placed on doing what Rotter (1942) referred to 

as a high level of aspiration; upward comparisons are more likely to occur when higher 

performance is viewed desirably.  

Women can also have various social comparison goals which alter reactions to 

advertisements. Goals can be based on self-evaluation, self-improvement or self-

enhancement (Hogg and Fragou, 2003). Self-evaluation is a direct comparison of 

attractiveness while self-improvement is the direct comparison to seek ways of improving 

own appearance. The latter involves comparison in an attempt to enhance self-esteem by 

finding features on which she is prettier than the model in question. Research has shown that 

the majority of comparisons, especially those based on self-evaluation require an amount of 

similarity between consumer and model. In Whittemore’s (1925) study, subjects stated they 

had almost always spontaneously selected someone whose performance was close to their 

own to compete against; if comparison is too distinct, no comparison may be made (Richins, 

1991). Festinger (1954) supports that if the comparison is too divergent, accurate evaluations 

are difficult, however findings show if the attraction of belonging to an ability group is strong 

and there are no other comparisons available, it is inconsequential. When the dimension is 

relevant or important to an individual, much like beauty is to women and society, 

dissimilarity will not prevent comparisons (Halliwell and Dittmar, 2004).  

Perceptions from ourselves or others create our self-concept (Wylie, 1979), but our ideal self 

is created from social comparisons and become self-directive guides for ‘being’. However, if 

our self-concept and self-guide do not match there is said to exist a self-discrepancy (Higgins, 

1987). In respect to ideal beauty, a discrepancy forms between actual self and ideal self, 

whereby an individual’s current aesthetic attributes do not match the ideal state they 

personally wish to attain based on the models in advertisements. Self-discrepancy theory 

states people are motivated to reduce the discrepancy; however this is determined by the 
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significance of the inconsistency. There are numerous inconsistencies that exist in anyone’s 

belief system but many lie dormant, so it is plausible to say that pressure is experienced only 

when the issue is salient or contextually primed (Abelson, 1959; Festinger, 1954). Ideal 

beauty is so frequently activated; it remains an easily accessible inconsistency. This makes it 

highly relevant for many women and the increased self-focused attention encouraged 

heightened awareness and fixation of the discrepancy (Duval and Wicklund, 1972).  

Both social comparison theory and self-discrepancy theory explain how women come to form 

an ideal self, and the motivations for reducing the dissonance between actual/ideal self. Yet in 

today’s society, the unattainable reality of the ideal set before us makes the discrepancy 

reduction incredibly difficult leaving us disappointed when the ideal is not achieved to match 

our self-concept. The strength of the comparison group has the power to still influence 

however, creating a situation ‘where a person’s values and strivings are quite out of line with 

his performance, and we would expect deep experiences of failure and inadequacy’ 

(Festinger, 1954, p.137). 

2.3.2. Appearance Schemas 

Appearance investment is related to the significance an individual places on physical 

appearance and the perceived importance on one’s life (Cash and Labarge, 1996). Cash et al. 

(2004) separates appearance investment into self-evaluative salience and motivational 

salience. Self-evaluative salience refers to the importance of appearance in defining an 

individual’s value and self-concept, while motivational salience refers to the effort made for 

appearance management. In Cash’s (2011) body image model this appearance investment 

interlinks with appearance schemas. An appearance schema refers to a cognitive structure 

that organises and determines the processing of appearance related information that is 

relevant to the self (Hargreaves and Tiggemann, 2002) including learned beliefs, 

assumptions, and generalisations about our aesthetics. The more we are exposed to relevant 

stimuli, the more the schema becomes activated, heightening awareness and absorption of 

further appearance related information. Hargreaves and Tiggemann (2003) found increased 

schema activation could occur in girls as young as 13 years old after they viewed images of 

attractive individuals. When activated, schemas allow individuals to attend selectively to 

information of greater relative importance while ignoring other information, leading 

appearance schematics (Labarge et al., 1998) to have a higher appearance investment and 

linking appearance as central to the self-concept above all other values. The well developed 
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and continually accessible structures of appearance-schematics explain why they are found to 

experience worse body-esteem effects after exposure to ideal images (Hargreaves and 

Tiggemann, 2002; Muth and Cash, 2006). Brown and Dittmar (2005) labelled this the ‘think 

thin, feel bad’ sequence and discovered when testing attention levels that even peripheral, 

glancing attention at thin media models was sufficient in activating thoughts about body 

image and this also occurred for women low in thin ideal internalisation. 

Karen and Jarry (2008) investigated the link between appearance schemas and appearance 

investment in females, classifying them as high or low investors and using separate subscales 

to measure self-evaluative salience and motivational salience. Results indicated that 

regardless of motivation, those highly invested in appearance were more prone to body image 

disturbance even without exposure to thin ideal images. This is due to highly invested 

appearance schematics believing their physical appearance centrally defines the self (Cash 

and Labarge, 1996), making it disproportionate to other values in the self-concept (APPG, 

2012). Further analysis also confirmed that women high in self-evaluative salience had far 

greater discrepancies, supporting findings of Jakatdar et al. (2006) who found more body 

image distortions. Although relationships between motivational salience and body 

dissatisfaction tend to be weak (Moreira and Canavarro, 2012), Karen and Jarry (2008) did 

find a significant effect in which women high in motivational salience described their ideal 

state as considerably more important than lower score participants. Cash (2005) reminds 

however that one key difference between the dimensions of appearance investment is that 

while self-evaluative salience reflects dysfunctional attitudes, motivational salience may be 

innocently maintaining a level of attractiveness. Nevertheless, the two can be closely 

interlinked if appearance management is completed in the vein of appearance equalling self-

worth. As media and advertising make it the norm to invest a large amount of time and 

energy in achieving the ideal, individuals become fixated on their appearance and allow their 

dissatisfaction to spread to unrelated areas of the self-concept. Repetitive and unrelenting 

activation increases the likelihood a woman’s schema will develop disproportionately and 

subsequently be used to interpret social events (Higgins et al., 1985).  

2.3.3. The Impact for Women 

Theories of level of aspiration have traditionally assumed that people need high ‘ideal’ goals 

of aspiration in order to meet performance (Rotter, 1942), however as these ideals reach a 

more unattainable level, it becomes a misleading strategy. The present picture of ideal 
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femininity is thin, beautiful, free of unwanted hair, perfumed and attractively clothed 

(Orbach, 2006), which is far removed from most women’s everyday life and a standard many 

women will not reach as body shape is often genetically predetermined (APPG, 2012).  

Pursuit of the ideal female body comes at a high cost for women. These costs can be 

monetary, temporal, physical or psychological. The psychological effects include 

unhappiness, confusion and insecurity at not achieving the ideal despite best efforts and such 

body image disturbance can lead on to states of depression. When emotional turmoil occurs, 

women’s body image and emotional states become entwined, mirroring one another 

(Krueger, 1989; Shulman, 2013). That is, when they experience feelings of inadequacy and 

failure, their body image becomes even more distorted and regressed, becoming a major issue 

once more. It is thus unsurprising that many women believe that if they had the perfect looks, 

no further emotional turmoil would exist and they would be perfectly happy (Saltzberg and 

Chrisler, 1995).  

There is a clear suggestion for women in our culture that appearance is important and if 

achieved will also ensure you affirmative qualities. While Boothroyd et al (2012) highlighted 

aspirational traits of health and status connected with thinness, this research should be 

expanded to include what is commonly promised and highly questionable; happiness. Media 

messages and society behaviours repeatedly include notions that beauty is a woman’s primary 

objective and that thinness is crucial for success and happiness (Thompson and Heinberg, 

1999); a phenomenon referred to as ‘lookism’ by Freedman (2002). Contrary to the cultural 

maxim to ‘never judge a book by its cover’ but consistent with the sociocultural perspective, 

physically attractive people are commonly perceived as possessing a variety of desirable 

characteristics. They are seen as more occupationally successful, competent and as having 

better social appeal and interpersonal skills (Jackson, 1992; Dellinger and Williams, 1997; 

Dion et al., 1972). Similar media associations between beautiful appearance and success and 

worth, encourages women to base their self-esteem more heavily on appearance. However as 

women increase the value of exterior beauty, appearance related comparisons suddenly 

become highly detrimental (Patrick et al., 2004) particularly when the ideal is so often 

unattainable. Interestingly, many women describe being beautiful as empowering, not 

oppressive (Dellinger and Williams, 1997). Yet it is not difficult to discover the root of this 

‘empowerment’ perception, as partaking in the beauty system appears to be one of the few 

sources of female power; it can buy attention, affection and promotions (Freedman, 2002). 
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Fox (1977) warns women not to be duped by this ‘normative means of social control’ (p.816) 

however which Orbach (2006) claims is a way for society to brand women. The global 

village that exists today is fuelled by consumerism and materialism where we ‘recognise one 

another speedily through brands and clothes’ (p.xiii). Equally, a woman’s body has itself now 

become a brand and a right to belong. Permitting women self-worth only through appearance 

is far from empowering; it keeps the majority who cannot reach ideal beauty status feeling 

inferior, leaving them tirelessly attempting to catch the illusion that feelings of achievement 

and happiness will result from being beautiful.  

2.4. Is the Media Really to Blame? 

As advertising presents ‘the good life’ and the tools to achieve it, it propels consumers to 

dream. Fantasising isn’t inherently bad, but can be described as a loaded gun (Toronto School 

of Theology, 1972); making life more enjoyable whilst also creating reckless pursuits of 

impossible dreams. But whether the media or consumers are the cause of the immense 

dissatisfaction felt with reality is debateable. Most of the criticism of advertising comes from 

those who focus on its social role, whereas the defence is often supported by its economical 

functions. Kates and Shaw-Garlock (1999) argue that images and text in advertising are not 

constructed intentionally to oppress and constrain, but simply to sell products. Advertising 

executives and brand managers are not involved in clandestine operations against women but 

instead find thin images to yield greater profit. The ‘thinness sells’ argument (Halliwell and 

Dittmar, 2004) is supported by Premier modelling agency who is responsible for endorsing 

such models as Naomi Campbell. The agency claims they simply respond to demand as sales 

figures continually indicate that when a beautiful, thin model graces the covers of magazines, 

they sell the most copies (Gillian, 2000). 

Wijsbek (2000) differs, viewing the ‘choices’ made by women concerning appearance simply 

as a by-product of the massive pressure to conform to an ideal standard of beauty. What 

appears to be free choice turns out to be instances of conformity, reflecting the wants of 

fashion and media. Pollay (1986) agrees, stating the proliferation and intrusion of media into 

everyday life make its influence on culture difficult to argue. Reasons for the great potential 

for advertising to penetrate our consciousness and channel our goals are seen to be its 

pervasiveness, repetitiveness and professional development. It is also delivering to an 

audience disengaged from traditional sources of cultural influence and as religious and family 

institutions degrade, individuals turn to advertising as a social guide and way of life. 
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Essentially, ‘the best trained minds have a full time job getting inside the collective public 

mind in order to manipulate, exploit and control it’ (McLuhan, 1951, p. V).  

Being critical of the beauty system whilst avoiding blaming the women who partake in it is 

difficult for Davis (1995) as she finds many of the painful remarks about individuals’ 

appearance are made by other women, either out of jealousy or mere thoughtlessness. Wolf 

(1991) concurs but recognises this appearance based competition amongst women is exactly 

what the beauty industry encourages; increased rivalry and dissatisfaction with the self 

consequently stimulates beauty product sales. But Davis (1995) goes on to stress women’s 

agency. Debatably, despite the restraints imposed upon women, they remain knowledgeable 

and responsible enough to still have a choice and not be duped by the beauty system.  

Morgan (1991) vehemently disagrees with Davis explaining that women do not have control 

over the system imposed upon them. From an early age women are taught to view their 

bodies as something to be altered, knowing that if they do not comply with the beauty 

imperative they will be stigmatised and punished (Fox, 1977). Yet with Morgan’s sympathy 

for women comes a patronising suggestion that individuals are passive and compliant, with 

no agency to prevent being duped. Kates and Shaw-Garlock (1999) use a holistic approach to 

perceive readers of advertisements as individuals that understand the subject position 

presented to them, who then accept or reject it, but remain ‘entangled’ by social and 

commercial discourses we are exposed to, such as ideal beauty. ‘Consumers are the arbiters 

of meaning making, but simultaneously are subject to the limitations imposed by the context 

and relevant discourses’ (Kates and Shaw-Garlock, 1999, p.47). 

Creators of advertising sometimes claim no one takes it all very seriously and similarly if 

Davis (1995) is correct, women can take a similar view; using their agency they can choose 

to reject media images and the notion of ideal beauty on a conscious level, along with some 

ridicule. However it is beneath the conscious level that advertisements are most persuasive 

and can resume control. Rejection may protect self-respect but it may not comprehend the 

power and subtlety of influence (Barnouw, 1978). Spalding and Hardin (1999) found self-

esteem to have two processes, implicit and explicit, both of which predict different outcomes. 

Implicit self-esteem was found to predict anxiety displayed in behaviour whereas explicit 

predicted anxiety in self-ratings. Gurari et al. (2006) suggested that due to the different 

systems, people may be able to protect themselves and maintain positive views on a 

conscious level but may be less able to transfer this to the unconscious implicit level. Using 
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model images for social comparison, they found that despite women’s self-evaluations 

remaining unaffected, their implicit attitudes were more sensitive to the impact of unrealistic 

images as they ate less junk food and read more health magazines in the fictitious waiting 

room than did the control participants. Even if women are told explicitly by family and 

educators that appearance is not centrally important to the self-concept and that they are 

beautiful as they are, unless societal associations change, women may continue to absorb the 

negative messages implicitly. 

With the debate in mind Thompson and Heinberg (1999) and Brown and Dittmar (2005) 

highlight limitations in the research to date, as the majority of studies are correlational in 

nature the direction of relationships is unclear. We cannot say that media alone causes 

women to be dissatisfied and overly invested in appearance as media may be an etiological 

factor in body image disturbance, or women with body image disturbance may choose to 

expose themselves to such images at a higher rate. Nonetheless, medias powerful ability to 

influence people’s opinions, desires and self-concepts combined with the consistency of 

findings makes it a key factor in the process; such an influential role indicates the need for 

further research but also, pressure for change (Silverstein et al., 1986; Thompson and 

Heinberg, 1999). 

2.5. A Call for Change 

The World Wide Web and subsequent social networking sites have become the biggest 

catalysts for beauty information and public opinion sharing (Thompson and Heinberg, 1999; 

Mintel, 2012). Using this platform, consumers have been able to discuss their instant 

reactions to beauty products and advertisements, especially their dissatisfaction with the way 

women are portrayed. A recent photograph from Swedish department store Âhléns (the 

equivalent of John Lewis) displaying their use of mannequins that range from size 10-18 

reached the internet and received thousands of joyful comments. Similarly, the American 

edition of Glamour magazine printed an image four years ago which sparked a whirlwind 

reaction. Lizzie Miller, the model photographed, was an average 20 year old woman who at 

5ft 11in and 12 1/2 stone was starkly different compared to the hundreds of advertisements 

displaying thin models which her image sat amongst (Leive, 2009). However the small three 

by three inch picture did not garner disapproval from readers, instead the magazine’s website 

and social networking sites were inundated with messages of approval, which indicated the 

growing desire from women to see normal women and a realistic image of beauty. In 2012, 
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filmmaker Jesse Rosten took a ridicule approach to shoot a mock commercial titled 

‘Fotoshop by Adobe’, which informed women that using the airbrushing computer software 

being advertised, they too could alter their appearance ‘so they no longer look like they are’. 

The clip was posted online and soon went viral, reaching over 3 million views on YouTube 

with abundant positive comments. Rosten stated that although the commercial was not real, it 

accurately reflected society’s standard of beauty which is unrealistic. Such activism from the 

public expressing discontent places immense pressure on brands to respond quickly and 

adjust to meet consumer’s expectations, as they are potential customers to gain, and lose. 

Women are more aware how susceptible they are to thin images but expect brands and 

advertisers to listen to their opinions and prevent this vulnerability being exploited. Such 

developments support Polivy and Herman’s (2004) claim that women are not passive 

recipients of sociocultural pressures, but are indeed active and critical in engaging with them.  

More formal advocacy groups have also been created to call for change, with help from 

members of parliament. ‘Campaign for Body Confidence’ was launched in 2010 and co-

founded by Jo Swinson MP and Lynne Featherstone MP, with the aim of influencing both 

media and governments to promote body diversity in advertising and media education within 

schools. Similarly, the ‘All Party Parliamentary Group on Body Image’ was formed by MPs 

and Peers as a national campaign to promote positive and healthier body images. Through 

their research and regular campaigns they hope to ‘build a movement where people can find 

help and support, and form a powerful lobby for change’ (APPG, 2012). Whilst raising 

awareness and providing support for young people, these campaigns priority is to tackle 

media directly as it is of public interest to be socially responsible. A potent force in the 

development of body image, it seems media would be the most far reaching and high 

impacting method to promote positive body image (Tiggemann, 2002). Wijsbek (2000) 

argues ideal beauty is manipulated by ‘in vogue’ desires and aspirations of humans, though 

not in a simple or direct way, and therefore believes individuals, with the help of such non-

governmental organisations and governments, have the ability to change the current ideal to 

reflect the average woman.  

It is no longer appropriate to call the entire media the enemy (Crilly, 2012) as a number of 

brands have observed and listened to consumers and campaigns alike, creating new 

advertisements to effect positive change. Dove was the first beauty brand to acknowledge the 

criticism and create the ‘Campaign for Real Beauty’ in 2004. The advertisements employed 



Abigail Brooks 
7511516 

25 

 

25 
 

non stereotypical women with various shapes and sizes to model for the brand, in order to 

break down the association of beauty and thinness, inspire confidence and celebrate ‘real’ 

women. The campaign was a huge success with sales increasing 700% in Europe within six 

months (Barletta, 2007) and women felt like they were finally being heard. Contrary to 

advertisers economic arguments of ‘thinness sells’, Dove were able to gross their highest ever 

profits from using ‘real’ women. Halliwell and Dittmar (2004) researched this and found 

effectiveness of advertisements did not decrease if models were a healthy average weight and 

were equally effective at promoting a diverse range of beauty related products. Presenting 

‘normal’ women makes a positive change by providing an ego-defensive function. By 

activating the self-enhancement social comparison goal, downward comparisons are 

instigated (Hogg and Fragou, 2003) enabling consumers to enjoy the advertisements free 

from feelings of inadequacy. The ‘real’ woman alleviates the demand to conform and instead 

encourages acceptance and individuality (Thompson and Haytko, 1997). Since Dove’s 

success, other brands have followed suit including; Marks & Spencer’s, lingerie brand Ultimo 

- which have launched competitions to find real women, and Nike, whose advertisements 

promoted women with athletic bodies (please refer to Appendix 1). If models are employed 

to entice women into purchasing merchandise, it seems only right that such models be a fair 

representation of how women truly are (Sypeck et al., 2004).  

However, strong protestors remain unconvinced and state these brands are pleasing critics by 

appearing compassionate, whilst still promoting the damaging messages about women and 

beauty (Goldman and Papson, 1996). By using an empathetic strategy, brands can gain a 

double profit; increased sales from customers hailing them as ‘understanding’, and decreased 

competition by overshadowing brands that appear oppressing - all the while still promoting 

the same appearance enhancing products. Pedersen (2002) explains these advertisements 

allow women to partake in the beauty rituals minus feelings of guilt in propelling the beauty 

system. Since its launch even Dove has faced criticism. Despite promoting a message of ‘you 

are beautiful as you are’, the company still persuaded customers to buy their anti-wrinkle and 

skin firming creams. Moreover, it was widely recognised that Dove’s owner Unilever also 

owned Lynx, whose marketing based on semi-naked slim models, heavily contradicted that of 

the campaign (Nutley, 2010). Although the criticisms have some truth to them, the critics do 

not present solutions they believe to be more effective. It appears they would rather these 

changes not be made than to accept them as essential steps in the right direction. 
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Strategies similar to Dove have been adopted by body image organisations to be used as 

intervention and prevention programs for schools and parents. Being cognitive, humans have 

the behavioural plasticity and foresightedness to learn to oppose ideal beauty influences 

(Langlois et al., 2000) but with the social construct of female beauty deeply ingrained and the 

majority of advertising still promoting the thin ideal, they must be provided with the 

necessary tools. The Media Smart ‘Body Image Lesson’ (2011) was developed to align with 

the Body Confidence campaign, providing an hour long lesson for 10-11 year olds about the 

role of media in manipulating our body image perceptions. Shortly after in 2012, Media 

Smart created the ‘Body Image Parent Pack’ to aid communication between parents and 

children when boosting self-esteem. The combination of techniques commonly recommended 

in interventions are; learning to be accepting and positive about your own body, becoming 

critical when viewing images, and by placing value on achievements by distinguishing 

between personal and physical attributes. Approaches like these are commonly suggested in 

order to lower the level, or perceived relevance, of an individual’s ideal state (Higgins, 1987) 

by encouraging individuals to question its validity or meaning. Whilst the first intervention 

technique is reinforced by ‘real’ women campaigns, showing promising results, the 

remaining techniques are not yet reflected by advertising and require research into their 

suitability and effectiveness.  

