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this part of the study focused primarily on differences in media uses and perceptions between
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part of the study were developed on the basis of these qualitative data and used to test both
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Chapter 1
Introduction

The present dissertation is a comparative investigation of audiences’ perceptions of
media messages in connection to their diverse cultural backgrounds and different age-related
developmental stages. The study focuses on two cultures—Russia and the United States, and two
generational groups—adolescent and young adult females. The first—qualitative—part of the
study is devoted to the cross-cultural analysis of differences and similarities in adolescents’
perceptions of media messages in diverse cultures. The second—quantitative—part of the study
concentrates on cross-cultural-generational exploration of media uses and perceptions by two age
cohorts in two cultural settings.

The Introduction chapter of the dissertation outlines general theoretical framework and
the study objectives. The Literature Review chapter discusses the major theoretical and empirical
research literature relevant to the study and presents the theoretical model for the present
investigation that is constructed in the intersection of mass communication and human
development research traditions. The Methodology chapter provides a rationale for the research
methods chosen for the study and describes methodological aspects. The Results chapters discuss
the study findings from the qualitative and quantitative parts of the investigation. The Discussion
and Conclusion chapter draws the major conclusions of the study and outlines theoretical and
practical implications of the present research.

The general purpose of the dissertation is understanding of media uses and effects among
diverse cultural and generational audiences in the beginning of the twenty-first century, the age
of global media. The study focuses specifically on such type of the mass media as beauty and

fashion magazines.



Cultural Identity in the Twenty-First Century

In the beginning of the twenty-first century, the world is getting flatter; globalization
processes are mixing people and nations around the globe so that “every color of the human
rainbow takes part” in the creation of the contemporary culture on the Earth (Friedman, 2005,
p-11). Political decisions and economical conditions in particular countries influence the
situation on the world scene and consequently affect individuals’ lives in every corner of the
world. Global companies produce similar products and services for entire human population,
making people’s lifestyles standardized. World-wide media corporations construct textual and
visual reflections of global news and events, norms and values, creating unified reality for
audiences in different countries. The Internet offers an opportunity to interchange information
immediately throughout the global society “dissolving our sense of boundaries” (Hachten &
Scotton, 2002, p. 3).

At the same time, cultural traditions are still very strong in many countries and
individuals’ mental self-perceptions may vary considerably from culture to culture. Cultural
localization is another characteristic of the modern world, where an individual can bypass the
global culture to reach her or his local identity by means of new electronic media, particularly
the Internet, “the global network of the local communication” (Castells, 2001, p. 275). The
World Wide Web empowers ordinary citizens to maintain their cultural individuality even when
they are far away from their countries. Despite Westernization of cultures, with the help of
media, in many African, Asian, Eastern-European, and South-American countries in the past
decades or even centuries, in the Information Age any person can become a reporter supplying

specific media materials to local communities and preserving the national identity.



The topic of the present study particularly deals with the audiences’ perceptions of media
messages under the influence of diverse cultural contexts. Different theoretical viewpoints on the
concept of cultural identity have been developed in the academic literature in the end of the
twentieth and the beginning of the twenty-first centuries, when glocalization' processes attracted
special attention of researchers around the world. A number of empirical studies have been
conducted in frames of the theories described below. The research literature discussed in this
dissertation is primarily concentrated on the American and Russian academic works, since the
focus of the present investigation involves these two countries.

The culture theory (Marcus & Kitayama, 1991; Miller & Bersoff, 1992; Shweder et al.,
1998; Triandis, 1989) proposition was among the prevalent approaches to determination of
cultural identity in the social science research in the United States for several past decades.
According to the culture theorists’ view, diverse cultures represent universal formations that
shape specific ways of an individual’s thought, action, and self-identification. These patterns
significantly differ from society to society and may be generally classified into two broad
categories—individualistic and collectivistic structures. Thus, an individual’s cultural identity is
understood through a society’s dominant orientation, which usually reflects dichotomous
individualistic versus collectivistic cultural norms and values.

The Russian perspective on the concept of cultural identity suggested similar points of
view to those articulated in the culture theory. A society or a nation is seen as an organization
that holds specific characteristics and virtues, norms and regulations, traditions and customs,
archetypal features and values (Dmitrieva, 1998; Solovyev, 1988; Yadov, 1994). An individual’s

cultural identity is determined by a personal need to be positively evaluated in the large

! Glocalization, a term that was introduced to the academic world by the British sociologist Roland Robertson in the
1990s, reflects combination of globalizing and localizing factors in all spheres of contemporary human life.



community that establishes social and cultural standards at the level of collective
unconsciousness. Crisis situations in the society (for instance, rapid Westernization of the media
market and its saturation of foreign visual images and textual messages, or obtrusion of
individualistic cultural values after the dissolution of the Soviet Union) generate aversion to alien
ideologies among people and stimulate unification of the nation through re-realization of cultural
identity (in the example of the Russian society, increasing emphasis on collectivistic and
communal values in 1990s) (Sosnin, 1998).

A considerably different theoretical approach was offered by the proponents of the social-
cognitive domain theory that emerged in the frames of developmental research tradition.
Scholars shifted the subject of investigation from dichotomous individualistic and collectivistic
dimensions in understanding of personality to analysis an individual’s cultural identity in
multiple contexts within a particular culture (Helwig & Turiel, 2003; Killen & Wainryb, 2000;
Oyserman, Coon & Kemmelmeier, 2002; Turiel, 1983; Wainryb & Turiel, 1994). The social-
cognitive domain theory proposed that people in different countries go through similar
developmental stages independently of their national affiliation, blending individualistic and
collectivistic characteristics. At the same time, certain aspects of development of an individual’s
cultural identity were found to vary across diverse ethnicities and socio-cultural environments
(Wainryb, 20006).

The present research seeks to study effects of beauty and fashion magazines in two
cultural settings and on two age groups and determines the most applicable theoretical
framework for investigation of the concept of cultural identity in the twenty-first century, the
epoch of global culture. The dissertation discusses empirical findings within directions of the

previously reviewed theoretical viewpoints on an individual’s cultural self-identification, selects



the most relevant scientific approach to the cross-cultural analysis of the mass media audiences,
and tests this approach in the North American and Russian cultural environments, which have
been traditionally described as Western and non-Western civilizations respectively in the
previous academic literature.

Generation X and Generation Y in the Age of Global Media

There is no official consensus at the academic level in social science about the exact birth
dates that define Generation X and Generation Y, but these terms are commonly used in popular
culture nowadays. The broad definition usually refers to Generation X-ers as the cohort in
Western societies who were born in the late 1960s and 1970s, and to Generation Y-ers as the
cohort born in 1980-1990s. The terms will be used in the dissertation conventionally as
illustrative definition of the two age groups under investigation in the both countries—Russia
and the United States.

The term Generation X was popularized by Douglas Coupland, a Canadian writer, in his
book Generation X: Tales for an Accelerated Culture (1991) and described people across the
Western world, primarily North Americans who grew up on the cultural basis created by the
Baby Boomer generation (birth time—frame from the late 1940s to the early 1960s). In the
United States, Generation X-ers caught the rise of hippies and countercultures, adopted the
values of commercialism and consumerism, and absorbed the political ideology of the Cold War
that in the aggregate was shaping a culturally specific lifestyle as well as a certain attitude to the
world out of the country’s borders among American citizens.

In Russia, Generation X-ers were the last age group that obtained educational foundations
in frames of the communist/socialist values before the dissolution of the Soviet Union. Soviet

Russia was an economically and politically closed country, and therefore, upbringing at home



and in schools gave a strong sense of cultural and ideological affiliation to youngsters.
Generation X-ers in both Russia and the United States became adolescents when the personal
computer revolution and the rise of the information society had only just begun, so they did not
perceive themselves as a part of the global culture from their early childhood.

Generation Y-ers represent the last generation born in the twentieth century and the first
one fully grown up in the epoch of the Internet, new electronic media, and digital means of
communication. In 1980-1990s, the World Wide Web revolutionized mass communication
processes between individuals in different countries around the globe. Generation Y-ers in
Russia and the United States came into life in the era of new types of interpersonal
communication such as e-mail, instant messenger, online video conferencing, and blogging that
allowed connection to almost anyone at any time on the planet, stimulated interchange of cultural
heritage and social knowledge, and encouraged active participation in shaping of the global
culture. Several mass communication scholars (Hachten & Scotton, 2002) even claimed that the
spread of the Internet and new digital media technologies caused the collapse of the Soviet
Union and the end of the Cold War.

After the fall of the so-called Iron Curtain, the planned economy in Russia collapsed,
whereas the capitalist economy in the United States has strengthened, broadened, and even
expanded to almost the whole world, consequently causing convergence of media companies,
commercialization and profit-orientation of the mass media. The world media giants originated
in the United States, including Time Warner and Disney, have been distributing their production
across world cultures, particularly in Russia, propagating capitalist values such as “dollarization,

McDonaldization, Disneyfication” (Artz, 2003).



In Russia, the generational cohort born during 1980-1990s grew up without mature
memories of communist collectivistic ideals, but rather it accumulated capitalist individualistic
values. Contrary to Generation X-ers, Generation Y-ers in both Russia and the United States
have been exposed to similar media images and textual messages in the mass media from their
infancy. Thus, it may be hypothetically assumed that Generation X-ers and Generation Y-ers in
Russia, who were reared within different socio-political values, would have distinctive notions of
their cultural self-identity.

Another significant issue of particular interest in the present research is that a
distinguishing characteristic between Generation X-ers and Generation Y-ers such as their age
difference may be the key to differences in their critical evaluations of the surrounding world on
the whole, and of the mass media content in particular. Thus, taking into consideration
discrepancy in a cultural life experience and cognitive stages in human development, the
dissertation explores differences and similarities of the media messages’ influence on self-
perceptions of Generation X-ers (with the mean of 28 years of age) and Generation Y-ers (with
the mean of 18.5 years of age) in Russia and the United States in the contemporary conditions of
globalization in the world.

Women’s Magazines as a Source of Global Culture

The history of women’s magazines in Russia and the United States began approximately
at the same time—in the last quarter of the eighteenth century. The origins of the Russian
magazines for female audience go back to 1779, when a prominent educator, writer, and
publisher Nikolay Novikov founded The Monthly Fashion Magazine, or The Library for Lady’s
Dressing (Bonner-Smeyukha, 2001). In the United States the first magazine specifically created

for women was titled The Lady's Magazine and Repository of Entertaining Knowledge and



appeared in 1792 (Zuckerman, 1998). Since that time until the information age, the press for
female audiences was developing in culturally and ideologically specific frames in the both
countries, taking particularly distinctive directions in the twentieth century.

During the last century, American women’s magazines have specialized according to
diverse needs of consumer audiences, providing information for adolescent girls, young adults,
and middle aged women as well as for housewives, working women, feminists, and other female
groups. National advertising in magazines has been developing since 1938 (Zuckerman, 1998),
promoting a wide range of products from clothes and cosmetics to foodstuff and furniture.
Beauty and fashion magazines were shaped as a specific kind of media that predominantly
disseminated popular culture, concentrating on how the American females should dress, look,
communicate with men, and related issues. Today the U.S. market of beauty and fashion
magazines is represented by a wide range of diverse editions and the circulation figures for this
kind of media are high: For such leading magazines as Good Housekeeping, Cosmopolitan, and
Glamour the circulation numbers constitute 4,609,209, 2,908,861, and 2,248,961 respectively
(Magazine Publishers of America, 2006).

Over the same era, the women’s press in the Soviet Russia did not offer a wide variety of
magazines for different audiences, but rather combined the coverage of diverse females’ interests
in two nation-wide women’s magazines: Rabotnitsa (Woman-Worker) and Krestyanka (Woman-
Farmer). These editions did not promote products of the mass culture by means of advertising;
instead they propagated a life style of a Soviet woman, serving primarily ideological and
educational functions (Zakharov, 2004). The magazines particularly promoted ideas of equal
rights of men and women, discussed the importance of family values, provided art and historical

stories, as well as developed fashion trends and beauty standards for the Soviet women.



While the Soviet media market was protected from the expansion of foreign publishing
houses during the communist era (Bilukha & Utermohlen, 2001), many American glossy
magazines such as Cosmopolitan, Good Housekeeping, Vogue, and Glamour began circulating in
Western and Eastern Europe and many other countries around the world promoting among
females the westernized way of life throughout the second part of the twentieth century.
Westernization affected the Russian media market only after the dissolution of the Soviet Union
in early 1990s, when Western media companies crossed the borders and introduced to the
Russian audience culturally new female images—slim and fashionable, self-confident, and
sexually emancipated. All those features were absent in the Soviet media.

The Russian edition of Cosmopolitan was the first beauty and fashion magazine that
came to Russia, and it immediately appeared very popular among women’s audiences,
particularly among adolescents and young adults. The young audiences were eager to find
information about world fashion trends and sexual relationships, and they were not as
conservative in their media preferences as older women. Krestyanka and Rabotnitsa were forced
to compete with their American rivals, and therefore, the magazines began to modify their
content adopting various media models of their Western counterparts. At the same time, the
Russian magazines intended to remain culturally traditional reflecting the Russian and Soviet
norms and values in visual and textual materials.

By the approaching of the millennium, when rapid development of the global information
society by the means of new electronic media has contemporized with expansion of global media
conglomerates around the world, division among women’s magazines’ audiences on the Russian
market has appeared to be obvious: Young females, who were reared in the information age, the

Internet era, tend to prefer Americanized, or Westernized, or globalized, media sources, whereas



those females who grew up in the culturally specific environment in the Soviet Union, are more
likely to consume the Russian magazines (Dmitrieva, 1998; Zakharov, 2004). In this connection,
the magazines targeted at the more mature female audiences adapt their content and visual
images to their Russian readers, whereas those magazines, which are designed for the younger
audiences, present Westernized female images and mostly publish stories translated from their
Western editions. For example, Russian version of Good Housekeeping is released with the
Russian name Domashniy Ochag; it publishes images of Russian celebrities and covers topics
related to the life of Russian women: the magazine’s issue from March 2007 has a Russian
actress on its cover and discusses International Women’s Day as a major theme (Appendix E).
On the contrary, Cosmopolitan keeps its American title for the Russian audience; it mostly
represents Western models and American celebrities and covers the same topics as its American
version: the magazine’s issue from March 2007 places Paris Hilton on the cover and provides the
readers with sex tips and beauty advice (Appendix E).

The global publishing houses of Hearst Communications (beauty and fashion magazines
Cosmopolitan, Cosmo Girl, Good Housekeeping, Harper’s Bazaar, Marie Claire), Conde Nast
(Glamour, Vogue), Hachette Filipacchi (Elle, Elle Girl), Burda (Burda, Cool Girl), which came
into the Russian media market in 1990s, coexist now with the Russian traditional media
companies, which publish Krestyanka and Rabotnitsa. Despite glocalization processes that
motivate the foreign corporations to customize their media production for the needs of the
Russian consumers by adapting magazines’ titles and content, the both categories of
publishing—Western and Russian—keep their stable audiences (Dmitrieva, 1998). However, the
audiences of the two Western magazines on the Russian market with the highest circulation

figures—Cosmopolitan and Glamour (1,000,000 and 680,000, respectively) are considerably
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larger than the audiences of the two biggest Russian magazines—Krestyanka and Rabotnitsa
(90,000 and 250,000, respectively) (Media Atlas, 2007).

The present study particularly focuses on the issue of acceptance/non-acceptance of
beauty and fashion magazines as a source of global culture by the readers in diverse cultural
settings, namely adolescent girls and young adult females in Russia and the United States. The
findings of the dissertation are particularly important for the body of knowledge in the media
effects tradition, because effects studies have been widely criticized for lacking social and
cultural context. The present research takes into consideration cultural and generational factors,
which provide the most illustrative context for assessing Western and non-Western audiences’
concepts of media messages in the changing global environment.

In contrast to U.S. society, which has had a stable political-economical situation during
the twentieth century, Russian society has experienced political, economic, social, and cultural
changes since the 1990s; and therefore, these conditions have recently influenced changes in
mass media operations and consequently in perceptions of media messages by the Russian
audiences. On the other hand, American audiences over the past fifty years have become
accustomed to all commercial aspects of mass media. Thus, the comparative investigation of
diverse generational cohorts (in addition to diverse cultural groups) allows to understand
differences and similarities of the media effects on the younger and older audiences with
different socio-political-economical backgrounds.

Adolescent and Young Adult Women as Readers of Beauty and Fashion Magazines

The strong impact of visual images and textual content in beauty and fashion magazines

on the American adolescent and young adult females’ body-related attitudes and behaviors has

been identified in numerous empirical studies during the past decades (Ballentine & Ogle, 2005;
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David, Morrison, Johnson, & Ross, 2002; Duke, 2002; Harrison & Cantor, 1997; Jones,
Vigfusdottir, & Lee, 2004; Kim & Ward, 2004; Levine & Smolak, 1998; Park, 2005; Sauer &
Robles-Pina, 2003; Shaw, 1995; Tiggemann & Riiiitel, 2001; Thomsen, McCoy, Gustafson, &
Williams, 2002; Thomsen, Weber, & Brown, 2002; Turner, Hamilton, Jacobs, Angood, &
Dwyer, 1997; Utter, Neumark-Sztainer, Wall, & Story, 2003). In general, the findings in the
previous research were consistent and identified that frequent exposure to glossy magazines
significantly influenced females’ self-perceptions, socialization practices, and understanding of
cultural norms and values; this media experience was also strongly associated with low self-
esteem, body dissatisfaction, and development of media-related health risks, particularly eating
disorders among the American teenage and young women.

The issue of females’ use of beauty and fashion magazines has received considerably
modest attention in other diverse cultural contexts at the academic level. Furthermore, the results
of empirical investigations across cultures did not appear as consistent as in the North America.
Several comparative studies conducted on the Iranian versus American (Abdollahi & Mann,
2001) and the Arab versus Jewish (Safir, Flaisher-Kellner, & Rosenmann, 2005) young females
supported findings obtained in the United States, showing similar influence of the media
messages in the magazines, with westernization trends appearing in diverse cultures in females’
social behavior and eating practices. However, other empirical works revealed certain
differences in spread of eating disorders and females’ perception of media content in various
countries, for example, in Ecuador (Casanova, 2004), China (Gunewardene, Huon, & Zheng,
2001), and Egypt (Nasser, 1988) compared to their American counterparts.

The audience research related to adolescent and young adult females’ use of beauty and

fashion magazines in Russia has not had such an extensive tradition as in the United States.
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However, several recent studies explored reading motivations of the Russian women’s
magazines’ consumers (Dmitrieva, 1998), carried out historical and typological analysis of the
magazines in Russia (Bonner-Smeyukha, 2001; Plenkina, 2004; Zhukova, 1999), and examined
their visual images and textual content in comparison to the Western magazines (Alperina, 2000;
Zakharov, 2004).

The amount of empirical investigations of the Russian female audience of glossy
magazines may not be sufficient to represent consistent behavioral trends. Moreover, Russian
research mostly has focused on the analysis of the general women’s audience, rather than on
adolescents as readers (Dmitrieva, 1998). Therefore, in order to fill this gap the present
dissertation will concentrate primarily on how magazines are perceived by teenage females as a
particularly vulnerable audience to the impact of media messages (Bilukha & Utermohlen, 2001;
Brumberg, 1997; Field et al., 1999).

Previous research in the Eastern European countries has widely discussed the processes
westernization, which affected this region after the dissolution of the Soviet Union, and
considered media impact as a general variable without specific differentiation by the media
sources, but with more precise attention to the issue of eating disorders and dieting behaviors, for
example, in Bulgaria (Catina, Boyadjieva, & Bergner, 1996), Czech Republic (Krch, 1995),
Eastern Germany (Steinhausen, Neumérker, Vollrath, Dudeck, & Neumaérker, 1992), Poland
(Wlodarczyk-Bisaga, Dolan, McCluskey, & Lacey, 1995), and Ukraine (Bilukha & Utermohlen,
2001). As the closest to Russian females in terms of culture, the Ukrainian women were found to
be significantly influenced by the media messages and to show internalization of the thin ideal

that was correlated with the frequent exposure to the Western media and associated with the
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higher risk of eating disorders, particularly among the youngest age group—25 years or less
(Bilukha & Utermohlen, 2001).

Difference between generational cohorts corresponded to different developmental stages
according to females’ age, and therefore, resulted in their responsiveness to the thin body
standards, critical evaluation of the media messages, and consequently eating practices. For
instance, previous research (Pompper & Koenig, 2004) showed that late teenage and young adult
women perceived skinny models in beauty and fashion magazines as attractive and having
socially desirable physical appearance, whereas middle-age women were significantly less
preoccupied with maintaining a thin body ideal. Similarly, several studies (Fisher, Schneider,
Burns, Symons, & Mandel, 2001; Greenleaf, 2001) revealed that younger age females, especially
adolescents, tended to have more concerns regarding their body size and weight and higher rates
of eating problems as compared to the older age groups.

The discussed above cultural and generational differences are explored in the present
dissertation in the American and Russian settings, specifically testing teenage and young adult
women’s understandings of socio-cultural norms and values in connection to their magazines’
use, their self-perceptions and presumptive societal expectations, reading motivations, degree of
critical evaluation of magazines’ visual images and content, and presence of media-associated
health risks.

The social comparison/learning theoretical approach (Bandura, 1977; Botta, 1999;
Festinger, 1954; Goethals, 1986; Harrison & Cantor, 1997), which states that people tend to
compare themselves to significant others, particularly as represented in the mass media, and to
model their behavior through the process of social learning, is applied here to investigate

females’ perceptions of socio-cultural norms and values as related to their magazines’
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consumption. In previous academic works, beauty and fashion magazines were considered
central sources for shaping cultural conceptions and ideals for teenage and young adult women
(Cusumano & Thompson, 1997; Field et al., 1999; Levine, Smolak, & Hayden, 1994; Stice,
Shaw, & Numeroff, 1998), suggesting that females often internalized media messages as
guidelines for the socially desirable behavior and appearance.

Apart from the fact that glossy magazines represented a salient source of information
about socio-cultural norms and expectations for many young women, body image and external
appearance have been considered among the most important factors for self-definition of
females, particularly adolescent girls, who were acknowledged as more vulnerable to media
content and visual images than adult women (Field et al., 1999) and adolescent males (Harrison
& Cantor, 1997). Therefore, the first part of the dissertation focuses primarily on the adolescent
female audience, since it requires special attention of media educators and has not been yet
investigated at the academic level in Russia.

The females’ self-perceptions and presumptive societal expectations obtained from their
reading of beauty and fashion magazines are discussed in frames of the media effects research
tradition, specifically the third-person effect theory (Davison, 1983; Gunther & Storey, 2003;
Park, 2005). The previous studies suggest (Park, 2005) that besides the direct connection
between reading beauty and fashion magazines and females’ desire to be thin, there were also
indirect influences of societal norms promoted by media and presumed conceptions of
significant others. Considering these factors, Park (2005) emphasized such intervening variables
as the perceived prevalence of the thin ideal in mass media and the presumed influence of the
thin ideal on others. On the basis of this theoretical proposition, the present study analyzes

cultural differences and/or similarities of women’s conceptions about culturally accepted
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standards reflected in media and their significant others’ expectations regarding female
appearance.

The analysis of the American and Russian females’ motivations for reading beauty and
fashion magazines is conducted on the foundation of the uses and gratification theory (Katz,
Blumler, & Gurevitch, 1974). Based on this theoretical approach, Thomsen and colleagues
(2002) claimed that the needs and motivations associated with media use appear important
variables in the analysis of media impact of magazines’ messages on adolescent and young
females. Based on their analysis of the literature and empirical findings, the researchers
(Thomsen et al., 2002) elaborated a model that demonstrated a direct influence of reading
motivations on reading frequency, and development of anorexic risk related to the magazines’
use. The dissertation comparatively examines if particular motivations for reading of beauty and
fashion magazines by the American and Russian females is associated with reading frequency,
their desire to be thin, and their dieting practices.

The females’ critical evaluations of magazines’ visual images and textual content are
investigated in the direction of the reception analysis theoretical tradition (Hall, 1973, 1980;
Holub, 1984; Morley, 1980; Radway, 1984; Steiner, 1988) and the Foucauldian (1973) feminist
analysis (Markula, 2001). The analysis of critical evaluation of media message is important at the
both levels: generational and cultural. In terms of cultural dimension, unlike their American
counterparts, the Russian females have not been exposed to “highly stylized and unrealistically
idealized female body image” (Thompson & Stice, 2001) in Western magazines till recently; also
the Russian women’s magazines have traditionally provided more natural female images.
Several studies revealed that adolescent females with different cultural backgrounds were more

critical in evaluation of magazines’ content and had higher levels of self-esteem and more
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positive body image, than the Western-type teenage girls, who significantly associated
themselves more strongly with magazines’ models (Duke, 2000; Duke, 2002).

Similarly to distinctions in critical evaluations of the media content among females in
diverse cultural settings, media-associated health risks may be seen as less common in non-
Western cultures where thinness as beauty ideal is not highly valued and promoted (McCarthy,
1990; Nasser, 1988). The previous studies in the United States reported that presentation of thin
female images in the mass media contributed to formation of recipients’ notion of ideal body
shape and caused young women’s body dissatisfaction and dieting behaviors (Field et al., 1999;
Rodin, Silberstein, Striegel-Moore, 1985; Striegel-Moore & Cachelin, 2001). The research
showed that many American adolescent females believed that they were overweight and
constantly tried to lose weight even though most of them had normal weight ranges (Ozer,
Brindis, Millstein, Knopf, & Irwin, 2003); those females, who frequently read magazines
saturated with visual ideal body images, were identified to have lower self-perception and body
satisfaction, to underestimate shapes and sizes of their bodies, and to experience eating disorders
(Harrison & Cantor, 1997). The present dissertation carries out a comparative analysis of the
presence and potential risks of media-associated health problems among the American and
Russian teenage and adult women females in order to assess cultural patterns in development of
eating disorders.

Study Objectives

The general objective of the dissertation is a comparative investigation of teenage
(Generation Y) and young adult (Generation X) females’ perceptions of beauty and fashion
magazines’ messages in Russia and the United States. The comparative design of the study is

chosen for the following reasons: it expands the data base allowing broader generalizations of the
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study findings for different audiences, examines applicability of a theory in diverse cultural
contexts, makes invisible factors in single-country studies visible in the context of culturally
specific features, and therefore, the comparative investigation leads to important theoretical
advances (Gurevitch & Blumler, 1990). The theoretical model for the present study is elaborated
on the basis of the theoretical frameworks mentioned above and discussed in detail in the
Literature Review chapter along with key empirical studies. To date, this dissertation is a first
attempt to explore cross-cultural-generational attitudes of females in terms of their magazines’
use, determination of socio-cultural norms and values, formation of self-perception and reading
motivations, development of critical evaluation of magazines’ content, and presence of media-
related health risks specifically in the American versus Russian cultural settings, using the
following research methodology.

The present study is conducted in two stages: A qualitative exploration of the topic is
followed by a quantitative investigation. The first part concentrates on an in-depth, cross-cultural
comparison of media use by a small number of the American and Russian adolescent girls;
whereas the second part focuses on the both independent variables—culture and age, examining
Generation X-ers and Generation Y-ers in the both countries quantitatively, on the larger scale
via survey.

The qualitative methodology is chosen for the first part of the study, since despite the
large number of empirical studies carried out on the American teenage females’ use of beauty
and fashion magazines, only a few academic studies were performed on the Russian female
audience and just indirectly related to this topic. Thus, it is important to start with broader
exploration of a little-known phenomenon (Marshall & Rossman, 1999) by asking participants

more general, open-ended questions. Among qualitative techniques, in-depth interviewing is
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considered as preferable for assessment of young participants, since in these research settings
they do not tend to be influenced by group leaders.

The interview questions are developed on the basis of the previous similar studies
conducted in Russia and the United States. Participants are twenty 18-19-year-old adolescent
females voluntarily recruited at the Moscow State University (Russia) and the University of
Maryland (USA). The objective of the first part of the study is to provide the grounding for the
second part of the dissertation through the detailed examination of this particular age group of
females, perhaps, the most vulnerable audience under the media influence in any cultural
environments.

The second stage of the study is based on the analysis of the ideas and themes from the
in-depth interview data. The participants’ responses are analyzed according to the categories and
specific patterns in order to focus on developmental differences across generations through a
quantitative method—a survey. The questionnaire is created on the basis of the themes appeared
during the interviews as well as on the previous research literature. The survey includes closed-
ended, open-ended, multiple-choice, and ratio-scale questions.