2.5.1. Becoming Critical  

Media literacy is the critical analysis of content in media messages and has been 

recommended to hinder social comparison processes and subsequently increase self-esteem 

(Levine and Piran, 2004). By deconstructing and evaluating thin ideal images, an individual 

can take a rational perspective and recognise the persuasive intent of the advertisement, the 

technologies used to produce it and how the image can alter our body image. In theory, 

understanding the constructed nature of images should prevent comparison, however the ease 

of lowering or changing ideal states is questionable due to the prevalent sociocultural factors 

in the etiology of self-discrepancies.  

Posavac et al. (2001) used two methods of media literacy; condition one referred to the 

artificial nature of the images, and condition two argued genetics to predetermine body shape 

to be larger than models. Both methods were successful at reducing weight anxiety, working 

equally as well alone, or together. Ogden and Sherwood (2008) also examined the 

effectiveness of critical intervention whereby participants were told of beauty industry secrets 
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such as airbrushing and digital technology used to produce unrealistic ideals. The results were 

positive and showed an immediate impact on body dissatisfaction yet these results could not 

be repeated in a follow up study. In 2011 Ogden et al. highlighted how the media portrays an 

unrealistic ideal of beauty in an educational setting, using a 15 minute PowerPoint 

presentation consisting of clips, images and text. Body measures were recorded immediately 

after the presentation but also after four weeks to consider longevity. Follow up measures 

indicated the intervention impacted only some aspects of body dissatisfaction including 

attractiveness and confidence, yet no impact was found on wider body dissatisfaction 

measures. Critical evaluation of media messages was also tested by Smolak et al. (1998) as a 

primary prevention strategy targeting young children and by Irving and Beral (2001), but 

similar results were found. Whilst knowledge of imagery techniques increased, it had little 

effect on changing body image perception and subsequent behaviours. With prolonged and 

regular participation, critical evaluation may marginally aid body dissatisfaction; however the 

less than overwhelming results indicate that processing images may not be sufficient in 

counteracting the ingrained impact of ideal beauty. 

Kates and Shaw-Garlock (1999) investigated how women interpret advertisements when 

constrained by social discourses of ideal beauty, and found a case of ‘mythical thinking’ 

(Thompson and Haytko, 1997). Participant Terry, who worked in graphic design and had 

experience of image manipulation, still challenged the authority of her knowledge: 

“Oh man…I think that’s airbrushing but gee I wish my legs looked even close to that. It’s 

such an ideal; it doesn’t really matter if she’s real or not.” (p.44) 

This statement highlights the persistent existence of discourses regarding ideal beauty and 

thin ideals regardless of Terry’s years of experience in manufacturing unrealistic images. It’s 

further evidence that our susceptibility to the thin ideal does not cease with heightened 

knowledge and rationality. It remains entangled with the pervasive ideal which often 

overrides, primarily on an implicit sub-conscious level. As Zajonc (1980) explains, our 

preferences (feelings) and inferences (rational thoughts) are separate processes making it 

difficult for such strategies to ever modify aesthetic ideals. More recent studies have gone on 

to show that the rational approach to ideal beauty may not only be relatively ineffective, but 

can actually produce undesired consequences. Brown and Dittmar (2005) advocate caution 

when using media literacy interventions after they found, even when thin ideal internalisation 

was low, increased focus and processing of images produced increased appearance schema 
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activation, leading to increased thoughts and importance of appearance. Rubin et al. (2004) 

studied feminist strategies against ideal beauty and discovered similar techniques of 

rationalisation in use. Although the technique helped reinforce their stand, they admitted that 

it often led to more feelings of guilt and shame when they continued to participate in beauty 

practices, when they knew they shouldn’t. With the ideal clearly embedded in our cognitions, 

successful media literacy would need to be used repeatedly over an extensive period time, or 

to be truly successful they should begin in childhood, before beauty ideals are internalised 

and appearance becomes crucial for self-evaluation (Tiggemann, 2002). Or maybe the 

ineffectiveness of constant focus on appearance suggests we need to enter a new era, where 

beauty encompasses much more than aesthetic appearance.  

2.5.2. Redefining Beauty  

Holmqvist and Frisen (2012) conducted a thematic analysis of adolescents with positive body 

image and found the teenagers were critical of media messages whilst defining beauty 

widely; stressing the idea of personality outweighing looks. The researchers recommend 

positive psychology be given more attention, as it can provide a balanced understanding and 

suggest we learn from these strategies utilised by those with positive self-esteem in order to 

help remedy those who do not. Although placing value of achievements is mentioned in 

intervention packs, there is a lack of research into the effectiveness of this strategy and 

possible implementations.  

A fundamental redefinition of feminine beauty is needed. One that acknowledges the 

multifaceted nature of the issue (Levine, 1999) as Saltzberg and Chrisler (1995) found even 

beautiful women were insecure and anxious about their looks. This goes against two theories; 

firstly that more favourable treatment toward attractiveness results in more favourable self-

concepts for attractive people, and secondly that attaining ‘beauty’ will cease unhappiness. 

Freedman (2002) explains the latter further, stating body image has a relatively small 

connection to actual physical characteristics, unlike body image and self-esteem, as figure 2 

below illustrates. Therefore, regardless of physical appearance, people who perceive their 

bodies positively tend to have higher self-esteem and self-worth. In reverse, a woman who 

perceives herself to be unattractive even when beautiful will have ‘low body image serve as a 

subjective reality and become truth’ (p.43). This indicates that altering one’s looks will not 

necessarily improve self-esteem. 
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In fact, women that are more satisfied with their own beauty, often feel non-physical 

attributes are predominant (Etcoff et al., 2004). This highlights the need for women to source 

beauty and confidence from aspects unrelated to appearance in order for self-esteem to 

increase and importance of looks for self-concept to decrease. There has been only one 

notable brand campaign that attempts to redefine beauty and describes beauty as exuding 

from what we do, not what we look like. Make-up Company Bare Escentuals created an 

advertisement campaign in 2011 titled ‘Be a Force of Beauty’, which selected ‘real’ women 

to star in the ad but through a process of written applications and blind auditions (please see 

Appendix 1). The final five women were not seen until filming day to avoid any 

discrimination based on appearance, with decisions based on what jobs, hobbies or 

achievements the women had. One of the winners, Amra, described the source of her beauty 

as not only appearance, but from marathon running, martial arts, speaking four languages and 

being a good mother. 

When asked about the concepts of beauty and physical attractiveness, women know how to 

distinguish them, describing physical attractiveness as how one looks and beauty as a range 

of inner qualities such as humour and intellect (Etcoff et al., 2004). However the 

unreasonable emphasis on women’s external selves makes it challenging for us to appreciate 

Figure 2: The Link between Physical Attractiveness, Body 

Image and Self-Esteem 

Source: Freedman (2002, p.42) 
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our own internal selves (Kano, 1985) and the concepts often get rated identically. As physical 

appearance is seen to be the only source of beauty and worth, our self-concept becomes 

disproportionately based on appearance compared to other attributes (APPG, 2012). Due to 

this disproportion, dissatisfaction with our body generalises to almost all aspects of the self-

concept (Dworkin and Kerr, 1987; Worsley, 1981). Dworkin and Kerr’s (1987) research 

discovered the projection of body dissatisfaction onto unrelated self-concept aspects led to 

highly irrational cognitions such as ‘I am fat, therefore I am worthless’. Their 

recommendation to restore self-concept was to give sufficient tools to women to turn 

negative body self-statements into rational positive ones but Worsley (1981) disagreed 

claiming, although the link between body image and self-concept leads to the expectation that 

an improvement in body image causes an improvement in self-concept, this is not always the 

case. Improving body image self-statements did not significantly improve self-concept, 

leading Worsley to suggest addressing self-concept aspects besides appearance for substantial 

improvement. Research indicates that for self-concept and subsequent body self-esteem to 

improve in women, features distinct from aesthetics need to be promoted. In doing so, the 

self-concept and definition of female beauty can become well-rounded and balanced, 

alleviating pressure from women who are not satisfied. The prerequisite for this intervention 

strategy is self-affirmation, and its success depends on the effectiveness of this theory in self-

esteem maintenance. 

2.6. Self-Affirmation Theory 

 

 

 

 

Tesser (2000) notes how research on the ‘self’ has rapidly expanded in the last few years and 

among this exploration is the development of theories and models related to preserving self-

esteem, including self-discrepancy, rationalisation and self-affirmation. Whilst many of the 

theories have gathered extensive research and been applied to real world self-esteem 

instances, the self-affirmation ego protection strategy is frequently presented only as an 

‘Mental health and happiness does not depend upon the satisfaction of this drive or 

that drive, it depends rather upon the person finding some area of success 

somewhere.’ 

(Allport, 1943, p.466) 
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alternative to more regular paradigm mediators but rarely as a focus of analysis itself (Steele, 

1988).  

The process of seeking information to protect our self-esteem has been described as self-

enhancement or Epstein (1973) uses the term self-preservation, however the pioneering 

theory of self-affirmation was first proposed by Claude Steele (1988). When threatened, self-

affirmation can regulate self-esteem through the assertion and protection of an important 

value which remains unthreatened and Steele implicates social comparisons as powerful 

threats to the self which may elicit such affirmations. As upward social comparisons threaten 

the perceived adequacy of the self, self-affirmation is activated and will deactivate when the 

perception is restored. Bergstrom et al. (2009) wanted to discover whether individuals 

exposed to thin media images automatically engage in cognitive or behavioural responses to 

compensate for the comparison threat. Taking 181 female college students, they hypothesised 

that larger women would compensate by reporting non-appearance related dimensions as 

more important than smaller women, and that women with low self-esteem would also rate 

unrelated dimensions as important. The hypotheses were both supported as non-appearance 

related dimensions of self-worth were emphasised to counteract social comparison threats. In 

such cases, a young woman may compensate for the negativity felt after viewing thin models 

by confirming that she is a good student or good at sport. Despite a value such as education 

being unrelated to appearance, Steele (1988) explained that affirmations do not need to bear a 

relationship with the dissonance experienced, as affirming unrelated valued self-concepts are 

as effective as affirmations that address the threat directly. Tesser (2000) agrees by stating 

that although many of the ‘self’ theory mechanisms appear different, they are substitutable 

for one another, thus a threat to self-esteem by social comparison may be addressed by self-

affirmation. In doing so, the positive affect experienced by one mechanism can be transferred 

to a second mechanism. It should be remembered that the self-concept is flexible, and when 

the goal is to restore overall self-worth and esteem, it does not necessarily matter the route of 

repair (Brown and Smart, 1991). 

Still, there is acknowledgment of current theory which implies reinforcing an aspect of the 

self that has been threatened may be better for maintaining self-esteem than bolstering an 

unthreatened aspect. Be that as it may, substitutions within a domain such as media literacy 

interventions which directly target the threat have produced few promising results. Tesser 

(2000) explains the difficulties of substitution within the same domain which can explain 
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why confronting the threat with positive information may not yield positive results for self-

esteem maintenance. What makes substitution effective is the unawareness of one’s own 

affective responses, so an individual must not be conscious that a transfer across domains is 

occurring. Therefore, using a substation mechanism still focused in the domain of appearance 

increases awareness, making one another salient and reducing the potential for non-conscious 

transfer of affect. Secondly, giving an individual a positive potential in that domain may 

further the discrepancy, thus exacerbating the original threat. Arndt and Greenberg (1999) 

upheld this argument when trialling self-esteem bolstering in the same domain, and across 

domains for college students. When threatened, participants whose self-esteem was bolstered 

in a different domain, in this case interpersonal relationships, showed substitution and did not 

show the typical response of belittling the person administering threat. Those who received 

bolstering in the same area as the threat showed opposite behaviours, and were increasingly 

demeaning, suggesting the positive reinforcement was undermined as attention was brought 

to the threat.  

Cooper (1999) contests self-affirmation by arguing a discrepancy will remain even if one has 

a positive boosting experience in another domain, so dissatisfaction will still be felt. Both 

Cooper, and Stone et al. (1997) instead agree that people would prefer resolving threats 

within the same domain rather than across domains; however it has been shown that 

individuals often instinctively engage in self-affirmation when faced with a self-perception 

conflict. Compensatory self-enhancement is used by Baumeister and Jones (1978) to describe 

the tendency to enhance alternative self-esteem avenues to compensate. They found 

participants who had been criticised regarding their interpersonal traits did not try to contest 

the criticism, but instead rated themselves favourably on unrelated traits that the experimenter 

had no prior knowledge of. Compatible with self-affirmation, participants displayed how 

individuals will strive to maintain a sense of self-worth.  

In terms of the affirmation utilised, generally people will use the easiest modes of resolution 

and the most readily available means to restore self-worth (Abelson, 1959; Steele, 1988). 

According to Jarry and Kossert (2007) the idealised thin media images which are highly 

salient in our environment may be used if another domain is threatened. They suggest that 

women low in self-esteem in complex areas, such as professional identity turn to appearance 

as a seemingly more easily controllable source of self-esteem. This supports the notion that 

salient aspects will be used to bolster self-esteem, however if women were to use appearance 
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for self-affirmation, in the long term, further discontent may be experienced considering the 

unattainable nature of ideal beauty. It does indicate nonetheless that if women were provided 

with other values for self-concept and self-esteem through media, the salient and pervasive 

nature of advertising would make it a readily available self-affirmation tool. Steele (1988) 

also states that the self-affirmation value must be at least equally important to perceived self-

worth as the value that is threatened, due to the affirmation having to offset the threatened 

aspect. Steele et al. (1988) used a selection questionnaire to determine what value orientation 

each participant had, a business or science orientation. When asked to wear a lab coat, which 

was chosen to represent the science orientation, those that had selected this value 

significantly reduced their dissonance compared to those that had selected business. This 

study highlighted the importance of free choice when deciding affirmation and the increased 

effectiveness in reducing conflict when the value is important to the individual. In cases 

where when there are no equally important alternative aspects to the self, self-image may be 

best restored by addressing the threat (Steele, 1988), therefore individuals highly invested in 

appearance, particularly for self-definition, may not respond to self-affirmation if no other 

value is as significant. 

Deliberation also exists as to whether self-affirmation is truly an affirmation or a distraction. 

Distracting activities have been shown to temporarily reduce dissonances (Crano and Messe, 

1970) which may explain success of self-affirmation, but supporters of the theory claim 

utilising the mechanism tends to trivialise and reduce the importance of an unresolved 

dissonant act in another domain (Simon et al., 1995) by encouraging the individual to view it 

within the broader, larger picture of the self. With time and relatively little attention, memory 

for the original discrepancy will begin to decay (Hull, 1999). Higgins et al. (1979) also tested 

self-affirmation for distraction tendencies by re-evoking a dissonance reducing attitude 

change two weeks after subjects had completed dissonant essays. Results showed re-

evocation did not occur, indicating the dissonance was reduced through a genuine 

affirmation. Perhaps true affirmation will only occur when it is equal to or greater than the 

aspect threatened, otherwise the affirmation will become a short-term distraction and fail to 

resolve self-concept and protect our self-esteem.  

2.7. Gap in the Research 

I believe for women to truly value themselves and be satisfied with their bodies, there needs 

to be an enormous change to the way we define female beauty with help from education, 
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peers, and through the potent vehicle of media. Women should not be made to feel guilty 

about still partaking in beauty rituals, as the majority of women simply wish to keep a level 

of attractiveness through appearance management. However, women need to be motivated to 

look at the wider picture and realise that being physically attractive isn’t the be all and end 

all. They must be given the opportunity to be reminded about all the other values that define 

who they are and what they can do, so regardless of appearance; all women can find a source 

of confidence.  

Although advised, placing value on achievements and inner qualities is only fleetingly 

mentioned in intervention packs, and has received scarce in-depth research as an effective 

intervention method alone. Commonly researched strategies of media literacy and employing 

average sized models have varying degrees of success in increasing body image, but to 

additionally reduce the unreasonable value of beauty in society (Goldenberg, 2000), 

interventions that target a distinct domain from appearance is required. Strategies employing 

self-affirmation theory as a foundation is thus needed to help redefine beauty. Research 

regarding coping strategies to self-esteem threats indicates that individuals often engage in 

self-affirmation processes; thereby restoring self-worth and reducing the relative importance 

of the threat. Yet, few studies apply self-affirmation specifically to women and threats via 

social comparison to idealised images, and those that do investigate whether women 

reflexively engage in self-enhancement. They do not focus analysis however, on whether 

self-affirmation can be activated in women prior to threat. Most interventions for body image 

disturbance emphasise ‘tertiary’ prevention, rather than ‘primary’ or ‘secondary’ prevention 

for asymptomatic or at risk groups (Posavac et al., 2001; Ogden et al., 2011). Yet by testing 

self-affirmation potential prior to body image threats, the investigation expands from 

increasing self-esteem of those already dissatisfied, to also having the potential of prohibiting 

further social comparisons. If successful, self-affirmation could be a key educational/parental 

prevention tool for young children who have not yet fully entered our appearance saturated 

society and internalised the thin ideal. It can also be a tertiary prevention to increase body 

image satisfaction by reducing importance and investment in appearance. The technique does 

not suggest that taking part in beauty rituals is bad, or women that do should feel guilty, but 

by promoting the importance of other values in life, appearance will hopefully not become a 

self-defining feature. Positive responses to this mechanism could allow the theory of self-

affirmation to be converted into advertising to reach a larger audience. The process can then 
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be re-activated in individuals on a regular basis- through multiple mediums, to ensure long 

term benefits.  
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3. Research Hypotheses 

Unlike an inductive approach whereby theory is generated from findings, this dissertation 

follows deductive theory. On the basis of what is now known from the literature and 

theoretical constructs surrounding the idealised images topic, hypotheses are deduced 

(Bryman and Bell, 2011). Hypotheses are specific statements of what I predict to happen in 

my study and must therefore be empirically tested. The alternative one-tailed directional 

hypotheses (H1, H2, H3) state my predictions, and the null hypothesis (H0) states all 

remaining possible outcomes (Trochim, 2000). Once findings are gathered, it will be decided 

whether to reject the null hypothesis at the 5% significance level. 

 

H1: If an important value other than beauty is affirmed, there will be a difference in body 

dissatisfaction 

H2: If an important value other than beauty is affirmed, there will be a difference in body 

ideals  

H3: If an important value other than beauty is affirmed, there will be a difference in 

appearance investment  

H0: Affirming an important value other than beauty will have no difference on body image 
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4. Research Methodology  

There are time and monetary risks associated with promoting and distributing body image 

interventions if they do not have an empirical and scientific evidence base (APPG, 2012). For 

that reason, primary research is undertaken to empirically investigate the hypotheses, with the 

aim of attaining valuable data evidence. The following sub-sections explain how the data was 

collected to test my predictions and the procedures involved. 

4.1. Orientation 

Prior to selecting methods, the philosophical basis must be established, as methodology helps 

scientifically answer research aims by deliberating the reasons behind why particular 

methods are favoured over others (Kumar, 2008). The two dominant positions in science are 

ontology and epistemology. Epistemology involves what is or should be viewed as adequate 

knowledge. The positivism epistemological position supports the ‘application of the methods 

of the natural sciences to the study of social reality and beyond’ (Bryman and Bell, 2011, 

p.15), and is adhered to in this research. It assumes only phenomena confirmed by the senses 

can legitimately be justified as knowledge and the rationale of theory is to generate 

propositions that can be tested (Pugh, 1983). Saunders et al. (2009) defines this process of 

empirically testing hypotheses based on existing theory as the hypothetico-deductive method. 