The survey sample includes 400 participants in total that is considered as a sufficient
number for application of this quantitative technique (Poindexter & McCombs, 2000). A
snowball type sample is collected among the undergraduate and graduate students in the Moscow
State University and the University of Maryland with equal amount of participants according to
each cultural and generation level. The objective of the second part of the study is an empirical
evaluation of scientific reliability and practical applicability of the theoretical model developed

for the cross-cultural-generational investigation of the media audiences.
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The comparative investigation of teenage and young adult females’ perceptions of beauty
and fashion magazines’ messages in Russia and the United States is aimed to reveal cultural and
generational differences and/or similarities in their media uses in the twenty first-century, the age
of global culture and global mass media. The information obtained in the dissertation may be
helpful for journalists in terms of awareness of media effects on adolescents, for social
psychologists in terms of prevention of media-associated health risks, and for education
institutions in terms of development of media-literacy programs for college and university
students in Russia and the United States.

The theoretical basis for the present study, the previous research literature, the related
empirical works, and research questions and hypotheses are reviewed and discussed in the next

chapter.
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Chapter 2
Theoretical Framework and Review of Relevant Literature

The theoretical focus of the dissertation research lies in the intersection of the mass
communication and human development research fields, and therefore, the following literature
review covers selected theoretical concepts and empirical works from the developmental
tradition and from the media audience research, particularly from the media effects research as
well as from the uses and gratifications theory, and the reception analysis tradition.

Theoretical Viewpoints on Cultural Identity in Human Development

The concept of cultural identity in human development has been discussed in different
theoretical frameworks, which in turn have been tested in the number of empirical studies in the
United States and Russia during the past decades.

The culture theory (Hofstede, 1980; Marcus & Kitayama, 1991; Miller & Bersoff, 1992;
Shweder et al., 1998; Triandis, 1989, 1995) has represented one of the most common approaches
to the human social development in diverse cultural settings, proposing that cultures construct
coherent patterns of an individual’s thought and action throughout the history and, therefore,
differ considerably from society to society. According to this perspective, a person is supposed to
act in compliance with the culture’s dominant orientation and to accept and reproduce certain
cultural features, which are seen as shared values, beliefs, and goals among members of the
society. The culture theory viewpoint presumes a broad differentiation of cultures into two
general and usually dichotomous categories—individualistic and collectivistic organizations
(Marcus & Kitayama, 1991; Triandis, 1989, 1995).

Correspondingly, Western societies, particularly European and North American, are

characterized as individualistic reflecting the rights-based culture, whereas non-Western
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societies, for example in Africa, Asia, and South America, are described as collectivistic carrying
the duty-based culture (Miller & Bersoff, 1992). At that, an individual’s cultural self-
identification is seen as a culturally dependent phenomenon. From the culture theory perspective,
Western individualistic cultures organize social experience around autonomous person, relatively
independent from her/his family and/or community, and motivated by personal goals, whereas
members of non-Western collectivistic cultures do not place much emphasis on an individual
autonomy, valuing instead interdependent roles and pursuing duties determined by collectivistic
social order (Marcus & Kitayama, 1991; Triandis, 1989).

The culture theory’s hypothetical assumptions were tested in the Miller and Bersoff’s
(1992) cross-cultural study, revealing that the American and Indian participants’ judgments
about areas of individual autonomy and moral obligations represented individualistic and
collectivistic characteristics of their societies respectively: The issues that the American
adolescents viewed as matters of personal choice and autonomous decisions were viewed by
their Indian counterparts as matters of interpersonal moral obligations. The researchers observed
constant cultural differences in individuals’ conceptions of autonomy and dependency in diverse
interpersonal conflict situations and concluded that people in Western societies primarily
appreciated autonomy and personal rights, whereas people in non-Western societies valued
tradition and subordination of the individual to the group (Miller & Bersoff, 1992).

Similar empirical findings were obtained by Fuligni (1998), who employed the analogous
theoretical premise in the comparative study of adolescents with diverse cultural backgrounds
representing Western and traditional societies—European, Mexican, Chinese, and Filipino. The
author discovered that even living in the United States, adolescents from immigrant families with

diverse cultural traditions held different beliefs about individual autonomy and parental
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authority. Participants from Mexican, Chinese, and Filipino groups, who represented non-
Western cultural backgrounds, all were characterized as possessing traditions of respecting
parental authority and downplaying individual autonomy in the service of family cohesion and
solidarity (Fuligni, 1998).

Among other issues, Fuligni’s (1998) data showed that presence of various cultural
beliefs about personal autonomy and parental authority had modest impact on child-parent
interactions within a single Western society; whereas addressing the similar question, Miller and
Bersoft’s research (1992) indicated that the American and Indian samples reflected distinctively
different understanding of autonomy and authority, which in turn influenced interpersonal
relations in different cultural settings.

Overall, the culture theory proponents’ understanding of an individual’s cultural
affiliation as a determinative factor for perception of her/his inherent cultural identity has been
examined in a limited number of empirical studies. Moreover, the theoretical statement about
cultural self-identification as an essential component in human social and cognitive development,
which is dependent on an individual’s cultural (collectivistic or individualistic) background, has
not been reflected in the findings consistently.

Russian researchers have traditionally conceptualized cultural identity as a fundamental
constituent for human cognitive, social, and psychosocial development, which is mediated
through social facilitation, suggesting that an individual acquires values and beliefs by adopting
socio-culturally evolved symbols, signs, and meanings; in other words, he or she internalizes
culturally constructed domains of knowledge (Popova, 1999; Vygotsky, 1981). At that,
peculiarities of the Russian nation have been extensively discussed throughout the history of the

Russian philosophical tradition, entailing the notions of the Russian national character, the
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Russian soul, and specificity of the Russian spirituality and collective consciousness (Dmitrieva,
1998).

The origins of these ideas are rooted in the geographical location of Russia between
Europe and Asia, representing that throughout the history the country has been exposed to
cultural influences from the both directions. Such examples as the adoption of Christianity by the
Kievan Rus from the Byzantine Empire in the tenth century, and Westernization in all social
spheres after Peter the Great coming to power in the beginning of the eighteenth century,
illustrate significant Western impacts on the Russian culture. On the other hand, the occupation
by Mongol-Tatar invaders, Golden Horde, in the thirteenth-fifteenth centuries and experience
with communist collectivistic values in the twentieth century during the Soviet Union era may be
considered as Eastern influences (Smaele, 1999).

Reflecting this geopolitical situation, three major ideas about Russia’s political position
and cultural mission in the world were articulated by Russian philosophers. In the nineteenth
century the Westernizers saw Russia as a follower of the Western (European) societies calling for
rapid industrialization and establishment of liberal state administration, whereas the Slavophiles
emphasized the uniqueness of the Orthodoxy church, tradition of the farmers’ commune, and
importance of the tsar’s role for the Russian people (Smith, 1996). According to the idea of
Eurasianism, conceptualized in the twentieth century, Russia has represented a unique individual
way of political, economical, and cultural development—different from the both Western and
Eastern traditions.

This theoretical premise about Russian culture as an essential element in the formation of
an individual’s social and psychological self-identification is one of the prevalent approaches in

Russian contemporary research literature (Dmitrieva, 1998; Sosnin, 1998; Yadov, 1994).
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According to Yadov’s (1979, 1994) perspective, an individual’s social development and
behavior are determined by her/his comprehension of affiliation to the cultural community and a
person’s socio-psychological identity is related to her/his inherent need to be positively
recognized by other members of the society. Furthermore, crisis conditions in society intensify
individuals’ aspiration for the collective protection, solidarity, and maintenance of cultural
values (Yadov, 1994). For instance, after the dissolution of the Soviet Union, Westernization
processes on the political, economical, and cultural levels engendered aversion to alien
individualistic values in the Russian society, which was strongly oriented toward interdependent,
collectivistic, and communal cultural identity (Sosnin, 1998).

These theoretical propositions were examined in the Dmitrieva’s (1998) study, which
particularly analyzed females’ perception of Westernized versus Russian traditional visual
images and content in women’s magazines in 1990s. The findings revealed that participants in all
focus-groups, consisted of the readers of the Russian magazine Krestyanka, articulated
significant importance of the renaissance of the Russian national cultural ideals and spiritual
values in the contemporary society (Dmitrieva, 1998). However, apart from this study, there
were a few if any attempts to investigate the discussed above theoretical statements empirically.
Therefore, the scientific reliability of this theoretical approach on an individual’s cultural identity
may be considered as questionable.

Noticeably different theoretical viewpoints on an individual’s cultural self-identification
are presented in the social-cognitive domain theory, which originated in the frames of
developmental research tradition. According to the social-cognitive domain approach, personal
autonomy and interdependence are not mutually exclusive characteristics and may coexist within

Western as well as non-Western cultures (Killen, Ardila-Rey, Barakkatz, & Pei-Lin, 2000;
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Nucci, Camino, & Sapiro, 1996; Oyserman et al, 2002; Smetana, 2000; Turiel, 1983; Wainryb &
Turiel, 1994).

Criticizing the dichotomous descriptions of cultures as individualistic versus
collectivistic, several researchers argued that these two types of social organization may be
conceptualized as ideal opposite poles of a continuous dimension (Killen & Wainryb, 2000).
Therefore, cultures represent mixtures of individualistic and collectivistic elements, where
autonomy, individual rights and independence coexist with characteristics such as obligations,
conformity, and interdependence. Research has shown that individuals in Western countries,
along with valuing personal autonomy in many social contexts, subordinate it to interpersonal
obligations, group goals, friendship and mutuality; in turn, in traditional societies people not only
enjoy individual rights and autonomous decision making, but also in many situations uphold the
primacy of personal choice over interpersonal obligations (Ardila-Rey & Killen, 2001; Helwig,
2006; Wainryb, 2006).

For instance, contrary to the culture theory’s claim that concepts of independence,
personal freedom and autonomy exist only in minimal amount in traditional cultures, Wainryb
and Turiel (1994) found these patterns in everyday interactions of the Druze Arab adolescents
with their parents. Considering as representatives of collectivistic culture, the Druze participants
in northern Israel did presumed that persons in dominant positions in the hierarchical order had
an authority for decision-making, but at the same time they perceived individual autonomy and
other freedoms as basic human rights and expressed discontent to some of the existing social
arrangements. Moreover, adolescents maintained their personal rights in many conditions, even

in the face of conflicts with parental authority or other collective concerns (Wainryb & Turiel,
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1994). In the same way, children from Western cultures articulated the prevention of harm as
prior to individual rights in many instances (Wainryb, 2006).

Therefore, the proponents of the social-cognitive domain theory proposed that,
independently of an individual’s cultural identity, the moral issues (which include concepts of
justice, welfare, and rights) constitute universal and generalizable categories across cultures;
notions of privacy, bodily integrity, and control regarded as personal issues may be similarly
recognized by individuals in different cultural settings; whereas beliefs about authority, tradition,
and social norms represent social-conventional issues, which may vary for individuals with
diverse cultural backgrounds (Helwig, 2006; Wainryb, 2006). This theoretical assumption was
tested in the considerable number of empirical studies (Ardila-Rey & Killen, 2001; Helwig, in
press; Nucci et al., 1996; Wainryb & Turiel, 1994) and the findings appeared to be generally
consistent.

For example, cultural similarities in human development were discovered in individuals’
evaluations of their personal rights and choices in school settings, particularly their appreciation
of teacher’s methods of intervention focused on promoting children’s notion of autonomy or
locus of control (Ardila-Rey & Killen, 2001). Assessing Colombian children’s reasoning about
personal, moral and social-conventional events, Ardila-Rey and Killen (2001) found that their
judgments were not hierarchical or authority-oriented as it had been stated by the culture theory.
The South American children in early childhood years through the second grade recognized
differences between moral and social-conventional issues and articulated a personal domain,
valued individual autonomy and demonstrated age-related increase in the concept of personal
choice in the classroom, despite the highly regulated context of the school environment (Ardila-

Rey & Killen, 2001).
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Contrary to the both theoretical frameworks discussed above, the social-cognitive domain
approach has shifted from the discussion of cultural patterns between societies to focus on
diverse experiences of a person in multiple contexts within a culture (Nucci et al., 1996; Turiel &
Wainryb, 2000; Wainryb, 2006). Nucci and colleagues (1996) examined the impact of social
conditions in the traditional Northeastern Brazilian environment on participants’ sense of
authority, individual autonomy, and personal rights. Investigating low- and middle-class
adolescents’ conceptions of a personal domain of actions, the researchers concluded that despite
hierarchical social structure affected participants’ ideas of autonomy, individuals across social
classes sought to establish an area of personal choice and freedom (Nucci et al., 1996). In
addition, comparison of findings in the supposedly collectivistic Brazilian environment to
analogous data in Western societies showed that children constructed conceptions of individual
autonomy and personal rights in similar way across cultures.

Thus, the analysis of the three theoretical frameworks in connection to the concept of
cultural identity revealed that the two former approaches, namely the culture theory and similar
to it the Russian historical-archetypal model, have been conceptualized primarily in the
theoretical reviews without getting enough empirical support for their propositions, whereas the
latter approach—the social-cognitive domain theory—has been widely applied in the field
throughout the last two decades and obtained considerable empirical support, and therefore,
scientific reliability.

In the dissertation, the social-cognitive domain theory is used as a general theoretical
framework for investigation of females’ social development in diverse cultural settings—Russia
and the United States. The theory’s thesis of an individual’s differentiation between moral,

social-conventional, and personal issues is applied and tested in the analysis of developmental
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trends in females’ concepts of socio-cultural norms and values, their self-identifications and
perceptions of societal expectations, motivations for reading beauty and fashion magazines, and
critical evaluations of the content, and finally, their predispositions to the media-associated
health risks.

Mass Communication Theories and Young Women’s Uses of Beauty and Fashion Magazines

In the field of the mass communication studies, Jensen and Rosengren (1995) identified
several traditions used specifically in audience research, namely media effects studies, uses and
gratification research, literary criticism, cultural studies, and reception analysis. The present
dissertation is conducted primarily in the frames of the media effects research tradition. For the
investigation of teenage and young adult females’ media uses, the study applies the third-person
effect theory originated in the media effects studies, the uses-and-effects framework combining
the effects and uses and gratification research, and the reception analysis arisen from the cultural
studies. The social comparison/learning concept, which may be rather classified among the
socio-psychological theoretical approaches, is also used in the study for analysis of the media
influence on female audiences.

Social comparison/learning approach and females’ conceptions of socio-cultural
norms and values.

The formation of females’ conceptions about social norms and cultural values in
connection to the media exposure has been extensively investigated in the frames of the social
comparison theory (Bessenoff, 2006; Botta, 1999; Festinger, 1954; Goethals, 1986; Posavac,
Posavac, & Weigel, 2001; Sauer & Robles-Pifia, 2003; Thomsen, McCoy, & Williams, 2001).
The social comparison approach (Festinger, 1954) suggests that people tend to compare

themselves to other people and images, which they perceive to represent realistic goals to
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achieve. People make automatic spontaneous comparisons as a result of seeing media images and
try to meet those goals in the future (Botta, 1999).

For example, previous research illustrated that teenagers and young adults may evaluate
their own appearances by comparing them with those of models featured in magazines, since at
this particular age the body is seemingly a key to personal identity, especially for females
(Ballentine & Ogle, 2005; Tiggemann, Gardiner, & Slater, 2000). In this connection, the social
comparison theory proposes that individuals are vulnerable to forced automatic comparisons
with media images of the thin ideal (Goethals, 1986), which may be directly associated with
body image disturbance among females. Thus, body-related images and texts in beauty and
fashion magazines may stimulate negative feelings about the body, self-esteem disturbance and
cause socialization problems among teenage and young adult women.

On the basis of the social comparison framework, print media in general, and beauty and
fashion magazines in particular, were considered as central sources for shaping cultural
conceptions and ideals regarding appearance among the American adolescent and college-age
females in several studies (Cusumano & Thompson, 1997; Field et al., 1999; Jones et al., 2004;
Levine et al., 1994). Taken together, these works suggested that young females often internalized
media messages as guidelines for the socially desirable behavior and appearance and for many
girls glossy magazines represented a salient source of information about social norms and
cultural values. Hargreaves and Tiggemann (2003) also argued that appearance-related
information may have particular influence upon certain individuals, who invest heavily in
appearance as the basis for self-evaluation.

Several theoretical approaches, namely the social learning theory and the body and social

theory, conceptualize an individual’s perception of the mass media messages in the same way as
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the social comparison theory. The social learning theory developed by Bandura (1977) was used
in Harrison and Cantor’s (1997) study for analysis of links between the American college-age
females’ media consumption and frequency of eating disorders they experienced. Given the
theoretical explanation of the process of behavior modeling in compliance with examples offered
by the media, the researchers argued that this process provides the means by which young
women may acquire the ideal of a thin body, the motivations to engage in extreme dieting
practices, and instructions on how to do so from the beauty and fashion magazines (Harrison &
Cantor, 1997). Similarly, according to the body and social theory (Shilling, 1993), the mass
media play a significant role in shaping impressions in the society about the body image, which
in tern, provides a certain context for development of individuals’ attitudes toward the physical
self.

The previous academic works (Alperina, 2000; Ballentine & Ogle, 2005; Frith, Shaw, &
Cheng, 2005; Zakharov, 2004) also investigated the potential impact of beauty and fashion
magazines on females’ conceptions of social norms and cultural values. These studies employed
the content analysis research technique.

Ballentine and Ogle (2005) examined the content of Seventeen magazine from 1992 to
2003, exploring the body-related themes and messages in editorial texts of this teen magazine to
answer the question of whether body-related content included within Seventeen reflected a
diversity of voices and perspectives on the body image. The researchers found two overarching
rhetorical visions that structured body-related content presented within Seventeen magazine: (1)
the making of body problems and (2) the unmaking of body problems. Content related to the
former rhetorical vision constructed the notion of the body with ideal characteristics and

problematized bodies deviating from the ideal. The content related to the latter rhetorical vision
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characterized by three different methods for managing body problems: (a) through bodywork
regiments, (b) through consumption, (c¢) through resistance to dominant cultural conceptions of
the body. Ballentine and Ogle (2005) concluded that these rhetorical visions may send mixed
messages to adolescents about their bodies that could affect their conceptions of cultural norms
and social behavior.

Frith, Shaw and Cheng (2005) presented a cross-cultural analysis of female portrayals in
advertisements in popular beauty and fashion magazines in Singapore, Taiwan, and the United
States in order to compare how beauty was encoded as a cultural concept in Western and Eastern
cultural contexts. The findings showed that Caucasian models were used in magazines’
advertisements significantly more often across cultures than models of other ethnic groups: Of
the total of 1,236 ads examined in all the sample magazines, 73% featured Caucasians. This data
supported westernization trends in diverse world cultures promoted through the mass media as
well as stereotyping of female images that were “fixated on whiteness” (Frith et al., 2005). The
study also found that the content of advertising did differ across the cultures: The Asian ads
contained a large proportion of cosmetics and facial beauty products, whereas the American ads
were dominated by clothing. The results suggested that beauty in the United States may be
constructed in terms of the hody, whereas in Asian cultures the defining factor was more related
to a pretty face.

Similarly, Russian research (Zakharov, 2004) identified both issues in a comparative
analysis of the Russian traditional (Krestyanka and Rabotnitsa) and American (Cosmopolitan)
beauty and fashion magazines, finding Westernization trends, but at the same time relative
difference in their content and visual images depending on the cultural orientation. In general,

Zakharov (2004) characterized contemporary women’s magazines in Russia as providers of
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stereotypical female images that basically represented woman as a housewife and babysitter or as
a sexual object serving males’ needs; however, Russian magazines would not ever publish semi-
naked female images on their covers, while Western magazines were saturated with erotic
pictures. Furthermore, Alperina (2000) argued that reflecting interests of the Russian audience,
the Russian version of Cosmopolitan magazine contained significantly more stories about
psychological issues and social relations and much less materials with sexual advices and images
when compared to the American edition.

Overall, the studies conducted in frames of the social comparison/learning theoretical
approach suggested that young females tend to compare themselves to the mass media images
and model their behavior according to the process of social learning, obtaining conceptions about
socio-cultural norms and values particularly through the exposure to beauty and fashion
magazines. Adolescent girls are seen as a most vulnerable media audience in terms of the
magazines’ influence on their social development. However, depending on diverse cultural
settings, the magazines’ textual content and visual images vary considerably. Thus, it may be
hypothetically assumed that females with diverse cultural backgrounds, particularly in Russia
and the United States, may observe magazines’ messages differently. The present dissertation
explores the direct media effects on females’ comprehension of socio-cultural norms and values
in diverse cultures in frames of the social comparison/learning approach.

Third-person effect theory and females’ self-perceptions and presumed societal
expectations regarding their appearance and socialization practices.

The third-person effect theory (Davison, 1983) originated in the media effects tradition in
audience research in the mass communication studies. The earliest theoretical approaches in

terms of effects considered the direct transmission of the media message to the audience. Several
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propaganda theories in 1920s were developed on the basis of the critical Marxist approach
represented the model of dominant and powerful media, which could attract and direct public
attention. The magic bullet or stimulus-response paradigm assumed that media penetrated
individuals’ minds and instantly created direct effects (Baran & Davis, 2000). However, several
scholars (Lasswell, 1934; Lippmann, 1922) rejected simplistic magic-bullet conceptions and
introduced the idea of so-called propaganda-for-good, the kind of contra-propaganda that,
instead of using media to control masses, could help to educate people and prepare them for
perception of democratic ideas.

The next stage in the media studies was represented by Katz and Lazarsfeld’s (1948,
1955), who introduced the two-step flow concept that revealed a very modest role of the mass
media in the process of audiences’ attitudes and opinions formation (Newbold, 1995). In the
communication process, the researchers (Katz & Lazarsfeld, 1948) stressed the importance of
opinion leaders in shaping public opinion among the broader masses. Therefore, this approach
inferred that opinion leaders disseminated the information and presented certain meanings of
media messages for opinion followers composing the media audiences.

Klapper (1960) challenged the effects studies and departed from the media-centric
approach with the proposition that media did not serve “as a necessary or sufficient cause of
audience effects, but rather functioned through a nexus of mediating factors.” The media were
considered to operate within a pre-existing structure of social relationships and a particular
cultural context, and therefore, they could influence audiences only in an indirect way (McQuail,
2005). The agenda-setting theory developed by McCombs and Shaw (1972) viewed media

effects differently in terms of their impact, but similarly suggested indirect media influence on
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the audience—not by telling people what to think, but by telling them what to think about
(Newbold, 1995).

The third-person effect theory followed the indirect media effects proposition regarding
the mass media impact on the audience; it was developed by Davison (1983), who claimed that
people tend to perceive greater influence of mass media on others than on themselves. Several
researchers (Gunther & Storey, 2003; Park, 2005) discussed significant indirect effects of beauty
and fashion magazines on young females’ desire to be thin, employing the third-person effect
theory. Based on Gunther and Storey’s (2003) development of this theoretical framework, Park
(2005) proposed that college-age females would perceive some influence of the magazines on
other members of the society and as a result would change their attitudes or behaviors
accordingly. In other words, influenced by societal expectations about the female thin body
image provided through glossy magazines, young women may acquire a desire to be thin, which
in turn, often causes disordered eating. The present study addresses many of these issues.

Going in the same direction as the third-person effect theoretical approach, several
studies (Stice et al., 1998; Thompson & Heinberg, 1999) proposed the dual-pathway model that
described individuals’ predisposition to lower self-esteem, negative self-perception, and
development of eating disorders among females depending on media messages that also were
condoned and reinforced by individuals’ significant others, namely their family and peers. In her
study, Spurgas (2005) found that college-age females were considerably influenced by other
people’s perceptions of their bodies, but at the same time they assumed that media effects on the
body image would be much higher for other women, particularly for younger girls, than for

themselves.
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Similarly, the social-identity theory (Tajfel & Turner, 1986) proposed that peoples’ self-
concept is based on the way they perceive others and how they interact with each other in the
society. Thus, applying this theoretical view to the analysis of beauty and fashion magazines’
perceptions by young females of different racial background, David and colleagues (2002)
argued that self-concept depends not only on personality traits of an individual, but also on how
an individual relates to others within a society, particularly in terms of group membership. The
researchers (David et al., 2002) claimed that because of promotion by the mass media,
particularly beauty and fashion magazines, certain cultural norms influence adolescent females’
self-perceptions and consequently their social behaviors.

The strong direct and indirect impacts of body-related visual images and textual content
in beauty and fashion magazines on young females’ self-perceptions has been identified in
numerous empirical studies during the past years (Duke, 2002; Jones et al., 2004; Shaw, 1995;
Tiggemann & Riiiitel, 2001; Thomsen et al., 2002; Turner et al., 1997). Moreover, body image
and external appearance are considered among the most important factors for self-definition of
the American teenage girls, who were acknowledged significantly more vulnerable to the media
messages than middle-age women (Brumberg, 1997; Field et al., 1999). Many adolescents were
found to interpret appearance-related content of magazines as a set of rules on how to think, feel,
behave, and look in order to succeed in development of heterosexual relationships and elevate
their social status (Ballentine & Ogle, 2005; Duke, 2000).

Overall, repeated representation of thin and attractive female images supported by related
magazines’ content was found as a contributor to associations of this kind of beauty with
women’s success and popularity in social sphere (Sauer & Robles-Pifia, 2003). This substitution

of success in social life by achievement of a physical perfection leads to stereotyping not only
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among adolescent females, but also among males. Young men frequently exposed to the mass
media may hold unrealistic expectations about women’s appearance and behavior, assuming that
female’s body is her most important attribute and, moreover, an object of desire (Groesz, Levine,
& Murnen, 2002; Hargreaves & Tiggemann, 2003). In this connection, objectification theory was
applied by the several researchers (Fredrickson & Roberts, 1997) for analysis of stereotypes’
formation, suggesting that females have been socialized to perceive themselves as objects
evaluated by appearance, so they tend to feel shame and anxiety for not looking perfect.

Several Russian scholars (Azhgikhina, 1999; Zakharov, 2004) argued that female images
in the mass media have generally reflected socio-political ideology dominated in a society at the
particular time. For instance, during the Soviet epoch in 1970s, the media, especially women’s
magazines, were constructing female characters with an active social position, having equal
rights with men, perfectly performing the roles of a hard-worker and a home-maker at the same
time (Azhgikhina, 1999). From the beginning of Perestroika and development of a new
economic environment in 1990s, gender stereotypes substituted for ideological stereotypes;
glossy magazines began representing female appearance as a salable product, emphasizing a
woman’s role simply as a man’s companion or a bored housewife (Zakharov, 2004). Thus,
throughout the history, mass media have developed diverse concepts of a woman’s function in
the society, which in turn have shaped specific expectations for females’ social roles and
behavioral models, indirectly influencing their self-perceptions.

According to the latest academic elaboration on the basis of the third-person effect theory
(Gunther & Storey, 2003; Park, 2005), the females’ appearance and socialization practices may
be indirectly influenced by ideas propagated in beauty and fashion magazines and disseminated

in the society. This approach includes an additional dimension to the analysis of the mass media
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impact on an individual’s social development: While the social comparison/learning viewpoints
concentrate on the direct influence of magazines messages on young females, the third-person
effect theory approaches this issue from another angle, considering an indirect impact for the
media effects measurement. In the present dissertation, the latter theoretical framework is used
for comparative exploration of teenage and young adult females’ self-perceptions depending on
their presumed societal expectations, particularly shaped by women’s magazines in diverse
cultural settings.

Uses-and-effects model and females’ motivations for reading beauty and fashion
magazines.

The uses-and-gratification approach, developed by Katz, Blumler, and Gurevitch (1974),
shifted the media effects theory and research in the mass communication field from the central
question of what the media do to people? To an investigation of what people do with the media?
These scholars explained “media use and the satisfactions derived from them in terms of the
motives and self-perceived needs of audience members” (McQuail, 2005). The uses and
gratifications theory established extensive audience research framework in the media studies,
discussing audiences not as passive recipients of the stimulus-response model, but as active
members of media-audience interactions, who were able to control the degree of their media use.
This viewpoint moved the study focus from the persuasive aims of the communicator towards
the recognition of audiences’ needs, wishes, motives and satisfactions (Newbold, 1995),
respecting intellectual ability of media users.

Elaborating on the uses and gratification theory, several researchers (Kim & Rubin, 1997;
Kim & Ward, 2004) proposed that individuals constituted active media consumers, who selected

and were subsequently influenced by specific media content based on their preceding
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motivations. Exploring young women’s motivations for reading glossy magazines, Kim and
Ward (2004) argued that particular internal needs may direct females toward certain types of
magazines that they expect can fulfill their specific goals, for instance, to be entertained,
informed, and educated.

Thomsen and colleagues (2002) combined the effects tradition in the mass
communication field with the uses and gratifications theory and proposed the uses-and-effects
model, which placed an emphasis on how individuals’ emotional or cognitive frameworks
influenced their media use, motivations for reading, content interpretation and
internationalization of media messages. Investigating adolescent females’ anorexic risk
associated with their consumption of beauty and fashion magazines, the researchers (Thomsen et
al., 2002) claimed that motivations not only reflected the emotional and psychological needs of
readers, but also were responsible for driving and directing behavior. Therefore, young females’
media-associated health risks may be particularly associated with their individual desires for a
specific media exposure.

Similarly, in the Russian research literature, an individual’s motivations have been
understood as a complex phenomenon shaped under the impact of various external and internal,
social and personal factors (Dmitrieva, 1998). In this model, an audience’s desires to seek
specific information in certain kinds of the mass media are determined by an individual’s
personality, her/his social orientation, needs for self-realization, self-identification, and sense of
unification with her/his own group in the society that taken together reflect individual’s
motivations for the media use (Bogomolova, 1991; Dmitrieva, 1998). However, at the same time
the mass media may manipulate people’s values and beliefs, converting them into the

motivations for socio- behavioral models and preferred activities (Sherkovin, 1982).
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A particularly relevant empirical study to the present dissertation was conducted by
Dmitrieva (1998), who investigated a value-motivational model of Russian women’s magazines’
audience and trends in its development in changing socio-economical environment in 1990s. The
researcher claimed that in transitional periods, such as political-economical-cultural changes in
the Russian society after the dissolution of the Soviet Union, media consumption was
considerably activated as a result of audiences’ needs to maintain cultural identity, to increase
self-esteem, and to avoid a sense of loneliness. The major motivation for reading the Russian
traditional magazines among females’ audiences was determined by individuals’ desire to feel
social protection through the unification with other members of society who shared dominant
cultural principles, particularly collectivistic ideals, family values, and religious beliefs
(Dmitrieva, 1998).

Based on focus-group interviews, findings suggested that middle-age and older women,
primarily with higher and professional education, constituted the major audience of the Russian
women’s magazines (69% comprised of women 30-59 years of age) (Dmitrieva, 1998).
Coverage of family values, interpersonal relations, cultural and socio-economical issues, for
example in Krestyanka magazine, was indicated as a central generator for reading motivations.
Promotion of cultural renaissance and affordable prices were also pointed out as additional
motivational factors for females’ consumption of these magazines in rural areas, where
traditional norms and values found greater appreciation and people had fewer financial resources
(the Russian magazines cost significantly less than their Western competitors) as compared to
populations in big cities. However, the younger audiences, especially college-age females, were
more likely to prefer Western beauty and fashion magazines such as Cosmopolitan, Harper’s

Bazaar, and Elle that illustrated prestige consumption (Dmitrieva, 1998) and reflected young
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women’s motivations for feeling modern and stylish according to popular female images
disseminated by the global media around the world.

This dissertation research employs the uses-and-effects theoretical model for
investigation of adolescent and young adult females’ motivations for reading beauty and fashion
magazines in Russia and the United States. The generational differences/similarities in
motivational factors for the mass media consumption, as well as media effects, may be
hypothetically seen as culturally specific depending on historical development of magazines’
content. Thus, females’ reading motivations are seen as essentially interconnected with their
content interpretations, which are discussed in the following section.

Reception analysis and females’ critical evaluations of magazines’ content.

Teenage and young women’s critical evaluations of magazines’ visual images and textual
content are investigated on the basis of the reception analysis (Hall, 1973, 1980; Holub, 1984;
Morley, 1980; Radway, 1984; Steiner, 1988). Originating in British cultural studies in 1970s,
reception analysis on the one hand adopted some critical Marxist perspectives regarding
ideological domination in media messages, but on the other hand discussed mass communication
from the position of many different receivers who did not necessarily perceive or understand the
message as sent or as expressed (McQuail, 2005). Similar to the uses-and-gratifications
viewpoint in terms of the audience-centered media analysis, reception analysis explored audience
members’ ability to give meanings to media messages. The theory suggested that various types
of audience members (receivers) may make different sense of specific forms of the media
content or, in other words, construct different meanings derived from the media. In this view, all
media messages are seen as having multiple meanings and, therefore, may be interpreted

according to the context and culture of receivers (McQuail, 2005).
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Hall (1973, 1980), the founder of the reception analysis tradition, proposed that the
research focus in the mass communication studies should be directed to the analysis of the social
and political context in which the media content is produced (encoding) and consumption of the
media content (decoding). Hall’s (1980) encoding/decoding model was based on the semiotic
theory, assuming that any media content may be regarded as a fext that was made up of signs,
which, in turn, were structured and related to one another in specific ways (Baran & Davis,
2000). Therefore, in order to read a text as a whole and make sense of it, readers should be able
to interpret the signs and their structures. Thus, various media audiences were described as
interpreters (decoders) of different meaningful messages constructed by the mass media
(encoders) from specific symbols by means of the media techniques.

At the same, incorporating critical Marxist framework with reception analysis, Hall
(1980) argued that the process of media content production constituted the essential element in
the encoding/decoding model, operating similarly to any commodity production and including
the same stages: circulation, distribution, consumption, and reproduction (Gurevitch & Scannell,
2003). According to Hall (1980), despite the fact that media messages may be interpreted by
receivers in several ways, media content itself is given a preferred or dominant reading at the
production stage, when communicators encode messages for their ideological purposes.
However, the audience members are not obliged to accept messages as sent, but may identify
ideological influence with the help of their experiences and opinions, and may alternatively
interpret or disagree with certain media content (negotiated meaning) and even resist the media
impact (oppositional decoding).

Reception theory has been also taken as a theoretical basis for the feminist reception

studies (Radway, 1984; Steiner, 1988). Analyzing the content of popular romance novels,
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Radway (1984) found that they maintained patriarchal myths and promoted male-dominated
social order. At the same time, while interviewing female readers, the scholar discovered that
women often used these books as a way of a silent resistance to male domination, reading them
as an escape from child-rearing and housework routine.

In her study conducted in the theoretical frames of reception analysis, Steiner (1988)
argued that a social group of the media users, particularly readers of women’s magazines, may
“articulate and sustain its cultural identity and styles by addressing its own concerns in its own
language” through the media. The researcher (Steiner, 1988) carried out a content analysis of ten
years of No Comment section in Ms. magazine and found that female readers frequently resisted
the preferred reading, analyzing and critiquing stereotypical female images and sexist texts, as
they were engaged in the oppositional decoding of media texts. These readers interpreted
magazine’s messages in their own interests rather than in those of patriarchal elite.

Offering her perspective on females’ perceptions of visual images and body-related
content in women’s fitness magazines, Markula (2001) applied Foucauldian feminist analysis
(1973) and argued that the readers may take a position of subjects who actively challenge the
magazine production of the feminine body image. At the same time, readers also become objects
of popularized medical knowledge on females’ disordered eating practices, objects that are
convinced to have responsibility for their personal health choices. Markula’s (2001) purpose was
to demonstrate how the readers’ power operated through medical discourse in the mass media,
which provided “knowledge about how women should understand, regulate, and experience their
bodies” (p. 169).

In general, the majority of previous empirical studies suggested that permanent readers of

beauty and fashion magazines are saturated with visual ideal body images and related textual
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content and are more likely to experience lower body satisfaction, to underestimate shapes and
sizes of their bodies, and to have eating disorders, than are consumers of other mass media
(Harrison & Cantor, 1997). But most of the studies in this field were conducted on the American
females, and evaluations of magazines’ images and texts by adolescents and young adults in
different cultural contexts may potentially have distinct characteristics. For instance, several
studies showed that adolescents with diverse cultural backgrounds were found to be more critical
in evaluations of magazines’ content and have higher levels of self-esteem and more positive
body image, than their Western-type counterparts who stronger associated themselves with
magazines’ models (Duke, 2000; Duke, 2002). Similarly, eating disorders were found to be less
common in non-Western cultures where thinness as a beauty ideal was not highly valued and
promoted (McCarthy, 1990; Nasser, 1988).

Duke’s (2002) research comparatively analyzed the process of critical thinking about the
media messages by adolescents of different racial/ethnic backgrounds within a dominant culture
and illustrated how cultural identity may mediate ways in which females interpret messages in
glossy magazines. Duke (2002) conducted qualitative in-depth interviews with teenage girls of
12-18 years of age who were regular readers of popular teen magazines. It was found that White
and African American girls read and used teen magazines content in very different ways: The
White females viewed them as a version of reality, internalized with visual images and body-
related content, and sought transformation through reading magazines, whereas the African
American females did not refer to such magazines to gain information on shaping their identities

or improving themselves, but rather criticized stereotypical women’s ideals represented on their

pages.
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Duke (2002) accompanied these findings with an explanation that the African American
girls did not feel that they were represented in teen magazines, and thus, viewed feminine ideals
as irrelevant to them and, therefore, unrealistic. The African American adolescent females
compared their own culture to the culture represented in magazines and, as a result, experienced
a stronger sense of identification with their own culture: For instance, they showed solidarity
with other African American peers in affirmation the value of beauty of the African American
culture (Duke, 2002). In this connection, the Russian adolescent and young adult females
hypothetically may experience the same kind of feelings after reading Western beauty and
fashion magazines that are saturated with unfamiliar visual images, unusual statements, and alien
cultural values.

In their study, Pompper and Koenig (2004) explored the women’s use of magazines along
dimensions of gender, age and ethnicity, investigating Hispanic females’ perceptions of the ideal
body image and their content evaluations. The authors found that on the one hand the females
assimilated the idealized, mediated magazines’ standards, but on the other hand they experienced
a dissonance in homogenization. The college-age Hispanic participants also identified the direct
link between culture (i.e., language, food, customs, and traditions) and the body image, pointing
out that Anglos preferred people to be very thin, while the Latin culture has been more accepting
and respectful of larger woman’s body (Pompper & Koenig, 2004). The majority of the young
females, who were exposed to magazines printed in both English and Spanish languages,
perceived the latter magazines as more accepting of a full-figure body image, while the former
magazines were described as promoting anorexic-risk models; the Spanish-language magazines
were also perceived as endorsing health and shape as well as being more tolerant to “voluptuous,

curvy women” (Pompper & Koenig, 2004).
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Pompper and Koenig (2004) also identified generational differences in females’
perception of beauty and fashion magazines, critical evaluation of visual images and textual
materials, and as a result, potential predisposition to the media-associated health risks. The
scholars found that late teenage and young adult females described skinny models in glossy
magazines as attractive and as having socially desirable physical appearance, whereas middle-
age and older women were considerably less likely to endorse the thin beauty ideal. Similarly,
Spurgas (2005) found that females were getting used to their physical appearance throughout
their cognitive development and that by reaching maturity college-age girls felt considerably
more comfortable with their own bodies and followed more realistic body standards. The number
of studies also (Fisher et al., 2001; Greenleaf, 2001) characterized the younger age females,
particularly adolescents, as having more concerns regarding their body sizes and weights and
higher rates of eating disorders in comparison to the older age female groups.

The present dissertation research concentrates on exploration of both generational and
cultural differences/similarities in teenage and young adult females’ critical evaluations of
beauty and fashion magazines’ images and content in Russia and the United States. This
exploration is based on the reception analysis framework. The study primarily focuses on the
process of the media messages decoding by the magazines’ readers; the extent of their
recognition of preferred (dominant) reading constructed by the mass media, which reflects
gender and cultural stereotypes in the both societies; and females’ engagement in critical analysis
and interpretation of the magazines’ content—in other words, their involvement in the process of

negotiated and oppositional decoding.
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Analysis of Adolescent and Young Adult Women’s Perceptions of Beauty and Fashion
Magazines’ Content in Diverse Cultural Contexts

The body of research on adolescent and young adult females’ relationship with the mass
media in different cultures is discussed in this section. The number of empirical studies regarding
women’s use of beauty and fashion magazines conducted in the diverse cultural contexts appears
to be considerably modest and somewhat inconsistent with the findings on the American
teenagers. For example, Casanova (2004) in her analysis of Latina adolescent girls’ concepts of
beauty, obtained from the mass media in Ecuador, argued that although the females were
influenced by socio-cultural ideals and media images of Westernized feminine beauty, they
adapted these to their everyday life and were frequently able to examine them critically. Despite
the fact that teen girls 11-18 years of age held racist beauty ideals, they simultaneously were
flexible when judging the appearance of a real-life Latina woman; they also perceived two
competing and at the same time complementary prototypes of beauty: one White and one Latina
(Casanova, 2004).

Similar results were found in a study by Gunewardene, Huon, and Zheng (2001) that
compared Australian and Chinese young females’ exposure to westernization (particularly that
provided by the mass media) as a predictor for their dieting practices. It was found that
Australian females dieted significantly more than the other two groups, which confirmed the
researchers’ hypothesis that a greater exposure to westernization would be predictive of more
serious dieting and also provided further evidence that dieting was more common among
Western females (Gunewardene et al., 2001). Spurgas (2005) also found that, despite the fact that
in the United States college-age females of different races and ethnicities were oriented toward

similar thin and White standards of beauty, non-American undergraduate girls demonstrated a
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greater degree of satisfaction with their physical appearances and lower importance of body
maintenance.

Becker and colleagues (2002) claimed that Polynesian adolescent girls have traditionally
held aesthetic feminine ideals, which reflected a prevalence for a robust body image; thus, the
prevailing “pressure to be slim” associated with dieting and disordered eating in many
industrialized societies was thought by the researchers to be distinctly absent in the Polynesian
culture. However, on the basis of an experiment on the Fijian (Polynesian ethnic group) teenage
females, Becker et al. (2002) found that girls’ interest in weight loss emerged as a means of
modeling themselves after exposure to the body-related media content. The scholars concluded
that a negative impact of the mass media upon disordered eating attitudes and behaviors was
significant in a media-naive female audience.

Several academic works regarding young females’ conceptions of their body image, their
media uses, and related eating disorders in Arab culture found considerably discrepant results,
perhaps because of diversity across different sub-cultures within the larger Arab civilization. For
instance, exploring the Egyptian teen girls’ self-perceptions and body concerns, Nasser (1988)
claimed that in Egyptian culture thinness has been regarded as socially undesirable, whereas
plumpness has been seen as a symbol of fertility and womanhood. However, the findings of a
comparative study by Abdollahi and Mann (2001) on the college-age Iranian women, along with
American women with Iranian backgrounds did not reveal any considerable differences in body
dissatisfaction and related eating disorders associated with exposure to Western mass media
among the two groups of young women.

In their comparative analysis of the Arab and Jewish females’ satisfaction with their body

shape, Safir, Flaisher-Kellner, and Rosenmann (2005) expected to find significant dissimilarities

48



in perception of women’s magazines and other media messages by participants in connection to
their cultural backgrounds. The scholars predicted that since Israel has traditionally imported the
media production from North America, the findings of significant media impact on the self-
concept of audiences’ members would be relevant to the Israeli sample, whereas they predicted
the opposite for the Arab individuals who carried different conceptions of a body image.
However, contrary to the initial Safir’s et al. (2005) predictions, cultural background did not
influence females’ body satisfaction, and therefore, the researchers concluded that Western
body-image ideals were becoming “globally ubiquitous, overriding less thinness-oriented local
ideals.”

Similarly, in cross-cultural analysis of Estonian and Australian college-age females,
Tiggemann and Riiiitel (2001) hypothesized that Estonian girls would suffer less body
dissatisfaction and disordered eating symptomatology than their Australian counterparts because
Estonia has not had a long history of exposure to the commercialized Western, largely
American-based, media depicting thin idealized bodies as it has been the case in Australia. In
contrast to their assumptions, the authors found that reading of beauty and fashion magazines
significantly correlated with dietary restraint and also with all subscales of disordered eating
symptomatology for both Estonian and Australian young women.

Moreover, in terms of the media consumption, the Estonian females were found to read
more glossy magazines than their Australian counterparts. Therefore, the study’s (Tiggemann &
Riititel, 2001) findings suggested cross-cultural consistency in young females’ body
dissatisfaction and levels of disordered eating behavior. Such problems were found to be

connected to mass media exposure just as in the case of the results obtained in Western
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countries, despite the historical, socio-economical, and cultural differences between Estonia and
Australia.

On the basis of the present analysis of the mass media impact on adolescent and young
adult women’s self-perceptions, body image dissatisfactions, and eating disorders in diverse
cultural contexts, it is possible to conclude that despite differences in beliefs about ideal weight
and shape, dieting practices, media exposure, and conventional beliefs across the countries, all
females demonstrated considerably similar patterns in their behaviors. In one of her earlier
studies of Egyptian teenage girls, Nasser (1988) argued that eating disorders were significantly
less common in the Arab culture because of less emphasis on the slimness ideal in the mass
media, whereas in the later study (Nasser, 1993), the researcher found that rates of weight
consciousness and disordered eating behaviors among the Egyptian adolescent females appeared
to be comparable to their counterparts’ practices in Western countries, particularly in the United
Kingdom.

Therefore, Nasser (1993) concluded that eating disorders have been emerging in cultures
that did not produce such morbidity in the past, and hence, that no society is truly immune to the
development of such disorders because of “globalization of culture by virtue of the media.”
Thus, the social-cognitive domain theory (Killen & Wainryb, 2000; Oyserman et al., 2002;
Turiel, 1983), emphasizing universality of general developmental patterns in the human
formation across cultures while at the same time assuming certain social-conventional
differences, is applicable to the analysis of young females’ perceptions of beauty and fashion

magazines’ content in diverse cultural contexts.
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Potential Media-Associated Health Risks among Adolescent and Young Adult Women in
Connection to Magazine Use

This section explores the empirical studies in the field of young females’ perceptions of
media content and its effect on the spread of the media-associated health risks. These studies
were primarily conducted on the American participants during the several past decades and the
findings were generally used for comparisons with those in other cultures and ethnicities. A
considerable number of the previous academic works cited here has reported that beauty and
fashion magazines’ appearance-related stories and visual images contributed to formation of the
American young females’ conceptions of ideal body shape and in many cases caused their body
dissatisfaction and dieting behaviors (Field et al., 1999; Martinez-Gonzalez et al., 2003; Striegel-
Moore & Cachelin, 2001).

Furthermore, the research showed that majority of young women who were studied
tended to believe that they were overweight and dieted without actual necessity (Ozer et al.,
2003). In their study, Ozer and colleagues (2003) showed that 44% of adolescent females
thought they were overweight and 60% were constantly trying to lose weight even though most
of them had normal weight ranges. Groesz, Levine, and Murnen (2002), on the basis of their
analysis of 25 studies devoted to investigation of the effects of media images on young women,
demonstrated that females’ body concepts and self-perceptions were significantly more negative
after viewing thin photographic images in glossy magazines, than after viewing pictures of
average size or plus size models, or of cars and houses.

Field and colleagues (1999) conducted an extensive study examining the influence of
pictures in beauty and fashion magazines on adolescent females’ weight concerns, weight

control/loss behaviors, and perceptions of body weight and shape. The scholars (Field et al.,
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1999) found that approximately 85% of 548 surveyed girls (5th- through 12th-grade) had some
kind of exposure to teen and women’s magazines, and pictures in the magazines strongly
influenced girls’ perceptions of their weight and shape: 69% obtained the idea of the ideal body
shape and 47% intended to lose weight because of such pictures. The majority (59%) of
adolescent females was dissatisfied with their body image, and about 60% of the girls, who only
infrequently looked through the magazines, felt that they negatively influenced girls’ self-
perception and forced a desire to diet or/and exercise to lose extra weight.

The formation of idealized perfect body standards, which do not reflect population norms
in reality, was identified by researchers as another problematic issue in terms of the frequent
exposure to visual images of ultra thin models in magazines (Thompson & Stice, 2001). Several
studies (Morris & Katzman, 2003) discovered that young women did not take into account that
digital technologies in fashion industry may create and promote ideal body images with
unrealistic standards that were simply impossible to achieve in everyday life. Jones, Vigfusdottir,
and Lee’s (2004) research also revealed significant correlation between adolescent females’ body
dissatisfaction and idealized and unachievable thin images appearing in women’s and teenage
girls’ magazines.

Thomsen, Weber and Brown’s (2002) study examined relationship between reading
beauty and fashion magazines and the use of pathogenic dieting methods among 500 adolescent
females. The scholars (Thomsen et al., 2002) found a strong association between teenage
females’ consumption of glossy magazines and high rates of eating disorders such as use of
weigh-loss or control medicines, laxatives, intentional vomiting, and limiting daily caloric
intake. According to the study’s results, frequent reading of women’s magazines, connected with

constant concerns and anxiety of young women about their weight, caused a high probability of
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disordered eating behaviors. The authors also suggested that frequency of physical exercises may
be a factor for unhealthy behavior. It was discovered that adolescent females who were
infrequent exercisers and frequent consumers of the magazines tried to find quick and easy
methods to obtain the ideal body rather than to attempt healthier solutions.

Sauer and Robles-Pifia (2003) surveyed college-age females regarding their media
preferences and particular magazines’ use, and found that Cosmo, Seventeen, and YM magazines
were most popular among those girls who had a very specific mental image about how a woman
should look like. Moreover, none of the participants mentioned that women may appear in
various shapes and sizes, or that notion of beauty did not have only one measurement. Although
only 13% of the females in the study sample were overweight, 75% of participants indicated
some level of agreement with the statement / am overweight, all the girls agreed to some extent
with the statement I want to weigh less, and 88% reported that they were sometimes or always
following various kinds of diet (Sauer & Robles-Pifia, 2003).

Similarly, several studies (Cusumano & Thompson, 1997; Pinhas, Toner, Ali, Garfinkel,
& Stuckless, 1999; Utter et al., 2003) claimed that teenage and young adult females tried to
reduce food intake and decrease their body weight after viewing thin ideal body images in the
mass media, and particularly in glossy magazines, which led them to be more susceptible to poor
body image, lower self-concept, greater depression rates, and development of eating problems.
Furthermore, Striegel-Moore, Silberstein, Frensch, and Rodin (1989) argued that eating disorder
symptoms were observed to be considerably more severe among college-age females during their
freshman year, when young women increasingly became depressed in terms of their weight,

perceived themselves as less attractive, and appeared more vulnerable to stressful situations.
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The studies conducted in the other Western-type cultures, namely Australia (Kostanski,
Fisher, & Gullone, 2004) and the United Kingdom (Stewart, Carter, Drinkwater, Hainsworth, &
Fairburn, 2001), generally supported results of the previous research on the American adolescent
females’ media use, body image dissatisfaction, and related eating behaviors. The former study
(Kostanski et al., 2004) indicated that for the Australian girls 12-18 years of age there was a
significant increase in body dissatisfaction across bodyweight, reflecting a predominant desire to
be thinner that was explained by the socio-cultural influence promoting the normative thin ideal
for females, particularly in the mass media.

The other study (Stewart et al., 2001) empirically tested the effectiveness of a school-
based eating disorder prevention program designed to reduce dieting practices and weight and
shape concerns among the British adolescent girls. The program’s goal was to promote
behavioral and attitudinal change by means of education in order to reduce dieting practices and
consequently eating disorders. However, the results of the study (Stewart et al., 2001) indicated
only short-term improvement in teen girls’ attitudes toward their weight and shape, and there
was no impact on self-esteem indicated. Moreover, a 6-month follow-up assessment did not
reveal significant changes in eating attitudes and behaviors that was consistent with cultural
idealization of thinness, which has been widely demonstrated in the mass media messages
(Stewart et al., 2001).

Of the special relevance to this dissertation is a body of previous research conducted in
the Eastern European countries, all of which went through changes similar to those in Russia,
which included political, economical, social, and cultural changes, when Russians were suddenly
exposed to westernization processes after the dissolution of the Soviet Union. In general, the

studies in Bulgaria (Catina et al., 1996), Czech Republic (Krch, 1995), Eastern Germany
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(Steinhausen et al., 1992), Poland (Wlodarczyk-Bisaga et al., 1995), and Ukraine (Bilukha &
Utermohlen, 2001) revealed that disordered eating behaviors, particularly among adolescent and
young women, were less prevalent in these countries than in the Western societies; but at the
same time, all of the studies identified cultural impact of westernization disseminated through the
mass media. For instance, the Ukrainian females were found significantly influenced by the
media messages, internalized the thin ideal that was related to regular exposure to the Western
media and associated with higher risks of eating disorders, particularly among the generational
cohort of 25 years of age or less (Bilukha & Utermohlen, 2001).

The age differences in development of dieting practices and eating disturbances among
females were found in a number of empirical works (Anderson et al., 2003; Fisher et al., 2001;
Greenleaf, 2001; Pompper & Koenig, 2004; Rand & Wright, 2000; Tiggemann & Williamson,
2000). For instance, it was found that tolerance for an individual’s body shape and size increased
with females’ age (Rand & Wright, 2000); that late adolescent girls had considerably lower self-
esteem as compared to the alder generational group (Tiggemann & Williamson, 2000); and that
young adult women pursued generally reasonable weight-loss goals (Anderson et al., 2003).
Similarly, the findings (Fisher et al., 2001; Greenleaf, 2001) suggested that younger age women,
especially teenage girls, suffered more distress in terms of their body size and weight and higher
rates of eating disorders than the older age cohorts.

These previous studies indicated that teenage females in a number of settings were
characterized as more susceptible to development of eating disorders (Franko & Orosan-Weine,
1998) as well as to the impact of the media messages (Bilukha & Utermohlen, 2001; Brumberg,
1997; Field et al., 1999), and therefore, as more vulnerable to the media-associated health risks

in general. Therefore, the issue of necessity of educational programs, such as media literacy, with
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purpose of raising high-school and college female students’ levels of awareness of the media
images and content also is discussed in the present dissertation.
Theoretical Model for the Study

The theoretical model shown in Figure 1 is developed for the dissertation research on the
basis of the analyzed above theoretical approaches in human development and mass
communication academic fields and related empirical research literature. The model is designed
for the cross-cultural-generational comparative investigation of adolescent and young adult
woman’s uses of beauty and fashion magazines, perceptions of media messages, and
predispositions to media-associated health risks in Russia and the United States.

The media impact on females’ conceptions of socio-cultural norms and values, their self-
perceptions and presumed societal expectations, reading motivations, and evaluations of
magazine content are explored through the lenses of the social-cognitive domain theory, which
suggests universality of age-related developmental changes in human development across
cultures and social-conventional character for the notion of cultural identity for individuals with
diverse cultural backgrounds.

Females’ understanding of social norms and cultural values is discussed in the frames of
the social comparison/learning theoretical approach, assessing the direct media influence. The
indirect media impact is studied by means of the third-person effect theory, investigating
women’s self-concepts and presumed societal expectations, obtained from the mass media. The
uses-and-effects theoretical model is applied for the examination of females’ motivations for
reading beauty and fashion magazines; and the reception analysis framework is used for
discussion of females’ critical evaluations and interpretations of magazines’ visual images and

textual content.
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Finally, with the help of the proposed theoretical model, the relationships between the
beauty and fashion magazines’ influence and spread of media-associated health risks are
explored across different generational cohorts (Generation X-ers and Generation Y-ers) in
diverse cultural settings (Russia and the United States). Inclusion of two age groups allows for
investigation of age-related, as opposed to media-related, changes in females’ perceptions and
behaviors.

Overall, the study model describes females’ perceptions of the direct and indirect media
impacts as well as their needs for the media uses and abilities for content evaluation depending
on their cultural identity and age-related developmental stages, and consequently their

predispositions to the media-associated health risks.
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Figure 1. Female’s perceptions of media messages and media-associated health risks®.
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? The nine-figure scale is borrowed from the study by Stunkard, Sorensen, and Schulsinger (1983).
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Research Questions and Hypotheses

The comparative analysis of adolescent and young adult women’s perceptions of beauty
and fashion magazines’ messages in Russia and the United States is conducted in two stages. The
first part of the study primarily focuses on the in-depth qualitative cross-cultural comparison of
media uses by the American and Russian adolescent females as the most vulnerable media
audience. Because impact of beauty and fashion magazines on the Russian teenage girls has not
been examined empirically, the research questions have been developed on the basis of the
previous research literature investigated this issue in different countries, particularly the United
States.

The research questions for the qualitative analysis of the study:

RQ1: How does the use of beauty and fashion magazines influence adolescent females’
conceptions of socio-cultural norms and values in Russia and the United States?

RQ2: How does the use of beauty and fashion magazines influence adolescent females’
self-perceptions and presumed societal expectations regarding their appearance and socialization
practices in Russia and the United States?

RQs3: What are the motivations for reading beauty and fashion magazines among
adolescent females in Russia and the United States?

RQ4: How do adolescent females evaluate and interpret the content of beauty and fashion
magazines in Russia and the United States?

RQs: How do adolescent females evaluate their predispositions to eating disorders and
other health problems in connection to the use of beauty and fashion magazines in Russia and the

United States?
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The second part of the dissertation continues to explore cultural differences and/or
similarities between the American and Russian females in terms of their magazine uses and
particularly concentrates on developmental comparisons among different generational groups—
adolescents (Generation Y) and young adults (Generation X)—in both countries. The
quantitative methodology is applied in the second part of the dissertation for the cross-cultural-
generational investigation on the broader study sample. The research hypotheses are primarily
developed on the basis of preliminary findings from earlier in-depth interviews as well as on
previous academic works.

The research hypotheses for the quantitative analysis of the study:

Hypothesis 1: Adolescent females will be more vulnerable to the impact of beauty and
fashion magazines on their conceptions of socio-cultural norms and values than young adult
women in both Russia and the United States.