Facts and causality are searched for by operationalizing concepts and reducing phenomena to 

its simplest elements so it can be measured, providing material for the development of laws. 

The agreement is that social phenomena are testable by way of direct observation, holding the 

researcher independent from the investigation. Therefore science is completed in a way that is 

value free and objective by assuming an objective social reality subsists independent of our 

interpretations, making it possible to understand situations without actually entering into 

them. Interpretivism, the opposing epistemology, has its emphasis not on an explanation of 

human behaviour, but an understanding of it. It views the world as socially constructed and 

research as driven by human interests, so it is neither objective nor value free. Focusing on 

discovering meanings and values through an inductive approach allows knowledge to unfold 

through subjectivity but causality and fundamental laws cannot be established. 

As postivism focuses on objectivity; the coinciding ontological position of objectivism is also 

obeyed. Ontology, which Bryman and Bell (2011) explain, is whether social existences 

should be considered objectively as external to social actors, or whether they should be 
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considered as constructions assembled by the insights and actions of social actors. 

Objectivism believes objective research is possible as it asserts that social phenomena and 

their meanings have an existence both independent of social influences and distinct from 

actors. Conversely, constructionism implies that social phenomena are not only produced 

through social interaction but they are in a constant state of revision (Becker, 1982). This 

makes an interpretivist approach suitable where the researcher immerses themselves into the 

social research.  

In order to investigate my hypotheses, tools of data generation and analysis must be chosen. 

Sarantakos (1998) explains that although methods appear a-theoretical and a-methodological, 

their content, structure and process are actually heavily dictated by the underlying 

methodology. Consequently, assuming a positivist and objectivist position leads directly to 

quantitative methods. 

4.2.Method  

Quantitative research emphasises testing theories and incorporates the practices of the natural 

scientific model, viewing social phenomena as an external, objective reality. It stresses 

quantification in the collection of data by standardising methods, operationalising concepts to 

be measured, using large samples and often using an experimental design. The characteristics 

of quantitative methods such as structured interviews or self-completion questionnaires make 

them replicable and the results generalizable, supporting the aim of laws. Conversely, 

qualitative methods commonly associated with interpretivists aim to find meanings behind 

phenomena and although rich in detail, would not provide numerical data that can be utilised 

in the creation of universal laws.  

For the following research the quantitative method of a self-completion questionnaire was 

employed, in the form of an online survey. Providing a web survey offers a number of 

advantages including the speed of administering- despite geographical distance, the low cost 

of creating and dispersing the survey, and the convenience for respondents. The main 

advantages however are the absences of interviewer variability as the questions are 

standardised, and of interviewer effects as respondents do not come into contact with the 

researcher. It has been suggested that characteristics such as ethnicity and gender of 

interviewers may combine to bias respondents answers (Bryman, 2007). Using an online 

platform also allows the appearance and format of the survey to be altered to enhance the 
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ease and enjoyableness of answering the questions. Dillman (1983) observed that an 

attractive layout is likely to enhance response rates and not cramping questions will avoid 

questions being omitted. 

In order to test my hypotheses, in which it is to be discovered whether a particular treatment 

causes an outcome, an experimental design was applied. Experiments have an experimental 

group, which is exposed to treatment, and a control group, which is not; and there is random 

assignment of participants to the two groups. In this case, half the participants will be 

assigned to the self-affirmation treatment; the control will provide comparable results. Across 

the majority of body image studies, participants are usually assessed for their preferences of 

body shapes, given a manipulation, and then retested on their body preferences (Boothroyd et 

al., 2012). A similar structure was adopted for the structure, whereby body image 

assessments would be tested, then the manipulation of self-affirmation or control be shown, 

followed by a re-measure of body assessments. The tests pre- and post-manipulation could 

then be compared to indicate alteration. 

To further the experiment and test the preventive abilities of self-affirmation to idealised 

images, another stage in the survey was added. After the self-affirmation treatment 

participants would be shown images; half would see ‘skinny’ models, while the remainder 

would see averaged sized models. Consequently, the experiment evolved into a factorial 

design. Instead of conducting a series of independent studies, this design allows them to be 

combined into one without compromise, creating four possible conditions to be randomly 

assigned to. The variety of variations can be studied and main effect and interactions can be 

effectively examined (Trochim, 2000). Table 1 below illustrates the factorial design. The 

shaded boxes represent the major factors which are the independent variables (IV) to be 

manipulated. The un-shaded boxes are the outcome variables, otherwise known as the 

dependent variables (DV). In this case, the DVs are body image assessment results. 
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Table 1: Experimental Factorial Design 

 

 

 ‘Skinny’ Models ‘Real’ Models 

Self-Affirmation DV DV 

No Self-Affirmation DV DV 

 

The online survey was created using Qualtrics, a leading online platform that provides the 

tools to generate sophisticated market and academic research. No cost was involved and after 

registering, the survey could be formatted. When finished, a link was provided to distribute 

the survey. For numerical data, the questions used throughout the survey were closed through 

the use of ‘radio buttons’, whereby respondents make choices between answers. These are 

easily processed, easily answered, and provide data for comparison. In my survey they took 

the form of verbal format Likert scales.  

Due to the familiar nature of the topic for many women, guesses of the research purpose may 

be made and possibly influence their answers. Therefore, steps were taken to ensure the true 

purpose was not predicted by respondents. Qualtrics allowed page breaks to be added in the 

survey and following pages were only shown once the current question had been answered. 

Thus, participants couldn’t scroll down to subsequent questions, which might encourage 

participants to guess the hypothesis and answer to satisfy the purpose (Bryman, 2007). A 

decoy title was also created to lead participants’ understanding of the research in another 

direction; however this urged ethical attention. Williams (2007) explains the increase in 

amount of research being conducted online is a positive progression; nevertheless there are 

increases in the number of researchers who do not adhere to ethical procedures. Even when 

there is no physical interaction with participants, ethics are still vital. 

4.2.1. Ethics 

An ethics form was signed in December and sent to the head of ethics, Dr Mark Healey. The 

research complied with the considerations; however the topic of body image is for some a 

sensitive issue and model images were to be used which caused concern. In light of this, 

weight was not asked as this is private and personal information, but the body image 

questions remained as they were not intrusive. Image use was also justified due to the 
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interesting results they may contribute and by using images from real advertisements. 

Gathering images from a leading brand which has numerous campaigns heightened the 

likelihood of women experiencing them prior to the survey.  

Diener and Crandall (1978) break down ethical principles into four main areas: harm to 

participants, lack of informed consent, invasion of privacy and deception. Each area was 

reflected when creating the survey and coinciding consent forms. The initial consent form 

was based on a template from Survey Monkey that distinguishes between physical and online 

consent forms (Survey Monkey, 2013), as participants agree electronically. ‘Consent’ was 

used instead of ‘Informed Consent’ due to the deception of a misleading title and description. 

An explanation was provided of the study which still had a focus of body image, however it 

stated the investigation was on the ‘stability of body image and its effect on advertisement 

interpretations’. Stability was included to justify using body image assessments twice. 

Bulmer (1982) understands that it is rarely desirable to provide participants with a totally 

complete account of what your research is, and therefore deems these instances justifiable. 

Participants must be informed ‘what is to be carried out upon them and how the results will 

be used, so they can make an intelligent choice as to whether to take part’ (McNeill and 

Chapman, 2005, p.12). Each participant was treated individually and sensitively, with explicit 

warning given in the consent form regarding the possible sensitive nature of the questions 

concerning body image. Also explained was the length of the survey (10-15 minutes), the use 

of results for academic purposes only and that participation was voluntary. Consent is an on-

going process (Corrigan, 2003), and so it was made clear that volunteers could withdraw at 

any point during the study. MRS guidance (2010) states that researchers don’t have special 

rights to intrude on a respondent’s privacy hence stated was the confidentiality of information 

which does not collect identifying information, and anonymity. These key points in the 

consent form were placed in bold as to draw attention (Dillman, 1983) and ensure they were 

read and understood. 

The debriefing consent form fully informed the participants of the true nature of the study 

without using technical language. Detailed were the aims of the study and the conditions that 

respondents were subjected to, however it was made clear that all other information on the 

consent form remained true. Helpline information was also offered in case any of the topics 

covered were a sensitive issue. After debriefing, respondents were given the opportunity to 

withdraw and remove their data by ticking the ‘Delete’ box. As the researcher I also 
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requested participants not to disclose the research with anyone else who may participate 

(IRB, 2013). 

4.2.2. Sample 

One-hundred females were to be surveyed. A gender based quota sample was created in 

Qualtrics so that any responses from women after 100 would not be recorded. This ensured 

an even split of twenty-five respondents in all four conditions and in the time scale, 100 

people was appropriate. Random sampling was not feasible or practical making non-

probability sampling appropriate (Trochim, 2000). Purposive sampling recruited a personal 

network of female friends through social media Facebook, and then snowball sampling used 

these people to establish further contacts (Bryman and Bell, 2011). A similar technique was 

used by Browne (2005) and Groenewald (2004) who primarily used the internet followed by 

snowball sampling. Sampling often requires compromise between constraints of time and 

cost, and the need for precision. 

Target sample was young female students between 18-25 years old, common characteristics 

among the purposive sample of Facebook contacts. Focus on younger women complemented 

findings that they are often most dissatisfied. Posavac et al. (2001) warrants such 

experimental intervention studies on younger individuals as body disturbance is prevalent. 

However, due to snowball sampling older individuals could and were likely to participate 

also. 

4.2.3. Dependent Variable Measures 

Numerous body image measures exist and they all test something slightly different; therefore 

it was important to choose measures to best serve my research hypotheses. Body image has a 

perceptual and attitudinal component however Gardner (1996) warns methods cannot be used 

to test both together. Perceptual measures are often more interactive than the use of scales 

with the distorted mirror or video distortion technique, and so these measures would 

significantly increase the length and time of the survey. Gardner also states methodological 

perplexities persist in the perceptual dimension unlike attitudinal measurements which are 

relatively straightforward. 

Attitudinal component was investigated, which is generally classified into; global subjective 

dissatisfaction, affective distress, cognitive aspects, and behavioural avoidance (Thompson 
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and Van Den Berg, 2002). Specifically, attitudinal elements of investment (cognitive) and 

evaluation (global) were chosen. Evaluation refers to the satisfaction of our appearance and 

stems from the degree of discrepancy between our actual-ideal selves (Cash and Szymanski, 

1995). Measuring these often involves Likert scales which are adaptable and efficient; 

however for more extensive studies they may lack range and depth. 

Three scales were created for my research based on Cash and colleagues Body Area 

Satisfaction, Body Image Ideals Questionnaire and Appearance Schemas Inventory (1997; 

2000a). When testing satisfaction and ideals, Cash (2000a) utilised a scale to measure 

importance ratings of each. For my research a function was applied so that participants could 

rate eight body areas in order of importance, with only the four most important being piped 

forward to following questions. 

1. Body Area Satisfaction  

Body area satisfaction is more sensitive than global satisfaction as it allowed individual body 

aspects most important to people to be selected and rated. Being dissatisfied with a body area 

that is not important to you will not necessarily affect your global self-esteem. Areas 

included: 

 

 

 

 

 

A 5 point Likert scale was used ranging from ‘Very Dissatisfied’ to ‘Very Satisfied’. 

2. Body Image Ideals  

Tiggemann et al (2000) found through focus groups with teenage girls that even when ideals 

were high, it did not automatically mean they were dissatisfied supporting similar findings by 

Silberstein et al. (1988) who didn’t always find correlations between discrepancies and global 

self-esteem. Therefore both measures were included to assess body image evaluations. The 

same four areas were piped through and a 5 point Likert ranging from ‘A long way below my 

Ideal’ to ‘Above my Ideal’ used. A positive ideal scale was included to account for 

individuals who may have surpassed their ideals. 

Face 

Hair 

Lower Torso 

Mid Torso 

 

 

Upper Torso 

Muscle Tone 

Weight 

Body Proportions 
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3. Appearance Investment 

Scale was based on Cash’s Appearance Schema Inventory. Several studies, clinical and 

nonclinical support the reliability and validity of this assessment (Cash, 2000b; Cash & 

Labarge, 1996; Labarge et al., 1998). Results also confirm that the ASI assesses 

dysfunctional investment, as opposed to the managing of one’s appearance (Cash, 2000b). 

For this research, thirteen statements were adapted to assess investment in aesthetics through 

thoughts and value attached. 

Internal consistency of each scale using Cronbach’s Alpha was calculated from a pre-test on a 

small sample of 12 females. Body Area had an internal consistency of .63, body ideal .91 and 

appearance investment .79. George and Mallery (2003) provide the following indications: ‘ > 

.9 – Excellent,  > .8 – Good, > .7 – Acceptable,  > .6 – Questionable,  > .5 – Poor, and < .5 – 

Unacceptable’ (p. 231). The IC of each scale is acceptable, particularly when considering the 

small number of items; increasing the value of alpha is partially dependent upon the number 

of items in the scale. Trade-off exists here as one would prefer the scales to have validity, 

however when questions are long, individuals will tend to randomly select answers than 

actually read them due to boredom and tiredness. Possibility of respondent fatigue makes 

long questionnaires rarely feasible (Bryman and Bell, 2011). 

For full Cronbach Alpha scale reports, please refer to Appendix 2. 

4.2.4. Full Procedure and Stimuli 

The survey was to be active for one week for respondents. An anonymous survey link is to be 

given over Facebook with the ‘pitch’ explaining that it would be helpful to the researcher and 

the research domain to complete the survey. Words such as ‘helpful’ increase likelihood of 

response according to self-perception theory. Bem (1972) explains people decide on their 

attitudes from how they behave in certain situations; thus by not completing the survey their 

perception of being helpful is threatened. The survey avoided leading questions whilst 

keeping questions short and language used at an understandable level. Format wise, the 

survey was split into four main ‘blocks’, signifying the prominent steps in the survey to 

complete: 
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Block 1 – Consent Form 

Questions are displayed when the respondent clicks ‘Agree’, indicating they have read and 

understood the consent form. Skip logic was applied if participants press ‘Disagree’, which 

automatically takes them to the end of the survey. 

Block 2 – Body Image Measures 

Reminder was given about the likelihood of questions being repeated, and to be aware this 

was not a mistake. Initial question asks participants to drag and rank body areas 1-8, with the 

four most important piped forward to all following body areas/ideals questions. 

Block 3 – Four Conditions 

After first set of body measures, participants are randomly assigned to one of the following 

four conditions: 

Condition 1: Self-Affirmation with Skinny Models 

Condition 2: Self-Affirmation with Normal Models 

Condition 3: Control with Skinny Models 

Condition 4: Control with Normal Models 

McQueen and Klein (2006) state operationally, self-affirmations are typically ideographic, in 

that people first report an important value or life domain, and then they are given the 

opportunity either to write an essay about it. Consequently, a self-affirmation condition 

involves ranking five various values, based on Professor Rumsey’s self-concept values 

(APPG, 2012): Education, Sport, Hobbies, Social/Friends, and Religion. Participants are then 

required to write why the most important value is important to them, a recent achievement in 

this value, and how it made them feel. They are advised to spend a few minutes on each 

question and describe as vividly as they can, ensuring memories became salient. Open text 

boxes were provided which gain better responses online due to the speed of typing.  

For the control, the technique adopted by Tesser and Cornell (1991) by questioning an 

unimportant value in the no-affirmation condition was used. Participants still rank the values 

but their least important value is the topic of questioning. The words ‘least’ and ‘other’ were 

placed in bold to ensure the questions were answered correctly. 
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The stimuli were pictures of models from the lingerie company Ultimo. A fashion rather than 

beauty advertiser was chosen as beauty product campaigns are too directly associated with 

appearance. Ultimo often employ professional or celebrity models in their campaigns that are 

airbrushed and digitally altered in images. However they also created a campaign for ‘Real 

Women’ of all shapes and sizes, promoting much of the same underwear. From this, images 

were available of skinny models, and ‘normal’ models advertising the exact same lingerie set. 

This aided standardisation, as the pictures for both conditions needed to be as similar as 

possible. 

Three images provided a range, with each having three corresponding questions. 

Experimental exposure studies vary in the stimuli but their procedures regarding women’s 

processing of images are fairly uniform. Respondents look at them intently, and they are 

usually asked to engage in additional tasks (Brown and Dittmar, 2005). Questions were short 

but enough to encourage focus on the models and how they looked. Although women do not 

realistically study every image they see, Brown and Dittmar (2005) found schema activation 

and body anxiety occurred even at low attention levels, so this was not a concern. 

Block 4 – Body Image Measures 

Three body image measures from Block 2 are asked again to participants with body areas 

piped forward. Before the questions, an additional reminder box stated that questions would 

be repeated and to answer them naturally. 

Block 5 – Demographics 

Demographics are asked at the end to avoid the participant focusing on what groups they 

belong to, whether that is mature age or from an ethnic minority. Also, due to these being 

easy and general questions, it is best to place them at the end to ease out of the survey. 

Gender is asked first, with female responses being recorded and male responses being 

discarded. Age follows and although more focused on young women, the openness of the link 

motivated the inclusion of an older age category. Ages are placed in categories rather than 

individual numbers as age can be a sensitive issue. People are more willing to provide age 

when it is categorised. Ethnicity is also asked with up-to-date ethnic categories obtained from 

the latest Office of National Statistics (2012). 
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Finally participants are asked if they identified the aims of the study and a text box provided 

for answers. If the hypotheses are guessed, the results would be discarded.  

Block 6 – Consent Form and Debrief 

The second consent form is provided with full debrief and helplines. The option to delete 

their response is provided but if not selected, the results are processed and recorded. 

For an example of the full survey and scales, please refer to Appendix 3. 

4.3. Issues 

Gaining respondents online could be quite difficult, as many people are busy at work or 

university and may not have had time to complete the survey amongst their schedules. There 

was also no incentive given for completing the survey other than being helpful. Despite this, 

when respondents completed the survey they realised it was concerning an interesting topic 

and not difficult or tiresome to complete, hence snowballing proved successful.  
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5. Results 

5.1. Method of Analysis 

Once results are collected, they need to be organised and understood, therefore both Qualtrics 

and the computer software package SPSS for Windows will be used to classify data and 

proceed with statistical analysis. May (2011) documents two distinct phases of analysis; 

descriptive statistics and inferential statistics. Within descriptive statistics, what the data 

shows is described using univariate analysis for single variables, such as age frequencies and 

ethnic background and relationships between variables. Inferential statistics however, try to 

reach conclusions that extend beyond the current data alone (Trochim, 2000). Statistical 

techniques such as t-test and regression model will be utilised to assess differences and the 

probability that they are due to chance. This can determine whether relationships are 

statistically significant. Interpretation and discussion of the analysis will be found in Chapter 

6. 

5.2.Graphic Representations and Statistical Analysis 

One hundred responses were gathered, all females. Age varied, however the majority (53%) 

were aged 21-23 years old. Age standard deviation (SD) was 1.282, along with a slight 

positive skew of 1.096 which accounts for the 17 respondents aged 30+. 86% of respondents 

were of White British origin and 7% White Mixed, with the remaining 7% Asian, Black 

British/African, and Other. Time taken to complete the survey ranged, however two time 

scores of 1h.35m.48s and 1h.22m.33s were counted as anomalies. These were excluded from 

the mean time calculation as these surveys were likely left and returned too, therefore the 

mean completion time was 14 minutes and 7 seconds.  

When rating values for the self-affirmation and control conditions education was most 

frequently placed in the ‘Most Important’ position (freq.=44), whilst religion was frequently 

placed in the ‘least important’ position (freq.=67). With varying ages, a cross-tabulation was 

performed to check the relationship between age and the importance ratings of the values. 

The tables below show the age range that most frequently rated education and religion in this 

manner. A high proportion of 21-23 year olds rated religion as least important, followed by 

the 30 and overs. Similarly for education- which was never rated as least important, younger 

respondents scored it a 1 or 2 importance rating. 
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Age * Religion Rating Crosstabulation 

Count 

 RELIGION 

Most 

Important 

2.00 3.00 4.00 Least 

Important 

Age 

18-20 Years Old 3 0 2 4 9 

21-23 Years Old 3 0 3 10 37 

24-26 Years Old 0 0 0 3 9 

30 Years Old and 

Over 
0 1 0 4 12 

Total 6 1 5 21 67 

 

Age * Education Rating Crosstabulation 

Count 

 EDUCATION Total 

Most 

Important 

2.00 3.00 4.00 

Age 

18-20 Years Old 7 7 3 1 18 

21-23 Years Old 29 18 6 0 53 

24-26 Years Old 4 3 2 3 12 

30 Years Old and 

Over 
4 6 5 2 17 

Total 44 34 16 6 100 

 

Prior to the body image scales, body areas also had to be rated. Results showed participants 

commonly rated the Face in 1
st
 position (45%), while weight came in second (32%). Rank 

Table 3: Age 

and Education 

Importance 

Rating 

Table 2: Age 

and Religion 

Importance 

Rating 
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position 2, 3, and 4 were repeatedly weight, mid torso, lower torso and upper torso. Above 

individual body areas, weight appeared to be one of the most important aspects of 

appearance. 

Once rated, each body image scale Likert answer had a coded value from 1-5, as seen in 

Table 4. Therefore for each scale, a minimum and maximum score could be achieved by each 

participant. When scores are added for each three measures, they fall into one of the four 

score classifications; the lower scores indicate low satisfaction, large ideal discrepancies and 

high investment. 

 

 

Maximum scale score for each coded answer 

Coded 

Values 

Very 

Dissatisfied/A 

long way 

below 

ideal/Strongly 

Agree 

Dissatisfied/A 

fair way below 

my 

ideal/Agree 

Neutral/A 

little below my 

ideal/Neither 

Agree nor 

Disagree 

Satisfied/At 

my 

ideal/Disagree 

Very 

Satisfied/Above 

my 

ideal/Strongly 

Disagree 

 1 2 3 4 5 

Body Area 

Satisfaction 

(4 Qu.) 

 

4 

 

8 

 

12 

 

16 

 

20 

Body Ideals 

(4 Qu.) 

4 8 12 16 20 

Appearance 

Investment 

(13 Qu.) 

 

13 

 

26 

 

39 

 

52 

 

65 

 

Score Classification 

 Low Average High Very High 

Body Area 

Satisfaction 

Score 

 

4-8 

 

9-12 

 

13-16 

 

17-20 

Body Image 

Ideals Score 

 

4-8 

 

9-12 

 

13-16 

 

17-20 

Appearance 

Investment 

Score 

 

13-26 

 

27-39 

 

40-52 

 

53-65 

 

 

Table 4 & 5: Body Image Profile 



Abigail Brooks 
7511516 

51 

 

51 
 

At Time 1, the following scores were gained for each scale (Figure 3). For Body Areas, a 

range of scores existed from 4-17 with a high SD of 3.57 which supports that the data points 

were spread-out from the mean of 10.7. Body Ideals also had a high SD of 3.08 but a small 

negative skewness of -0.29, reflected in the histogram with scores slightly mirroring the bell 

shaped curve. Appearance Investment’s SD was 8.10 with a visible positive skew. A high 

frequency of investment results ranged from 18-28, which from the score classification places 

a large proportion of the respondents in the ‘low’ category indicating high investment. 

 

 

 

 

 

 

 

 

 

 

 

Figure 3: Comparison of Initial Scale Score Distributions 
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Similarly for Body Area and Body Ideals, the mean scores of 10.7 and 10.03 respectively, 

places them at the lower end of the ‘average’ classification. These results signify the sample, 

on average, had fairly low body satisfaction, high ideals, and high investment. Satisfaction 

and ideal scores for individual body areas also revealed that while the face was often rated 

most important, it had the highest quantity of ‘Satisfied’ responses unlike body aspects. 

Almost half of all respondents to weight, muscle tone, mid torso and lower torso were 

‘Dissatisfied’ and often closely followed by ‘Very Dissatisfied’. This was reflected in ideals, 

as all these features were rated as being ‘A fair way below my ideal’. 

One of the most important results was the difference in body image scores for the self-

affirmation and control conditions. Figure 4 overleaf shows graphs for both independent 

variables and the coinciding mean scores for all three scales at Time 1 and Time 2. There is a 

visible difference in results when the self-affirmation of an important value has occurred. 

Mean scores for each scale have increased, and although increases are seen for Body Areas 

and Appearance Investment in the control group, the differences are incredibly larger. 

While looking at the data may indicate a difference, it is a descriptive analytic technique with 

no statistical backing. For this reason independent sample t-tests were calculated. A t-test 

goes beyond descriptive analysis and infers whether the two means are reliably different from 

one another, checking the variance between and within groups. They can also handle a fairly 

large degree of skewness from normal distribution and work best when there are a larger 

number of data points (recommended 20-30). Three separate t-tests inferred the difference 

between the experimental and control group average difference scores.  

Once computed, a Levene's Test for equality of variances was calculated. This measures the 

variance of standard deviation between the two groups being tested. For all three t-tests, this 

F result was statistically significant (p<0.05), indicating the SDs were not the same and the 

two groups likely dissimilar. From this, the second row of t-test results was interpreted 

whereby equal variances are not assumed, with data and degree of freedom adjusted in 

relation.  
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Figure 4: Graphs to show mean scores of body image measures at Time 1 and Time 2 for 

both experimental conditions 
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Independent-samples t-test was used to check the effectiveness of self-affirmation in reducing 

body area dissatisfaction, t(86.5)= 5.7, p = 0.00, with self-affirmation highly associated with 

lower body dissatisfaction than the control condition (Self-affirmation M = 2.0; Control M = 

-0.6). Significant group differences were also discovered for Body Ideals t(90)= 4.6, p = 0.00 

(Self-affirmation M = 2.3; Control M = 0.0), and Appearance Investment t(70.3)= 3.1, p = 

0.03 (Self-affirmation M = 5.7; Control M = 1.4). 

Although t-test is a good analysis, only one independent variable can be inputted at a time. 

Therefore linear multiple regressions were used to test for main and interaction effects in the 

factorial design as they predict values of an outcome variable, based on multiple variable 

predictions. The various independent variable predictors in the equations were ‘Self-

Affirmation or Control’, ‘Skinny Model or Normal Model’, and ‘Affirmation-Model 

Interaction’ and dependent variables the difference score in the three measures. 

Body Area Satisfaction: 

Multiple correlation coefficient R=0.5 indicates the independent variables are fairly strongly 

related to the DV. Adjusted coefficient of determination R²=0.197 informs that 18% of 

variance in the DV can be predicted by the combination of these variables. ANOVA 

F=9.09(p=0.00) tells us the regression equation is a tight model and has explanatory power. 

Null of the IVs not having predicting power for the DV is rejected.  

Calculated t statistics null result is that the coefficient for the IV does not predict the DV. 

Upon inspection, both the Model and AM Interaction are not statistically significant and 

cannot be described as predictors Model t(3)= -0.788, p=0.432, and AM Interaction 

t(3)=0.193, p=0.847. Self-affirmation result is below p<0.01, indicating there is less than a 

1% chance the data was produced by chance; this is a very high significance and the null t 

can be rejected. Constant t(3)=-0.637, p=0.526, Self-Affirmation t(3)=3.541, p=0.001.  

The model therefore predicts that for every 1 additional value affirmed, body area satisfaction 

score will increase by (Coefficient B)2.47, holding all other independent variables constant. 

Body Ideals: 

Adjusted R²=0.162, thus 16% of body ideals variance is predicted by the three IVs.  

Significant F=7.4(p=0.00) tells us the regression equation is explaining a statistically 

significant proportion of the variability in the DV from variability in the IVs. Coefficient 
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results again point to the predictor strength of self-affirmation on Body Ideals unlike the 

remaining IVs as t-statistics for the slope are: Constant t(3)=0.635, p=0.527, Self-Affirmation 

t(3)=3.039, p=0.003, Model t(3)= -0.898, p=0.371, and AM Interaction t(3)=0.366, p=0.715. 

Prediction therefore remains that for every 1 additional value affirmed, body ideals score will 

increase by (b)2.12, holding all other IVs constant. 

Appearance Investment: 

Multiple correlation coefficient R=0.32 is sizeably different from the Adjusted R² of 0.076, 

suggesting that some of the IVs are redundant in the equation. ANOVA F=3.71(p=0.014) is 

significant again, however as indicated by Adj.R², all IV predictors are not significant- Self-

Affirmation t(3)=1.56, p=0.123, Model t(3)= -1.287, p=0.201, and AM Interaction 

t(3)=0.919, p=0.36. Therefore it cannot be concluded the results were not by chance, so are 

not predictors of Appearance Investment. 

Unlike the other regressions, affirmation could not predict Investment yet the reason why it 

may not be significant is that multiple regressions combine variables together rather than 

study them individually, potentially reducing the significance. When investigating individual 

correlations, the positive relationship between self-affirmation and Investment is significant 

at the 0.01 level (2-tailed). However, as regression goes beyond correlation with its future 

prediction capabilities- which increases assurance when rejecting null hypotheses, regression 

results will be discussed. 

For full results tables, please refer to Appendix 4.  
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6. Discussion 

Prior to testing the hypotheses a significance level of p < 0.05 level was set which is the fixed 

probability of wrongly rejecting the null hypothesis H0, if it is in fact true, otherwise known 

as a type 1 error. Making the significance level as small as possible protects the null 

hypothesis and prevents, as far as possible, from inadvertently making false claims. 

H0: Affirming an important value other than beauty will have no difference on body image 

From the results of the inferential statistics sufficient evidence exists against the null 

hypothesis and accordingly, H0 can be rejected in favour of H1 and H2. The alternate 

hypotheses can never be proven, as results cannot generalise to the wider population (only 

applied to a population that resembles that of the sample) and it cannot be concluded that 

results will be the same in the future. Instead, the null hypotheses can be disproven as 

statistical significance existed that the main effect of self-affirmation did decrease body 

dissatisfaction and body ideals compared to the control group.  

H1: If an important value other than beauty is affirmed, there will be a difference in body 

dissatisfaction 

H2: If an important value other than beauty is affirmed, there will be a difference in body 

ideals  

Tiggemann et al. (2000) discovered through focus groups that a number of girls believed they 

would be happier and more confident if thinner, with one girl stating: 

“I reckon that if I fitted into size 10 jeans I would be happier. I would rather have that than 

straight A’s” 

However the results shown provide contrasting results. Satisfaction with body areas increased 

likely due to the positive memories and emotions affirmation illicit. Creswell et al. (2005) 

found participants who affirmed their values had significantly lower cortisol responses to 

stress, compared with control participants. Self-resources such as attribute self-esteem 

moderated the relationship between affirmation and psychological anxiety. It is argued these 

processes sharply attenuate defensive biases (Sherman and Cohen, 2002), encouraging 

attitude and behaviour to change in threatening situations. Individuals can then evaluate 

evidence on the grounds of its merits rather than its conflicting correspondence with their 
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current beliefs about their body image. This was seen in a handful of answers to the question 

regarding the research purpose, as one replied: 

‘I felt the study was designed to encourage greater consideration of my personal position in 

context of the female population as each stage was completed. As a consequence my thinking 

was more positive as the survey progressed.’ 

Therefore, when respondents are required to actively engage with important values, a wider 

picture of their self-concept is unveiled, prompting them to question their irrational beliefs 

and gain perspective. Successful decreases of ideals and dissatisfaction may also have been 

reinforced by unawareness. Tesser (2000) highlighted the importance of affect and not being 

aware that transferral of affect was occurring. While blatant affect manipulations were used 

to test self-affirmation, explicitly making respondents write about their values, the task 

proved effective. Fifty respondents providing their opinion on the studies true aims yet the 

consensus was that the study was about body image and the effect of viewing different 

women in fashion images. No respondent mentioned the independent variable but one, who 

stated: 

‘After rating body image, there seemed to be a distraction task to take up time and put mental 

distance from thinking about body image.’ 

As respondents did not contemplate its purpose or instead view it as a ‘filler’ task rather than 

a condition, there was little awareness of affect, thus enhancing the positive results. 

Debatably, self-affirmation propelled self-enhancement due to lack of conscious effort and 

perhaps if women were aware of the ambitions of researchers or potentially advertisers, only 

body image consistency would be achieved (Cottrell, 1965). A notable finding however was 

that self-affirmation process can be artificially activated. While the majority of research 

shows individuals often naturally self-affirm, this study has shown it can be instigated, prior 

to viewing idealised images. Consequently, even if awareness is present, the ability to 

repeatedly activate self-affirmation may reinforce and encourage internalisation of the 

ideology presented over time. 

The success of self-affirmation indicates Holmquist and Frisen (2012) were correct in their 

claim that positive psychology be given more attention. Those with positive body image often 

rate inner qualities over outer qualities and its effect has been supported in this research. 

Truth to Freedman’s (2002) explanation of body image and self-esteem also exists, as body 
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image self-statements were not needed (Worsley, 1981) to increase satisfaction; instead using 

statements regarding unrelated life values implied body image is indeed weakly related to 

physical characteristics. Bolstering unrelated domains supports suggestions by Tesser (2000) 

that self-esteem mechanisms are inherently similar, allowing substitution to transpire.  

H3: If an important value other than beauty is affirmed, there will be a difference in 

appearance investment  

Significant reduction in appearance investment was not discovered which contrasts to Simon 

et al. (1995) who claimed the actual threat becomes trivialised and less important after 

affirmation. Investment in appearance is based on the value placed on it one’s life and part of 

a person’s self-concept, therefore according to self-affirmation theory this should have been 

reduced with the importance of appearance management becoming less significant in the 

wider scheme of things. Arguably, ideal beauty is incredibly ingrained and asking someone to 

remember something valued in their life is not enough to alter self-defining importance. 

While satisfaction and ideals may be more malleable, investment is potentially a far more 

embedded construct. Examining the greater social influences, attractiveness as a life aim and 

answer to happiness and success is continually enforced. Langlois et al. (2000) argue that 

beauty maxims are created to remind us and compensate for our underlying and unconscious 

preference to attractive people; if we were not biased, we would not need such reminders. 

Agreeableness to Appearance Investment questions reflected this, as the highest scoring 

statements were those concerning the opinion of others, for example; when attractive, I am 

more confident in social situations and less self-conscious. This supports Davis (1995) who 

argued women’s agency was hindered by other women creating pressure through ‘catty’ 

remarks.  

In order for investment to be reduced, wider influences need to be considered as Sinton and 

Birch (2006) found appearance schemas to be linked to interactions with peers and parents 

also. Including such social influences in prevention/intervention programs may reinforce the 

new concept of beauty and teach young girls to not quickly judge others by appearance.  

Regressions indicated model images had no effect on body image, and no interaction effects 

between the two independent variables occurred. Freedman’s distinction of body image may 

explain; affirming an unrelated domain to appearance followed by interactions to aesthetic 

focused images may subdue the affirmation benefits. Arndt and Greenberg (1999) suggested 
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bolstering the same domain can increase the feelings of threat and make the negative affect 

salient. Using both self-affirmation and model images simultaneously may have neutralised 

one another, implying more significant results could be produced if affirmation is used alone. 

An important consideration in relation to the findings is Spalding and Hardin’s (1999) 

explicit and implicit self-esteem division. Often, what is rated on self-report measures is not 

reflected in actual behaviour; other than appearance orientation measures. Therefore it’s 

possible that the Appearance Investment result was accurate unlike body satisfaction and 

body ideals which increased in the scales. Kelman (1961) offered the distinction between 

internalisation, identification, and compliance and whereas internalisation reflects deep social 

influence through psychologically transformed, identification and compliance are relatively 

shallow. Shallow affirmation could have been performed by participants with responses 

based on effects of the influence agents, in this case a university researcher. For positive body 

image to increase on both an implicit and explicit level, repetition of affirmations may be 

essential. Recurrence of value reinforcement will expectedly lead to belief with deep 

convictions of redefinitions of beauty eventually expressing themselves through behaviour. 

Analysis of the values selected as most important revealed some interesting preferences. 

More often than not when ranking values, friends and family rank highest (Creswell et al., 

2005), yet in my study ‘Social/Friends’ commonly scored an importance of two. Education 

was frequently placed in first position, which is not surprising as the majority of the sample 

were 21-23 year olds and students at University, likely in their last and most important year. 

However, religion was placed in fourth or fifth importance position by 88% of the sample 

despite it being a traditional lifelong value. This potently supports Pollay’s (1986) submission 

that advertising is being delivered to an audience detached from cultural influences such as 

religion and family. It is this detachment which encourages young individuals to look towards 

advertising for social guides. If this is the current situation for young people, future uses of 

self-affirmation need to focus on values that are current and relevant, as this was clearly a key 

factor in the results. As Steele (1988) and Steele et al. (1988) discovered, self-affirmation 

processes will not occur unless it is within a domain of personal relevance.  This is evident as 

the control condition of writing about a value of no personal importance showed no or little 

increase in body image. If important, results provided evidence that absorption of self-

affirmation process may not need to be extensive. Completion time of the survey ranged quite 

vastly exposing the varied attention and concentration given to the conditions. Despite the 

often little time writing the self-affirmation section, results were fairly consistent with t-tests 
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supporting a reliable difference in score. This is an exceptionally positive finding as it implies 

maintenance and/or improvement in body image is possible if self-affirmation is only 

experienced for a short time. 

Overall, results provide substantial support to the literature concerning the beneficial 

properties of self-affirmation and ways in which it can be adapted into interventions for 

positive body image.  Refocus from appearance is desirable and individuals appear 

responsive, nevertheless, extensive application must still hold caution. Comparison can be a 

threatening phenomenon and even with removal of appearance, there is a possibility that 

social comparison may continue, instead with replacements of occupational success, 

intelligence or sporting achievements (Rubin et al., 2004). Such consequences would require 

investigation prior to implementation. 
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7. Conclusion 

7.1. Summary of Findings 

This study aimed to investigate the effectiveness of self-affirmation theory in increasing 

positive body image. Within the literature review, the potential of self-affirmation in reducing 

self-esteem threats was explored, and the current findings of this research produce supporting 

evidence and a new technique in which to apply the theory. 

From analysis, sufficient evidence existed against the null hypothesis and accordingly, it was 

rejected in favour of H1 and H2: 

H1: If an important value other than beauty is affirmed, there will be a difference in body 

dissatisfaction 

H2: If an important value other than beauty is affirmed, there will be a difference in body 

ideals  

Statistically significant results indicated that by affirming a value of personal importance and 

making accomplishments salient, body dissatisfaction and body image ideal discrepancies 

can be reduced. The way individuals feel about their body image can fluctuate rapidly, and by 

prompting positive affect from self-affirmation, transferral of feelings ensued to remaining 

self-concept aspects, including appearance. Results support Tesser’s (2000) argument that 

self-esteem threats can be reduced through an unrelated domain and Freedman’s (2002) 

explanation of body image being unconnected to physicality. What should be learnt from 

these results is that body image can increase by reinforcing life values, a clear sign that while 

changing our appearance or losing weight may appear simpler, may not be the solution to 

positive self-esteem. 

7.2.Marketing Implications 

Successful marketing is based on correctly representing customer lifestyles and changing 

preferences; hence awareness of socio-cultural environments is required. Modern day sedated 

lifestyles have caused more overweight/obese women than ever before and preferences are 

modifying towards this larger shape. Intensified consumer sovereignty has altered the ways 

consumers interact with brands, thus becoming a potent tool to solve advertising obstacles 

(Howe, 2006). Using direct feedback from consumers can ensure these new preferences are 

understood and accurately reflected in advertising campaigns. Market research delivers vital 
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information, accordingly, the advertising industry spends a fortune seeking to anticipate the 

desires of young and innovative consumers (McNeal and Yeh, 1993). Research can assess 

changing attitudes and discover a niche market or a consumer segment that feels 

misrepresented. Similarly, strategic market analysis can be conducted to assess competition; 

Noble et al. (2002) found organisations that pay attention to their competitors generally 

perform better than those who do not. Fashion and beauty industries are notoriously 

competitive; therefore it is useful to observe successful strategies employed by neighbouring 

brands and to develop from their weaknesses. When looking at the current market, the 

common strategy for positive body image has been the use of ‘real’ women which is no 

longer a shock factor in campaigns. Brands such as Dove and Ultimo are changing ideals to 

average sized women, but as Wijsbek (2000) argues; they are merely changing the category 

of women that cannot maintain this shape either. Such weakness from competitors, alongside 

this marketing research- which indicates individuals respond favourably to redefinitions of 

beauty, provides marketers with a differentiation strategy. Using inner qualities and 

achievements in a beauty advertisement has only been aired in the US by Bare Escentuals, 

thus for the UK it would be a brand new strategy providing advertisers with a USP, and 

potential to gain sky-rocket profits just as Dove achieved through its marketing innovation. 