Hypothesis 2: Adolescent females will appear more influenced by societal expectations
related to the beauty and fashion magazines use than young adult women in both Russia and the
United States.

Hypothesis 3: Adolescent females will report greater impact of beauty and fashion
magazines on their self-perceptions than young adult women in both Russia and the United
States.

Hypothesis 4: Adolescent females will show more motivation for reading beauty and
fashion magazines than young adult women in both Russia and the United States.

Hypothesis 5: Adolescent females will be less critical in their evaluations of the beauty

and fashion magazines’ content than young adult women in both Russia and the United States.
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Hypothesis 6: Adolescent females will be more predisposed to development of eating
disorders and other health problems related to the beauty and fashion magazines’ use than young
adult women in both Russia and the United States.

The choice of the research methodology, the study design, and procedures are discussed

in detail in the next chapter.
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Chapter 3
Methodology

The present dissertation employed a comparative analysis framework for investigation of
cultural and generational differences and similarities in perceptions of media messages by
diverse audiences. A comparative approach was described by Gurevitch and Blumler (1990) as
indispensable for addressing certain important questions in mass communication field; “highly
demanding, in the sense that it poses exceptional difficulties of conceptualization,
implementation, and sheer practicalities of fieldwork organization and collaboration; but
particularly rewarding, for when such work is well done its outcomes can be most interesting
and illuminating” (Gurevitch & Blumler, 1990). In particular, a comparative design of the study
allows to expand the data base, and therefore, to draw generalizations of findings for diverse
cultural and generational audiences; also, it examines applicability of a theoretical model in
diverse cultural and social contexts, making invisible audiences’ characteristics visible in the
context of culture- and age-specific peculiarities. This dissertation expands primarily a Western
body of knowledge in the area under investigation by conducting the research in non-Western
society (where comparable studies were not performed in the past), allowing for examination of
theoretical bases and empirical findings of previous academic work as they apply to another
culture. The researcher uses her cultural experience in Russia and the United States and her
bilingual abilities for better understanding of exploring phenomenon.
Rationale for Methodology

The dissertation research consists of two phases: one employing qualitative analysis and
another using quantitative data collection and examination of findings. The qualitative

methodology is the most appropriate multidimensional way to evaluate such complex
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phenomena as teenage females’ media uses and evaluations, their self-perceptions, social
experiences, conceptions of cultural values, and health-related behaviors. According to Denzin
and Lincoln, “qualitative research involves an interpretive, naturalistic approach to the world.
This means that qualitative researchers study things in their natural settings, attempting to make
sense of, or to interpret, phenomena in terms of the meanings people bring to them” (2003, p. 5).
Thus, the qualitative approach allows to find out what adolescents think and feel throughout their
media use in their own words and to understand these sensitive and subjective conceptions from
the participants’ perspectives and interpretations.

Moreover, according to Marshall and Rossman (1999), qualitative methodology is
particularly applied for exploration of a little-known phenomenon that is directly related to the
purpose of the present dissertation, since it seeks to investigate the media influence on the
Russian teenage females’ socio-cultural development, which has not been studied empirically at
the academic level in the past. Therefore, the first part of the dissertation is devoted to the
qualitative comparative analysis of the American and Russian adolescent females’ uses of beauty
and fashion magazines and perceptions of media messages in order to examine the study’s
“tentative” and “intuitive” (Marshall & Rossman, 1999) assumptions regarding the Russian
adolescent girls, developed on the previous research literature on their American counterparts.

The qualitative research concentrates on explanations of participants’ personal
experiences, permits of personal involvement of the researcher, and supposes an assumption of
discovery (Stake, 1995). It is also defined by descriptive and exploratory focus, emergent design,
purposive sample, data collection in natural settings, early and ongoing inductive data analysis
(Maykut & Morehouse, 1994). These approaches serve as appropriate techniques for the present

study in order to describe teenage women’s media preferences and attitudes, to explore their
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reading motivations and content evaluations, to reveal behavior stimulus in their everyday social
practices, and to analyze these issues in connection to their uses of beauty and fashion
magazines. Thus, the primary aim of the dissertation’s first phase is to shape the initial
understanding of cultural differences/similarities of the American and Russian adolescent
females’ media perceptions, to outline emergent themes and patterns, and to build an empirical
foundation for the second part of the study.

Because qualitative methodology has significant limitations such as impossibility of
including a great number of participants into the study sample, the second phase of the
dissertation continues examination of the cross-cultural characteristic of adolescent females’
media uses quantitatively and on a larger scale. The study’s second part particularly concentrates
on the analysis of cross-generational differences/similarities of adolescent (Generation Y) and
young adult (Generation X) women’s uses of beauty and fashion magazines in Russia and the
United States. The quantitative analysis is based on findings obtained in the first part of the study
and the previous research literature. The stated research questions and hypotheses guide cross-
cultural-generational qualitative and quantitative data interpretation.

The rationale for the choice of the mixed—qualitative and quantitative—methodological
approach in this dissertation is explained by the essential contributions of each research
technique to the other. The qualitative in-depth exploration brings to light the media influence on
an individual’s consciousness, the subjective nature of human behavior, and social development
of personality; whereas the quantitative methods provide the researcher with a large body of
statistical data (Dmitrieva, 1998; Folomeeva, 1995) for a look at societal trends in two different

cultures.

64



Thus, in the present study the qualitative explanations of the little-known issues are
supplemented by their better understanding through quantitative assessments, the potential
impact of the researcher’s personal bias on the results’ interpretation in the first part are
diminished with the help of impersonal evaluation of the quantitative questionnaire, and finally,
the in-depth empirical discoveries on the small number of participants are expanded on the
broader population for construction of new theoretical knowledge (Stake, 1995). Thus, the first
qualitative phase of the dissertation is designed to answer the research questions and explore a
new study field, whereas the second quantitative phase is devoted to test the hypotheses and
create a foundation for a new area of research.

Qualitative Analysis: In-depth Interviews

In their substantiation of the qualitative methodology, Marshall and Rossman (1999)
emphasize that it is essential “for the study focusing on individuals’ lived experience, ... [when]
one cannot understand human actions without understanding the meaning that participants
attribute to those actions—their thoughts, feelings, beliefs, values, and assumptive words; the
researcher, therefore, needs to understand the deeper perspectives captured through face-to-face
interaction” (p. 57). Therefore, the one-on-one in-depth interviewing is indicated among the most
reliable techniques in the qualitative methods (Babbie, 1992).

During the past two decades, researchers have extensively applied the in-depth
interviewing in the mass communication field, particularly in cultural studies and reception
analysis, calling this technique “conversation with a purpose” (Marshall & Rossman, 1999). In
frames of qualitative methodology, Patton (1990) outlines three types of interviews: Informal
and conversational; general and guided; and open ended, suggesting that qualitative scholars

usually employ conversational style for comprehensive interviewing. Informal conversational
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format of the semi-structured in-depth interviewing allows participants to elaborate on the
researchers’ inquiries and follow up immediately with a discussion on the topic of their particular
interest that will reflect diverse individuals’ perceptions of the issue under investigation (Berg,
2004; Spurgas, 2004).

Similarly, McCracken (1988) claims that the in-depth interview has many specific virtues
including a chance to experience another person’s world. At the same time, it is “a sharply
focused, rapid, highly intensive interview process that seeks to diminish the indeterminacy and
redundancy that attends more unstructured research processes” (McCracken, 1988, p. 7).
Therefore, the dissertation interviews have semi-structured format with open-ended questions,
reflecting the major directions of the cross-cultural investigation: The American and Russian
teenage females’ general perceptions of women’s beauty ideal, background information of their
media uses, their motivations for reading beauty and fashion magazines, their evaluations of
body-related visual images and textual content, their socialization practices, and predispositions
to the media-associated health risks.

Throughout the interviewing process the researcher’s goal is to initiate responses for
these essential research issues and to cover as much and as deep material as possible. However,
the in-depth interviewing usually provides a large volume of data, which may be difficult to
manage, and therefore, McCracken (1988) argues that “less is more” in terms of a number of
participants. According to Lull (1985), in-depth interviews should be conducted with enough
people to ensure that findings are reliable, and according to McCracken (1988), questions should
be focused, rapid and intense, following up with additional queries if necessary. For the long

interviews McCracken (1988) suggests limiting the number of respondents to eight. In the
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present study the number of participants constitutes ten adolescent females in Russia and ten
adolescent females in the United States.

In regard to the in-depth interviewing of adolescents, Marshall and Rossman (1999)
argue that some of them “may feel more comfortable with their peers in a focus group interview,
whereas others may prefer the intimacy of one-to-one interviews” (p. 116). For the present study,
in-depth interviewing is considered as the most appropriate technique for assessment of teenage
participants because such discussion topics as self-perception, body evaluation, and health-
related behavior are very sensitive and personal, and hence their exploration requires special
research settings where young females will not be embarrassed to articulate their opinions or
influenced by group leaders.

Appendix A contains standard interview questions for the present study. Questions were
primarily developed on the basis of the previous qualitative empirical studies, concentrated on
the analysis of self-perceptions, body concepts, and social development of adolescent and
college-age females with diverse cultural backgrounds in connection to their media uses (Duke,
2002; Spurgas, 2004). These questions served as a guideline for each one-on-one interview with
the American and Russian teenage girls; however, interviews could slightly vary depending on a
participant’s focus, background and ability to articulate. The questions could also be followed by
some additional queries asked by the researcher in frames of the dissertation’s purpose.
Quantitative Analysis: Survey

Scholars in the field of mass communication have relied extensively on the quantitative
methodology throughout many decades, employing such techniques as experiments, surveys, and
content analysis. The survey technique has been widely used in the audience research,

particularly within the media effects tradition and the uses and gratifications approach (Jensen &
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Rosengren, 1995). The survey method is applied to the beauty and fashion magazines’ audience
investigation in the second part of the dissertation: After qualitative analysis of findings from the
in-depth interviewing of the American and Russian adolescent females, the data were collapsed
into several subject categories and quantitatively tested on the broader population of teenage and
young adult participants in Russia and the United States for examining possibility of the study
results’ generalization.

Poindexter and McCombs (2000) identify several types of surveys that may be conducted
via regular mail, telephone, the Internet, or face-to-face interaction. The first three types are
characterized as less budget and time consuming, whereas the face-to-face survey may have a
much higher response rate. In order to collect a sufficient amount of the data within a limited
time frame, the present study used paper-based, Internet-based, telephone-based, and face-to-face
survey techniques. The survey sample size constituted 400 participants in total in order to
maintain a 95% confidence level to assure the generalizability of the study results (Poindexter &
McCombs, 2000).

Appendix B includes the survey questionnaire, which is based on the ideas and themes
emerged from the first qualitative part of the dissertation and previous empirical works that used
similar to the present study’s quantitative methodology for investigation of relationship between
adolescent and young adult women’s exposure to beauty and fashion magazines and their self-
evaluations, body-related beliefs, concepts of social expectations, and media-associated eating
disorders (Bilukha & Utermohlen, 2001; Harrison & Cantor, 1997; Pompper & Koenig, 2004;
Sauer & Robles-Pifia, 2003; Tiggemann & Riiiitel, 2001; Thomsen et al., 2002).

The survey covers such issues as participants understanding of socio-cultural norms and

values in connection to their media uses, their self-perceptions and presumed societal
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expectations, reading motivations, critical evaluations of media images and content,
predispositions to health risks, females’ general background and demographic characteristics.
The questions are generally grouped according to the indicated above main issues in the
questionnaire.

Study Design

As it was stated in Rationale for methodology section, the qualitative and quantitative
research approaches essentially support one another. Through the use of multiple methods, the
dissertation strengthened credibility of its results. The design of the study consisted of the two—
qualitative and quantitative—phases: the in-depth interviewing of the American and Russian
adolescent females and the survey of teenage and young adult women in Russia and the United
States.

In the first phase, the in-depth interviews were semi-structured and conversational in their
design, meaning that participants were encouraged to elaborate on the basis of the main
interview structure and to discuss any topic they consider relevant to the present research. The
snowball sample selection technique was used for recruiting of adolescent females. This
sampling method suggested for finding the study participants through the researcher’s
connections and further through participants’ acquaintances, so that the sample looked like a
rolling snowball. Participants were invited to take part in the present study by professors in the
Moscow State University (Russia) and the University of Maryland (the United States). Despite a
number of potential limitations caused by the snowball selection, the choice of participants may
be justified by the dissertation’s purpose—to initiate exploration of a new area of research by
testing the proposed theoretical model in diverse cultural settings, particularly in Russia where

such investigations have not been conducted empirically before.
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Table 1
Design for the qualitative part of the study: In-depth interviews

Participants Russia United States
Adolescent females 10 in-depth interviews | 10 in-depth interviews
Mean age = 18.5

The qualitative analysis of the findings was explanatory and interpretive in its design, and
therefore, in order to avoid the investigator’s bias in the data interpretation and to evaluate the
study’s “trustworthiness” (Guba & Lincoln, 1989), it was followed up by the quantitative
examination.

In the second phase, the cross-sectional design of the survey was employed by the
researcher in order to take “the pulse of a cross-section of the population at a specified period of
time to gather information about a variety of characteristics” (Poindexter & McCombs, 2000,
p.30). Participants completed a structured questionnaire for assessment of cross-cultural-
generational differences/similarities in their media uses and perceptions. The study sample was
not considered as precisely random, but rather based on convenience for the researcher in the
participants’ selection process. Similarly to the first part of the dissertation, teenage (Generation
Y) and young adult (Generation X) females were recruited from undergraduate and graduate
levels respectively at the Moscow State University and the University of Maryland, as well as
through the researcher’s personal connections.

The survey questionnaire included close-ended, open-ended, and multiple-choice
questions. According to the recommendations of Poindexter and McCombs (2000), for shaping
the questionnaire as an easy-to-use comprehensive tool, the brief introduction described the

purpose of the study and promised confidentiality for participants, the first warm-up questions

were more general and easy to answer, the behavior issues were followed by the attitude queries,
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the survey covered respondents’ demographics and background information, and overall,
questions were specific and uncomplicated, including don 't know option for the response
choices.

Table 2
Design for the quantitative part of the study: Survey

Participants Russia United States
Generation Y-ers 100 surveys 100 surveys
Mean age = 18.5

Generation X-ers 100 surveys 100 surveys
Mean age = 28

The quantitative analysis of the data was statistical, analytical, and descriptive in its
design, utilizing tables, charts, and graphic data representations.

The symmetrical structure of the study design, reflecting the same number of participants
in Russia and the United States, was chosen for the following reason: it provides comparability
of two cultural samples, which were collected in the countries with comparable populations and
multinational organization. The survey questionnaires were collected until the desirable number
of responses was reached.

Questions for the in-depth interviews and survey questionnaire were initially developed
in English and then translated into Russian by the researcher.

Participants

In the first part of the study, all the participants were late-adolescent females between the
ages 18 and 19. Ten Russian and ten American girls were recruited from the population of
undergraduate students with Journalism and Communications majors at the Moscow State
University (Moscow, Russia) and the University of Maryland (College Park, USA) respectively.

Participants’ socio-economic status corresponded to characteristics of the middle class in Russia
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and the United States according to their self reports. Females’ ethnicity within the countries of
interest was not considered as an additional variable in the research, since the study is primarily
focused on differences/similarities of adolescents’ media uses and perceptions in diverse cultural
settings, with Eastern and Western cultural backgrounds.

The females’ participation in the study was completely voluntary. However, the Russian
participants were paid 300 rubles (approximate equivalent to $12) for each completed in-depth
interview, whereas the American participants were given extra credit for one of the Journalism
courses. The interviewing was conducted in compliance with ethical standards in social sciences.
Being sensitive to participants’ needs and comfort, the adolescent females’ willingness to
participate in the study was suggested as the main criteria in the respondent selection process.
Therefore, if a participant did not feel comfortable during the interview process, she was able to
withdraw at any time.

For the second part of the study, participants were chosen from undergraduate and
graduate programs at different departments at the Moscow State University and the University of
Maryland as well as recruited through the researcher’s social networking and personal contacts
such as acquaintances and former co-workers. The participation in the survey was voluntary and
the researcher’s invitation was announced through the faculty and students of the Universities’
departments, schools, and colleges. 100 female participants representing Generation Y-ers (18-
19 years of age) and 100 female participants representing Generation X-ers (26-31 years of age)
were surveyed in each country (400 in total).

The study was approved by the Philip Merrill College of Journalism’s Human Subjects
Review and the University of Maryland’s Institutional Review Board. Appendix C contains the

Participant’s Consent forms in English and Russian developed according to the requirements of
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the IRB. All participants were asked to read and sign these forms at the beginning of each in-
depth interview and before filling out the survey questionnaire. All the interviewing and
surveying procedures were completed by the researcher.

Procedures

In the first phase of the study, all the in-depth interviews were conducted in person on a
one-on-one basis and took place on campus at the Universities at a time convenient for each
participant. At the beginning of each interview, all the participants were given a brief description
of the study’s purpose and provided as a reference guide with popular beauty and fashion
magazines such as Cosmopolitan, Cosmo Girl, Elle, Glamour, Good Housekeeping, Harper’s
Bazaar, Marie Claire, Seventeen, Vogue, and others, as well as Krestyanka and Rabotnitsa
particularly for the Russian audience. These issues were categorized as appropriate for the study
according to their function as magazines directed toward teenage girls’ and women’s audiences
intending to supply their consumers with information about beauty tips, current fashion and
clothing styles, cosmetic use, personal relationships, health care, and feminine hygiene issues
(Thomsen et al., 2002).

The in-depth interviews lasted from 45 minutes to two hours in length and were audio
recorded by authority of participants, who were reassured of confidentiality. Participants were
asked open-ended questions attached in Appendix A and the audiotapes were supplemented with
written notes taken by the researcher. Besides suggested techniques for in-depth interviewing
(Marshall & Rossman, 1999; McCracken, 1988) discussed above, the researcher also
incorporated her professional journalistic experience in interviewing people, attentive listening

and understanding respondents’ perspectives.
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In the second phase of the study, the respondents were offered different options for filling
out the survey questionnaire including paper-based, telephone-based, and Internet-based
opportunities. Approximate time for the survey completion was 20 minutes. The questionnaire
consisted of 52 questions is presented in Appendix B.

The following independent measures, or predictor variables, were used in the study: (1)
participants’ cultural background, (2) participants’ age, and (3) participants’ exposure to beauty
and fashion magazines represented by their magazine reading frequency. (4) Participants’ Body
Mass Index (BMI) was added to independent variables in the process of quantitative data
analysis. The dependent measures reflected (1) females’ conceptions of social norms and cultural
values, (2) presumed societal expectations, (3) self-perceptions, (4) motivations for reading
magazines, (5) critical evaluations of magazines’ images and content, and (6) predispositions to
media-associated health risks. Thus, according to the issues under investigation, the survey
questions were grouped in the following categories’:

1. Background information reflected participants’ age, country of permanent residence,

and level of education.

2. Participants’ exposure to beauty and fashion magazine was measured according to

guidelines in the empirical studies of Tiggemann (2003), Tiggemann and Riiiitel
(2001), and Thomsen et al. (2002). The measures covered magazine reading
frequency, time spent on reading one issue, magazine choice, and other issues related
to media consumption.

3. Beauty and fashion magazines’ direct impact on females’ conceptions of socio-

cultural norms and values was assessed on the basis of measures borrowed from

works by Bilukha and Utermohlen (2001), Botta (1999), and Thomsen et al. (2002).

* The groups of questions are not necessarily represented in the same order in the survey questionnaire.
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Also some measures were developed on the basis of the Sociocultural Attitudes
Toward Appearance Questionnaire (Heinberg, Thompson, & Stormer, 1995). The
measures included females’ understanding of woman’s social roles and perceptions of
cultural beauty ideals through their magazine uses, their conceptions of attractiveness
and success in life, and other related issues.

. Beauty and fashion magazines’ indirect influence on females through presumed
societal expectations was evaluated with the help of measures developed by David et
al. (2002), Heinberg et al. (1995), Kim and Ward (2004), and Park (2005). The
measures comprised presumed by females third-persons’ (family, friends, men, peers,
and society in general) expectations about their appearance and social behavior in
connection to magazine exposure.

. Females’ self-perceptions, self-esteem, and appearance/body satisfaction depending
on their magazine uses were measured on the basis of the studies by Bilukha and
Utermohlen (2001), Garner, Olmstead, & Polivy (1983), Sauer and Robles-Pifa
(2003), and Tiggemann and Riiiitel (2001). The measures focused on females’
conceptions of socially acceptable beauty type and self-perceptions after exposure to
magazines. Participants also were asked about their current weight and height in order
to calculate their Body Mass Index. Also, females were presented with the nine-figure
illustrated scale (Stunkard, Sorensen, & Schulsinger, 1983) and asked to identify their
present figure and their ideal figure in order to assess discrepancy between their
current and desirable bodies.

. Females’ motivations for reading magazines were examined by means of measures

borrowed from studies of Harrison and Cantor (1997), Kim and Ward (2004), and
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particularly from vignettes developed by Thomsen, McCoy, Gustafson, and Williams
(2002). The measures concentrated on entertaining and informational motives, needs
for advices in sexual sphere and interpersonal relations, media uses for self-
improvement and popularity purposes.

. Females’ critical evaluations of magazines’ visual images and textual content were
assessed on the basis of measures found in the empirical works by Botta (1999),
Brenick, Henning, Killen, O’Connor, & Collins (in press), and Posavac et al. (2001).
The measures covered females’ awareness of unrealistic women’s images in
magazines, stereotyped portrayals of males and females, and potential media
influence on social behavior.

. Females’ endorsement of a thin ideal and their predispositions to eating disorders and
other health risks were evaluated with the help of measures developed in the studies
of Botta (1999), Heinberg et al. (1995), Sauer and Robles-Pifia (2003), Thomsen et al.
(2002), Tiggemann and Riiiitel (2001), Utter et al. (2003), and particularly on the
basis of the Eating Attitudes Test (Garner et al., 1982) and the Eating Disorders
Inventory (Garner et al., 1983). The measures included females’ drive for thinness,
their attitudes to weight loss, their eating and dieting practices, as well as uses of
plastic surgery and physical exercises with purpose of body improvement.

. In conclusion, participants were given a couple of general open-ended questions
regarding their understanding of personal development and perceptions of the ideal

woman notion.
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The in-depth interviews and survey questionnaire were pre-tested on the small groups of
undergraduate and graduate students at the Moscow State University and the University of
Maryland.

Data Analysis

All the audiotapes of in-depth interviews conducted in the qualitative part of the study
were transformed into audio files for the computer use. The data were transcribed with the help
of two undergraduate students—Alexey Vedernikov (USA) and Inna (Russia), and then, the
interviews collected in Russia were translated into English by the researcher. Further, the
English-language transcripts were analyzed in English, whereas the Russian-language transcripts
were primarily examined in Russian and supplied with comments and explanations with regard
to cultural differences in participants’ understanding of certain issues. As suggested by Marshall
and Rossman (1999), the main technique for data analysis constituted “reading, reading, and
reading once more through the data, [which] forces the researcher to become familiar with those
data in intimate ways” (p. 153). Subject categories were developed for grouping participants’
responses representing major themes and ideas emerged form the interviews for the use in the
second part of the study and these were used in answering the research questions.

The survey data from the quantitative part of the dissertation research were entered in the
SPSS, Statistical Package for the Social Sciences. The paper-based and on-line questionnaires
were transformed into the same format and coded by the researcher. The data were quantitatively
analyzed and interpreted; particular statistical tools chosen for the data analysis included
descriptive statistics, correlations, multiple regression analysis, factor analysis, and other
techniques (Hinkle, Wiersma, & Jurs, 2000; Jaisingh, 2000; Poindexter & McCombs, 2000) in

order to address the stated hypotheses.
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Overall, the goal of the chosen methodology and data analysis was to examine through
the study findings applicability of the new theoretical model proposed in the dissertation for the
cross-cultural-generational comparative analysis of various audiences’ media uses and
perceptions. In the process of the data analysis the model furthermore was supplied with
additional significant variables. The following Results chapters represent the major findings of

the qualitative and quantitative parts of the dissertation.
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Chapter 4
Results: Qualitative Analysis

The qualitative part of the study was designed to address the main research questions
with the help of in-depth interviews with ten American and ten Russian late-adolescent females
18-19 years of age. All participants were Journalism majors or took classes at the Journalism or
Communications departments at the University of Maryland and Moscow State University.
Major themes that emerged in the process of the interviews were organized according to the
research questions and are represented below in a comparative manner in order to demonstrate
cultural differences and similarities in adolescents’ media uses, conceptions of socio-cultural
norms, self-perceptions, presumed societal expectations, motivations for reading, and critical
analysis of beauty and fashion magazines’ content in the United States and Russia.

Exploring Direct Media Impact on Audiences

This subsection presents the findings related to the first research question of the study:
How does the use of beauty and fashion magazines influence adolescent females’ conceptions of
socio-cultural norms and values in Russia and the United States?

At first glance, the consumption of beauty and fashion magazines by teenage girls in both
countries appeared similar: One girl in each cultural group claimed that she barely looked
through these magazines in her life, the rest of the females were rather regular readers
characterizing their magazine consumption between ten and fifty percent of their overall media
use, and similarly a couple of the participants in each group reported that they had magazine
subscription for extensive periods of time. Most of the girls in both cultural groups named

Cosmopolitan as the most readable magazine.
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However, this similarity in quantity of magazine consumption did not follow the same
trend in terms of perceived media impact on females as indicated in their self-reports. More than
half of the U.S. participants discussed noticeable influence of thin images and body-related
stories in magazines on their desire to follow cultural norms represented there. One American
girl described her motivations for being thinner after reading the magazines in this way:

Definitely, when you see an image of someone who is really thin and beautiful,

you’re motivated to try to look like that, and you read an article about someone

who has lost a lot of weight and now looks terrific and who has a great boyfriend

and who’s loving life... Since you’ve got to be beautiful, then you’re definitely

motivated.

Another participant added: “I think to a very large extent they [magazines] make me want to be
thinner just because there are women that I want to be so much like.” Some participants said they
believed that the beauty and fashion magazines “affect women’s social behavior because they
reflect, set people’s idea of beauty.” In connection to the direct impact of the magazines’ content,
one American girl said:

Oh, definitely they [magazines] affect, just in seeing a woman, no matter how

confident you are, if you see someone that you just think is so gorgeous, you’ll

still feel inferior no matter what, and sometimes it’s a little bit hopeless. I’ve been

dieting for months and months and I’ve been wearing makeup and I got my hair

highlighted and cut. You did everything for your appearance and you look in the
magazine and you see someone that you just think is so gorgeous, and you’re like

‘why do I still not look like that? what can I do to change my appearance?’

Sometimes, it’s really upsetting because you want so bad to make yourself to live

up to that standard and you’re out of options. Like, you make the list of this is

what I’m gonna do for self-improvement, and if you do all of it and you still are

unhappy, then that’s a really big problem. Sometimes looking through a magazine

can make that even worse.

The American females’ desire to be thinner to conform to socio-cultural norms was
hardly unconscious. They were aware of images promoted by the media, but nevertheless they

considered those images as guidelines for shaping an ideal appearance. For example, one

American girl said:

80



In the media—TYV and magazines—I don’t see too much of plus size models, and

if you do, it’s a negative connotation, and on the commercials the women who are

petite and small are normally glorified... I’'m not small, I’'m not petite, but I

definitely try to be that.

Moreover, the females believed that those cultural beauty requirements and self-definitions are
probably wrong, but realized that they would still affect their self-concept. Another American
participant supposed:

This whole idea that it’s possible to make yourself super beautiful, to take all

these tips in the magazines... You should do it and it gives you an idea that you’ll

feel better if you look prettier. That’s how you define yourself, which definitely

shouldn’t be, but it’s something that you see and it transfers into your own mind.

The U.S. teen girls emphasized that American society values the type of appearance
promoted by beauty and fashion magazines and that they have to follow the rules established by
the media. For example, one American female said: “Just the models in the magazines and ads
are thin, so you want to look thin like them. And a lot of people like the models are accepted in
society, and you want to be accepted too, so you think you have to be thin like them.” Another
girl continued the theme: “It [reading magazines] contributed a little bit to my insecurity... You
can’t be happy or be fully accepted or find a good guy unless you are fit and pretty. I think they
[magazines] influence others too.”

The Russian females also indicated the magazines’ impact on them, but more in terms of
social behavior, rather than visual images. One of the common ideas among the Russian
participants was the influence of commercials, which are still seen as a new and annoying
function of the media by many Russian citizens, largely because the advertising industry was
established in the country only in the 1990s, considerably later than in the United States. One

Russian girl said:

I think they [magazines] have a considerable impact: Girls begin consuming
certain products much more. For example, if it’s mentioned in the story that you
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should use a perfume that costs no less than 5,000 rubles, you think that if you
don’t buy it, you are not a Cosmo girl.