Consumers were once thought of as rational when purchasing, yet today, consumers are more 

likely to engage with socio-psychological buying motives which extend beyond goods utility. 

Buying behaviour can be based upon a self-concept approach whereby goods are bought due 

to the brand they represent and its relation to consumer’s perception of their self-concept 

(Baines et al., 2011). Success occurs when advertisements resemble how individuals perceive 

themselves, thereby displaying characters who value education and friends/family drives a 

personal identification or a desire to identify, as appreciating such values is an inherently 

positive act. It is this relationship that can aid emotional loyalty which differs from mere 

satisfaction. Mittal and Lassar (1998) explain being satisfied with brands does not imply 

loyalty; for this to occur an emotional identification must be formed therefore displaying a 

range of sizes may not be sufficient. Once an emotional chord is struck, knowledge on the 

product and how it can aid these feelings can be provided, motivating consequent behaviour. 

Research revealed that values deemed important vary between individuals and age categories, 

therefore to encourage identifications; concepts must conform to target groups’ desires 

(Lefebvre et al., 1995). Psychographics should be investigated to analyse consumer activities, 

interests and opinions to understand lifestyles and values of importance in order to 
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successfully segment the market. Market researcher TNS developed a UK Lifestyle Typology 

to classify lifestyle categories such as experimentalist or self-explorer (Baines et al., 2011) 

which would be useful when creating targeted advertisement concepts. Similar segmentation 

analysis would be required if expanding the advertisement strategy internationally. Values 

appreciated abroad would likely be distinct demanding a localised polycentric approach, 

treating each market separately. 

Self-affirmation in beauty and fashion marketing, if designed effectively should prove to be a 

lucrative strategy, despite advertiser’s claims that thinness sells (Halliwell and Dittmar, 

2004). Upward social comparison processes are needed in moderation to spur motivation to 

purchase; however comparison with an advertisement character that possesses foreign 

language ability for example would be inspiring, rather than threatening. Women would also 

not feel guilty for continuing to use products and indulging in beauty but focus of appearance 

would be readjusted to a more positive level. Both outcomes of utilising this research 

arguably satisfy brand marketer’s key motivation – profit. Understandably, advertising is an 

expensive endeavour so complete certainty of effectiveness is a must. Attitudes detected in 

research do not always determine action and as the research presented was not longitudinal, it 

cannot be assured consumers would respond equally in behaviour. Consequently marketers 

can employ test markets to carry out controlled experiments in specific TV regions where the 

new ‘inner qualities’ advertisement can be shown, before exposing the new feature to the 

nation. If popular, the elusive goal of long-term behavioural change and positive body image 

(Levine and Smolak, 2002) could be achieved as new values are internalised when repeated. 

To reinforce brands’ new marketing attitudes, advertisements should be displayed in 

subsequent communications, particularly through the internet which is an important source of 

consumer information. Banner advertisements and interstitials can be employed which can 

provide detailed, low cost formats with interactive features to promote and maintain strong 

business-consumer relationships. 

7.3. Limitations of Study 

It is important to reflect on research with hindsight in order to identify and acknowledge the 

limitations. Firstly, the sample was relatively small and homogeneous. Although it reflected 

my target sample adequately the sample was bias, preventing results to be generalised to the 

differing populations. With the majority Caucasian students aged between 21-23 years old, it 

would be difficult to apply the results to women more mature, less educated or of colour for 



Abigail Brooks 
7511516 

64 

 

64 
 

example. Purposive sampling through Facebook was efficient however; significant sub 

portions of the population were excluded as they may not have Facebook, or be in my 

network list. Therefore non-probability sampling did not represent the population sufficiently 

and was not as accurate or rigorous as random sampling (Trochim, 2000). The open invitation 

to participate in the survey also prevented knowing the denominator of those suitable to 

participate and nonresponse rate (Couper, 2000). Women who value education for example 

may have been so immersed in study/work that they did not have time to complete the 

survey; potential answers of these respondents may have differed from those who answered. 

Caution should also be taken with open links as there is no indication if participants were 

telling the truth. Not knowing who is replying is worsened because of the tendency of some 

Web users to assume online identities (Couper, 2004). 

Although significant results were discovered, the study was not longitudinal with only short 

term effects measured. Without follow up measures, it cannot be stated that the self-

affirmation process was long lasting, or if it even extended beyond the survey alone. If 

repeated, measures at week or month intervals could reveal the longevity of affirming 

important values and also indicate how regularly self-affirmation processes must be activated 

to continue the beneficial properties. Mediating measures were also not completed such as 

thin-ideal internalisation or state aspects (situational or temporal). Body image perceptions 

can change quite rapidly from environmental factors, and if measured the influence could 

have been eliminated from the final results.  

Reseults form self-report measures used may not be equally reflected in a participant’s 

implicit self-esteem and behaviour (Gurari et al., 2006; LaPiere, 1934). Although 

dissatisfaction and investment reduced, without observation of respondents consequent 

behaviours cannot be noted. Whether body anxiety reduction transferred to action remains 

unknown, however Gurari et al. (2006) did find the explicit self-report of Appearance 

Orientation was the only measure to approach significance alongside the implicit scales, 

increasing trust in the appearance investment results. The scales within the measures also 

carry certain limitations; one being that closed answers may not cover all categories a 

respondent feels applies to them. This may have encouraged respondents to randomly select 

an answer or choose one that did not accurately reflect their feelings. Length and 

repetitiveness of the Likert scale responses also caused some questions to be left 

uncompleted, potentially due to boredom or the speed of response. Response times varied 
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dramatically which may have influenced the effect of the self-affirmation condition. There 

was no set time restriction in the conditions, just a time suggestion, thus some participants 

took longer than others. Bryman and Bell (2011) warn of reliance on instruments and 

procedures that create an artificial sense of accuracy. The lack of connection between the 

quantitative measurements and everyday life substantially lowers ecological validity.  

Although my research has weaknesses stemming from inexperience and constraints of time 

and size, I believe that the research serves as a contribution to the ideal beauty field. 

However, further research is needed to test this phenomenon on a wider scale with a more 

representative sample. 

7.4. Future Research Opportunities 

My findings indicate that self-affirmation processes could be used to reduce body 

dissatisfaction and investment, with great potential for interventions and marketing. However 

the results were not generalisable to all populations and differing methods could have 

produced more extensive results, creating an interesting avenue for future research. 

With a different methodology, a qualitative study could be conducted through the use of 

interviews as this allows us to understand the diverse ways women think about their bodies 

and resist narrow definitions (McKinley, 2002). Discoveries can be made through richer 

detail as Diedrichs et al., (2011) found through focus groups that appreciation of average 

sized women was parallel to a worry of the promotion of obesity. To avoid narrow 

quantitative measures, future studies may contemplate including state measures to investigate 

mood and affect which may increase openness to persuasion. Several studies argue against 

the effect of affirmation on mood and openness to persuasion, as only strong arguments make 

results pronounced, a result contradictory to usual mood effects (Cohen et al., 2000; Sherman 

et al., 2000; Correll et al., 2001). However, it is possible that non-conscious affective 

processes influence affirmation effects (Koole et al., 1999) and it is worth further 

investigation.  

Another aspect that may be of interest is the applicability of self-affirmation on different 

samples. Research on negative body image, while promising; tends to lack range. Results, 

and measurement scales, are often based on the typical profile of US female college students 

(McKinley, 2002). Little is known about women who diverge from this profile including 

women from lower socioeconomic backgrounds, various sexual orientations and women with 
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disabilities. Chapkis (1986) argues that beauty standards are created by society’s elite which 

is why such disabled individuals are rarely reflected in ideals. Due to this, women who are 

visibly disabled or disfigured will never believe they can achieve ‘perfection’ or ‘beauty’, 

leaving their whole identity threatened as value on appearance remains high (Saltzberg and 

Chrisler, 1995). Redefining beauty in these cases would be hugely advantageous, therefore 

self-affirmation and disabled women is a fundamental step for research in this area.  

Cross cultural and ethnic minority body image research also warrants attention as theoretical 

constructs such as race are not monolithic; instead they intermingle with surrounding 

constructs and theories (McKinley, 2002). African-American women are commonly found to 

have higher levels of self-esteem and various perceptions of beauty (Allan et al., 1993; 

Molloy and Herzberger, 1998) which can be explained by their identification and immersion 

into their racial identity (Helms, 1990). A continuous Western focus excludes such cultures; 

particularly collectivist cultures who may equally benefit from body image self-affirmation. 

Research should investigate adapting the theory as collectivist cultures may be less motivated 

to protect self-worth because of reduced emphasis on maintaining a positive self-image 

(Heine and Lehman, 1997). Effectiveness of collectivist affirmations can be tested, as they 

may produce more response if they account for more than just the self. Cai et al. (2012) have 

already found support for this as familial self-affirmation was highly relevant for East-Asian 

culture.  

An extension to my research could be to test the effectiveness on young children, as a 

prevention tool in schools. Research implies existing prevention programs such as media 

literacy can have a positive short term effects on body image attitudes for girls aged 12-17 

(Levine and Smolak, 2002) yet future research would need to investigate how to test true 

prevention, as many children are already very heavily ‘treated’ through social discourses 

(Pollay, 1986). Adolescents should also be studied as there is limited research on intervention 

techniques in this time when body image is developing into a multifaceted entity and 

becoming an influential part of identity.  

7.5. Personal Reflection 

Riach (2009) suggests reflexivity within research to focus on the influence of personal values. 

The chosen research subject was driven by my academic interest in consumer ethics in 

advertising, and my personal values. This was beneficial as I remained interested throughout 

the process, however values can impact our research choices (Richardson, 1990). For this 
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reason I tried to maintain a neutral and objective position, providing examples of both sides 

of the argument, staying true to quantitative research which rarely acknowledges researchers 

assumptions (Maynard, 1994). Ideal beauty and effects on women is not straightforward as 

the direction of relationships is unknown, but it remains an important issue due to the self-

esteem loss that exists. Women and especially children should grow to value who they are 

and explore what they can achieve, without body image issues hampering their journey. 

This dissertation has tested my academic ability but has been interesting and enjoyable 

overall, allowing me to deepen my knowledge in a topic I am passionate about. I hope this 

research can be a valuable addition to the growing body of research in this highly relevant 

area.  

  



Abigail Brooks 
7511516 

68 

 

68 
 

8. Bibliography 

A 

Abelson, R. P. (1959). Modes of resolution of belief dilemmas. Journal of Conflict 

Resolution, 3, 343-352. 

All Party Parliamentary Group on Body Image, (APPG). (2012). Reflections on Body Image, 

Report. [Online]. Available at: http://www.ymca.co.uk/bodyimage/report [Accessed: 

2.10.2012]. 

Allan‚ J., Mayo‚ K.‚ and Michel‚ Y. (1993). Body size values of white and black women. 

Research in Nursing and Health‚ 16‚ 323-333. 

Allport, G. W. (1943). The ego in contemporary psychology. Psychological Review, 50, 451-

478. 

Alpay, E. (2006). Self-concept and self-esteem. Imperial College of Science. [Online]. 

Available at: 

http://www.imperial.ac.uk/chemicalengineering/common_room/files/PsychEd_6.pdf 

[Accessed: 4.11.2012]. 

Arndt, J., and Greenberg, J. (1999). The effects of self-esteem boost and mortality salience on 

responses to boost relevant and irrelevant worldview threats. Personality and Social 

Psychology Bulletin, 25, 1331-1341. 

B 

Baines, P., Fill, C., and Page, K. (2011). Marketing (2
nd

 ed.). New York: Oxford University 

Press. 

Barletta, M. (2007). The Real Story Behind the Success of Dove’s Campaign for Real 

Beauty, Marketing Profs. [Online]. Available at: http://www.marketingprofs.com/7/dove-pro-

age-primetime-women-barletta.asp [Accessed: 18.1.2013]. 

Barnouw, E. (1978). The Sponsor: Notes on a Modern Potentat. New York: Oxford 

University Press. 

Baumeister, R., and Jones, E. E. (1978). When self-presentation is constrained by the target's 

prior knowledge: Consistency and compensation. Journal of Personality and Social 

Psychology, 36, 608-618. 

Becker, A. E. (1996). Body Self & Society: The View from Fiji. Philadelphia: University of 

Pennsylvania Press. 

Becker, H. S. (1982). Culture: A Sociological View. Yale Review, 71, 513-27. 

http://www.ymca.co.uk/bodyimage/report
http://www.imperial.ac.uk/chemicalengineering/common_room/files/PsychEd_6.pdf
http://www.marketingprofs.com/7/dove-pro-age-primetime-women-barletta.asp
http://www.marketingprofs.com/7/dove-pro-age-primetime-women-barletta.asp


Abigail Brooks 
7511516 

69 

 

69 
 

Bem, D. J. (1972). Self-perception theory, in L. Berkowitz (ed.), Advances in experimental 

social psychology. New York: Academic Press. 

Bergstrom, R. L., Neighbors, C., and Malheim, J. E. (2009). Media comparisons and threats 

to body image: Seeking evidence of self-affirmation. Journal of Social and Clinical 

Psychology, 28, 264-280. 

Bierce, A. (1958). The Devil’s Dictionary. New York: Dover. 

Boothroyd, L. G., Tovée, M. J., and Pollet, T. V. (2012). Visual Diet versus Associative 

Learning as Mechanisms of Change in Body Size Preferences. PLoS ONE, 7(11). 

British Association of Aesthetic Plastic Surgeons. (2011). Plastic Surgery in the UK [Online]. 

Available: 

https://docs.google.com/spreadsheet/ccc?key=0AonYZs4MzlZbck8zdGpwUUlNVEN4S29F

aF9NWWRxbHc&hl=en#gid=0 [Accessed: 24.12.2012]. 

Brown, A., & Dittmar, H. (2005). Think “thin” and feel bad: The role of appearance schema 

activation, attention level, and thin-ideal internalization for young women’s responses to 

ultra-thin media ideals. Journal of Social and Clinical Psychology, 24, 1088–1113. 

Brown, J. D., and Smart, S. A. (1991). The self and social conduct: Linking self-

representations to pro-social behavior. Journal of Personality and Social Psychology, 60, 

368-375. 

Browne, K. (2005). Snowball Sampling: Using Social Networks to Research Non-

heterosexual Women.  International Journal of Research Methodology, 8(1), 47-60. 

Brumberg, J. J. (1988). Fasting Girls. Cambridge, MA: Harvard University Press. 

Bryman, A. and Bell, E. (2007). Business research methods, (2
nd

 ed.). Oxford: Oxford 

University Press. 

Bryman, A. and Bell, E. (2011). Business research methods, (3
rd

 ed.). Oxford: Oxford 

University Press. 

Bulmer, M. (1982). The Merits and Demerits of Covert Participant Observation, in M. 

Bulmer (ed.), Social Research Ethics. London: Macmillan. 

C 

Cai, H., Sedikides, C., and Jiang, L. (2012). Familial Self as a Potent Source of Affirmation: 

Evidence from China. Social Psychological and Personality Science, 00(0), 1-9. 

Campbell, J. D. (1990). Self-esteem and clarity of the self-concept. Journal of Personality 

and Social Psychology, 59, 538–549. 

Cash, T. F. (1997). The body image workbook: An 8-step program for learning to like your 

looks. Oakland, CA: New Harbinger. 

https://docs.google.com/spreadsheet/ccc?key=0AonYZs4MzlZbck8zdGpwUUlNVEN4S29FaF9NWWRxbHc&hl=en#gid=0
https://docs.google.com/spreadsheet/ccc?key=0AonYZs4MzlZbck8zdGpwUUlNVEN4S29FaF9NWWRxbHc&hl=en#gid=0


Abigail Brooks 
7511516 

70 

 

70 
 

Cash, T. F. (2000a). Body-image assessments: Manuals and questionnaires. [Online]. 

Available at: www.body-images.com [Accessed: 4.2.2013]. 

Cash, T. F. (2000b). Manual for the Appearance Schemas Inventory, Unpublished 

manuscript. Norfolk, VA: Old Dominion University. 

Cash, T. F. (2005). The influence of sociocultural factors on body image: Searching for 

constructs. Clinical Psychology: Science and Practice, 12, 438–442. 

Cash, T. F. (2011). Cognitive-behavioral perspectives on body image, in T.F. Cash, and L. 

Smolak (2
nd

 eds.), Body image: A handbook of science, practice, and prevention. New York: 

The Guilford Press, 39–47. 

Cash, T. F., and Szymanski, M. L. (1995). The development and validation of the Body-

Image Ideals Questionnaire. Journal of Personality Assessment,64, 466-477. 

Cash, T. F., Melnyk, S., and Hrabosky, J. (2004). The assessment of body image investment: 

An extensive revision of the Appearance Schemas Inventory. International Journal of Eating 

Disorders, 35, 305–316.  

Cash, T. F., and Labarge, A.S. (1996). Development of the Appearance Schemas Inventory: 

A new cognitive body image assessment. Cognitive Therapy and Research, 20, 37–50. 

Chapkis, W. (1986). Beauty Secrets: Women and the politics of appearance. Boston: South 

End Press. 

Cohen, G. L., Aronson, J., and Steele, C. M. (2000).When beliefs yield to evidence: 

Reducing biased evaluation by affirming the self. Personality and Social Psychology 

Bulletin, 26, 1151–1164. 

Collins, W. (2005). English Dictionary, (6
th

 ed.). Glasgow: Harper Collins Publishers. 

Cooper, J. (1999). Unwanted consequences and the self: In search of the motivation for 

dissonance reduction, in E. Harmon-Jones and J. Mills (eds.), Cognitive dissonance: Progress 

on a pivotal theory in social psychology. Washington, DC: American Psychological 

Association, 71-99. 

Coopersmith, S. (1967). The antecedents of self-esteem. San Francisco: Freeman. 

Correll, J., Spencer, S., and Zanna, M. (2001). Motivated resistance to counter-attitudinal 

arguments: The effects of affirmation, argument strength, and attitude importance. 

Unpublished manuscript. Canada: University of Waterloo. 

Corrigan, O. (2003). Empty Ethics: the Problem with Informed Consent. Sociology of Health 

and Illness, 25(3), 768-792. 

Cottrell, N.B. (1965). Performance expectancy as a determinant of actual performance: A 

replication with a new design. Journal of Personality and Social Psychology, 2, 685–692. 

http://www.body-images.com/


Abigail Brooks 
7511516 

71 

 

71 
 

Couper, M. P. (2000). Web Surveys: A Review of Issues and Approaches. Public Opinion 

Quarterly, 64, 464-94. 

Couper, M. P. (2004). Internet Surveys, in M. S. Lewis-Beck, A. Bryman, and T. F. Liao 

(eds), The Sage Encyclopaedia of Social Science Research Methods. Thousand Oaks, CA: 

Sage. 

Crano, W.D., and Messé, L.A. (1970). When does dissonance fail? The time dimension in 

attitude measurement. Journal of Personality, 38, 493–508. 

Creswell, J. D., Welch, W. T., Taylor, S. E., Sherman, D.K., Greunewald, T. L., and Mann, 

T. (2005). Affirmation of personal values buffers neuroendocrine and psychological stress 

responses. Psychological Science, 16, 846–851. 

Crilly, L. (2012). Hope with Eating Disorders. London: Hay House UK Ltd. 

D 

Davis, K. (1995). Reshaping the female body: The dilemma of cosmetic surgery. New York: 

Routledge. 

Dellinger, K., and Williams, C. L. (1997). Makeup at Work: Negotiating appearance rules in 

the workplace. Gender & Society, 11, 151-77. 

Diedrichs, P. C., Lee, C. and Kelly, M. (2011). Seeing the beauty in everyday people: A 

qualitative study of young Australians opinions on body image, the mass media and models. 

Body Image: An International Journal of Research, 8(3), 259-266. 

Diener, E. and Crandall, R. (1978). Ethics in Social and Behavioural Research. Chicago, IL: 

University of Chicago Press. 

Dillman, D. A. (1983). Mail and Other Self-Administered Questionnaires, in P. H. Rossi, J. 

D. Wright, and A. B. Anderson (eds), Handbook of Survey Research. Orlando, FL: Academic 

Press. 

Dion, K. K., Berscheid, E., and Walster, E. (1972). What is beautiful is good. Journal of 

Personality and Social Psychology, 24, 285-290. 

Duval, S., and Wicklund, R. A. (1972). A theory of objective self-awareness. New York: 

Academic Press. 

Dworkin, S. H., and Kerr, B. A. (1987). Comparison of interventions for women 

experiencing body image problems. Journal of Counselling Psychology, 34,136–140. 

E 

Epstein, S. (1973). The self-concept revisited: Or a theory of a theory. American 

Psychologist, 28, 404-416. 



Abigail Brooks 
7511516 

72 

 

72 
 

Etcoff, N., Orbach, S, Scott, J, and D’Agostino, H. (2004). The Real Truth about Beauty: A 

Global Report. Unilever Canada, Inc. [Online] Available at: 

http://www.campaignforrealbeauty.ca/uploadedFiles/dove_white_paper_final.pdf.  

[Accessed: 16.2.2013].  

F 

Feingold, A. (1992). Good-looking people are not what we think. Psychological Bulletin, 

111, 304–341.  

Festinger, L. (1954). A theory of social comparison processes. Human Relations, 7, 117–140. 

Fisher, S. (1990). The evolution of psychological concepts about the body, in T.F. Cash and 

T. Pruzinsky (eds.), Body images: Development, deviance, and change. New York: Guilford 

Press, 3-20. 

Fox, G. L. (1977). Nice Girl: Social Control of women through a value construct. Journal of 

Women in Culture and Society, 2, 805-17. 

Fraser, K. and Taylor, E. (2011). Pretty as a Picture, Body Image Report. UK: Credos 

Publications. 

Freedman, R. (1986). Beauty Bound. Lexington. MA: D. C. Heath. 

Freedman, R. (2002). Bodylove: Learning to Like Our Looks and Ourselves (2
nd

 ed.). New 

York: Harper & Row. 

G 

Gallagher, S. (1986). Body image and body schema: A conceptual clarification. Journal of 

Mind and Behaviour, 7(4), 541-554. 

Gardner, R. M. (1996). Methodological issues in assessment of the perceptual component of 

body image disturbance. British Journal of Psychology, 87, 327–37. 

Gardner, R. M. (2002). Body Image Assessment of Children, in T.F. Cash and T. Pruzinsky 

(eds.), Body image: A Handbook of Theory, Research and Clinical Practice. New York: 

Guilford Press, 127-134. 

George, D., and Mallery, P. (2003). SPSS for Windows step by step: A simple guide and 

reference, 11.0 update (4
th

 ed.). Boston: Allyn & Bacon. 

Gillian, A. (2000). Skinny models “send unhealthy message”. The Guardian, [Online]. 

Available at: http://www.guardian.co.uk/uk/2000/may/31/audreygillan [Accessed: 

29.4.2013]. 

Goldenberg, J. L., McCoy, S. K., Pyszczynski, T., Greenberg, J., and Solomon, S. (2000). 

The body as a source of self-esteem: The effects of mortality salience on identification with 

http://www.campaignforrealbeauty.ca/uploadedFiles/dove_white_paper_final.pdf
http://www.guardian.co.uk/uk/2000/may/31/audreygillan


Abigail Brooks 
7511516 

73 

 

73 
 

one's body, interest in sex, and appearance monitoring. Journal of Personality and Social 

Psychology, 79, 118-130. 

Goldman, R., and Papson, S. (1996). Sign Wars: The Cluttered Landscape of Advertising. 

New York: Guilford Press. 

Groenewald, T. (2004). A Phenomenological Research Design Illustrated. International 

Journal of Qualitative Methods, 3(1), 1-26. 

Gurari, I., Hetts, J. J., and Strube, M. J. (2006). Beauty in the “I” of the beholder: effects of 

idealized media portrayals on implicit self-image. Basic Applied Social Psychology, 28, 273–

282. 

H 

Halliwell, E., and Dittmar, H. (2004). Does size matter? The impact of model's body size on 

women's body-focused anxiety and advertising effectiveness. Journal of Social and Clinical 

Psychology, 23, 104–122. 

Hargreaves, D. A., and Tiggemann, M. (2002). The effect of television commercials on mood 

and body dissatisfaction: The role of appearance-schema activation. Journal of Social and 

Clinical Psychology, 21, 287–308. 

Hargreaves, D.A., and Tiggemann, M. (2003). The effect of ‘thin-ideal’ television 

commercials on body dissatisfaction and schema activation during early adolescence. Journal 

of Youth and Adolescence, 32, 367–373. 

Heine, S. J., and Lehman, D. R. (1997). Culture, dissonance, and self-affirmation. Personality 

and Social Psychology Bulletin, 23, 389–400. 

Helms, J. E. (1990). Black and White racial identity (ed.). New York: Greenwood Press. 

Higgins, E. T., Klein, R., and Strauman, T. (1985). Self-concept discrepancy theory: A 

psychological model for distinguishing among different aspects of depression and anxiety. 

Social Cognition, 3, 51 -76. 

Higgins, E. T., Rhodewalt, F., and Zanna, M. P. (1979). Dissonance motivation: Its nature, 

persistence, and reinstatement. Journal of Experimental Social Psychology, 15, 16-34. 

Higgins, E.T. (1987). Self-discrepancy theory: A theory relating self and affect. 

Psychological Review, 94, 319–340. 

Hogg, M. K., and Fragou, A. (2003). Social Comparison Goals and the Consumption of 

Advertising: Towards a More Contingent View of Young Women’s Consumption of 

Advertising. Journal of Marketing Management, 19(7-8), 749-780. 

Holmqvist, K., and Frisén, A. (2012). “I bet they aren’t that perfect in reality”: Appearance 

ideals viewed from the perspective of adolescents with a positive body image. Body Image: 

An International Journal of Research, 9, 388–395. 



Abigail Brooks 
7511516 

74 

 

74 
 

Howe, J. (2006). The Rise of Crowdsourcing, Wired. [Online]. Available at: 

www.wired.com/wired/archive/14.06/crowds.html [Accessed: 3.02.13]. 

Hull, J. G. (1999). A dynamic theory of personality and self, Unpublished manuscript. 

Hanover, NH: Dartmouth University. 

I 

Institutional Review Board. (2013). Templates and Forms, North Western University 

Research. [Online]. Available at: http://irb.northwestern.edu/templates-forms  [Accessed: 

27.3.2013]. 

Irving, L. M., and Berel, S. (2001). Comparison of media-literacy programs to strengthen 

college women’s resistance to media images. Psychology of Women Quarterly, 25, 103–111. 

J 

Jackson, L. A. (1992). Physical appearance and gender: Sociobiological and sociocultural 

perspectives. Albany: State University of New York. 

Jakatdar, T., Cash T. F., and Engle, E. (2006). Body-image thought processes: The 

development and initial validation of the Assessment of Body-Image Cognitive Distortions. 

Body Image: An International Journal of Research, 3, 325–333.  

Jarry, J. L., and Kossert, A.L. (2007). Self-esteem threat combined with exposure to thin 

media images leads to body image compensatory self-enhancement. Body Image: An 

International Journal of Research, 4, 39–50. 

K 

Kano, S. (1985). Making Peace with Food. Boston, MA: Amity Publishing. 

Karen, I. P., and Jarry, J. L. (2008). Investment in body image for self-definition results in 

greater vulnerability to the thin media than does investment in appearance management. Body 

Image: An International Journal of Research, 5, 59–69. 

Kates, S. M., and Shaw-Garlock, G. (1999). The ever entangling web: A study of ideologies 

and discourses in advertising to women. Journal of Advertising, 28(2), 33–49. 

Kelley, H. H. (1973). The process of causal attribution. American Psychologist, 28, 107-128. 

Kelman, H. C. (1961). Processes of opinion change. Public Opinion Quarterly, 25, 57-78. 

Kernis, M. H., Cornell, D. P., Sun, C. R., Berry, A. J., and Harlow, T. (1993). There’s more 

to self-esteem than whether it is high or low: The importance of stability of self-esteem. 

Journal of Personality and Social Psychology, 65, 1190–1204. 

Knowlton, L. (1995). Eating disorders in males. Psychiatric Times, 12(9). 

http://www.wired.com/wired/archive/14.06/crowds.html
http://irb.northwestern.edu/templates-forms


Abigail Brooks 
7511516 

75 

 

75 
 

Koole, S.L., Smeets, K., Van Knippenberg, A., and Dijksterhuis, A. (1999). The cessation of 

rumination through self-affirmation. Journal of Personality and Social Psychology, 77, 111–

125. 

Krasner, J. (2009). Sexual Selection and the Male Gaze in Thomas Hardy’s Tess of the 

D’Urbervilles, in B. Larson and F. Brauer, The Art of Evolution: Darwin, Darwinisms, and 

Visual Culture. Dartmouth: University Press of New England. 

Krueger, D. (1989). Body self and psychological self: Developmental and clinical 

integrations in disorders of the self. New York: Brunner/Mazel. 

Kumar, R. (2008). Research Methodology. New Delhi: S.B. Nangia. 

L 

Labarge, A. S., Cash, T. F., and Brown, T. A. (1998). Use of a modified Stroop Task to 

examine appearance–schematic information processing in college women. Cognitive Therapy 

and Research, 22, 179–190. 

Lakoff, R. T., and Scherr, R. L. (1984). Face Value: The politics of beauty. Boston: 

Routledge & Kegan Paul. 

Langlois, J., Kalakanis, L., Rubenstein, A., Larson, A., Hallam, M., and Smoot, M. (2000). 

Maxims or myths of beauty?: A meta-analytic and theoretical review. Psychological Bulletin, 

126, 390–423. 

LaPiere, R. T. (1934). Attitudes vs Actions. Social Forces, 13, 203-7. 

Lawrence, D. (1996). Enhancing self-esteem in the classroom, (2
nd

 ed.). London: PCP Ltd. 

Lefebvre, R.C., Lurie, D., Goodman, L. S., Weinberg, L., and Loughrey, K. (1995). Social 

marketing and nutrition education: Inappropriate or misunderstood? Journal of Nutrition 

Education, 27(3), 146-150. 

Leive, C. (2009). The Picture You Can’t Stop Talking About: Meet “the Woman on p.194”, 

Glamour. [Online]. Available at: http://www.glamour.com/health-fitness/blogs/vitamin-

g/2009/08/on-the-cl-the-picture-you-cant.html [Accessed:15.12.2012]. 

Levine, M. P, and Smolak, L. (2002). Body Image Development in Adolescence, in T.F. 

Cash and T. Pruzinsky (eds.), Body image: A Handbook of Theory, Research and Clinical 

Practice. New York: Guilford Press, 74-82. 

Levine, M. P. (1999). Prevention of eating disorders, eating problems and negative body 

image, in R. Lemberg (2
nd

 ed.), Controlling eating disorders with facts, advice, and 

resources. Phoenix: Oryx Press, 64-72. 

Levine, M. P., Piran, N. (2004). The role of body image in the prevention of eating disorders. 

Body Image: An International Journal of Research, 1, 57–70. 

http://www.glamour.com/health-fitness/blogs/vitamin-g/2009/08/on-the-cl-the-picture-you-cant.html
http://www.glamour.com/health-fitness/blogs/vitamin-g/2009/08/on-the-cl-the-picture-you-cant.html


Abigail Brooks 
7511516 

76 

 

76 
 

M 

Market Research Society. (2010). Code of Conduct [Online]. Available: 

http://www.mrs.org.uk/standards/downloads/Code%20of%20Conduct%202010.pdf 

[Accessed: 10.12.2011]. 

May, T. (2011). Social Research: Issues, Methods and Process, (4
th

 ed.). Berkshire: Open 

University Press. 

Maynard, M. (1994). Methods, Practice and Epistemology, in M. Maynard and J. Purvis 

(eds.), Researching Women’s Lives from a Feminist Perspective. London: Taylor and Francis, 

10–26. 

McCarthy, M. (1990). The thin ideal, depression and eating disorders in women. Behavior 

Research and Therapy, 28, 205-215. 

McKinley, N. M. (2002). Feminist Perspectives and Objectified Body Consciousness, in T.F. 

Cash and T. Pruzinsky (eds.), Body image: A Handbook of Theory, Research and Clinical 

Practice. New York: Guilford Press, 55-62. 

McLuhan, M. (1951). The Mechanical Bride. Boston: Beacon. 

McNeal, J. U. and Yeh, C. H. (1993). Born to shop. American Demographics, 15(6), 34-39. 

McNeill, P., and Chapman, S. (2005). Research Methods, (3
rd

 ed.). Oxon: Routledge. 

McQueen, A., and Klein, W. M. P. (2006). Experimental manipulations of self-affirmation: A 

systematic review. Self and Identity, 5, 289–354. 

Media Smart. (2011) Resources for Body Image, Media Smart Body Image Lessons. [Online]. 

Available at: http://www.mediasmart.org.uk/resources/bodyimage [Accessed: 9.2.2013]. 

Media Smart. (2012) Resources for Body Image, Media Smart Body Image Lessons. [Online]. 

Available at: http://www.mediasmart.org.uk/resources/bodyimage [Accessed: 9.2.2013]. 

Miller, T. (2013). ‘Thigh gap’ among the latest unhealthy fixations for the body-obsessed, 

New York Daily News. [Online]. Available at: http://www.nydailynews.com/life-

style/health/thigh-gap-latest-unhealthy-thinspiration-article-1.1304922 [Accessed: 

12.4.2013]. 

Mintel. (2010). Cosmetic Surgery – UK – June 2010. Mintel International Group Limited. 

Mintel. (2012). Social Media: Beauty and Personal Care – UK – April 2012. Mintel 

International Group Limited. 

Mittal, B., and Lassar, W. M. (1998). Why do consumers switch? The dynamics of 

satisfaction versus loyalty. Journal of Services Marketing, 12(3), 177-94. 

http://www.mrs.org.uk/standards/downloads/Code%20of%20Conduct%202010.pdf
http://www.mediasmart.org.uk/resources/bodyimage
http://www.mediasmart.org.uk/resources/bodyimage
http://www.nydailynews.com/life-style/health/thigh-gap-latest-unhealthy-thinspiration-article-1.1304922
http://www.nydailynews.com/life-style/health/thigh-gap-latest-unhealthy-thinspiration-article-1.1304922


Abigail Brooks 
7511516 

77 

 

77 
 

Molloy, B. L., and Herzberger, S. D. (1998). Body image and self-esteem: a comparison of 

African-American and Caucasian women. Sex Roles, 38, 631– 43. 

Moreira, H., and Canavarro, M. C. (2012). The Association between self-consciousness about 

appearance and psychological adjustment among newly diagnosed breast cancer patients and 

survivors: The moderating role of appearance investment. Body Image: An International 

Journal of Research, 9, 209-215. 

Morgan, K. P. (1991). Women and the knife: cosmetic surgery and the colonization of 

women’s bodies. Hypatia, 6(3), 25-53. 

Muth, J. L., and Cash, T. F. (2006). Body-Image Attitudes: What Difference Does Gender 

Make? Journal of Applied Social Psychology, 27(16), 1438-1452. 

Myers, P. N. and Biocca, F. A. (1992). The elastic body image: the effect of television 

advertising and programming on body image distortions in young women. Journal of 

Communication, 42, 0021–9916. 

N 

NHS Choices. (2011). Eating Disorders, NHS UK. [Online]. Available at: 

http://www.nhs.uk/conditions/Eating-disorders/Pages/Introduction.aspx [Accessed: 

4.11.2012]. 

Noble, C. H., Sinha, R. K., and Kumar, A. (2002). Market Orientation and Alternative 

Strategic Orientations: a longitudinal assessment of performance implications. Journal of 

Marketing, 66(4), 25-40.  

Nutley, M. (2010). Loose lips place brand reputation on the line, Marketing Week. [Online]. 

Available at: http://www.marketingweek.co.uk/loose-lips-place-brand-reputation-on-the-

line/3008931.article [Accessed: 18.2.2013]. 

O 

Office for National Statistics. (2012). Ethnic Group, 2012. UK: ONS. 

Ogden, J., and Sherwood, F. (2008). Reducing the impact of media images: an evaluation of 

the effectiveness of an airbrushing intervention on body dissatisfaction. Health Education, 

108(6), 489-500. 

Ogden, J., Smith, L., Nolan, H., Moroney, R., and Lynch, H. (2011). The impact of an 

educational intervention to protect women against the influence of media images. Health 

Education, 111(5), 412 – 424. 

Orbach, S. (2006). Fat is a Feminist Issue (2
nd

 ed.). London: Arrow Books. 

P 

http://www.nhs.uk/conditions/Eating-disorders/Pages/Introduction.aspx
http://www.marketingweek.co.uk/loose-lips-place-brand-reputation-on-the-line/3008931.article
http://www.marketingweek.co.uk/loose-lips-place-brand-reputation-on-the-line/3008931.article


Abigail Brooks 
7511516 

78 

 

78 
 

Patrick, H., Neighbors, C., and Knee, C.R. (2004). Appearance-related social comparisons: 

The role of contingent self-esteem and self-perceptions of attractiveness. Personality and 

Social Psychology Bulletin, 30, 501–514.  

Pedersen, I. (2002). Looking Good on Whose Terms? Ambiguity in Two Kellogg’s Special 

K® Print Advertisements. Social Semiotics, 12,169–81. 

Polivy, J., and Herman, C. P. (2004). Sociocultural idealization of thin female body shapes: 

An introduction to the special issue on body image and eating disorders. Journal of Social 

and Clinical Psychology, 23, 1-6. 

Pollay, R.W. (1986). The distorted mirror: Reflections on the unintended consequences of 

advertising. Journal of Marketing, 50, 18–36. 

Pope, H. G., Philips, K., and Olivardia, R. (2000). The Adonis complex: the secret crisis of 

male body Obsession. Simon & Schuster: New York. 

Posavac, H. D., Posavac, S. S., and Weigel, R.G. (2001). Reducing the impact of media 

images on women at risk for body image disturbance: Three targeted interventions. Journal 

of Social and Clinical Psychology, 20, 324–340. 

Pugh, D. S. (1983). Studying Organizational Structure and Process’, in G. Morgan (ed.), 

Beyond Method. Newbury Park, CA: Sage. 

R 

Riach, K. (2009). Exploring Participant-Centred Reflexivity in the Research Interview. 

Sociology, 43(2), 356-70. 

Richardson, L. (1990). Narrative and Sociology. Journal of Contemporary Ethnography, 19, 

116-35. 

Richins, M. (1991). Social comparison and the idealized images of advertising. Journal of 

Consumer Research, 18, 71-83. 

Rosenberg, M. (1979). Conceiving the self. New York: Basic Books. 

Rosenblatt, E. D., and Stencel, S. (1982). Weight Control: A national obsession. Washington, 

DC: Congressional Quarterly. 

Rotter, J. B. (1942). Level of aspiration as a method of studying personality: A critical review 

of methodology. Psychological Review, 49, 463-474. 

Rozin. P. and Fallon. A. (1988). Body image, attitudes to weight and misperceptions of figure 

preferences of the opposite sex: A comparison of men and women in two generations. 

Journal of Abnormal Psychology, 97, 342-345. 

Rubin, L. S., Nemeroff, C. J., and Russo, N. F. (2004). Exploring feminist women's body 

consciousness. Psychology of Women Quarterly, 28, 27–37. 



Abigail Brooks 
7511516 

79 

 

79 
 

S 

Saltzberg, E. A., and Chrisler, J. C. (1995). Beauty is the Beast: Psychological Effects of the 

Pursuit of the Perfect Female Body, in J. Freeman (5
th

 ed.), Women: A Feminist Perspective. 

Mountain View, CA: Mayfield Publishing Company, 306-315.  

Sarantakos, S. (1998). Social research, (2
nd

 ed.). Basingstoke: Macmillan. 

Saunders, M., Lewis, P., Thornhill, A. (2009). Research Methods for Business Students, (5
th

 

ed.). Italy: Pearson Education Limited. 

Schilder, P. (1950). The image and appearance of the human body. New York: International 

Universities Press. 