Interestingly, several Russian females considered the impact of magazines as a positive
factor for their social development: “I feel they [magazines] influence my behavior more than
my self-image... When I’ve just started reading these magazines, they’ve been giving me more
self-esteem and confidence in my success in the society as if [ was a girl from the upper social
class.” Similarly, another Russian girl considered the social comparison effect as a good aspect
for her personal development: “I do compare myself to women in the magazines, but I’'m
interested in examples of interesting personalities, their life stories.”

The Russian adolescent females appeared to be aware of the changes in cultural norms
and values taking place in Russia with the help of the new media sources coming from the
Western world and disseminating new socio-behavioral models. One Russian said: “I’ve heard
that these Western magazines were intended to influence Russian youth and change it according
to the Western ideal. I’'m not sure... but I can obviously see those changes.” Another Russian girl
described those new behavioral models more in detail, accepting their influence on the
magazines’ reader:

I see three major models of social behavior promoted there [in the magazines]:

bitchiness, unreasonable careerism, and utilization of men for your needs. I think

it’s not a Russian behavioral type, it came from the West and not that much from

society, but rather imposed by the Western media... I think it has an impact on

me, somewhere at the unconscious level.

The Russian adolescent females described their attitudes toward the magazines’ models
differently from their American counterparts. Most of the U.S. girls found them very attractive.
In response to the question about models’ appearance, one American girl said: “They [models]

are definitely attractive.” Another American added: “I’ve definitely wished I looked like them

[models], they are beautiful.” The Russian adolescents characterized models in the magazines as
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“quite attractive, but with the model look.” One Russian girl supposed, and some others agreed,
that “in general the models do not reflect [their] beauty ideal, because their figures are just meant
to present clothes on the podium, to be a convenient hanger for a couturier.”

Furthermore, about a half of the Russian participants mentioned heartlessness or even
aggressiveness and spite on the models’ faces. For instance, one Russian girl said: “They
[models] look very heartless and arrogant toward the readers as if they are confident they can
solve any problem with the help of money.” The negative statements of the Russian females may
reflect their frustration with their low purchasing capacity in terms of buying beauty and fashion
products advertised in the magazines. This issue was perceived differently by their American
counterparts who often discussed the direct impact of beauty advice in the magazines. For
example, one American said: “A lot of times they [magazines] portray models and do the before
picture and the after picture, and the affer is so much better, so it makes you think ‘I have to buy
that product in order to look nice.””

Further, the socio-economic differences between the magazines’ audiences in Russia and
the United States, discussed in the Introduction section of the dissertation, were predictive of the
adolescent females’ attitudes toward the magazines’ content and visual images. These attitudes
appeared to be affected by different cultural beauty images prevailing in the countries and
promoted by the media throughout the last several decades. When the participants were asked to
describe an ideal woman in general, most American females particularly concentrated on the
appearance-related characteristics. For example, one American girl said: “The ideal woman is
gorgeous, she looks like a movie star... Long pretty hair, big boobs, nice butt, really skinny, long

legs, she’ll always be dressed nice, and she’ll have lots of men around her.” Another U.S. girl
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explained: “To me, an ideal woman is probably very thin just because I’ve always been someone
who’s been striving to keep my weight down...”

The American girls also spoke about the importance of being intelligent. One American
said: “Beautiful—the first thing that comes to my mind... also intelligent, definitely intelligent.”
Another female supposed: “She [the ideal woman] is not too thin, not overweight, intelligent,
nice.” Citing as an example a person who would reflect the beauty ideal, the U.S. females
mentioned Jennifer Aniston and Angelina Jolie more often than others. One girl even said: “I
would pay millions of dollars to look like Jennifer Aniston.” However, they also named Jennifer
Lopez and Beyonce as examples of those models “who are breaking out of the really thin norms”
in the mass media.

Answering the question about the ideal woman, the Russian participants primarily
mentioned such qualities as well mannered, intelligent, widely read, and well informed. For
example, one Russian girl said: “She [the ideal woman] should be kind, modest, neat, well
groomed, and erudite, with clearly defined life priorities and goals.” Another female added: “I
don’t think that the ideal woman would have a bunch of beauty and fashion magazines on her
desk.” Almost every Russian girl mentioned how important it is for a woman to be feminine and
to have her own style, which would not be typical or imposed by the media, but “individual,
unique, and distinctive from others” as one Russian described.

The Russian girls broadly discussed changes in the societal values in terms of beauty
ideals and behavioral norms that have taken place in the Russian society since the 1990s. They
noted that the Russian traditional type of beauty has been gradually disappearing from the
magazines’ covers. Perhaps that is why Russian females had difficulties naming a particular

person who would reflect a beauty ideal for them. Most of the Russian participants claimed that
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they did not have any “standards” or “parameters” regarding the ideal female appearance. For
instance, one girl said: “I have no ideals. Sometimes you can see a plump girl, but she perceive
herself well and she presents herself confidently, so you can’t say she’s not attractive. Everything
depends on your self-perception. I think you just should be natural.”

A majority of the adolescent females in the both cultural groups admitted that they tended
to compare their appearance to that of other people in terms of body image and social behavior.
However, almost all American and Russian girls claimed that they would be much more
influenced by the examples of real people than the media images in the beauty and fashion
magazines. The most influential figures for the teen girls in the both countries were their parents,
and particular their mothers, as well as their boyfriends and friends. One American girl said: “An
ideal woman is my mother... Definitely, how I was raised, my parents influenced most of my
values.” And a Russian girl echoed: “First of all, my up-bringing, my social environment, my
friends, and definitely my parents shaped life values in me.” Thus, despite the beauty and fashion
magazines constituted one of the prominent sources of socio-cultural norms and values for the
teenage females representing direct media impact, it is important to analyze indirect media
influence that may affect adolescents even more significantly through their social interactions
with their families and peers.

In summary, although the magazines’ consumption of the American and Russian
adolescent girls appeared to be similar, the direct media impact, reflected in females’
understanding of socio-cultural norms and values from beauty and fashion magazine, was found
to be different to a certain extent for two cultural groups. The U.S. participants indicated direct
media impact in terms of body-related issues in particular. The American girls emphasized that

they experienced media influence on their conceptions of beauty ideal and self-image and
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accepted that magazines provided societal norms for female body image and appearance in their
culture. The U.S. females tended to follow beauty tips and body-related advice from magazines
and were considerably motivated to look like models and celebrities depicted in the magazines.
The Russian girls more often described their experience with the direct media impact in terms of
socio-behavioral models. The Russians indicated that magazines disseminated Western standards
for women'’s social behavior, which were perceived by them as rather alien. However, the
Russian females showed the tendency to follow certain magazines’ examples, which reflected
life stories of prominent personalities. An image of the ideal woman was also perceived
differently by participants of two cultures: the American girls concentrated primarily on the
description on her appearance, whereas the Russian girls emphasized such woman’s inner
qualities as kindness, modesty, and erudition. At the same time, the most preferable magazine for
both cultural groups appeared to be Cosmopolitan that supported the study’s assumptions about
Westernization trends in the media preferences of the young Russian audience.

Understanding Indirect Media Impact on Audiences

This subsection is intended to present the study findings addressing the second research
question: How does the use of beauty and fashion magazines influence adolescent females’ self-
perceptions and presumed societal expectations regarding their appearance and socialization
practices in Russia and the United States?

The teenage girls appeared to shape their self-concepts particularly according to the
influence of their parents and friends—the people whom they respect and ask for advice in terms
of their appearance and social behavior. Societal expectations of the family and peers, who
presumably formed their body-related attitudes according to the images in the mass media,

appeared to be a significant contributor to the teenage girls’ self-perceptions.
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Several American females pointed out that their mothers had subscriptions to beauty and
fashion magazines and also subscribed them to such magazines for teenage girls as Cosmo Girl
and Seventeen. Young females also discussed their mothers’ suggestions regarding their
appearance and eating habits. For instance, one girl said:

Your parents definitely do affect what you think about... I think she [my mom] is

really pretty, but she is all about makeup and she is always, constantly going on a

diet... And then my mom will put pressure on me and my sister like ‘oh, you

shouldn’t be eating this and that.’

Another American girl said: “She [my mom] is always like ‘but you’re not wearing enough
makeup now,’ ‘pick your hair,” she always tells me when I need to get my haircut, that’s a big
deal.” Fathers’ influence was described by another American female in comparison to mothers’
influence in the following way:

My mother has always pressured me about being thin. My mother has it and my

father has it. My father has influence on me, especially since he’s a male. So if

he’s coming from the men’s perspective, and he is like ‘you need to be small, you

need to be small,” so that’s what other guys must think, too. So when I really want

to be with somebody, they want me to be small. So that can influence also.

In this connection, most American participants expected a considerable media influence
of female images in the magazines on their boyfriends or males in general. One American said:
“I think all boys are influenced by these images, | mean if you have a picture of a hot girl, it’s
not like they are not gonna look.” Similarly, another U.S. girl supposed: “I’m sure men find
women in the magazines really attractive and they would compare as well.” Moreover, one
American female explained how she thought males interpreted the media images:

When they [boys] see those women in the magazine, they are like ‘if they can do

it, you should be able to do it. Why can’t you look like the girl in the magazine?’

So yeah, I definitely think it influences it [males’ perception of women]. Because
they know it’s possible.
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However, most of the U.S. teenage females said they believed that, in the long-term
relationships, their real or potential boyfriends would value their personal qualities much more
than appearance and body type. “I think he would value that I’'m honest, very loyal, that I would
think about him first as opposed to me first, accommodating. I think it would be less on physical
appearances than on personality traits and how we interact...” one American girl said. Another
U.S. female added: “I think once you’re in a serious relationship, that body image doesn’t
matter.”

Similar to their American counterparts, the Russian adolescent females reported
significant influence of their parents’ opinions on them. One Russian girl shared her thought: “I
can’t imagine how I could live without my mom. It’s not because of my dependence on the
parents, but because I value a lot their opinions, particularly my mom’s.” About a half of the
Russian girls indicated that they ask their mothers for advice in terms of clothes, makeup, and
eating habits. “My mom approves my style and she’s my best adviser in terms of clothes. We go
shopping together and she advises me what to buy. However, she supposes that I wear too much
makeup, so it looks vulgar,” one girl mentioned. And another Russian female said:

When I was on a diet and I got some health problems, I immediately came to my

mom and she recommended what to eat, what’s useful and what’s not. And my

skin really became much better, because here it was not a diet from the magazine,

but from my mom’s life experience.

However, about a half of the Russian group emphasized their independence from their parents’
suggestions. One Russian stated: “When I had grown up, I chose my own style, and even if my
parents were not very happy with it, they realized that it was my style and I would follow it
anyway.”

A majority of the Russian females said they believed that males may be significantly

influenced by the thin female images in the beauty and fashion magazines. One girl supposed:
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“Definitely those magazines have an impact on men as well as on women, especially on the
young boys who are younger than twenty.” Another Russian female said: “I think they [men] are
influenced. He [my boyfriend] wouldn’t like a plump girl because the thin ideal is everywhere
now. But at the same time, if he doesn’t like images in such magazines, then he’ll again compare
them to me to my advantage.” Similarly to the American group, the Russian participants thought
that such influence would not be considerably powerful in the long-term relationship with a
boyfriend. One Russian female said: “Of course he might think that an ideal woman exists
somewhere, but when he looks at his girlfriend, he realizes that she actually reflects his ideal,
and in addition to that she’s kind, nice, and loving.”

Friends were also assumed to be significantly influenced by the media images among the
American females. For instance, one girl said: “I’ve had friends who loved these magazines,
who’d save them, go back and read them and re-read them, who’d take all the quizzes...”
Another American continued: “A lot of my friends read magazines all the time... and a lot of
girls just have these all over their room, and have pictures on the walls from them.” Furthermore,
the media impact on the friends was perceived by the U.S. girls as much more powerful than on
themselves. One American said: “I would say they [friends] read magazines a lot more than me...
And I know they buy makeup when they got an idea from magazines, and some other products.”
Another girl said:

A lot of my friends are more into it [reading magazines] than [ am... But all of us,

we look at this and we’re like ‘oh my God, I wish I looked like Jessica Alba, we

need to go to the gym!” Just kind of influencing us to go on diets and be more fit.

Several U.S. females also shared stories about their friends or relatives who experienced eating

disorders.
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The American participants’ presumption of the media effects on the general females’
audience appeared to be even more significant. One U.S. girl said:

I’m sure there are lots of women who see these perfect models... and it makes

them feel awful about themselves like ‘I’m never gonna look at anything like that,

no man is gonna want me.’ I definitely think there are lots of women who are

negatively affected by the ideals that are depicted in magazines and in the media.

I’m not so much, because I’'m aware of it, but there are lots of people who are not.
Another American female claimed: “I think it’s harmful for girls to see so much thinness in the
media, because you get a distorted image of what you’re supposed to look like.” A majority of
the U.S. participants believed that the most vulnerable group in terms of the impact of the
magazines’ images and content were younger adolescent girls 11-15 years of age, who could
consider the magazines as “a template for what they’re supposed to be.” One American female
said: “I think that when girls see clothes and things in magazines that they want to buy, they’ll go
out and buy them, things like that, just to look like the people on magazines.”

More than half of the Russian participants said they believed that the magazines would
not have a significant influence on their friends. For example one girl said: “I think that my
friends read these magazines, but not much, like me. Probably, for the same reason—there is
nothing new, all topics have been already discussed from issue to issue, so it’s not interesting any
more.” Several Russian girls also pointed out that their friends, as they themselves, were much
more aware of the magazines’ content because of the journalism education they had received in
school and could avoid the media influence. One Russian female said: “All my friends are from
the journalistic environment, so we realized at about age fifteen that all these magazines are just

stupid and useless. But I’ve noticed that those of my friends who are not journalists read them

[magazines] more often.”
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In the same way as the American adolescents, the Russian teenage girls considered other
females of their age as significantly heavier magazines’ consumers than themselves. One
Russian said: “I’m sure that girls of my age in general read such magazines much more than my
friends and I. Sometimes it’s the only media that girls read, especially in small towns.” Another
Russian girl contributed to the topic:

I think they [girls in general] read more. I often see those girls in the metro, they

thoroughly read magazines’ pages with makeup tips, especially with commercials.

I think they take it very seriously. But I’m not interested in that. Or maybe I just

think too well of myself.

Unlike their American counterparts, the Russian females saw the most vulnerable readers of the
beauty and fashion magazines in the older teenage girls—15-17 years of age, perhaps because of
a lack of magazines specifically targeted to the younger age audiences in Russia.

The most powerful factor in terms of presumed societal expectations for the adolescent
females in both Russia and the United States appeared to be society, undefined and amorphous,
but yet a vast concept putting tremendous pressure through the magazines on the girls’ seltf-
perceptions. One American girl said:

I think that attractive appearance and social success go hand in hand, and I think,

social success as achieved in a popular group, the people who are gonna be in that

group are the people who are gonna read these magazines and try to be thin and

spend fifty dollars on a slimming gel and a hundred dollars on getting their hair

highlighted.

Another American girl said: “I think the general idea [in the society] is the thinner you are, the
prettier you are, the hotter you are, the more attractive you are to boys.” And another American
female added: “As bad as it sounds, guys are not going to wanna date a girl who is incredibly

overweight or unattractive... You may like the person’s personality, but there is like ‘oh my

God, how can you get to be that big!” You have to look good in today’s society.”
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Several U.S. girls also emphasized certain behavioral models that are promoted by the
beauty and fashion magazines. For example one American female shared her thought: “I read
somewhere that supermodels are freaks of nature, there are only a few in the world, but we’re all
being told to look like them.” Another U.S. girl said:

I think our American society has said that being a sexually free woman is good,

that’s okay, and magazines give that off, too... What does that show to girls? 14-

year-olds who have boyfriends? My younger sister comes to me and asks me if

certain things are okay in bed, and I’m just like ‘Lauren, you’re not ready for

that,” but society shows you that maybe it is allowed.

Similar to Americans, the Russian participants discussed societal expectations, which are
disseminating through the magazines and influence female audiences. One Russian girl said:

I’'m sure that during these days, the magazines create a new female image: For a

girl who is interested primarily in entertainment and relationship with guys;

education and family become secondary things in her life... I think, they

[magazines] propagate non-family values, so girls are not oriented toward

marriage and children; they live according to the Western model. Of course, it’s

just happening in today’s society, but I believe that magazines contribute to these

changes.

Most of the Russian girls noted that socio-behavioral models offered by the magazines to the
Russian females are alien to their culture. One female said: “This standard image of an extremely
self-confident and independent woman came from the Western world. I believe it was not so in
Russia before. We used to see a woman as a mother, good wife, housekeeper... Now these
magazines teach their readers to be glamourous bitches.”

The Russian females pointed out that attractive appearance is getting to be a more and
more significant issue in today’s society. For example, one girl said: “Beautiful people are
getting better jobs. I’d say, a good-looking appearance guarantees you social success for ninety

percent... I think if you’re attractive, it always helps in today’s life.” The participants also

described appearance-related changes in females’ self-perceptions caused by the magazines’
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content. One Russian said: “I think that magazines are responsible for some psychological
problems among young girls. They all have rushed to look after their appearance now, but many
girls just can’t afford the products, which they see in magazines, so they’re getting an inferiority
complex.”

However, despite the certain similarities in the American and Russian females’ presumed
societal expectations, their self-perceptions appeared to be considerably different. To the
question What do you think about your body image? the typical answers among the Russian girls
were: “I think I’'m ok,” “I like the way I look,” or even “I’m happy with it”. There was not any
negative response except several comments as follows: “I’ll probably lose a couple of kilos by
the beginning of the summer, but usually it happens quite naturally,” or “I know some
disadvantages of my body, but I can hide them with the help of female wisdom and accentuate
my advantages.”

On the contrary, most of the American adolescent females were considerably concerned
about their body image. For instance, one girl said: “I’m gonna be the typical girl, I don’t like the
way [ look. I don’t think I’m hideous, but if someone tells me I’'m pretty, I’'m like ‘yeah,
whatever,” I don’t really see it.” Another U.S. girl spoke about a similar problem:

I’m always conscious about my weight and wondering ‘do you think I’m fat?’

‘does he think I’'m fat?” Sometimes I think that changes people’s attitudes towards

me. It may not, but sometimes I get the feeling that they don’t really wanna be my

friends ‘cause I’m too fat, or maybe they don’t invite me somewhere because of

that... I always wanna lose weight, no matter what weight I’m at. I always think I

should be smaller. And even though people would be like ‘oh yes, you are small,

you’re a nice size,” I won’t believe it.

Out of the whole U.S. group only two females said “I’m perfectly happy with it [body image]”

and “I’m comfortable with myself.” Generally, they felt overweight to certain degree, even if
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they were not. One American girl said: “Obviously, the vast majority, if not all, younger women,
are unhappy with their body.”

These distinctions in teenage females’ self-perceptions may be explained by two different
factors, and they are cultural and physiological. Cultural factors lie in the beauty ideal that
prevailing in each society and is promoted by the mass media. Traditionally in Russia, the female
beauty ideal was represented as a natural and relatively plump woman, “a woman with curves”
as several participants described her. A number of Western beauty and fashion magazines, which
came to the Russian market in the 1990s, adapted their content and visual images for the Russian
audiences, publishing images of Russian-looking models. For example, one Russian girl said: “I
like Good Housekeeping magazine, it has pictures of different types of women and interviews
with the Russian celebrities. I like to read magazines that reflect our life; I don’t need tales about
girls with Western values.” The Russian adolescent girls were aware of new media images and
perceived them as culturally alien and looked at them critically.

The American females were exposed throughout their lives to a relatively stable female
visual image represented in the mass media and culturally accepted in the society. Traditionally,
this image has had considerably thinner body standards than the Russian one. But at the same
time, the United States has been struggling with obesity, particularly among youth. As one
American girl said:

America has such an obesity problem... I think it’s interesting that so many

people in America are obese, yet we are portraying the ideal American as

someone who’s so thin. So I think they [magazines] need to be the healthy median

between, because so many people don’t look that skinny.

Here, physiological factors also appeared to influence the participants’ self-perceptions: Several

females in the American group appeared to have weight problems in reality, not just in their

minds, whereas the Russian girls generally had slender body shapes and did not feel
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uncomfortable comparing their figures to those of models in the magazines. Thus, these two
factors caused significant discrepancies in the participants’ self-perceptions in Russia and the
United States.

In summary, the participants in both countries indicated considerable influence of
presumed societal expectations on them; however, the focus or degree of this influence appeared
to be different for the American and Russian adolescent females. The U.S. girls talked about
their mothers’ recommendations in terms of appearance-related issues, such as advice to diet or
wear makeup, whereas the Russian girls valued their mothers’ opinions in terms of their behavior
and style, mentioned such mothers’ suggestions as wearing less makeup or recovering from a
diet. Those differences in the American and Russian parents’ advices respectively influenced
discrepancy in participants’ concepts of societal expectations in their cultures. Although the
females from both cultural groups discussed presumed magazines’ impact on males in similar
words, their expectations of media influence on their girlfriends was different: the American girls
assumed much greater degree of magazines’ impact on their female friends than the Russian
girls. Moreover, while the U.S. adolescents believed that according to the general societal
expectations “the thinner you are, the prettier you are,” the Russian teenagers complained that
“attractiveness” was getting more valued in the Russian society, particularly because of the
influence of Western magazines, which propagated alien appearance-oriented values for the
young audience. In this connection, participants’ self-perceptions appeared to be influenced by
different presumed societal expectations in the two cultures. Additionally, females’ self-concepts
seemed to be dependent on different physiological characteristics of the American and Russian
girls. The latter issue could not be assessed comprehensively on the small sample of the in-depth

interview participants and was explored in detail in quantitative part of the study.
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Media Uses and Reading Motivations of Audiences

This subsection presents the findings related to the third research question of the study:
What are the motivations for reading beauty and fashion magazines among adolescent females
in Russia and the United States? revealing differences and similarities in the media uses of the
Russian and American girls. During the interviews, the participants were presented with a wide
range of beauty and fashion magazines and had an opportunity to look through them.

All of the American females reported that they looked through the beauty and fashion
magazines at least sometimes and most of the girls revealed regular reading of magazines. For
instance, one U.S. girl said:

I pretty much read the teenage magazines when I was a pre-teen, and now I stick

to the adult magazines. I read Cosmopolitan, Vogue, Bazaar is nice, Glamour,

Elle, then there is one that’s all about celebrities—People, it’s always fun to

read... I definitely read Cosmopolitan every month, I read Glamour every month.

Whenever I would be at a store, if I would see one with somebody I like on the

cover, [ would just pick it up.

Another American female continued the discussion:

If I read a magazine, it’s definitely gonna be a woman’s magazine, I’'m not gonna

go read Time or something boring. I like /n Style, it’s fun to look at, Cosmo, it has

all the little tips, and then you can see all the new styles that are coming out. I’'ve

looked at Seventeen, Vogue, Elle... I think the biggest one I used to read was

Cosmo... ] had it for two or three years, I had the subscription.

The most popular beauty and fashion magazine among the American adolescent females
was Cosmopolitan—nine participants out of the group mentioned it or its sister Cosmo Girl as a
favorite reading among the magazines. One American said: “Cosmopolitan is my favorite
magazine, I read that every month, I like magazines like that...” Another girl agreed: “I think I
mainly read Cosmo Girl and some of the other stuff.” Also many U.S. girls named Seventeen as

one of the most readable magazines. One female spoke: “We have two magazines

subscriptions—Cosmo Girl and Seventeen at my house. I think Seventeen is the most
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reasonable.” However, several females considered this magazine as already inappropriate for
their age. One girl remarked: “I wouldn’t get Seventeen any more, because I’'m not seventeen, so
that doesn’t really appeal to me any more.”

A majority of the U.S. girls reported that they read several beauty and fashion magazines
generally every month. About a half of the participants in the American group considered
themselves as not heavy readers of the magazines. One girl said: “ Now I don’t read them
[magazines] as often, since I’ve come to college, I’d say maybe two to three times a week.” A
couple of American females said that they read the magazines from the beginning to the end, but
the rest of the girls did not characterize their reading as a thorough process. For instance, one
U.S. female stated: “Mostly, I just skim them, the main articles.” Only one American girl said
she would not be reading these magazines at all:

The more female-oriented magazines I generally don’t read, because to me, they

just seem like a bunch of fluff. I don’t read any [magazines]. My younger sister

gets Seventeen magazine, and sometimes I look through it to just kind of laugh

at... I think a lot of people read these magazines and they think they are amazing.

I even heard some people the other day, they were talking about Cosmopolitan or

Cosmo Girl, how it is the best magazine ever and how everyone should read it.

That’s like the definition of what everyone should be and, I guess, I don’t agree

with that.

Similarly to their U.S. counterparts, the Russian teenage females were all familiar with
the beauty and fashion magazines and read or looked through them regularly. One Russian girl
said: “At one time I read them really often; I used to buy Cosmopolitan every month. Then I
changed it to Glamour, it seemed to me closer to real life. Then I realized that Cosmo and
Glamour portray a woman as too ideal, too stylish, too glamourous, and I tried to read Elle, but
didn’t like it. Now I’'m reading Vogue.” Another Russian female said:

I think, I buy these magazines once a month. Usually I read Cosmopolitan and

Good Housekeeping. Once | found a bunch of Vogue issues at my friend’s house.
I read them all, but realized this magazine was not for me. I used to buy Cosmo
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every month, but stories are quite repetitive there. I like Good Housekeeping, it
seems to me more respectable, they publish more thorough stories.

A majority of the Russian girls named Cosmopolitan as the most readable beauty and
fashion magazine. One Russian female said:

Cosmopolitan 1s my favorite magazine, I buy it often—approximately every other

month. And if [ buy it, [ read it all... I used to buy some other magazines, but I

liked Cosmo most. It’s difficult to explain why—it creates a nice image, a kind of

positive atmosphere. When I read articles about beauty, shopping, entertainment, |

get an image of a self-confident women, I get an impression that I can do

everything. But I think Cosmo is loosing its quality though. So I’'m going to stop

buying it.

Another Russian said: “I used to be subscribed to Cosmopolitan, but then all the stories seemed
boring to me, so I stopped the subscription. But I keep buying it quite regularly though, once in a
couple of months.” Glamour, Elle, Vogue, and Good Housekeeping were also among the most
frequently mentioned magazines in the Russian females’ reading preferences.

Interestingly, all of the Russian females mentioned that they knew the Russian beauty and
fashion magazines Krestyanka and Rabotnitsa very well, but only a couple of Russian females
reported that they bought Rabotnitsa, and only one of the girls regularly read Krestyanka.
Moreover, about a half of the participants in the Russian group said they would not buy the
Russian magazines. One female gave the following reasons: “I don’t read Russian magazines.
First of all, I don’t like their names—Krestyanka and Rabotnitsa—they remind me of farms, of a
village beauty ideal. I would trust Western magazines more, I think, they are of a better quality.”
Another Russian girl said: “I don’t read those [Russian] magazines, but I assume they try to copy
their Western counterparts. So if I have to choose between Krestyanka and Cosmopolitan, 1

definitely choose Cosmopolitan.” Another female added: “Krestyanka and Rabotnitsa are just

not glossy magazines in my understanding.”
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At the same time, another half of the Russian participants had different opinions
regarding Krestyanka and Rabotnitsa magazines. For example, one girl said: “I don’t think that
the Russian magazines significantly differ from the Western ones in terms of images, but in
terms of the content—for sure. The Western magazines are only about beauty and other light
stuff, whereas the Russian magazines keep publishing materials about culture, more thorough
stories in general.” Another Russian female supposed:

Of course, there is a huge difference [between the Russian and Western

magazines]. Krestyanka and Rabotnitsa are much close to us, we know their

names, we relate them to a high level of quality. I can find really interesting

materials for my development there. I can’t imagine such stories in the Western

magazines, which would never talk about art or religion that I think would be

interesting for women.
Another girl added: “The Russian magazines are more unique. They have interesting sections,
for example, Lives of Outstanding People. 1 like to read Krestyanka sometimes.” A couple of
girls also mentioned differences in visual images between the Russian and Western magazines.
One of them remarked: “Female faces in the Russian magazines look much more natural, they
are not that glossy... They are more Russian, I’d say.”

The main motivations for reading beauty and fashion magazines among the American
adolescent females appeared in their needs for information about fashion and makeup, celebrity
news, personal stories, diet and fitness tips, and entertainment. The most popular topic for most
of the U.S. girls was fashion. For example, one girl said: “I like them [magazines] most when
they talk about fashion or what in the new trends.” Another American female shared her thought:
“I read them [magazines] mainly for clothes. I always look forward to getting my Fall ones,
because I have to buy all my Fall clothes...” The makeup recommendations were also important

for the American girls. One female said: “I like makeup tips. I’m pretty set in my makeup ways

actually, but there is always something I could do maybe on the weekend, try out, experiment
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with.” The life of celebrities also attracted about a half of the U.S. participants. One American
mentioned: “I read a lot of celebrity stuff, like the gossip, that’s what I’ll kind of check into.”
Another girl said:

I think they’re also trying to bring celebrities down to a real life person kind of

view, and most of the magazines I’ve seen, they have pictures of celebrities in

their everyday life and try to show that they are normal like everyone else. |

would think that part’s interesting.

Another important topic that motivated the U.S. teenage females to read the magazines
was so-called “true life” or “embarrassing” stories. For instance, one girl said: “I mostly like to
read embarrassing stories. I always thought these were hilarious. Everyone always has
embarrassing stories, and every time you read them, you think that, maybe ‘oh, I should send
mine ‘cause it would be funny.”” Another American girl spoke about the teaching effects of the
magazines’ stories:

Usually I’m interested in a true life story, because often those are stories about

people taking drugs or incidents with rape or just teenage pregnancy, and a lot of

times they are very uplifting. I read one recently about a girl who got pregnant in

college and actually stayed in school and brought up her baby and did everything,

and I thought it was incredibly inspiring just to know that Cosmo in addition to

teaching you what not to do, it also teaches you even the toughest situations, it

shows you real models that you can live up to.

Diet and fitness issues were also among the frequently read topics among the U.S.
females. One American said: “I look at diet and fitness tips. And then I’d look through the
pictures, because I like to see what they look like... how stars look after diets.” Another girl
added: “If I feel that I can incorporate them [body-related advices in magazines] into my life,
then I do.” Several females spoke about the media effects of the diet commercials, for instance,
one American said: “They [magazines] have ads for diet loss, they always have the tips on how

to lose weight... They’d have the diet to lose 35 pounds in three weeks and you always in the

back of your mind wondering ‘oh, what if that works, it would be so awesome to lose 35
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pounds.”” However, the other participants were more skeptical. One girl shared her thought: “I
think, the diets and exercises they have in magazines are not being very true, at least that’s my
perception... They [diets] don’t seem very effective...” The American females also mentioned
horoscopes, quizzes, and general entertainment among the topics they looked for in the
magazines. For example, one girl said: “I will be reading for entertainment; I don’t think there’re
any life values to be taken out of the magazines.”

Among the Russian adolescent females’ motivations for reading beauty and fashion
magazines, there were needs to know new fashion trends and makeup tips, to read interviews
with celebrities and stories about relationships with males, to get diet and fitness tips as well as
housekeeping and cooking advice. For example, one Russian girl said: “Generally, I look
through new fashion trends. I like to look at the pictures with girls in the streets, how they are
dressed up.” However, most of the Russian girls emphasized that they would get interesting
fashion ideas, but would not buy the clothes promoted there for several reasons. One Russian girl
explained: “I like to look at the new fashion trends and haute couture shows [in the magazines],
but unfortunately, I realize very well that I can’t afford such things. So I can just look them
through and pick up an idea about new styles.” Another Russian added: “I don’t follow the
fashion, but I look for new designs, combinations of clothes, it gives me fresh ideas about my old
clothes.”

The Russian girls also found considerably useful beauty and makeup tips in the
magazines. One female said: “I can follow some recommendations about facial cosmetic masks,
for example, I like folk remedies... Sometimes I use makeup tips to improve my usual makeup
style. I look at haircuts too.” Another Russian girl said: “I’ve looked at the pages with celebrities,

how they’re dressed up, what makeup the wear.” Interviews with celebrities were indicated by
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half of the Russian participants as an interesting topic to read. “I like to read stories about
celebrities and interview with them. I’d also look at the entertainment tips in Moscow. I like to
see the pictures with beautiful people,” one girl said.

Several Russian females pointed out their professional interest in certain magazines’
materials. For example, one girl said: “As a journalist, I like to interview people. That’s why first
I’d look at the interviews to see how they are done professionally, how the interviewees are
presented and how the texts are written.” Similarly, another Russian discussed her professional
interest in photography: “When I’ve started my Journalism studies, I got interested in how the
pictures of models are taken, how is their appearance presented.”

About half of the Russian participants were interested in reading about relationships with
males, life stories, and psychological recommendations. However, several girls mentioned
contradictions in those areas of advice. For instance, one Russian female said:

They [recommendations] are very contradicting. For example, the topic of a first

date is widely discussed in the magazines. In one magazine they say you should

be calm and serious, in another one—be always smiling and conforming to a man,

in a third one—be yourself. So it’s quite confusing, I think a woman should rely

on her intuition.

Diet and fitness issues were also important for the Russian teenage girls. For instance,
one female said: “I used some exercises for my back from Good Housekeeping.” Another girl
shared her view: “When you feel out of shape, then stories in magazines make you think ‘Okay,
I’11 do all these exercises,” and it might work a couple of days, but if there’s no real desire to
exercise inside you, then the magazine doesn’t help.” Regarding the diets in the magazines, one
Russian said: “If I feel like I want to change something in myself, I’d probably look at their

[magazines’] diets, and I think, I’d use their advice.” Another female said: “I read about diets.

It’s very interesting, but we should realize that all these celebrities have personal trainers and
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maybe use medications to achieve such figures, so for us it probably won’t work.” More than
half of the Russian participants spoke about useful housekeeping tips and cooking recipes. One
girl remarked: “I like to see the pictures of interiors, to learn how to equip my house and make it
cozy.” Another Russian female said: “I love cooking pages.” Several females also mentioned
their use of quizzes and horoscopes in the magazines as well as general relaxing. “To give some
rest for my mind,” one Russian explained.

Almost all of the adolescent females in both Russia and the United States emphasized
that they preferred to read the beauty and fashion magazines in paper format rather than online
for several reasons. One American girl said: “I prefer paper-based [magazines]. You can cut out
magazine pieces and make a collage.” And one Russian girl shared her feeling: “I definitely like
paper-based magazines. I think it’s stylish. You can lie on the couch and read it slowly.
Something from the British tradition of reading a paper with a cup of coffee.”

In summary, the American and Russian adolescent females showed generally similar
motivations for reading beauty and fashion magazines. One of the favorite topics for both
cultural groups was fashion tips; however, the U.S. females looked through the new fashion
trends with the purpose to buy the outfits depicted in the magazines, whereas the Russian
females just borrowed the magazines’ ideas in order to apply them to their existing clothes
because the products advertised in the magazines were not affordable to them financially. The
same tendency appeared in relation to the participants’ need for the beauty advice: while the
American girls tended to buy makeup products showed in the magazines, the Russian females
could only follow recommendations due to the lower purchasing capacity in comparison to their
U.S. counterparts. The common reading motivation for teenage females in both countries was

understanding of other people’s lives; however, the American females were more concentrated
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on interviews with celebrities and “true life stories” of other females, whereas the Russian girls
were interested in relationships between men and women. The Russian females also mentioned
their professional journalistic interest in analyzing magazines’ texts and photographic
techniques. Diet and fitness tips appeared to be an interesting subject for both cultural groups;
however, the U.S. girls paid more attention to dieting plans, whereas the Russian girls rather
mentioned sport programs. The participants in the United States and Russia mentioned
Cosmopolitan as the most readable magazine. The American females also frequently read such
teen-oriented magazines as Cosmo Girl and Seventeen, whereas the Russian girls named such
adult-oriented magazines as Glamour, Elle, and Good Housekeeping among their preferences.
Although the Russian females generally valued Russian beauty and fashion magazines for more
intellectual and diverse content and more realistic visual images in comparison to their Western
rivals, the girls still tended to use more Western magazines. These findings reflected the study’s
assumptions about the dissemination of Westernization process through the global media among
young audiences around the world.
Critical Interpretations of Media Messages by Audiences

This subsection is devoted to the findings addressing the fourth research question of the
dissertation: How do adolescent females evaluate and interpret the content of beauty and fashion
magazines in Russia and the United States? In the interviews, certain magazines’ visual images
and textual materials were interpreted and criticized by both groups of participants in similar
ways, whereas the other media messages were perceived and decoded considerably differently,
depending on whether the teenage females were from Russia or from the United States.

The participants from both countries discussed the issue of stereotyping the female body

image in the mass media. Most of the American females described certain stereotypes in the
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beauty and fashion magazines. For example, one girl said: “If you look at these magazines, a lot
of them look the same, so that would be the stereotype for a beautiful woman to be skinny and
flawless, and I guess that’s what the stereotype is in mass media, for women at least.” Another
American spoke about promotion of the stereotypical female image in the following way: “It’s
all about having the most beautiful eyes, looking the skinniest, beauty suggestions, beauty
requirements, look this way.” Several U.S. girls emphasized the problem of presenting
predominantly thin models in the magazines. One female said: “They [magazines] definitely
have the same type models, they don’t really have diverse models. Most of models are skinny,
and they don’t have that many plus size models.” Another American female added to the
discussion: “They [females in the magazines] are very glamorous. A lot of times they look like
they are having a lot of fun being incredibly thin, or incredibly fit.”

Some of the U.S. participants also identified stereotypical behavioral models that were
disseminated by the magazines among females. For instance, one female said: “The magazines
do give them [women] a stereotype as being concerned wholly about how they look and how
attractive they are to guys... And I guess they kind of send the message that guys will only like
you if you are attractive.” Another American girl critically described these magazines:

I think they [magazines] are kind of manual for being a perfect woman... They

portray females as focused on getting hot guys, having great sex with them and

looking really hot while doing it... I’'m interested in boys too, but I really don’t

think that is what people should be focused on in life. I think there’re more

important things to do with your life.

Furthermore, most of the American teenage girls considered female images in the
magazines as unrealistic and non-achievable in the real life. One female said: “Everyone in

magazines is really thin and perfect-looking; it’s just not the way that it is.” Another American

shared her opinion: “I’ve never liked the really anorexic-looking models. It just seems
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incomparable. A lot of times it [models’ appearance] is just unattainable... it’s like, ‘oh my God,
they are so beautiful, it’s unreal.”” Another girl commented: “I think a lot of times it [magazine]
leaves you to feel inadequate because you can never be this person. Its images lead you to try to
be something that you may not be able to.” In this connection, the U.S. participants suggested it
was not correct to promote extremely thin female images. One remarked: “I think it’s wrong that
they [magazines] are portraying women to be like these stick figures, when so many women
can’t possibly be that size.” Another girl also gave her thoughts: “The standards are too high,
because most people aren’t that way like the models that they put in magazines. Some people
may feel a little intimidated... If they had more people who are average, maybe people would
have higher self-esteem...” Illustratively, six females in the U.S. group mentioned the positive
effect of the Dove advertising campaign presenting different types of female bodies. One
American girl said: “The Dove shampoo campaign is doing this whole idea of new beauty, stuff
like that I think is awesome, but it’s sad that there is a hundred commercials about perfection and
then one about being real, so there needs to be a change.”

The Russian adolescent females as well as the American girls talked about stereotyping
of the female image in the beauty and fashion magazines. For instance, one girl said: “Definitely
the magazines create stereotypes of a female image, and it’s bad as any stereotype because it
doesn’t let a woman follow her own way of life. Stereotypes of a male image exist too.” Another
Russian added: “I definitely see female stereotypes in the magazines. Blondes are usually
represented as stupid, brunettes as smart, red-haired girls as bitches, and so on.” A couple of
Russian participants mentioned positive factors in idealizing of a female image. One pointed out
that “there’s one good thing in stereotypes in the magazines—they make girls to look after

themselves. Just don’t get fixated on it.” Another Russian said: “Of course, all of the female
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images in the magazines are stereotypical. They show models with ideal skin, ideal body shape,
and ideal haircut. But I think I like it. I believe that a girl should be inspired by certain ideals.”
Several girls spoke about origins of female stereotypes in Russia: “They [magazines] do have
stereotype of female image, which came from the Western world. Actually, all the fashion trends
were coming from the West to Russia.”

However, the Russian females barely discussed the thinness aspect of stereotypes, and
they described female images in the magazines as alien, soulless, aggressive, and overly self-
confident. A majority of the Russian participants talked about socio-behavioral stereotypes and
criticized them extensively. One Russian said:

They [magazines] try to impose certain behavioral models regarding relationships

with your boyfriend, parents, friends... You should act so and so to attract a man.

But a man is not a toy. Quite often they [magazines] recommend wearing certain

clothes to attract a man physically, but then what? What will you do, when you

have to talk to him? I think, these images are created artificially and wouldn’t be

applicable in reality.

Another Russian expressed her thoughts: “There’s stereotype [in the magazines]—skinny, tall,
well-dressed, stylish woman who is always surrounded by men and who’s very successful. Now
they emphasize the importance of career so much... but I don’t consider their advice to be
useful. I’d rather look at the career-specialized media.” Comments also reflected critical
evaluations of the magazines’ texts. For example, one Russian participant said: “There are
certain models for women’s behavior, but they are created by journalists, not professionals, so
they’re just fairy tales, which are not applicable in real life.” Another girl commented: “If you
follow advice on how to get a good guy according to Cosmo, you’ll spend your life alone.”

As their U.S. counterparts, the Russian females spoke about unrealistic female images in

the magazines, but from a different standpoint. For instance, one girl said: “They [magazines]

definitely portray a stereotypical female image. It’s attractive to some extent, but to me it’s too
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unnatural. They [models] all have the same makeup and soulless look, they remind me of
mummies.” Another female shared her view: “The models are usually thin, but it’s their work to
be a hanger for a couturier. The Barbie doll standards wouldn’t fit woman in the real life... You
can take off your ribs, but it won’t make your arms’ and shoulders’ bones thinner.” The Russian
teenage girls did not have much concern about thin female images, perhaps, because they were
presented with different beauty types in magazines and other places in Russia considerably more
often than the girls in the United States. One Russian girl said:

I realize that there are certain standards for models in magazines, but if she looks

nice, everything is in harmony, it’s cool. Sometimes it might be a plump actress

[in the magazine], but if her clothes fit her and her hair is nicely put together it’s

much better than a model that looks like a stick.

The use of media technologies for improving female visual images in the beauty and
fashion magazines was evaluated differently by the American and Russian adolescent females.
Half of the participants in the U.S. group were not noticeably aware of the use of photo editing
programs such as Photoshop. For instance, one girl said: “Honestly, most of the time I do think
they [models] are real... because there are people out there who are just capable of looking like
that... That’s why not everyone can be a model. I think they don’t really use it [Photoshop].”
Several females showed their awareness of photo editing to some extent. One American girl
remarked:

When I look at a magazine, I don’t think, ‘oh, gosh, they must have fixed all that,’

I assume that probably this woman is a beautiful woman, but I know that a lot of

times they do alter the images... I feel like maybe I am looking at fake things, but

for the most part I think that these women are probably beautiful.

Another U.S. girl said:
I think they [models] maybe improved by computer, but I also think that for the

most part, they are real. I don’t know that much about computer editing.
Photowise, I don’t know how good you can make someone look from what they
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originally are, but I don’t think by any means that these people are ugly and there
is someone making them gorgeous by photoshopping them.

Only a couple of American girls mentioned that models “may be airbrushed.”

On the contrary, all participants in the Russian group mentioned extensive or even
“obligatory” use of photo-editing computer programs in the magazines’ industry. For example,
one Russian female said: “Sometimes you really see how female images are touched up in
Photoshop, because they have kind of masks instead of natural faces. I assume they use
Photoshop a lot.” Another girl shared a similar idea: “I’m certain that pictures of models [in
magazines] are made with the help of computer programs. They fix many things.” “Photoshop
forever!” said another Russian girl in English.

The American and Russian females also gave distinctively different responses on the
questions What is a purpose of beauty and fashion magazines? and How would you improve
them? These questions investigated the process of different decoding of the media messages by
diverse cultural audiences. The U.S. girls generally considered entertainment as a major purpose
of the magazines. “They just serve the purpose of entertainment, I think. And they fairly
entertain,” one female said, and another American broadened the topic: “I guess the purpose is to
give you, as a woman, an outlet of womanly things in magazines. You like clothes, you like
makeup, you like reading about stars, it kind of condenses it into one... The purpose is more for
entertainment versus focus things.” About half of the American participants gave the comments
such as this one from a girl: “I guess they serve the purpose of showing what is in style for that
particular style at that particular time.” Or this one: “Definitely their purpose would be to inform
on what’s hot, what’s the latest trends in makeup, fashion, and hair.” Several of the U.S. females
approached it more critically. For example one said: “They [magazines] serve the purpose of

telling people what to wear and how to wear it, but that’s about it. I don’t think they serve a
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higher purpose, particularly a good one.” And only one girl mentioned advertising among the
magazines’ purposes: “I think a big purpose is advertising,” she said.

In contrast, nine participants in the Russian group named advertising as a main purpose
of the beauty and fashion magazines. The typical comments regarding this issue were like this
one of a Russian female: “These magazines exist for advertising and advertisers.” Or another
one: “Their purpose is making money!” Other comments reflected similar point of view. For
example, one Russian said: “The main magazines’ purpose is advertising. Advertising of
cosmetic products, clothes, shops. There are also a few articles about traveling and relationships
with men. The rest of their content is commercials.” Another female supposed: “I think their
[magazines’] purpose is marketing and placing commercials. Obviously, it’s not Journalism. For
example, in Cosmopolitan, there are only a few articles, and those are translated.”

In regards to improving the content of beauty and fashion magazines, it was interesting
that half of the U.S. participants said that they wanted to work for such media with most of them
speaking about making changes in the content and visual images. For example, one American
female said:

That’s always been a desire of mine [to work for a magazine]. I would switch the

focus... maybe not so much every picture is this one type of girl, maybe different

type of girl, different types of beauty, not every girl is ten pounds and six feet tall,

not every girl is blonde; just have a mixture, so girls at this age can look and say

that’s me, or articles that are more about things that matter versus just sex tips or

having the perfect body, something that more girls can relate to.

Another female expressed similar point of view: “With my journalism major, I think I would like
to write for a fashion or beauty magazine. I guess I would promote more realistic body types of
people in it. I think it looks awesome when they have plus size models.”

Presentation of more realistic female images in the magazines was the most frequent

suggestion indicated by the American girls. For instance, one said: “I don’t think I would hire so
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many stick-thin models that they hire, you know, generally attractive models, but I don’t think I
would focus on extremely thin.” Another American female said: “I would make it more
diverse... If you put more plus size models, then the plus size women of America may be more
likely to read the magazines, because they’ll feel more of a connection.” However, another
American girl had a different opinion: “I would probably do the same thing that they are doing. I
understand why they’re doing it, that’s what makes the money, and sadly that’s kind of what
rules what you do.”

The latter point of view appeared in the Russian adolescent females’ responses most
frequently. For instance, one girl’s perspective was as follows: “I know that purpose of such
magazines is just business. So [ wouldn’t change much, maybe I just would think about a couple
of fresh ideas, more thorough materials, because these magazines are too monotonous. They
should be more unique.” Another female had a similar opinion: “I wouldn’t change a lot, I don’t
think that their [magazines’] readers want to rack their brains over the serious articles too much.
I’d probably add some materials about outstanding people, about their lives.” Several other girls
also mentioned that magazines correspond to their audience’s needs. One Russian said: “I’d
leave their content as is because they are designed perfectly for their audience. Nothing serious
should be there.”

Unlike their U.S. counterparts, the Russian girls did not express a desire to work for such
media. For example, one Russian female claimed: “I’ve never wanted to wok for such
magazines... I’d change everything.” About half of the participants in the Russian group strongly
criticized the magazines’ content. One Russian girl said: “These magazines have well developed
standards and well calculated financial schemes. If you change something it will not be a glossy

magazine. [ wouldn’t change anything because I wouldn’t work there... Their content is fraud
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and illusion. I don’t think these magazines need to exist.” Several girls discussed the issue of
quality of the magazines’ content and applicability of visual images. One Russian said:

These magazines are not a place for creativity. They have strict frames to operate

in... However, I’d force journalists to write better. I’'m an editor, and critiquing

texts is my professional habit. Sometimes they [journalists in the magazines] just

can’t formulate a thought or it’s totally illogical.

Another Russian girl said: “High-quality journalistic texts are just absent there.” And another one
remarked: “Visual images should reflect Russian reality because the Western images are too far
from us.”

At the same time, a significant number of the participants in the both cultural groups
reported that they would not take seriously the magazines’ content and considered these media as
easy reading. For example, one American female said: “I don’t take anything in these magazines
too seriously, because if I did, it would be a disaster; I’d not eat and be shopping all the time.”
Another U.S. girl added to the discussion: “I’m sure every magazine is the same thing and it’s
never different.” The Russian teenage females had similar opinions, for instance one said: “Same
stuff from issue to issue. It’s already so boring.” Another Russian girl commented: “All these
stories about relations between men and women and other stuff [in the magazines] are absolutely
ridiculous. But I read all this crap to kill the time when I’m really bored and don’t want any
serious reading.”

In summary, the adolescent females in both the United States and Russia expressed
critical reasoning regarding beauty and fashion magazines’ textual content and visual images.
The American girls primarily discussed appearance-related stereotypes in the magazines that
widely represented skinny models with unattainable body shapes. In contrast, the Russian girls

did not focus their criticism on the issue of thinness of models in the magazines, but they rather

described socio-behavioral stereotypes, particularly reflecting alien models for relationships
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between men and women, which were recently introduced by the Western magazines to the
Russian society. The Russian participants also described magazines’ models as “soulless” and
“unnatural” and emphasized the use of photo-editing techniques for creation of visual images,
whereas their American counterparts rather tended to consider female images as attractive, even
despite their “unattainability” in real life. The major purpose of the magazines was decoded by
the American participants as entertainment, whereas the Russian females saw the magazines’
goal in making money through the advertising. A number of the American females expressed
their desire to work for this kind of media; however, they suggested publication of more realistic
images of models for the magazines’ improvement. The Russian females generally did not want
to work for beauty and fashion magazines, noting the lack of high-quality journalism there and
criticizing an artificially created content of the magazines.

Audiences of Magazines and Media-Associated Health Risks

This subsection presents the study findings in regards to the fifth research question: How
do adolescent females evaluate their predispositions to eating disorders and other health
problems in connection to the use of beauty and fashion magazines in Russia and the United
States?

Several participants in the U.S. group indicated that they saw a particular connection
between visual images in the magazines and the desire to be thin. One American girl said: “I
guess, after I’ve seen models, I’'m more motivated that I should eat less and exercise even more.
And they definitely pressure other people...” Another U.S. female remarked:

If you have friends that you feel are better looking than you and then you go and

get these magazines, you just feel surrounded by people who are better-looking

than you and you just want to do anything you can to just get into their league...
So you just try to diet, and you eat less, and that’s hard...
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However, the rest of the girls did not believe that such media influence may be strong enough to
make them diet. One American female gave the following comments:

They [magazines] might have a little bit of influence, but I don’t look through

magazine and say ‘oh my god, I’m so fat, I need to go on a diet.’ I think the use of

thinner models would make me more inclined to keep being thin, but it doesn’t

spur me to action or anything or make me feel horrible about myself.

Another American added: “I’m not motivated enough by these [magazines], maybe if someone
called me fat, I’d probably be upset, then I probably would be like ‘oh well, then obviously, I
need to work out.” Reading is not enough.”

At the same time, majority of the American females mentioned that they were dieting to
some extent during different periods of time. For example, one girl said: “I dieted the whole year
last year and I lost fifteen pounds.” Another U.S. female confessed: “I dieted to lose weight.
Well, I’ve dieted for one month at a time, although when I wasn’t eating at all, I wouldn’t really
call it a diet, it was more like not eating.” About half of the U.S. group indicated their dieting,
but in fact they did not believe in effectiveness of the diets. One female said: “I have dieted in
eighth grade, I decided ‘oh, I need to go on a diet,’ I just felt like I wasn’t thin enough, all the
typical stereotypes. And so I did want to go on a diet, I tired to, but it didn’t work.” Another
American supposed: “I’ve been on diets to get skinnier, but not really. I just think it is so hard to
achieve and maintain that appearance, it’s kind of a waste of time.” Another female spoke: “I
have never been on a serious diet... It was about two weeks, and I was like, I can’t do this, and I
ate what I wanted again.” Only a couple of participants said they would prefer healthy food and
exercises for maintaining a good body shape.

Two American participants reported that they experienced eating disorders and one girl

said she was very close to such a health condition. One female shared her experience: “I have

always struggled with weight, I’ve struggled with eating disorders—anorexia and bulimia, I just
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recently lost 65 pounds, so it was like getting real bad for a while. I’'m just back on normal eating
now, but I guess it’s just a struggle every day.” Another U.S. girl confided:

I suffered from anorexia during my freshman year in high school... Sometimes

it’s hard because sometimes it comes back. The main part of anorexia is that no

matter how much weight you lose, if you look in a mirror, you still see someone

so distorted and someone not at all what you think you are. So it’s hard sometimes

now, when I look in the mirror, ’'m not really sure of what I’'m seeing, what’s

really there. If I see someone that’s heavy, I'm not sure if it’s just me being

paranoid or I really am heavier than I thought I was, and that’s really really tough

for me.

Another U.S. female explained that she was close to developing eating disorder: “There were
times when I think I came really close to be anorexic... I had always tried to be bulimic, but I
could never actually make myself throw up or force myself to do it, I had a finger on my throat,
but it never did anything and so I’d get really frustrated and give up.”

The American females also shared a number of stories about their friends and relatives
who experienced eating disorders and some of them saw a connection between health problems
and the magazines’ use. For instance, one girl told: “My friends with eating disorders, they see
all this beauty [in the magazines] and how they are supposed to look and they think okay, I gotta
do this, this woman is beautiful therefore she is worthy, she is a real woman, so then let me go to
the gym ten times a week...” Another girl had a similar perspective:

I’ve heard about that [the magazines’ use] causing eating disorders and my little

sister had an eating disorder. It wasn’t like full out, but she didn’t eat for the

longest time and she lost a ton of weight, and she was sickly looking, but in her

mind, she’ll look at those pictures and say ‘I looked good then.’

Another U.S. female remarked: “My roommate had it, she had actually both anorexia and
bulimia, she would extreme exercise, but she would also then throw up.”

A majority of the teenage females in the Russian group said they believed that the

magazines may not influence them significantly in terms of loosing weight and dieting. For
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instance, one girl said: “These magazines can’t make me think of being thinner or loosing
weight. But those girls who are not happy with their bodies may be influenced.” Another Russian
supposed: “I think that the magazines can influence me slightly [desire to be thin]... But actually
I don’t want to change anything in my appearance.” At the same time, a couple of the Russian
participants assumed that the magazines may considerably affect other females. One female said:
“I see a connection between stereotypes in the magazines and some girls’ desire to loose
weight.” Another girl added: “I think some girls can be influenced by the magazines’ pictures.
They are trying to be thinner, dieting, and buying cosmetic stuff.” However, most of the Russian
females did not see a strong connection between the magazines’ use and women’s desire to be
thin. For example, one girl stated: “I had one friend who tried to follow the magazines’ model
standards. The rest of them don’t care about it.”

Most of the Russian females indicated that they did not diet extensively for certain
reasons. One girl said: “Several years ago I had an athletic body shape, but I wanted to have a
feminine figure. So I looked at models in the magazines and dreamed about a slender waist...
But I couldn’t force myself to diet. I like to eat a lot.” Another Russian female shared her
experience:

I tried to be a bit thinner because I wanted to be a ballet dancer at school, when 1

was 12-14 years of age. I even had posters of several ballerinas on my wall... But

it was not a diet. [ just didn’t eat bread and didn’t eat after 7 p.m. I also exercised.

A couple of the Russian participants mentioned that reasons for their dieting practices were not
connected to their desire to be thin. One commented: “I was dieting while I was studying in
choreography school. But it was a “professional” requirement. Then I had a problem with my
skin because of dieting. So I quit it.” Another Russian explained: “I dieted once for a couple of

weeks. But I had to do it because of health problems. Not vice versa.” Half of the Russian group
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said that they did not diet at all. “I’ve never dieted,” several girls claimed. Unlike the American
participants, the Russian adolescent females did not report any experiences with eating disorders.
They also did not have real examples of their friends or relatives who suffered from such health
problems.

Neither the American nor the Russian adolescent females reported any other media-
associated health problems they could experience in connection to their magazines’ use.
Regarding the issue of plastic surgery, a majority of the U.S. girls said: “I would never get plastic
surgery.” Several of the girls noted that they would accept the use of plastic surgery for the
health reasons only. For example, one female said:

I fully support using [plastic] surgery if it’s a matter of health, but if someone my

size went and got a little bit of fat taken of their butt, I just think that’s kind of

superficial. I mean, it’s your body, do whatever you want, but I would never do it.

Most of the American females mentioned that they exercised a considerable amount of time. “I
work out two or three times a week,” was the most frequent answer, and a couple of females said
that they “exercise every day.” However, they did not see an evident connection between their
exercising practices and magazines’ reading.