Shavelson, R. J., Hubner, J. J., and Stanton, G. C. (1976). Self-concept: Validation of 

construct interpretations. Review of Educational Research, 46, 407-441. 

Sherman, D. A. K., Nelson, L. D., and Steele, C. M. (2000). Do messages about health risks 

threaten the self: Increasing the acceptance of threatening health messages via self-

affirmation. Personality and Social Psychology Bulletin, 26, 1046–1058. 

Sherman, D. K., and Cohen, G. (2002). Accepting threatening information: Self-affirmation 

and the reduction of defensive biases. Current Directions in Psychological Science, 11, 119–

123. 

Shulman, A. (2013). Fashion models are thin because this is what they do. But does it have to 

be that way? London Evening Standard. [Online]. Available at: 

http://www.standard.co.uk/lifestyle/fashion/fashion-models-are-thin-because-this-is-what-

they-do-but-does-it-have-to-be-that-way-8568262.html [Accessed: 6.3.2013]. 

Silberstein, L. R., Striegel-Moore, R. H., Timko, C., and Rodin, J. (1988). Behavioral and 

psychological implications of body dissatisfaction: Do men and women differ? Sex Roles, 19, 

219–232. 

Silverstein, B., Perdue, L., Peterson, B., and Kelly, E. (1986). The role of the mass media in 

promoting a thin standard of bodily attractiveness for women. Sex Roles, 14, 519–532.  

Simon, L., Greenberg, J., and Brehm, J. (1995). Trivialization: The forgotten mode of 

dissonance reduction. Journal of Personality and Social Psychology, 68, 247-260. 

Sinton, M. M., and Birch, L. L. (2006). Individual and Sociocultural Influences on Pre-

Adolescent Girls' Appearance Schemas and Body Dissatisfaction. Journal of Youth and 

Adolescence, 35(2), 157-167. 

Smolak, L., Levine, M. P., and Schermer, F. (1998). Lessons from lessons: An evaluation of 

an elementary school prevention program, in G. Van Noordenbos and W. Vandereycken 

(eds.), The prevention of eating disorders. London: Athlone,137-172. 

http://www.standard.co.uk/lifestyle/fashion/fashion-models-are-thin-because-this-is-what-they-do-but-does-it-have-to-be-that-way-8568262.html
http://www.standard.co.uk/lifestyle/fashion/fashion-models-are-thin-because-this-is-what-they-do-but-does-it-have-to-be-that-way-8568262.html


Abigail Brooks 
7511516 

80 

 

80 
 

Spalding, L. R., and Hardin, C. D. (1999). Unconscious unease and self-handicapping: 

Behavioral consequences of individual differences in implicit and explicit self-esteem. 

Psychological Science, 10, 535–539. 

Steele, C. M. (1988). The psychology of self-affirmation: Sustaining the Integrity of the self, 

in L. Berkowitz (ed.), Advances in Experimental Social Psychology. New York: Academic 

Press, 21, 261-302. 

Steele, C. M., Hopp, H., and Gonzales, J. (1988). Dissonance and the lab coat: Self-

affirmation and the free choice paradigm. Unpublished Manuscript. Seattle: University of 

Washington. 

Stone, J., Wiegand, A. W., Cooper, J., and Aronson, E. (1997). When exemplification fails: 

Hypocrisy and the motive for self-integrity. Journal of Personality and Social Psychology, 

72, 54-65. 

Survey Monkey. (2013). How does Survey Monkey adhere to IRB guidelines? [Online]. 

Available at: http://help.surveymonkey.com/articles/en_US/kb/How-does-SurveyMonkey-

adhere-to-IRB-guidelines [Accessed: 8.3.2013]. 

Swami, V., and Tovée, M. J. (2005). Female physical attractiveness in Britain and Malaysia: 

A cross-cultural study. Body Image: An International Journal of Research, 2, 115–128. 

Sypeck, M. F., Gray, J. J., and Ahrens, A. H. (2004). No longer just a pretty face: Fashion 

magazines’ depictions of ideal female beauty from 1959 to 1999. International Journal of 

Eating Disorders, 36, 342–347.  

T 

Tesser, A. (2000). On the confluence of self-esteem maintenance mechanisms. Personality 

and Social Psychology, 4, 290-299. 

Tesser, A., and Cornell, D. P. (1991). On the confluence of self-processes. Journal of 

Experimental Social Psychology, 27, 501-526. 

Thompson, C. J. and Haytko, D. L. (1997). Speaking of Fashion: Consumers' uses of fashion 

discourses and the appropriation of countervailing cultural meanings. Journal of Consumer 

Research, 24(1), 15-42. 

Thompson, J. K., and Heinberg, L. J. (1999). The media's influence on body image 

disturbance and eating disorders: we’ve reviled them, now can we rehabilitate them? Journal 

of Social Issues, 55(2), 339–353.  

Thompson, J. K., and Van Den Berg, P. (2002). Measuring Body Image Attitudes among 

Adolescents and Adults, in T.F. Cash and T. Pruzinsky (eds.), Body image: A Handbook of 

Theory, Research and Clinical Practice. New York: Guilford Press, 142-154. 

http://help.surveymonkey.com/articles/en_US/kb/How-does-SurveyMonkey-adhere-to-IRB-guidelines
http://help.surveymonkey.com/articles/en_US/kb/How-does-SurveyMonkey-adhere-to-IRB-guidelines


Abigail Brooks 
7511516 

81 

 

81 
 

Tiggemann, M. (2002). Media influences on body image development, in T.F. Cash and T. 

Pruzinsky (eds.), Body image: A Handbook of Theory, Research and Clinical Practice. New 

York: Guilford Press, 91-98. 

Tiggemann, M., Gardiner, M., and Slater, A. (2000). ‘I would rather be a size 10 than have 

straight A’s’: a focus group study of adolescent girls’ wish to be thinner. Journal of 

Adolescence, 23, 645–659. 

Toronto School of Theology. (1972). Truth in Advertising: A Symposium. New York: Harper. 

Trochim, W. (2000). The Research Methods Knowledge Base, (2
nd

 ed.). Cincinnati, OH: 

Atomic Dog Publishing. 

W 

Whittemore, I. C. (1925). The influence of Competition on Performance. Journal of 

Abnormal and Social Psychology, 20, 17-33. 

Wijsbek, H. (2000). The pursuit of beauty: The enforcement of aesthetics or a freely adopted 

lifestyle? Journal of Medical Ethics, 26(6), 454-58.  

Williams, M. (2007). Cybercrime and Online Methodologies, in R. King and E. Wincup 

(eds), Doing Research on Crime and Justice. Oxford: Oxford University Press. 

Wolf, N. (1991).The beauty myth: How images of beauty are used against women. New 

York: W. Morrow. 

Worsley, A. (1981). In the eye of the beholder: Social and personal characteristics of 

teenagers and their impressions of themselves and fat and slim people. British Journal of 

Medical Psychology, 54, 231-242. 

Wykes, M., and Gunter, B. (2005). The media and body image. Sage: London.  

Wylie, R. C. (1979). The Self-concept (rev. ed.). Lincoln: University of Nebraska Press. 

Z 

Zajonc, R. B. (1980). Feeling and thinking: Preferences need no inferences. American 

Psychologist, 35, 151–175. 

 

 

 

 

 



Abigail Brooks 
7511516 

82 

 

82 
 

Appendices 

Appendix 1 – Campaign Pictures 

1.1. Dove Real Beauty 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Wallis, L. (2012). Real Beauty 2005 Billboard Image. [Image Online]. Available at: 

http://www.bbc.co.uk/news/magazine-20252921  [Accessed on: 13
th

 December 2012]. 

The most well-known real women campaign was created by Dove, on the basis of findings 

from their in-house research. After discovering so few women thought of themselves as 

beautiful and felt oppressed by the one-dimensional view of female beauty, Dove launched 

the billboard advertisements causing shockwaves through the industry. Even now, the 

campaign remains popular, continually expanding and regenerating the ads.  

http://www.bbc.co.uk/news/magazine-20252921
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1.2. Marks and Spencer’s 

 

Hopkirk, N. (2012). Marks and Spencer's new underwear campaign featuring real women, 2012. [Image 

Online]. Available at: http://style.uk.msn.com/fashion/marks-and-spencers-new-underwear-campaign-features-

real-women  [Accessed on: 3
rd

 January 2013]. 

 

Promoting their new Shapewear range, M&S employed six women of various shapes and 

sizes to reflect their promise to represent real women. The hope was to allow consumers to 

identify with the women, as they too were of ‘average’ sizes. However not all customers were 

satisfied, complaining that the women still appeared airbrushed and ‘without wobbly bits’. 

 

 

 

 

 

 

http://style.uk.msn.com/fashion/marks-and-spencers-new-underwear-campaign-features-real-women
http://style.uk.msn.com/fashion/marks-and-spencers-new-underwear-campaign-features-real-women


Abigail Brooks 
7511516 

84 

 

84 
 

1.3. Ultimo Real Women 

 

 

 

 

 

Ultimo (2013). Ultimo Real Women Competition Winners, 2011. [Image Online]. Available at: 

http://www.ultimo.co.uk/features/real-women  [Accessed on: 3
rd

 January 2013]. 

 

Michelle Mone, CEO of Ultimo launched a national competition in 2011 to find real women 

to star in its new campaign. Women applied in their thousands, making the competition 

incredibly successful and the brand highly talked about. The final eleven women ranged in 

age, shape and size, and all hailed from different backgrounds. Shown on the Ultimo website 

and in Debenhams stores, the campaign was a triumph and proved the underwear ranges 

could look good on any women. 

 

 

 

 

 

 

 

http://www.ultimo.co.uk/features/real-women
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1.4. Nike 

 

NBC News. (2005). Nike jumps on ‘real women’ bandwagon. [Image Online]. Available at: 

http://www.nbcnews.com/id/8998863/ns/business-us_business/t/nike-jumps-real-women-bandwagon/ [Accessed 

on: 15
th

 February 2013]. 

 

Nike tried a different approach to just using ‘real women’. The sportswear brand decided to 

champion athletic figures and use commonly used offensive terms, such as ‘thunder thighs’ 

as taglines. However, the descriptions of the thighs change the term into a wholly positive 

one, displaying appreciation for power and strength. Yet, similarly to images of thin models, 

the thighs presented are not commonly found among real women and such perfect muscle 

definition is also not an easily attainable attribute.  

 

 

 

 

http://www.google.co.uk/url?sa=i&rct=j&q=nike+athletic+body+campaign&source=images&cd=&cad=rja&docid=imHyTSOHLuZ0TM&tbnid=wWL4S7SorSchpM:&ved=0CAUQjRw&url=http://people.southwestern.edu/~bednarb/vc/EAPs/danielEAP2/danielEAP2.html&ei=3BxxUZDCLMLA0QWVp4HADw&bvm=bv.45373924,d.d2k&psig=AFQjCNEhGMBnWKp1KmYaPiqnkGBCjiAIkQ&ust=1366453712844113
http://www.nbcnews.com/id/8998863/ns/business-us_business/t/nike-jumps-real-women-bandwagon/
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1.5. Bare Escentuals ‘Be a Force of Beauty’ 

 

 

Vega, T. (2011). Bare Escentuals Logo and Campaign. [Image Online]. Available at: 

http://www.nbcnews.com/id/8998863/ns/business-us_business/t/nike-jumps-real-women-bandwagon/  

[Accessed on: 13
th

 December 2012]. 

Since Dove’s campaign, many ‘real’ women have been used by brands causing it to lose its 

shock factor. That is why Bare Escentuals’ advertisement was revolutionary. Aiming to 

appreciate beauty as natural and resulting from who we are, blind auditions were held to find 

the next models for the campaign. Questionnaires and interviews were used, all concealing 

identities, to discover what made women beautiful and how they viewed beauty themselves. 

The final five were chosen based on what jobs they had, their life achievements, hobbies, 

dreams and funny habits. Airbrushing was also neglected, leaving only the natural beauty 

form within to shine through in the advertisements. 

  

http://www.nbcnews.com/id/8998863/ns/business-us_business/t/nike-jumps-real-women-bandwagon/
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Appendix 2 - Cronbach’s Alpha Results 

2.1. Body Area Satisfaction 
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2.2. Body Image Ideals 
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2.3.Appearance Investment 
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Appendix 3 - Example Survey, Self-Affirmation with ‘Real’ Models Condition 

 

  

Q1   Consent Form       

You have been invited to help complete this survey. The purpose of this research project is to 

investigate the stability of personal beauty and body image, to discover its effect on the interpretation of 

advertisements. This is an undergraduate dissertation research project being conducted by Abigail 

Brooks at the University of Manchester and results will be used to test hypotheses.        

Your participation in this research study is voluntary and you may choose not to participate. If you 

decide to participate in this research survey, you may withdraw at any time. If you decide not to 

participate or withdraw from participating at any time, you will not be penalised.       

The procedure involves filling out an online survey that will take approximately 10-15 minutes. Please 

be warned that the study involves research of a sensitive nature with questions concerning body image 

and satisfaction. As a notice, due to investigating stability of body image, the same set of questions 

will be used twice and this is not a mistake.       

Best efforts will be made to keep your information confidential. All data is stored in a password 

protected electronic format. To help protect your confidentiality, the survey will not collect identifying 

information such as your name or email address to make sure you remain anonymous. The results of 

this study will be used for scholarly purposes only and may be shared with University of Manchester 

representatives.      

 If you have any questions about the research study, please contact the researcher 

at abigail.brooks@student.manchester.ac.uk          

This research has been reviewed according to University of Manchester ethical procedures for research 

involving human participants.       

Clicking on the 'agree' button below indicates that:        

• you have read and understood the above information   

• you voluntarily agree to participate  

 • you are aware you can withdraw at any time without giving a reason     

 If you do not wish to participate in the research study, please click 'disagree'. 

 

 Agree 

 Disagree 

 

mailto:abigail.brooks@student.manchester.ac.uk
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Q3   REMINDER    

This survey will ask you the same questions about your body more than one time, as I am interested in 

whether how people feel about things fluctuates. Please just react naturally each time and answer about 

how you feel at that given moment. Repeating the same questions is not a mistake. 

 

Q4   Please drag and rank the following body aspects in order of importance to you, from most 

important (1) to least important (8): 

______ Face (Facial features, Complexion) 

______ Hair (Colour, Thickness, Texture) 

______ Lower Torso (Buttocks, Hips, Thighs, Legs) 

______ Mid Torso (Waist, Stomach) 

______ Upper Torso (Chest or Breasts, Shoulders, Arms) 

______ Muscle Tone 

______ Weight 

______ Body Proportions 

 

~ First four body areas piped forward and used in all following area/ideals questions ~ 

 

Q5   How satisfied are you with these aspects of your body? 

 Very 

Dissatisfied 

Dissatisfied Neutral Satisfied Very Satisfied 

Area 1           

Area 2           

Area 3           

Area 4           

 

Q6 Please select the most suitable answers from the scale to complete the following statement:        

Thinking about the way I would ideally like to look, my _________ is... 

 A long way 

below my ideal 

A fair way 

below my ideal 

A little way 

below my ideal 

At my ideal Above my ideal 

Area 1           

Area 2           

Area 3           

Area 4           
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Q7 How well does each statement describe you? 

 Strongly 

Agree 

Agree Neither Agree nor 

Disagree 

Disagree Strongly 

Disagree 

Before going out in 

public, I always notice 

how I look 

          

I am careful to buy clothes 

that will make me look my 

best 

          

I check my appearance in 

a mirror whenever I can 
          

I usually spend a lot of 

time getting ready before 

going out 

          

It is important to 

constantly improve my 

physical appearance 

          

It is important that I 

always look good 
          

I always think about my 

appearance 
          

It is important to care 

what people think about 

your appearance 

          

If my grooming isn't right, 

I become more self-

conscious 

          

When I look good, I am 

confident in social 

situations 

          

I will not take part in 

sporting activities if I am 

unhappy with my 

appearance 

          

If I achieved my perfect 

looks I would be happier 
          

My female identity is 

defined by my physical 

appearance 
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Q8 Please drag and rank the following values in order, from most important to you (1) to least important 

to you (5): 

______ Education 

______ Sport 

______ Hobbies 

______ Religion 

______ Social/Friends 

 

Q9 Why is this highest ranked value (1) important to you? 

 

 

 

 

Q10 Please take a few minutes to describe a recent personal achievement within this most important 

value:        

Please provide as much detail as you can, so that it would be possible for someone to really imagine it 

happening. 

 

 

 

 

Q11 How did this achievement make you feel?        

Please describe as vividly as you can. 
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Q12 

 

 

Q13 Do you like the way in which this fashion lingerie advertisement is photographed? 

 Dislike Very Much 

 Dislike 

 Neither Like nor Dislike 

 Like 

 Like Very Much 

Q14 Do you like the design (material, colour) of the lingerie set? 

 Dislike Very Much 

 Dislike 

 Neither Like nor Dislike 

 Like 

 Like Very Much 

Q15 Does the model used increase your preference for the lingerie set? 

 Not At All 

 Not Really 

 Undecided 

 Somewhat 

 Very Much 
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Q16 

 

 

Q17 Does the style of the above advertisement embody feminine glamour?  

 Yes 

 Slightly 

 Undecided 

 Not Really 

 No 

Q18 What are your feelings towards the amount of make-up the model is wearing? 

 Far too Little 

 Too Little 

 About Right 

 Too Much 

 Far too Much 

Q19 Does the lingerie set being advertised flatter the models figure? 

 Yes 

 Slightly 

 Undecided 

 Not Really 

 No 
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Q20 

 

 

Q21 Do you think the colour of the lingerie set above complements the models skin tone? 

 Yes 

 Slightly 

 Undecided 

 Not Really 

 No 

Q22 Does the style of the advertisement signify high quality lingerie? 

 Yes 

 Slightly 

 Undecided 

 Not Really 

 No 

Q23 Is the model effective in showing how the lingerie would look on yourself? 

 Very Ineffective 

 Ineffective 

 Neither Effective nor Ineffective 

 Effective 

 Very Effective 
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Q24 REMINDER   

Some questions are asked more than once in this survey. Please just react to them however you feel at 

that moment. 

Q25   How satisfied are you with these aspects of your body? 

 Very 

Dissatisfied 

Dissatisfied Neutral Satisfied Very Satisfied 

Area 1           

Area 2           

Area 3           

Area 4           

 

Q26 Please select the most suitable answers from the scale to complete the following statement:        

Thinking about the way I would ideally like to look, my _________ is... 

 A long way 

below my ideal 

A fair way 

below my ideal 

A little way 

below my ideal 

At my ideal Above my ideal 

Area 1           

Area 2           

Area 3           

Area 4           

 

Q27 How well does each statement describe you? 

 Strongly 

Agree 

Agree Neither Agree nor 

Disagree 

Disagree Strongly 

Disagree 

Before going out in 

public, I always notice 

how I look 

          

I am careful to buy clothes 

that will make me look my 

best 

          

I check my appearance in 

a mirror whenever I can 
          

I usually spend a lot of 

time getting ready before 

going out 

          

It is important to 

constantly improve my 

physical appearance 

          

It is important that I 

always look good 
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I always think about my 

appearance 

          

It is important to care 

what people think about 

your appearance 

          

If my grooming isn't right, 

I become more self-

conscious 

          

When I look good, I am 

confident in social 

situations 

          

I will not take part in 

sporting activities if I am 

unhappy with my 

appearance 

          

If I achieved my perfect 

looks I would be happier 
          

My female identity is 

defined by my physical 

appearance 

          

 

Q28 What is your gender? 

 Male 

 Female 

Q29 What is your age? 

 18-20 

 21-23 

 24-26 

 27-29 

 30+ 

Q30 What is your ethnic group?         

Choose one option that best describes your ethnic group or background. 

 White British 

 White Mixed/Multiple 

 Asian/Asian British 

 Black/African/Caribbean/Black British 

 Other 

Q31 Sometimes when people are doing studies they form ideas of what the study is about, and that can 

influence how they respond. Did you form any such ideas, and if so, what are they? 

 

 

Questions Completed. 
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Q49    

Earlier in the consent form I informed you that the purpose of the study was to investigate the 

stability of personal beauty and body image, to discover its effect on the interpretation of 

advertisements.  In actuality, the study is about whether body image satisfaction can be increased 

and investment in appearance reduced by highlighting important values in one’s life other than 

appearance. Studies have shown that attractive and thin models can negatively affect women’s body 

perception; therefore I am interested in ways to protect women from this. One technique to achieve this 

might be to remind women of things that are important to them, beside from appearance, as this can 

elicit good memories. In order to test this, body image and appearance investment scores were taken 

before and after various conditions. Some participants saw attractive airbrushed models and some saw 

‘real’ women. Prior to seeing these, some participants were asked to write about experiencing an event 

that was important to themselves, while others were asked to write about something that was not 

important to themselves, but to others, to fulfil the control condition. The scores of each participant 

experiencing one of the four conditions will be analysed and interpreted for my undergraduate 

dissertation.        

Unfortunately, in order to properly test the hypothesis, I could not provide you with all of these details 

prior to your participation.  This ensures that your reactions in this study were spontaneous and not 

influenced by prior knowledge about the purpose of the study.  If the actual purposes of this study were 

revealed, your answers given to the body image measures could have been affected.  I apologise for the 

deception but hope you understand the reason for it.        

Please note that although the purpose of this study has changed from the originally stated purpose, 

everything else on the consent form is correct.  This includes the ways in which we will keep your data 

confidential. All data will be stored in a password protected electronic format and the survey will 

continue not to contain information that will personally identify you.        

Now that you know the true purpose of our study and are fully informed, you may decide that you do 

not want your data used in this research.  If you would like your data removed from the study and 

permanently deleted please tick the ‘delete’ box below.        

Please do not disclose research procedures and hypotheses to anyone who might participate in this 

study between now and the end of the data collection (17th April 2013) as this could affect the 

results of the study.       Thank you.  

 Delete 

If the true nature of this survey is a sensitive issue and the questions regarding body image have affected 

you in any way, the following resources are available if you wish to seek further help and advice:        

Saneline University of Manchester Counselling Service 
Available from 12pm to 2am daily 

(subject to availability of volunteers) 

to talk about any problems 

confidentially for as long as is needed. 

Tel: 0845 767 8000 

Website:  www.sane.org.uk 

Tel: 0161 275 2864 

Fax: 0161 275 2281 

Email: counsel.service@manchester.ac.uk 

University of Manchester Counselling Service 

5th Floor, Crawford House 

Precinct Centre 

Booth Street East 

Manchester  M13 9QS 

Please click the '>>' below to process your results. Thank you. 

 

 

http://www.sane.org.uk/
mailto:counsel.service@manchester.ac.uk
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Appendix 4 – Additional Results Report 

Displayed are additional graphic representations of results, with data exploration and full 

numerical results of statistical tests. 

 

4.1. Explore – Age 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Age 100 100.0% 0 0.0% 100 100.0% 

 

Descriptives 

 Statistic Std. Error 

Age 

Mean 2.45 .128 

95% Confidence Interval for 

Mean 

Lower Bound 2.20  

Upper Bound 2.70  

5% Trimmed Mean 2.39  

Median 2.00  

Variance 1.644  

Std. Deviation 1.282  

Minimum 1  

Maximum 5  

Range 4  

Interquartile Range 1  

Skewness 1.096 .241 

Kurtosis .090 .478 
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Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

18-20 Years Old 18 18.0 18.0 18.0 

21-23 Years Old 53 53.0 53.0 71.0 

24-26 Years Old 12 12.0 12.0 83.0 

30 Years Old and Over 17 17.0 17.0 100.0 

Total 100 100.0 100.0  
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4.2. Explore – Ethnic Background 

 

 

Ethnic Background 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

White British 86 86.0 86.0 86.0 

White Mixed/Multiple 7 7.0 7.0 93.0 

Asian/Asian British 3 3.0 3.0 96.0 

Black/African/Caribbean/Bla

ck British 
1 1.0 1.0 97.0 

Other 3 3.0 3.0 100.0 

Total 100 100.0 100.0  

 

 

Statistics 

Ethnic Background 

N 

Valid 100 

Missing 0 
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4.3. Explore – Initial Body Area Satisfaction Data 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Body Satisfaction Score, 

T1 
100 100.0% 0 0.0% 100 100.0% 

 

Descriptives 

 Statistic Std. Error 

Body Satisfaction Score, 

T1 

Mean 10.6700 .35705 

95% Confidence Interval for 

Mean 

Lower Bound 9.9615  

Upper Bound 11.3785  

5% Trimmed Mean 10.6222  

Median 10.0000  

Variance 12.749  

Std. Deviation 3.57052  

Minimum 4.00  

Maximum 17.00  

Range 13.00  

Interquartile Range 6.00  

Skewness .236 .241 

Kurtosis -1.138 .478 
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Bar Chart of Importance Ratings for Individual Body Areas (N=100) 
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Pie Chart of Satisfaction scores for Individual Body Areas (N=100) 
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4.4. Explore – Initial Body Ideals Data 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Body Ideals Score, 

T1 
100 100.0% 0 0.0% 100 100.0% 

 

Descriptives 

 Statistic Std. Error 

Body Ideals Score, 

T1 

Mean 10.0300 .30829 

95% Confidence Interval for 

Mean 

Lower Bound 9.4183  

Upper Bound 10.6417  

5% Trimmed Mean 10.0556  

Median 10.0000  

Variance 9.504  

Std. Deviation 3.08288  

Minimum 4.00  

Maximum 18.00  

Range 14.00  

Interquartile Range 5.00  

Skewness -.029 .241 

Kurtosis -.674 .478 
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Bar Chart of Mean scores for Body Image Ideals (N=100) 
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4.5. Explore – Initial Appearance Investment Data 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

App. Investment Score, T1 100 100.0% 0 0.0% 100 100.0% 

 

Descriptives 

 Statistic Std. Error 

App. Investment Score, T1 

Mean 28.8200 .80984 

95% Confidence Interval for 

Mean 

Lower Bound 27.2131  

Upper Bound 30.4269  

5% Trimmed Mean 28.5222  

Median 26.5000  

Variance 65.583  

Std. Deviation 8.09836  

Minimum 13.00  

Maximum 53.00  

Range 40.00  

Interquartile Range 12.75  

Skewness .569 .241 

Kurtosis -.158 .478 
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Bar Chart of Mean scores for Appearance Investment (N=100) 
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4.6. Explore - Value Importance Ratings 

Statistics 

 Education Sport Hobbies Religion Social 

N 

Valid 100 100 100 100 100 

Missing 0 0 0 0 0 

 

Frequency Tables 

EDUCATION 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Most Important 44 44.0 44.0 44.0 

2.00 34 34.0 34.0 78.0 

3.00 16 16.0 16.0 94.0 

4.00 6 6.0 6.0 100.0 

Total 100 100.0 100.0  

 

SPORT 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Most Important 8 8.0 8.0 8.0 

2.00 9 9.0 9.0 17.0 

3.00 22 22.0 22.0 39.0 

4.00 34 34.0 34.0 73.0 

Least Important 27 27.0 27.0 100.0 

Total 100 100.0 100.0  
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HOBBIES 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Most Important 2 2.0 2.0 2.0 

2.00 18 18.0 18.0 20.0 

3.00 42 42.0 42.0 62.0 

4.00 32 32.0 32.0 94.0 

Least Important 6 6.0 6.0 100.0 

Total 100 100.0 100.0  

 

RELIGION 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Most Important 6 6.0 6.0 6.0 

2.00 1 1.0 1.0 7.0 

3.00 5 5.0 5.0 12.0 

4.00 21 21.0 21.0 33.0 

Least Important 67 67.0 67.0 100.0 

Total 100 100.0 100.0  
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SOCIAL/FRIENDS 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Most Important 40 40.0 40.0 40.0 

2.00 38 38.0 38.0 78.0 

3.00 15 15.0 15.0 93.0 

4.00 7 7.0 7.0 100.0 

Total 100 100.0 100.0  

 

Means 

Case Processing Summary 

 Cases 

Included Excluded Total 

N Percent N Percent N Percent 

Education Rating 100 100.0% 0 0.0% 100 100.0% 

Sport Rating 100 100.0% 0 0.0% 100 100.0% 

Hobbies Rating 100 100.0% 0 0.0% 100 100.0% 

Religion Rating 100 100.0% 0 0.0% 100 100.0% 

Social Rating 100 100.0% 0 0.0% 100 100.0% 

Report 

 Education 

Rating 

Sport 

Rating 

Hobbies 

Rating 

Religion 

Rating 

Social 

Rating 

Mean 1.8400 3.6300 3.2200 4.4200 1.8900 

N 100 100 100 100 100 

Std. Deviation .90699 1.20315 .88283 1.06534 .90893 
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4.7. Cross-tabulation - Age and Value Importance 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Age * Education Rating 100 100.0% 0 0.0% 100 100.0% 

Age * Sport Rating 100 100.0% 0 0.0% 100 100.0% 

Age * Hobbies Rating 100 100.0% 0 0.0% 100 100.0% 

Age * Religion Rating 100 100.0% 0 0.0% 100 100.0% 

Age * Social Rating 100 100.0% 0 0.0% 100 100.0% 

 

Age * Education Rating Crosstabulation 

Count 

 EDUCATION Total 

Most Important 2.00 3.00 4.00 

Age 

18-20 Years Old 7 7 3 1 18 

21-23 Years Old 29 18 6 0 53 

24-26 Years Old 4 3 2 3 12 

30 Years Old and Over 4 6 5 2 17 

Total 44 34 16 6 100 
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Age * Sport Rating Crosstabulation 

Count 

 SPORT 

Most Important 2.00 3.00 4.00 Least 

Important 

Age 

18-20 Years Old 2 2 4 3 7 

21-23 Years Old 2 6 14 17 14 

24-26 Years Old 3 1 1 5 2 

30 Years Old and Over 1 0 3 9 4 

Total 8 9 22 34 27 

 

Age * Hobbies Rating Crosstabulation 

Count 

 HOBBIES 

Most Important 2.00 3.00 4.00 Least 

Important 

Age 

18-20 Years Old 0 0 6 10 2 

21-23 Years Old 1 8 21 21 2 

24-26 Years Old 0 4 6 1 1 

30 Years Old and Over 1 6 9 0 1 

Total 2 18 42 32 6 
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Age * Religion Rating Crosstabulation 

Count 

 RELIGION 

Most Important 2.00 3.00 4.00 Least 

Important 

Age 

18-20 Years Old 3 0 2 4 9 

21-23 Years Old 3 0 3 10 37 

24-26 Years Old 0 0 0 3 9 

30 Years Old and Over 0 1 0 4 12 

Total 6 1 5 21 67 

 

Age * Social Rating Crosstabulation 

Count 

 SOCIAL/FRIENDS Total 

Most Important 2.00 3.00 4.00 

Age 

18-20 Years Old 6 9 3 0 18 

21-23 Years Old 18 21 9 5 53 

24-26 Years Old 5 4 3 0 12 

30 Years Old and Over 11 4 0 2 17 

Total 40 38 15 7 100 
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4.8. T-Test – Body Area Satisfaction 

Group Statistics 

 Self-Affirmation or Control N Mean Std. Deviation Std. Error Mean 

BASat_Diff 

Yes 50 1.9800 2.91716 .41255 

No 50 -.6000 1.98977 .28140 

 

Independent Samples Test 

 t-test for Equality of Means 

Sig. (2-tailed) Mean Difference Std. Error 

Difference 

BASat_Diff 

Equal variances assumed .000 2.58000 .49938 

Equal variances not assumed .000 2.58000 .49938 

 

 

 

 

 

 

 

Independent Samples Test 

 Levene's Test for Equality of 

Variances 

t-test for Equality of 

Means 

F Sig. t df 

BASat_Diff 

Equal variances assumed 12.295 .001 5.166 98 

Equal variances not 

assumed 

  
5.166 86.481 
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Independent Samples Test 

 t-test for Equality of Means 

95% Confidence Interval of the Difference 

Lower Upper 

BASat_Diff 

Equal variances assumed 1.58900 3.57100 

Equal variances not assumed 1.58735 3.57265 

 

 

 

4.9. T-Test – Body Image Ideals 

Group Statistics 

 Self-Affirmation or Control N Mean Std. Deviation Std. Error Mean 

BIdeals_Diff 

Yes 50 2.3200 2.85314 .40349 

No 50 .0000 2.09956 .29692 

 

Independent Samples Test 

 Levene's Test for Equality of 

Variances 

t-test for Equality of 

Means 

F Sig. t df 

BIdeals_Diff 

Equal variances assumed 14.452 .000 4.631 98 

Equal variances not 

assumed 

  
4.631 90.035 
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Independent Samples Test 

 t-test for Equality of Means 

Sig. (2-tailed) Mean Difference Std. Error 

Difference 

BIdeals_Diff 

Equal variances assumed .000 2.32000 .50097 

Equal variances not assumed .000 2.32000 .50097 

 

Independent Samples Test 

 t-test for Equality of Means 

95% Confidence Interval of the Difference 

Lower Upper 

BIdeals_Diff 

Equal variances assumed 1.32584 3.31416 

Equal variances not assumed 1.32474 3.31526 

 

 

 

4.10. T-Test – Appearance Investment 

 

Group Statistics 

 Self-Affirmation or Control N Mean Std. Deviation Std. Error Mean 

AppInvest_Diff 

Yes 50 5.6800 8.81659 1.24685 

No 50 1.4200 4.21412 .59597 
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Independent Samples Test 

 Levene's Test for Equality of 

Variances 

t-test for Equality of 

Means 

F Sig. t df 

AppInvest_Diff 

Equal variances assumed 17.684 .000 3.083 98 

Equal variances not 

assumed 

  
3.083 70.279 

 

Independent Samples Test 

 t-test for Equality of Means 

Sig. (2-tailed) Mean Difference Std. Error 

Difference 

AppInvest_Diff 

Equal variances assumed .003 4.26000 1.38196 

Equal variances not assumed .003 4.26000 1.38196 

 

Independent Samples Test 

 t-test for Equality of Means 

95% Confidence Interval of the Difference 

Lower Upper 

AppInvest_Diff 

Equal variances assumed 1.51754 7.00246 

Equal variances not assumed 1.50395 7.01605 
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4.11. Correlations – Body Image Scales and Experimental Conditions  

 

 

 

 

 

Correlations 

 BASat Diff BIdeals Diff App.Invest Diff 

BASat Diff 

Pearson Correlation 1 .718
**
 .642

**
 

Sig. (2-tailed)  .000 .000 

N 100 100 100 

BIdeals Diff 

Pearson Correlation .718
**
 1 .630

**
 

Sig. (2-tailed) .000  .000 

N 100 100 100 

AppInvest Diff 

Pearson Correlation .642
**
 .630

**
 1 

Sig. (2-tailed) .000 .000  

N 100 100 100 

Self-Affirmation or Control 

Pearson Correlation .463
**
 .424

**
 .297

**
 

Sig. (2-tailed) .000 .000 .003 

N 100 100 100 

Skinny Model or Normal 

Model 

Pearson Correlation -.101 -.100 -.099 

Sig. (2-tailed) .316 .322 .328 

N 100 100 100 

AM Interaction 

Pearson Correlation .214
*
 .202

*
 .164 

Sig. (2-tailed) .032 .043 .104 

N 100 100 100 
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 Self-Affirmation 

or Control 

Skinny Model 

or Normal 

Model 

AM Interaction 

BASat Diff 

Pearson Correlation .463 -.101
**
 .214

**
 

Sig. (2-tailed) .000 .316 .032 

N 100 100 100 

BIdeals Diff 

Pearson Correlation .424
**
 -.100 .202

**
 

Sig. (2-tailed) .000 .322 .043 

N 100 100 100 

AppInvest Diff 

Pearson Correlation .297
**
 -.099

**
 .164 

Sig. (2-tailed) .003 .328 .104 

N 100 100 100 

Self-Affirmation or Control 

Pearson Correlation 1
**
 -.040

**
 .547

**
 

Sig. (2-tailed)  .693 .000 

N 100 100 100 

Skinny Model or Normal 

Model 

Pearson Correlation -.040 1 .569 

Sig. (2-tailed) .693  .000 

N 100 100 100 

AM Interaction 

Pearson Correlation .547
*
 .569

*
 1 

Sig. (2-tailed) .000 .000  

N 100 100 100 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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4.12. Multiple Linear Regression – Body Area Satisfaction 

Variables Entered/Removeda
 

Model Variables 

Entered 

Variables 

Removed 

Method 

1 

AM_Interaction, 

Self-Affirmation 

or Control, 

Skinny Model or 

Normal Model
b
 

. Enter 

 

 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .470
a
 .221 .197 2.51123 

 

 

ANOVAa
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 171.990 3 57.330 9.091 .000
b
 

Residual 605.400 96 6.306   

Total 777.390 99    

 

a. Dependent Variable: BASat_Diff 

b. Predictors: (Constant), AM_Interaction, Self-Affirmation or Control, Skinny Model or Normal 

Model 

 

a. Dependent Variable: BASat_Diff 

b. All requested variables entered. 

a. Predictors: (Constant), AM_Interaction, Self-Affirmation or Control, 

Skinny Model or Normal Model 
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Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t 

B Std. Error Beta 

1 

(Constant) -.320 .502  -.637 

Self-Affirmation or Control 2.468 .697 .443 3.541 

Skinny Model or Normal 

Model 
-.560 .710 -.100 -.788 

AM_Interaction .194 1.006 .029 .193 

 

Coefficientsa
 

Model Sig. 

1 

(Constant) .526 

Self-Affirmation or Control .001 

Skinny Model or Normal Model .432 

AM_Interaction .847 

 

a. Dependent Variable: BASat_Diff 
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4.13. Multiple Linear Regression – Body Image Ideals 

Variables Entered/Removeda
 

Model Variables 

Entered 

Variables 

Removed 

Method 

1 

AM_Interaction, 

Self-Affirmation 

or Control, 

Skinny Model or 

Normal Model
b
 

. Enter 

 

 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .433
a
 .188 .162 2.51837 

 

 

ANOVAa
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 140.589 3 46.863 7.389 .000
b
 

Residual 608.851 96 6.342   

Total 749.440 99    

 

a. Dependent Variable: BIdeals_Diff 

b. Predictors: (Constant), AM_Interaction, Self-Affirmation or Control, Skinny Model or Normal 

Model 

 

a. Dependent Variable: BIdeals_Diff 

b. All requested variables entered. 

a. Predictors: (Constant), AM_Interaction, Self-Affirmation or Control, 

Skinny Model or Normal Model 
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Coefficientsa
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t 

B Std. Error Beta 

1 

(Constant) .320 .504  .635 

Self-Affirmation or Control 2.124 .699 .388 3.039 

Skinny Model or Normal 

Model 
-.640 .712 -.117 -.898 

AM_Interaction .369 1.009 .057 .366 

 

Coefficientsa
 

Model Sig. 

1 

(Constant) .527 

Self-Affirmation or Control .003 

Skinny Model or Normal Model .371 

AM_Interaction .715 

 

a. Dependent Variable: BIdeals_Diff 
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4.14. Multiple Linear Regression – Appearance Investment 

Variables Entered/Removeda
 

Model Variables Entered Variables 

Removed 

Method 

1 

AM_Interaction, 

Self-Affirmation or 

Control, Skinny 

Model or Normal 

Model
b
 

. Enter 

 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .322
a
 .104 .076 6.92194 

 

 

ANOVAa
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 533.080 3 177.693 3.709 .014
b
 

Residual 4599.670 96 47.913   

Total 5132.750 99    

 

a. Dependent Variable: AppInvest_Diff 

b. Predictors: (Constant), AM_Interaction, Self-Affirmation or Control, Skinny Model or Normal 

Model 

 

 

a. Dependent Variable: AppInvest_Diff 

b. All requested variables entered. 

a. Predictors: (Constant), AM_Interaction, Self-Affirmation or Control, 

Skinny Model or Normal Model 
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Coefficientsa
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t 

B Std. Error Beta 

1 

(Constant) 2.680 1.384  1.936 

Self-Affirmation or Control 2.987 1.921 .208 1.555 

Skinny Model or Normal 

Model 
-2.520 1.958 -.176 -1.287 

AM_Interaction 2.549 2.773 .150 .919 

 

Coefficientsa
 

Model Sig. 

1 

(Constant) .056 

Self-Affirmation or Control .123 

Skinny Model or Normal Model .201 

AM_Interaction .360 

 

a. Dependent Variable: AppInvest_Diff 

 

 

 

 

 

 

 