Unlike the U.S. girls, most of the Russian participants indicated that they did not exercise
regularly. Half of the Russian females gave comments such as the following from one girl:
“Unfortunately, I don’t have time for going to the gym or regular exercises.” Similarly to their
American counterparts, the Russian girls expressed negative attitudes toward plastic surgery. For
instance, one Russian said: “I have a negative attitude toward plastic surgery. It may be
applicable only in case of real health problems.” Another girl added to the discussion: “I don’t
think it’s healthy. I’ve read about bad consequences of plastic surgery.” And a couple of the

Russian participants mentioned funny cases of the magazines’ influence on their health
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conditions. One girl told this story: “I read in one magazine that baths with orange oil are very
effective for burning fat. I tried it, but I burned my skin instead.” Another Russian girl shared her
story: “Once my friends and I read an article in a magazine about Japanese sushi. So we went to
try it and I had a problem with my stomach that night.”

In summary, the American adolescent females were more likely to see the connection
between their magazines’ use and desire to improve their body shapes than the Russian girls.
Further, a majority of the U.S. participants discussed their dieting practices and a couple of
females shared their experience with eating disorders as well as incidents of disordered eating
with their friends or relatives, whereas the Russian girls did not have examples of extensive
dieting practices and did not report any case of eating disorders. The American females also
appeared to be practicing sport exercises more regularly than their Russian counterparts. Thus,
hypothetically, the American females could be more predisposed to the health risks in terms of
their dieting and exercising practices than the Russian girls. At the same time, the participants
form both cultural groups did not show their predispositions to the other media-associated health
risks related to plastic surgery, cosmetic procedures, and other issues.

Summary of the Chapter

Overall, the major findings of qualitative analysis of the in-depth interviews revealed
certain cultural similarities and differences in adolescent females’ media uses, conceptions of
socio-cultural norms and values, presumed societal expectations and self-perceptions,
motivations for reading, and critical analysis of beauty and fashion magazines’ content and
media messages in the United States and Russia. Despite general similarities in the participants’
media uses, reading motivations, and critical attitudes to the magazines’ content, the females’

concepts of direct media impact and perceptions of societal expectations appeared to be
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distinctive to a certain degree depending upon their cultural affiliation. The girls from both
cultural groups discussed the direct and indirect media impacts and stereotyping of media
images, but they approached these issues differently: the American females focused primarily on
the external appearance and visual body image, whereas the Russian females generally
concentrated on the socio-behavioral models. The American and Russian participants’ self-
perceptions and predispositions to the media-associated health risks appeared to be considerably
different, particularly because of cultural and physiological factors. The results presented in this
chapter are discussed in connection to the findings from the quantitative part of the study in the

Discussion and Conclusion chapter of the dissertation.
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Chapter 5
Results: Quantitative Analysis

The quantitative part of the study was designed to test the research hypotheses by
examining cultural differences and similarities between the American and Russian adolescent
and young adult females in terms of their use of beauty and fashion magazines in connection to
their understanding of social norms and cultural values from this kind of media, their presumed
societal expectations and self-concepts, reading motivations, critical evaluations and
interpretations of media messages, and their predispositions to the media-associated health risks.
In addition to the cross-cultural comparative analysis, the cross-generational investigation was
conducted in order to explore developmental differences and similarities between media
audiences in Russia and the United States.
Sample Characteristics

Demographic characteristics of the sample were distributed in the following way: Out of
the total pool of 400 participants, 200 American females represented two age groups with 100
females in each category with respective age means of 18.5 for adolescent participants (50 18-
year-olds and 50 19-year-olds) and 28.10 for young adult participants whose ages ranged from
26 to 31 (20 26-year-olds, 22 27-year-olds, 20 28-year-olds, 12 29-year-olds, 18 30-year-olds,
and 8 31-year-olds); similarly 200 Russian females constituted two generational groups with age
means of 18.5 for adolescent participants (50 18-year-olds and 50 19-year-olds) and 27.98 for
young adult participants with 26 to 31 age range (30 26-year-olds, 14 27-year-olds, 16 28-year-

olds, 18 29-year-olds, 12 30-year-olds, and 10 31-year-olds) (Table 3).
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Table 3

Age means, standard deviations, and ranges

Age of participants American Russian American Russian
adolescent adolescent ~ young adult young adult
females females females females

Mean 18.5 18.5 28.10 27.98

SD 0.50 0.50 1.61 1.71

Range 18-19 18-19 26-31 26-31

N 100 100 100 100

Education level was distributed as follows: All adolescent participants reported
themselves to be undergraduate students and the majority of young-adult participants indicated
that they had a graduate degree (93% of the Russian sample and 57% of the U.S. sample). The
rest of the older age females had a four-year college degree, and four and one participants within
the adult Russian and American cohorts respectively reported themselves to be undergraduate
students.

Descriptive statistics on media consumption revealed significant differences in beauty
and fashion magazine reading frequency and time spent reading. Differences were significant
between adolescent and young adult females in both Russia and the United States (Table 4).
Responses on each question were coded on a Likert type scale, assessing the magazine reading
frequency from 1 = “Never” to 6 = “5 or more times a month;” responses for time spent on one
issue ranged from 1 = “Less than one hour” to 3 = “More than 3 hours.” Pairwise comparisons
showed the following significant age differences: the U.S. and Russian teenage girls (M = 4.46)
reported higher reading frequency than the U.S. and Russian adult females (M = 3.65); similarly,
the younger age group (M = 1.61) indicated more time spent on one issue than the older group
(M = 1.43) in both countries, respectively [#(398) = 6.46, p <.001, and #(398) =2.87, p < .01].

There were no significant differences by culture.
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Table 4
Mean scores for magazine reading frequency and time spent on one issue

Media consumption American Russian American Russian
adolescent adolescent ~ young adult young adult
females females females females

Reading frequency M =442 M =4.50 M=3.84 M =345

SD=1.16 SD =1.40 SD=1.20 SD =1.25

Time spent on one issue M=1.57 M=1.64 M=1.44 M=141
SD =0.67 SD=0.70 SD =0.56 SD =0.57

Furthermore, magazine reading frequency was positively correlated with time spent on
one issue (» = .31, p <.001). The participants also reported the number of magazines that they
read or looked through, choosing from the list of the most circulated magazines in their countries
and having an opportunity to indicate any other magazines they used. Although the number of
magazines indicted did not vary significantly by age or culture, it positively correlated with
reading frequency and time spent on one issue (respectively, » = .28, p <.001 and r = .14, p <
.01).

As represented in Figure 2, magazine reading frequency and time spent on one issue
decreased with age, whereas the number of magazines used by adolescent females in the U.S.
was considerably higher than the number of magazines used by the Russian teenagers. At the
same time, the number of magazines read by the older groups was similar in both countries, and
it was also similar to the number read by Russian adolescent girls. This distribution illustrates an
issue that was discussed in the /ntroduction section of the present study explaining the narrow
range of beauty and fashion magazines for the teenage audience in Russia; therefore, the Russian

adolescents use the same magazines targeted to adult women.
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Figure 2. Magazine reading frequency, time spent on one issue, and number of magazines read
or looked through by age and culture.
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Participants’ body mass index (BMI) was calculated from their self-reported weight and
height characteristics using two different formulas for the American females who indicated their
parameters in pounds and inches (BMI = (weight in pounds * 703)/height in inches?) and for the
Russian females who indicated their parameters in meters and kilograms (BMI = weight in
kilograms/height in meters®). As it can be seen from the mean scores displayed in Table 5, the
U.S. and Russian samples differed significantly in their BMI, meaning that the Russian teenage
and adult females (M = 20.75) had a significantly lower BMI than the American teenage and
adult females (M = 23.38) according to pairwise comparisons [#(398) = 7.77, p <.001]. This
discrepancy between BMI in Western and non-Western cultures supported the data obtained by
Tiggemann and Riiiitel (2001), who found that Estonian university students had significantly
lower BMI than their Australian counterparts. At the same time, generational groups did not

differ significantly by BMI in the present study.
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Table 5
BMI means and standard deviations according to age and culture

BMI American Russian American Russian
adolescent adolescent ~ young adult young adult
females females females females

Mean 23.47 20.39 23.29 21.11

SD 3.94 2.48 3.92 2.98

Because of significant differences in BMI in the study samples, BMI was included into
the list of the major independent variables in addition to the age, culture, and media consumption
for the further analysis of the issues under investigation. According to the Quetelet Index (Rand
& Resnick, 2000), the participants were grouped into four general categories based on their BMI:
Underweight (BMI < 18.5), normal weight (18.5 < BMI < 24.9), overweight (25.0 <BMI <
29.9), and obese (BMI > 30.0). The data in Table 6 represents participants’ weight status (in
percent) by generational and cultural groups; Chi-Square test indicated significant differences
among the categories by culture.

Table 6
Weight status (%) by age and culture

Weight status American Russian American Russian
adolescent ~ adolescent  young adult young adult
females females females females

Obese 6% 0% 5% 2%

Overweight 19% 4% 17% 7%

Normal weight 73% 85% 75% 87%

Underweight 2% 11% 3% 4%

In general, the American females appeared to have more weight problems than the
Russian participants, supporting the findings from the qualitative part of the study. The
American adolescent girls represented the group that had the highest number of overweight and
obese participants, whereas the Russian adolescent girls had the lowest figure for overweight

individuals among the four groups, and not one Russian adolescent was categorized as “obese.”
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At the same time, the Russian teenage sample had the greater number of underweight
participants as compared to the other sample groups. However, the differences in BMI and
weight status between the two cultures may be also explained by multiracial background of
participants in the United States and more homogeneous sample in terms of ethnic affiliation in
Russia. Perhaps, different weight status scales need to be developed for the analysis of
participants in diverse races and ethnic groups.

Direct Media Impact on Diverse Generational and Cultural Audiences

The first hypothesis of the study was Adolescent females will be more vulnerable to the
impact of beauty and fashion magazines on their conceptions of socio-cultural norms and values
than young adult women in both Russia and the United States. The participants were asked
whether they agreed or disagreed (1 = “Strongly disagree” to 5 = “Strongly agree”) on a set of
six statements regarding their internalization of social norms and cultural values from beauty and
fashion magazines. In addition, the American and Russian females were asked if the magazines
could make them try a new diet and/or a new sport program. The participants’ preferences in
terms of magazine choice were coded for the most readable magazines. The Russian females
were asked additionally to choose the most preferable magazine out of a set of four magazines—
Cosmopolitan, Glamour, Krestyanka, and Rabotnitsa—two Western and two Russian beauty and
fashion magazines respectively with the highest circulation in Russia.

The analysis of participants’ responses to the set of six questions revealed significant
differences by age and culture (Table 7). Evaluating the statement Female images in beauty and
fashion magazines may be considered as attractive all over the world, the adolescent girls (M =
3.25) agreed to a greater extent than the young adult females (M = 2.94) in both countries [#398)

=2.57, p <.05]. Similarly, in response to the statement / get an idea about women’s social roles
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in my culture from beauty and fashion magazines, the teenage females (M = 2.73) expressed a
higher degree of agreement than the adult women (M = 2.36) in the United States and Russia
[#(398) = 3.18, p < .01]. Both the first and second statements did not differ significantly by
culture. These findings support the study’s assumption that the younger media audiences in
diverse cultures would more likely consider media images as acceptable throughout the world
than the older audiences, who had shaped their concepts of social norms before the age of global
mass media.

At the same time, the females’ answers to the statement / get an idea about beauty ideal
in my culture from beauty and fashion magazines revealed cultural rather than generational
differences. The American females (M = 4.08) were more likely to agree with this claim,
whereas the Russian women (M = 2.61) tended to disagree with it more often in both age groups
[#(398) = 14.13, p <.001]. The same trend was found in responses to the statement / fend to
compare my appearance to models in beauty and fashion magazines: the Americans (M = 3.41)
appeared to be more likely to compare themselves to the media images than the Russians (M =
2.48) in both the younger and older age categories [#(398) = 7.18, p <.001]. These data showed
that U.S. females were more likely to consider magazines as providers of beauty ideals generally
valued in society than the Russian females, who supported the findings from the qualitative part
of the study showing independence from media ideals.

The participants’ responses to the statement / strive to have an appearance similar to
models in beauty and fashion magazines differed significantly by both age and culture: the
younger girls (M = 2.40) and American females (M = 2.52) reported higher degrees of agreement
than the older women (M = 2.12) and Russian females (M = 2.00), respectively [#398) =2.54, p

<.01, and #(398) = 4.64, p < .001]. But in regard to the statement / tend to follow body-related
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advice in beauty and fashion magazines, the participants’ responses varied only by culture: the

Russian females (M = 2.40) were significantly less likely to follow magazines’ recommendations

than their American counterparts (M = 2.88) [#(398) = 3.88, p <.001].

Table 7

Mean scores for internalization of social norms and cultural values from magazines by age and

culture

Internalization of media messages  American Russian American Russian
adolescent  adolescent  youngadult young adult
females females females females

Female images in magazines may ~ M =3.18 M=3.34 M=3.01 M =2.87

be considered as attractive all SD=1.21 SD=1.22 SD=1.19 SD=1.20

over the world.

1 get an idea about women’s social M = 2.80 M =2.66 M =2.58 M=2.14

roles in my culture from SD=1.22 SD=1.11 SD =1.25 SD =1.03

magazines.

I get an idea about beauty idealin M =4.01 M =293 M=4.14 M=2.29

my culture from magazines. SD =0.84 SD=1.19 SD =0.85 SD=1.12

1 tend to compare my appearance ~ M =3.31 M=234 M =3.50 M=2.62

to models in magazines. SD=1.31 SD=1.28 SD=1.23 SD=1.32

1 strive to have an appearance M =2.68 M=2.13 M =236 M =1.87

similar to models in magazines. SD=1.22 SD =1.07 SD=1.21 SD =0.93

1 tend to follow body-related M =2.87 M =240 M =2.88 M =240

advice in magazines. SD=1.22 SD=1.19 SD=1.27 SD=1.23

A series of multiple regression analyses indicated that age (adjusted R° = .02, p < .01; p =
-.13, p <.01) and magazine reading frequency (adjusted R’ = .02, p <.01; p=.15, p <.01) were
significant predictors for considering female images in beauty and fashion magazines as
attractive all over the world. Age (adjusted R° = .04, p < .001; B =-.16, p < .01), culture (adjusted
R’ =.04, p<.001; p=-.12, p < .05), and reading frequency (adjusted R° = .02, p <.001; p = .15,
p <.01) were significant predictors for getting ideas about women’s social roles in culture from
magazines. Culture (adjusted R° = .34, p <.001; p = -.58, p < .001), reading frequency (adjusted
R’ =.03,p<.001; p=.12, p <.05), and BMI (adjusted R* = .03, p < .001; p = .15, p < .01) were

significant predictors for getting an idea about beauty ideal from magazines. Culture was the
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single predictor for tendency to compare an appearance to models in magazines (adjusted R* =
12, p <.001; B=-.34, p<.001). Age (adjusted R* = .06, p <.001; p =-.13, p <.01), culture
(adjusted R° = .06, p < .001; B =-.23, p <.001), and reading frequency (adjusted R’ = .07, p <
.001; B=.27, p <.001) were significant predictors for striving to have an appearance similar to
models in magazines. Culture (adjusted R = .03, p <.001; p =-.19, p < .001), magazine reading
frequency (adjusted R* = .05, p <.001; p=.19, p <.001), and BMI (adjusted R = .05, p < .001;
B=.12, p <.05) significantly predicted females’ tendency to follow body-related advice from
magazines.

Further analysis of direct impact of media messages on female audiences revealed
interesting differences and similarities in participants’ tendency to follow body-related advice
from beauty and fashion magazines. When asked to indicate what do magazines may make them
try to do, the American participants, particularly adolescent girls, were more likely to mention a
new diet than the Russian females (Table 8). However, in regard to trying a new sport program
the two cultural samples did not differ considerably neither by age nor by culture. The other
options offered to participants in the survey (e.g. try diet pills, try a cosmetic procedure, and try
plastic surgery) did not get considerable number of responses (less than 5% of the sample), and
therefore, were not included into the data analysis.

Table 8
Tendency to follow body-related advice (%) by age and culture

Body-related advice American Russian American Russian
adolescent  adolescent  young adult young adult
females females females females

Magazines may make me try a new 39% 17% 31% 20%

diet.

Magazines may make me try a new 53% 44% 55% 51%

Sport program.
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Multiple regression analysis showed that culture (adjusted R° = .03, p <.01; p=-.19, p <
.001) and BMI (adjusted R’ = .05, p < .001; p = .21, p < .001) were significant predictors for the
tendency to try a new diet from beauty and fashion magazines. The desire to try a diet was also
positively correlated with tendencies to follow body-related advice (» = .38, p <.001), to strive to
have an appearance like models (» = .25, p <.001), to compare appearance to models (» = .25, p
<.001), and to get an idea about cultural beauty ideal from magazines (» = .15, p <.01). The
desire to try a new sport program positively correlated only with tendency to try a diet (» = .28, p
<.001) and to follow body-related advice from magazines (» = .21, p <.001).

The participants were asked to indicate what magazines they regularly read or looked
through from time to time. The most readable magazine for both age groups in Russia and the
United States appeared to be Cosmopolitan: It was indicated among the regularly used
magazines by 74% of American adolescent girls, 80% of Russian adolescent girls, 51% of
American young adult females and 69% of Russian young adult females. Reading Cosmopolitan
was negatively correlated with age (r = -.18, p <.001) and positively correlated with magazine
reading frequency (r = .24, p <.001), meaning that adolescent participants, who were more
frequent magazines’ users, read this magazine more often and, therefore, were more likely to
obtain socio-cultural norms from it than the older age group. Reading Cosmopolitan was also
negatively correlated with level of education (r =-.17, p <.01).

Interestingly, 35% of Russian teenage girls and 42% of Russian adult women indicated
different Russian magazines among the magazines they regularly read or looked through.
However, in response to the additional query to choose the most preferable magazine, the
Russian females rated four magazines—Cosmopolitan, Glamour, Krestyanka, and Rabotnitsa—

in the following way: 73% of adolescents and 52% of adults named Cosmopolitan as the most
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preferable magazine; Glamour appeared to be the best choice for 20% of adolescents and 37% of
adults; only 3% of adolescents and 6% of adults preferred Krestyanka, and, similarly, only 3% of
adolescents and 5% of adults named Rabotnitsa as the most preferable magazine. Chi-Square test
indicated significant differences between the groups. This data supports the findings from the
qualitative research described in Chapter 4, which reveals that the Russian females knew Russian
magazines generally well and even read them regularly, but that at the same time, in comparison
with the Western magazines, the participants gave preferences to the latter.

In summary, the following results confirmed the first hypothesis of the study: Age of
participants appeared to be a significant predictor for consideration of female images in
magazines as attractive all over the world, for getting an idea about women’s social roles in
culture from magazines, and tendency to strive to have an appearance similar to models in
magazines. These results suggest that adolescent females in both Russia and the United States
tended to be more influenced by the media messages, and therefore, they were more vulnerable
to the direct magazines’ impact, than young adult women. However, culture appeared to be a
significant predictor for such issues as ideas about beauty ideal from magazines, the tendency to
compare an appearance to models, striving to have an appearance similar to models, and the
tendency to follow body-related advice in magazines (especially for a new diet), which
represents that the American females were more influenced by direct media impact than the
Russian females in both age groups, in particular for body-related issues.

Based on these findings, it may be concluded that the data partly confirm the first
hypothesis, but at the same time, they partly conflicted with it. The study found direct media
impact on female audiences’ concepts of socio-cultural norms and values, but also that magazine

reading frequency appears to be a significant predictor of other behaviors, including acceptance
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of female images in magazines as attractive all over the world, understanding of women’s social
roles and beauty ideal in culture from magazines, and the tendencies to strive to have an
appearance similar to models and follow body-related advice in magazines. These data showed
that the more females read magazines, the more likely they were influenced by direct media
impact. The greater BMI predicted the higher degree of participants’ intentions to follow body-
related advice in magazines, and particularly to try a new diet. Both age groups in Russia and the
United States preferred to read Cosmopolitan most among the other beauty and fashion
magazines, a finding, which supports the study assumption about spread of global media and
Westernization trends around the globe.

Indirect Media Impact on Diverse Generational and Cultural Audiences

The second hypothesis of the study was Adolescent females will appear more influenced
by societal expectations related to the beauty and fashion magazines use than young adult
women in both Russia and the United States. The participants were asked whether they agreed or
disagreed (1 = “Strongly disagree” to 5 = “Strongly agree”) on a set of five statements regarding
their societal expectations of media influence on third persons. The statements were based on the
themes that emerged in the qualitative analysis of the study and investigate perceived beauty and
fashion magazines’ impact on females’ parents, peers in general, males, female friends, and
society in general.

The participants’ attitudes differed significantly by age in some cases and by culture in
the other cases (Table 9). In response to the statement My parents would support my efforts to
look like models in beauty and fashion magazines, significant differences in females’ mean
scores were found by both age and culture: young adult women (M = 1.96) and Russian females

(M = 1.87) were less likely to assume that their parents would follow magazines’ standards than
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adolescent girls (M = 2.18) and American females (M = 2.27), respectively [#(398) = 2.00, p <
.05, and #398) = 3.67, p <.001]. Similarly, responses to the statement / may be more popular
among my peers if I'd look like models in magazines significantly differed by age and culture:
adults (M = 1.94) and Russians (M = 1.83) were less likely to consider their popularity among
peers in connection to their model-like look than teenagers (M = 2.22) and Americans (M =
2.33), respectively [#(398) =2.41, p < .01, and #398) =4.37, p <.001].

Pairwise comparisons of participants’ mean scores on the statement Men can get an idea
of how a woman should look like from magazines did not reveal any significant differences
neither by age nor by culture. However, in response to the statements Female images in
magazines make my female friends prefer a thin body type and Most people in our society think
that the thinner you are, the better you look, the American females showed significantly higher
degree of agreement than the Russian participants: Americans (M = 3.99) assumed greater media
impact on their girlfriends than Russians (M = 3.29) in both age groups [#(398) = 6.54, p <.001];
furthermore, Americans (M = 4.36) tended to agree that their society valued thinness as beauty
ideal, whereas Russians (M = 2.48) rather disagreed with this claim [#(398) = 17.56, p <.001].
No significant mean differences by age were found in both latter cases. These data support the
major findings obtained in qualitative analysis for the present research in these similarities and

differences between two cultural samples.
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Table 9

Mean scores for presumed societal expectations by age and culture

Presumed societal expectations American Russian American Russian
adolescent adolescent ~ young adult young adult
females females females females

My parents would support my M=2.30 M =2.06 M=224 M=1.68

efforts to look like models in SD=1.13 SD=1.08 SD=1.18 SD=0.92

magazines.

I may be more popular among my M =2.51 M=1.93 M=2.15 M=1.73

peers if I'd look like models in SD =1.33 SD=1.11 SD=1.17 SD =0.90

magazines.

Men can get an idea of how a M=274 M=2.92 M=2284 M=3.05

woman should look like from SD=1.49 SD=1.23 SD=1.41 SD=1.36

magazines.

Female images in magazines make M = 3.98 M=3.13 M=3.99 M =3.45

my female friends prefer a thin SD =0.99 SD=1.17 SD =0.90 SD=1.16

body type.

Most people in our society think M =4.30 M =246 M=441 M =2.50

that the thinner you are, the better ~ SD = 0.87 SD=1.14 SD=0.78 SD=1.16

you look.

A series of multiple regression analyses showed that age (adjusted R° = .04, p < .001; B =
-.11, p < .05), culture (adjusted R’ = .04, p < .001; p = -.18, p < .001), magazine reading
frequency (adjusted R’ = .06, p <.001; p = .15, p <.01), and BMI (adjusted R’ = .06, p <.001; B
=.21, p <.001) were significant predictors for presuming parents to be influenced by magazines’
beauty standards. Similarly, age (adjusted R° = .06, p <.001; p = -.12, p < .05), culture (adjusted
R’ =.06,p <.001; p=-.21, p <.001), reading frequency (adjusted R* = .05, p < .001; p= 21, p
<.001), and BMI (adjusted R° = .05, p <.001; = .10, p < .05) significantly predicted
participants’ assumptions that their popularity among peers would be greater if they looked like
models in beauty and fashion magazines. There was no significant predictor found for females’
presuming that magazines had impact on men. Culture (adjusted R’ = .10, p <.001; p=-.31,p <
.001) was the single significant predictor for participants’ presumed media impact on their

female friends. Culture (adjusted R’ = 43, p <.001; p = -.66, p < .001), magazine reading
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frequency (adjusted R’ = .05, p <.001; p = .10, p <.05), and BMI (adjusted R’ = .05, p <.001; B
=.22, p <.001) significantly predicted females’ beliefs about general societal expectations in
terms of thin body image in both age groups.

In addition, participants’ tendency to agree with the statement Most people in our society
think that the thinner you are, the better you look was analyzed in connection with the other
presumed societal expectations and with the degree of vulnerability to direct media impact.
Agreement with this statement positively correlated with agreement to the following statements:
My parents would support my efforts to look like models in magazines (r = .25, p <.001), I may
be more popular among my peers if I'd look like models in magazines (r = .30, p <.001), and
Female images in magazines make my female friends prefer a thin body type (r = .40, p <.001).
Similarly, presumed expectations of society’s endorsement of thin beauty ideal positively
correlated with the following statements, which reflected direct media impact on participants: /
get an idea about beauty ideal in my culture from magazines (r = .44, p < .001), I tend to
compare my appearance to models in magazines (r = .38, p <.001), I strive to have an
appearance similar to models in magazines (r = .21, p <.001), I tend to follow body-related
advice in magazines (r = .23, p <.001), and Magazines may make me try a new diet (r = .22, p <
.001).

In summary, the following results support the second hypothesis of the study: Age of
participants was a significant predictor for presuming their parents and peers to be influenced by
visual images in beauty and fashion magazines, meaning that the younger females were, the
more they were influenced by presumed expectations of their parents and peers in both Russia
and the United States. At the same time, cultural affiliation of females appeared to be the

predictor of presumed general societal expectations about thin body standards, female friends’
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endorsement of a thin body ideal, as well as expectations of their parents and peers, represented
that the American females appeared to be more influenced by presumed societal expectations
than their Russian counterparts.

Thus, it can be concluded that the findings both support and fail to support the second
hypothesis, indicating that sometimes age and sometimes culture explained participants’
tendencies to be influenced by presumed societal expectations. Magazine reading frequency and
BMI were found to be the additional significant predictors for females’ presumed societal
expectations of parents, peers, and society in general, meaning that the higher reading frequency
and the greater BMI were, the more females were likely to be influenced by those expectations.
The data on correlations between indirect and direct media impact showed that the more females
were influenced by presumed expectations of third persons, the more they were vulnerable to the
impact of media messages on their socio-cultural concepts and tended to follow body-related
advice from magazines.

Self-Perceptions of Diverse Generational and Cultural Media Audiences

The third hypothesis of the study was Adolescent females will report greater impact of
beauty and fashion magazines on their self-perceptions than young adult women in both Russia
and the United States. The participants were asked whether they agreed or disagreed (1 =
“Strongly disagree” to 5 = “Strongly agree”) on a set of three statements, which were designed to
assess beauty and fashion magazines’ influence on the readers’ self-perceptions. Participants also
were presented with the nine-figure scale (Stunkard et al., 1983) and asked to indicate their
present figure, which most closely corresponded to their current body shape, and their ideal
figure, which they would like to have, in order to measure discrepancy between their current and

desirable body shapes.
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As with issues of direct and indirect media impact, the participants’ mean scores differed
by age in some responses about their self-perceptions and by culture in the other responses
(Table 10). Expressing their attitudes toward the statement If I had a body like models in
magazines, I would feel happy, females showed significant differences by age and culture that
were reflected in pairwise comparisons: young adult women (M = 2.29) and Russian females (M
= 2.15) were less likely to agree with this statement than adolescent girls (M = 2.60) and
American females (M = 2.74), respectively [#398) =2.48, p < .01, and #(398) = 4.69, p < .001].

In response to the two other statements When I observe thin models in magazines, my self-esteem

gets lower and Images in magazines make me think of improving my body shape females’

attitudes differed only by culture: American females (M = 2.73) were more likely to express a

decrease in their self-esteem after reading beauty and fashion magazines than the Russian

women (M = 1.61) [#398) =9.67, p <.001]; and Americans (M = 3.84) tended to think more

about their bodies’ improvement under magazines’ impact than Russians (M = 2.83) in both

younger and older age groups [#(398) =8.31, p <.001].

Table 10

Mean scores for self-perceptions in connection to magazines’ use

Self-perception measures American Russian American Russian
adolescent  adolescent  young adult young adult
females females females females

If I had a body like models in M =2.88 M=232 M =2.59 M=1.98

magazines, I would feel happy. SD=1.30 SD=1.29 SD=1.26 SD=1.10

When I observe thin models in M=2.71 M=1.56 M=2.75 M = 1.65

magazines, my self-esteem gets SD=1.29 SD =0.94 SD=1.28 SD=1.12

lower.

Images in magazines make me M =3.83 M=2.51 M =3.85 M=3.15

think of improving my body shape. SD = 1.09 SD=1.34 SD =0.99 SD=1.35

Multiple regression analysis revealed that age (adjusted R = .06, p < .001; p=-.13, p <

.01), culture (adjusted R° = .06, p < .001; B =-.23, p <.001), and magazine reading frequency
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(adjusted R’ = .05, p < .001; p = .24, p < .001) were significant predictors for females’ belief that
if they had a body like models in magazines, they would be happy. Culture (adjusted R° = .19, p
<.001; B=-.44, p <.001) and BMI (adjusted R’ = .05, p <.001; p = .22, p <.001) significantly
predicted decrease in females’ self-esteem after reading beauty and fashion magazines. Culture
(adjusted R” = .16, p < .001; B = -.39, p < .001), magazine reading frequency (adjusted R’ = .06,
p<.001; B=.16, p < .01), and BMI (adjusted R’ = .06, p <.001; p =.19, p <.001) were
significant predictors for women’s intentions for body improvement under influence of
magazines.

All three of these self-perception measures were positively correlated with a degree of
direct media impact on participants, particularly in appearance and body-related issues. Those
females who were more likely to compare their appearance to models in magazines also reported
a higher degree of agreement to the following statements: If 1 had a body like models in
magazines, I would feel happy (r = .33, p <.001), When I observe thin models in magazines, my
self-esteem gets lower (r = .53, p <.001), and Images in magazines make me think of improving
my body shape(r = .44, p < .001). The more females tended to feel happy if they had a body like
models in magazines, the more they strived to achieve an appearance similar to models (» = .34,
p <.001). The more they agreed that magazines made them think of body improvement, the
more they tended to follow body-related advice (»r = .37, p <.001). As self-esteem declined, the
respondents were more willing to try a new diet (» = .29, p <.001). The self-perception measures
were also positively correlated with indirect media impact. For instance, those participants who
supposed that most people in their society think that the thinner you are, the better you look, also

agreed more often that they would be happy to have bodies like models (» =.29, p <.001); in
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addition, their self-esteem declined after magazine reading (r = .48, p <.001), and they said that
magazines made them think of body improving (= .39, p <.001).

As seen in Figure 3, participants’ mean scores for their present body shapes, which they
chose from the nine-figure scale (represented in the survey questionnaire in Appendix B),
differed significantly by culture: American females (M = 4.54) perceived themselves to have
bigger body shapes than Russian females (M = 3.67) [#(397) = 7.48, p < .001]. The participants’
present figure choices did not differ significantly by age. BMI was highly correlated with present
figure choices (r = .77, p < .001), meaning that generally females’ self-perceptions reflected their
body shapes in reality. Interestingly, the ideal figure choices did not differ by country or by age,
representing the similar perception of ideal body shape by both age groups in Russia and the
United States.

Figure 3. Mean scores for present and ideal body shapes by age and culture.
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Participants’ present body shape choices positively correlated with agreement to such
statements reflected self-perception issues as When I observe thin models in magazines, my self-
esteem gets lower (r = .28, p <.001) and Images in magazines make me think of improving my
body shape (r = .23, p <.001), meaning that the greater present body shape was indicated by

females, the lower self-esteem they got in connection to their magazines’ use and the more they
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were encouraged to improve their bodies under magazines’ impact. Since the degree of
agreement with those two measures was significantly higher for the American females than for
the Russian women, it may be concluded that Americans’ level of self-esteem was lower not
only because of their cultural affiliation, but also because of their physiological characteristics as
compared to their Russian counterparts.

Discrepancy between participants’ present and ideal body shapes reflected the degree of
their body satisfaction and showed considerable differences between two cultures (Table 11). In
general, the Russian females, particularly adolescent girls, reported much less discrepancy
between their present and ideal figures than the American women: 45% of Russian teenage girls
and 39% of Russian adult women considered their present figures as an ideal, whereas only 19%
of U.S. teenage girls and 11% of U.S. adult women had such an attitude to their body shapes.
Chi-Square tests indicated significant differences between the groups. These data indicate that
Russian participants were much more satisfied with their body shapes than their American
counterparts.

Table 11
Discrepancy between present and ideal body shapes (%) by age and culture

Present / ideal body shape =~ American Russian American Russian

discrepancy adolescent  adolescent  young adult young adult
females females females females

Discrepancy = 0 19% 45% 11% 39%

Discrepancy = 1 49% 35% 55% 41%

(wants to be thinner)

Discrepancy > 2 32% 8% 33% 15%

(wants to be thinner)

Discrepancy = 1 0% 12% 1% 5%

(wants to be bigger)

Two interesting patterns emerged in the females’ choices of ideal figures. First: 12% of

Russian adolescents and 5% of young adult women wanted to have bigger figures, whereas only
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one American woman had the same desire. Second: 32% of American adolescent and 33% of
young adult women wanted to be considerably thinner (discrepancy > 2), whereas Russian
women expressed such desire in fewer cases. These findings may reflect the fact that historically
Russian women were exposed to a plumper beauty ideal in their culture than were American
women, and at the same time, that physiologically young Russian females were thinner than
American females. Thus, for Americans, discrepancy between their present body shapes and the
thin beauty ideal promoted by the media was much greater than for Russians and caused less
body satisfaction than for their Russian counterparts.

Further analysis showed that present/ideal body shape discrepancy positively correlated
with all self-perception measures: the greater the discrepancy, the more females were likely to
agree that they would feel happy if they had a body like models in magazines (= .17, p <.001),
their self-esteem got lower after observing thin models in magazines ( = .26, p <.001), and
images in magazines made them think of improving my body shape (» = .19, p <.001).
Present/ideal body shape discrepancy also positively correlated with a degree of direct and
indirect media impact reported by participants. The greater the discrepancy, the greater the
degree of direct media impact reported by females on the following issues: they tended to
compare their appearance to the models in magazines (» = .21, p <.001), they got an idea about
beauty ideal in culture from magazines (» = .17, p <.001), and they tended to try a new diet from
magazine (r = .15, p <.01). Similarly, the greater the discrepancy, the more the females were
influenced by presumed societal expectations supposing that they would be more popular among
peers if they’d look like models in magazines ( = .19, p <.001) and that most people in their

society think the thinner you are, the better you look (= .15, p <.01).
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In summary, the following findings supported the study’s third hypothesis: Age of
participants was a significant predictor of the desire to have a body like models in magazines in
order to feel happy, meaning that adolescent females reported the greater impact of beauty and
fashion magazines on their self-perceptions than young adult women in both Russia and the
United States. At the same time, culture was also found among the significant predictors for the
latter issue as well as for participants’ tendency to have lower self-esteem and intentions for
body improvement after reading magazines. Overall, it appears that the American females in the
study experienced greater magazines’ influence on their self-perceptions than the Russian
women. Thus, it may be concluded that the third hypothesis was partly supported by the study
findings.

Analysis of participants’ evaluations of their present body shapes revealed that the
American females perceived themselves as significantly bigger than the Russian females, and
accurately so. High levels of correlation between participants’ BMI and their perceptions of
present body shapes confirmed that their self-evaluations reflected their real physical
characteristics. In this connection, BMI appeared to be a significant predictor for decreasing self-
esteem and desire for body improvement under magazines’ impact, meaning that the bigger
females were, the lower self-esteem they experienced and the more they thought of body
improving after reading of magazines. Therefore, the American females who had bigger body
shapes reported the greater impact on their self-perceptions than the Russian females in both age
groups. Thus, it may be concluded that the higher degree of media impact on individuals’ self-
perceptions was explained not so much by certain cultural affiliation in terms of social

development, but rather by physiological characteristics (e.g. BMI, body shape) associated with a

141



particular culture or ethnicity, meaning that the bigger body shape a female had, the greater
magazines’ impact on her self-perception.

Moreover, the greater impact on participants’ self-perceptions was correlated with the
higher degree of direct and indirect media influence on females, particularly for body-related
issues, which was significantly higher for the American and adolescent women. Thus, it can be
concluded that the American adolescent girls, who also had the biggest BMI rates, were found to
be the most vulnerable audience in connection to direct and indirect media impact of body-
related magazines’ messages and influence on their self-perceptions among the four female
groups examined in the study. At the same time, the Russian adolescent girls, who had the least
BMI rates, showed the least media impact on their self-perceptions. Also the Russian adolescent
females appeared to be the most satisfied with their current body shapes, reporting the least
discrepancy between their present and ideal body shapes. Both the Russian and American
cultural samples in younger and older age groups had similar concepts of their ideal body shape,
however, the Russian females were much closer to this ideal physiologically, and therefore, they
reported the higher levels of self-esteem and were less influenced by body-related visual images
and content of beauty and fashion magazines than their American counterparts. These findings
support related conclusions in the qualitative analysis of the dissertation.

Reading Motivations of Diverse Generational and Cultural Media Audiences

The fourth hypothesis of the study was Adolescent females will show more motivation for
reading beauty and fashion magazines than young adult women in both Russia and the United
States. The participants were asked whether they agreed or disagreed (1 = “Strongly disagree” to
5 = “Strongly agree”) with a set of five statements that were designed to measure females’

motivations for reading magazines. The statements were based on the major topics emerged in
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the in-depth interviews with participants in the qualitative part of the study and reflected media
uses for general entertainment, intentions to learn how to become more attractive and popular,
needs to obtain information about relationships with males and understand other women’s lives,
and desire to get information about weight loss programs.

The participants’ responses showed significant differences mostly by age and in one case
by culture (Table 12). Degree of agreement with the statement [ read beauty and fashion
magazines because they are enjoyable and relaxing in all generational and cultural cohorts was
considerably high, but it significantly differed by age: adolescent females (M = 3.94) were more
likely read magazines with general entertainment purposes than young adult women (M = 3.66)
in both Russia and the United States [#(398) = 2.56, p <.05]. Teenage girls (M = 2.59) were
significantly more motivated to learn from magazines how to become more attractive and
popular than adult females (M = 2.05) in both countries [#(398) = 4.55, p <.001]. Similarly,
adolescent participants (M = 3.32) showed significantly more motivation to get information
about sex and relationships with men from magazines than young adult women (M = 2.40) in
both cultural samples [#398) = 7.30, p <.001]. And also the teenage group (M = 3.07) expressed
significantly higher level of motivation to understand other women and learn about their lives
from magazines than the adult group (M = 2.64) in Russia and the U.S. [#398) =3.41, p <.01].
Participants’ responses to all four needs for magazine reading discussed above did not differ
significantly by culture.

However, degree of agreement to the statement / read beauty and fashion magazines to
get information about weight loss programs was not significantly different by age, whereas it

significantly differed by culture: the Russian females (M = 1.92) were less likely to show
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motivation for getting information about weight loss programs than the American females (M =

2.17) in both age groups [#398) = 2.06, p < .05].

Table 12

Mean scores for reading motivations by age and culture

Motivation to read magazines... American Russian American Russian
adolescent adolescent ~ young adult young adult
females females females females

...Because they are enjoyable and M =3.96 M=3.92 M =3.60 M=3.71

relaxing. SD=0.99 SD=1.05 SD=1.19 SD=1.21

... To learn how to become more M=2.40 M=2.77 M =2.00 M=2.10

attractive and popular. SD=1.16 SD=1.30 SD=1.15 SD =1.06

... To obtain information about sex M =3.32 M=3.32 M =255 M =226

and relationships with men. SD=1.21 SD=1.29 SD=1.31 SD=1.19

... To understand other women and M =3.17 M =297 M=2.73 M=2.54

learn about their lives. SD=1.19 SD=1.27 SD=1.31 SD=1.33

... To get information about weight M =2.20 M=2.07 M=2.13 M=1.76

loss programs. SD=1.20 SD=1.29 SD=1.20 SD=1.15

A series of multiple regression analyses indicated that age (adjusted R* = .02, p < .05; p =

-.13, p <.01) and magazines reading frequency (adjusted R* = .15, p <.001; p = .39, p <.001)

significantly predicted females needs for general entertainment satisfied through reading

magazines. Similarly, age (adjusted R° = .05, p <.001; f =-.22, p < .001) and reading frequency
(adjusted R = .10, p < .001; B = .30, p < .001) were significant predictors for females’
motivations to learn how to be attractive and popular from magazines. Then, age (adjusted R’ =
12, p<.001; B =-.34, p <.001) and reading frequency (adjusted R* = .06, p < .001; p= .26, p <
.001) significantly predicted women’s needs to get information about sex and relationships with
men. Finally, age (adjusted R’ = .03, p <.001; p=-.17, p <.001) and reading frequency
(adjusted R = .06, p < .001; p = .25, p < .001) appeared to be significant predictors for
participants’ motivations to understand other women and learn about their lives from magazines.
In contract, culture (adjusted R’ = .02, p < .05; p=-.11, p < .05) and BMI (adjusted R’ = .03, p <

.001; Bp=.14, p < .01), and also reading frequency (adjusted R’ = .03, p <.001; p=.14, p < .01)

144



significantly predicted females’ motivations to get information about weight loss programs from
beauty and fashion magazines.

Further analysis revealed that some participants’ motivations for reading magazines were
positively correlated with certain aspects of direct and indirect media impact. For example,
motivation for learning how to become more attractive and popular was positively correlated
with such direct media impact issues as striving to have an appearance similar to models in
magazines (» = .30, p <.001) and tendency to follow body-related advice (» = .22, p <.001) and
such indirect media impact issue as females’ assumption that they would be more popular among
peers if they would look like models in magazines (r = .29, p <.001). Motivation for
understanding other women’s lives was positively correlated with such direct media impact issue
as getting an idea about women'’s social roles in culture (» = .22, p <.001). Motivation to obtain
information about sex and relationships with men was also positively correlated with females’
desire to get an idea about women’s social roles in culture (» = .19, p <.001) and assumptions for
greater popularity among peers if they would look like models (= .19, p <.001).

Motivation for getting information about weight loss programs from magazines was
positively correlated with all self-perception measures: If I had a body like models in magazines,
I would feel happy (r = .28, p <.001), When I observe thin models in magazines, my self-esteem
gets lower (r = .27, p <.001), and Images in magazines make me think of improving my body
shape (r = .27, p <.001). These data showed that the more females were motivated to get
information about weight loss program from magazines, the greater influence on their self-
perception they experienced. Also women’s motivation to get information about weight loss
programs was positively correlated with the following direct media impact measures: tendency

to compare appearance to models (» = .27, p <.001), striving to have appearance similar to
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models (» = .26, p <.001), and tendencies to follow body-related advice (» = .46, p <.001) and to
try a new diet from magazine (r = .37, p <.001). This females’ motivation was also positively
correlated with such indirect media impact issue as assumption that in their society the thinner
you are, the better you look (= .20, p <.001). These data indicated that the more females were
motivated to get information about weight loss programs from magazines, the more they were
influenced by direct and indirect media impact in terms of body-related issues.

In addition, analysis on correlations showed that all five females’ motivations to read
magazines were positively inter-correlated, meaning that those participants who were more
motivated to read magazines for one reason were also more motivated to read them for the other
reasons. Also all five reading motivations positively correlated with number of magazines that
females regularly read or looked through and with time spent on one issue, meaning that the
more women were motivated to read magazines, the more number of magazines they consumed
and the more time they spent on reading.

In summary, the following findings confirm the fourth hypothesis of the study: Age of
participants was the significant predictor for such females’ motivations for reading beauty and
fashion magazines as needs for general entertainment, desire to learn how to become more
attractive and popular, intentions to get information about sex and relationships with men as well
as to understand other women and learn about their lives from magazines, meaning that
adolescent females were more motivated to read magazines in relation to these issues than young
adult females in both Russia and the United States. These data support the study’s assumptions
that younger generational cohort would be more motivated for reading magazines, since teenage
girls had less personal experience in relationships with men, women, and other issues than adult

women, and therefore, the girls would be more likely to obtain this information from the media.
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However, culture was a significant predictor for females’ motivation for getting information
about weight loss programs from magazines, meaning that the American women were more
motivated to read magazines for this reason than the Russian women in both age groups. Thus, it
can be concluded that the fourth hypothesis was supported by the findings for the most part, but
not for body-related needs for reading magazines.

Magazine reading frequency was also a significant predictor for all motivations to read
magazines, meaning that the more often females read magazines, the more they were motivated
to get different kinds of information discussed above form magazines. BMI appeared to be the
significant predictor for females’ motivation to get information about weight loss programs from
magazines. Additional data on correlations between reading motivations and direct and indirect
media impacts showed that the more females were motivated to read magazines, the more they
were influenced by media messages about socio-cultural norms and presumed societal
expectations, especially for body-related issues. The particular participants’ motivation for
getting information about weight loss programs from magazines was also significantly correlated
with self-perception measures in addition to direct and indirect media impact, meaning that the
more females were motivated to read magazines with purposes for weight loss information, the
greater influence of magazines on their self-perceptions they reported. These findings confirmed
theoretical assumptions of the uses-and-effects model (Thomsen et al., 2002), which proposed
that the media consumers selected specific media content and were subsequently influenced by it
based on their preceding reading motivations.

Critical Evaluations of Media Messages by Diverse Generational and Cultural Audiences

The fifth hypothesis of the study was Adolescent females will be less critical in their

evaluations of the beauty and fashion magazines’ content than young adult women in both
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Russia and the United States. The participants were asked whether they agreed or disagreed (1 =
“Strongly disagree” to 5 = “Strongly agree”) on a set of five statements, which had a purpose to
assess participants’ critical interpretations of magazines’ content and visual images. The
statements were based on the main themes discussed by females in the qualitative part of the
study and reflected attitudes about the models’ appearance, evaluations of degree of reality of
visual images and truthfulness of the stories in magazines as well as extent of their identification
of visual and behavioral stereotypes in magazines’ content.

Pairwise comparisons of participants’ evaluations of the statements revealed significant
differences in most of the cases by age, in two cases by culture, and in one case did not show any
significant differences (Table 13). Females’ responses to the statement Models in magazines
have perfect bodies did not differ significantly neither by age, nor by culture. Degree of
agreement to the statement Female body images in magazines are realistic differed significantly
by age and culture: young adult (M = 1.52) and American (M = 1.56) females were less likely to
consider magazines’ images as realistic than adolescent (M = 1.80) and Russian (M = 1.76)
women, respectively [#(398) = 3.40, p <.001, and #398) =-2.39, p <.05]. Adult females (M =
1.99) were more likely to think that stories in magazines provide truthful information about
relationships between men and women than teenage girls (M = 2.72) in both Russia and the
United States [#398) = 7.39, p <.001]. In response to the statement Magazines create
stereotypes of female images, significant differences were found by age and culture: adult (M =
4.47) and U.S. (M = 4.47) participants were more likely to see stereotypes of female images than
adolescent (M = 4.12) and Russian (M =4.11) women, respectively [#398) = -4.00, p <.001, and

#(398) =4.24, p < .001]. Young adult females (M = 4.23) were significantly more likely to
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believe that magazines create stereotypes of woman’s social behavior than teenage girls (M =

3.84) in both cultural samples [#398) =-3.99, p <.001].

Table 13

Mean scores for critical evaluations by age and culture

Measures of critical evaluations American Russian American Russian
adolescent adolescent ~ young adult young adult
females females females females

Models in magazines have perfect M =2.35 M =240 M=2.36 M=242

bodies. SD=1.27 SD=1.21 SD=1.11 SD=1.17

Female body images in magazines M =1.68 M=1091 M=144 M =1.60

are realistic. SD =0.82 SD=0.93 SD=0.72 SD=0.74

Stories in magazines provide M=2.70 M=2.74 M=2.12 M =1.86

truthful information of relations SD=1.08 SD=1.07 SD =0.94 SD =0.84

between men and women.

Magazines create stereotypes of M =437 M =3.86 M =4.58 M =435

female images. SD=1.10 SD =0.95 SD =0.68 SD =0.58

Magazines create stereotypes of M =3.90 M =3.77 M=4.18 M =4.28

woman’s social behavior. SD=1.21 SD =1.02 SD=1.04 SD =0.59

Multiple regression analysis revealed that magazine reading frequency (adjusted R* = .03,
p<.001; B=.17, p <.001) was a single significant predictor for females’ belief that models in
magazines had perfect bodies. Age (adjusted R* = .04, p <.001; p =-.17, p <.001), culture
(adjusted R* = .04, p < .001; B = .12, p < .05), reading frequency (adjusted R’ = .06, p <.001; p =
21, p<.001), and BMI (adjusted R = .06, p < .001; p =-.13, p < .01) were all significant
predictors for participants’ idea that female body images in magazines are realistic, showing that
women with younger age, Russian origin, higher reading frequency, and lesser BMI were more
likely to accept female media images as realistic. Age (adjusted R° = .12, p <.001; p=-.35,p <
.001) and reading frequency (adjusted R’ = .08, p <.001; p = .29, p < .001) significantly
predicted females’ belief that magazines content provided truthful information about
relationships between men and women. All four predictors—age (adjusted R° = .08, p < .001; p =

20, p <.001), culture (adjusted R° = .08, p < .001; B =-.21, p <.001), reading frequency
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(adjusted R° = .05, p < .001; B =-.16, p <.01), and BMI (adjusted R° = .05, p < .001; f=.15, p <
.01)—appeared to be significant for participants’ considerations that magazines created
stereotypes of female image, showing that women with older age, American cultural affiliation,
lesser reading frequency, and greater BMI were more likely to see female stereotypes. Age
(adjusted R* = .03, p <.001; p = .20, p < .001) and reading frequency (adjusted R’ = .04, p <
.001; B=-.19, p <.001) significantly predicted participants tendency to identify stereotypes of
woman’s social behavior in magazines.

Further analysis on correlations indicated that the higher level of education positively
correlated with the higher degree of identification of stereotypes about female social behavior (»
=.20, p <.001) and female images (» = .19, p <.001) in magazines in both cultural groups. Also
recognition of visual and behavioral stereotypes was highly inter-correlated (» = .56, p <.001),
meaning that those women who identified stereotypes of female images were also more likely to
see stereotypes of female social behavior reflected in magazines. At the same time, the lesser
degree of critical evaluation females had, the greater direct and indirect media impact they
experienced and the greater influence on their self-perception they reported. For example, those
women, who tended to agree that models in magazines had perfect bodies, also were more likely
to strive to have an appearance similar to models (measure of direct media impact, » = .22, p <
.001), to assume that they would be more popular among peers if they would look like models
(measure of indirect media impact, » = .23, p <.001), and to believe that they would feel happy if
they had a body like models in magazines (self-perception measure, » = .27, p <.001). Those
participants, who thought that magazines provided truthful information about relationships

between men and women, also were more motivated to obtain information about sex and
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relationships with men (» = .39, p <.001) and learn about other women’s lives from magazines (»
=.31, p <.001).

In summary, the following results supported predictions of the fifth hypothesis of the
study: Age of participants was a significant predictor for their interpretations of female body
images in magazines as realistic and stories about relationships between men and women as
truthful as well as for identification of stereotypes of female image and social behavior in
magazines, meaning that adolescent females were less critical in their evaluations of reality of
images and truthfulness of content and less likely to recognize media stereotypes than young
adult women in both Russia and the United States. However, culture also appeared to be a
significant predictor for females’ evaluations of reality of female body images and detection of
stereotypes of female images, meaning that the Russian women were more likely to perceive
female images as realistic and less likely to see stereotyping of visual images in magazines than
their American counterparts. These findings supported the study assumptions that the Russian
females were exposed to more diverse media images in magazines, which provided both Western
and Russian beauty ideals for the audience in Russia; also the Russian females physiologically
had lesser discrepancy between their body shapes and beauty ideals represented in magazines,
and therefore, they were less likely to perceive them as stereotypical.

In addition, magazine reading frequency was found to be the significant predictor for all
five measures of critical evaluations of the visual and textual media content, meaning that the
higher reading frequency were, the more females believed that models had perfect bodies, that
body images were realistic, and the content was truthful, and the less females were aware of
visual and behavioral stereotypes in magazines. BMI was the significant predictor for

interpretations of body images as realistic and for lower level of awareness of visual stereotypes
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in magazines, meaning that the thinner females were, the more they tended to consider
magazines’ body images as realistic and the less they recognized visual media stereotypes.
Supplementary analysis on correlations showed that the more educated participants were, the
more they were likely to be critical toward visual and behavioral stereotypes in magazines. Also
correlations indicated that the lesser degree of critical evaluation of media messages females
showed, the greater direct and indirect media impact they reported, the higher degree of
influence on their self-perceptions they experienced, and the more they were motivated for
reading magazines.
Predispositions to Media-Associated Health Risks of Media Audiences

The sixth hypothesis of the study was Adolescent females will be more predisposed to
development of eating disorders and other health problems related to the beauty and fashion
magazines’ use than young adult women in both Russia and the United States. The participants
were asked whether they agreed or disagreed (1 = “Strongly disagree” to 5 = “Strongly agree”)
on two statements, which measured their predispositions to lose weight and follow dieting plans
under impact of beauty and fashion magazines. Further, the females were asked to indicate what
they did for keeping their figures in a good shape. In addition, the participants reported what
health problems in connection to body improvement efforts they had and what eating disorders
they experienced.

Females’ mean scores for predispositions to losing weight and dieting in connection to
the magazines’ use were not different by age, however, they differed by culture (Table 14).
Pairwise comparisons revealed that degree of agreement to the statement Reading magazines
may motivate me to lose weight was significantly different by culture: American women (M =

2.69) tended to be more influenced by magazines to lose weight then their Russian counterparts
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(M =2.36) in both age cohorts [#398) = 2.57, p < .05]. Similarly, in response to the statement /
follow dieting plans from beauty and fashion magazines, the mean scores analysis showed
significant differences by culture: Russian females (M = 1.48) were less likely to follow
magazines’ diets than American women (M = 1.73) in both generational cohorts [#(395) =2.77, p
<.01]. However, it should be noted that the degree of agreement for the latter issue was

considerably low for both cultural samples.

Table 14
Mean scores for predispositions to loose weight and diet by age and culture

Predispositions to losing weight American Russian American Russian

and dieting adolescent  adolescent  youngadult young adult
females females females females

Reading magazines may motivate ~ M = 2.89 M =230 M =2.48 M=2.41

me to lose weight. SD =1.30 SD=1.28 SD=1.23 SD=1.31

[ follow dieting plans from M=1.78 M=1.58 M=1.67 M=1.38

magazines. SD =0.92 SD=0.91 SD =0.92 SD =0.76

Multiple regression analysis indicated that culture (adjusted R* = .02, p < .05; f=-.13, p
< .05), magazine reading frequency (adjusted R° = .03, p <.001; p=.17, p <.001), and BMI
(adjusted R’ = .03, p <.001; p = .11, p < .05) were significant predictors for participants
intentions to lose weight under magazines impact. Likewise, culture (adjusted R° = .02, p < .01; B
= -.14, p < .01), magazine reading frequency (adjusted R° = .06, p < .001; p = .19, p <.001), and
BMI (adjusted R° = .06, p < .001; B = .16, p < .001) significantly predicted females tendency to
follow dieting plans from magazines. The data showed that those females who had American
cultural affiliation, who read magazines more frequently, and reported higher BMI, were more
predisposed to lose weight and follow dieting plans under impact of beauty and fashion
magazines.

The participants were also asked to indicate what techniques they used to keep their

figures in a good shape. They were presented with four response options, which reflected such

153



techniques as dieting, taking weight loss medications, doing sport exercises, and having plastic
surgery; however, the second and fourth issues were mentioned by less than 5% of the sample,
and therefore, they were eliminated from the data analysis. Females were assessed on a Likert
type scale how often they dieted (1 = “Never” to 6 = “Almost always”) and how often they
exercised (1 = “Never” to 6 = “Almost every day”) for keeping figures in a good shape.
Participants’ mean scores on these two issues differed significantly only by culture, and not by
age (Figure 5.3.). The American females (M = 2.71) dieted significantly more often than the
Russian females (M = 1.97) in both age groups [#398) = 5.11, p <.001]. Similarly, the U.S.
women (M = 4.29) practiced sport exercising more frequently than the Russian women (M =
3.10) in both generational cohorts [#(396) = 8.65, p < .001].

Figure 4. Mean scores for dieting and exercising frequency by age and culture.
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Analysis on correlations revealed that participants’ predispositions to lose weight and diet
due to magazines impact were positively correlated with their dieting and sport practices: the
more females were motivated to lose weight after reading magazines, the more they dieted (r =

.32, p<.001) and exercised (» = .13, p <.001); and the more females accepted dieting plans from
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magazines, the more they dieted (» = .37, p <.001) and exercised (» = .12, p <.001). Moreover,

correlations showed that females’ predispositions to lose weight and diet under the magazines’

influence and actual frequency of their dieting and exercising practices were positively correlated

in particular with body-related measures of direct and indirect media impacts and self-perception

measures (Table 15). Culture was a significant predictor for all these measures, and therefore, it

may be concluded that the American females were more predisposed to the media-associated

influences in terms of body-related issues than the Russian females in both generational samples.

Table 15

Correlations between predispositions to loose weight and diet and body related measures of
direct and indirect media impacts and self-perception

Body-related measures of... Reading I follow Tokeepmy To keep my
magazines  dieting plans figure in a figure in a
may motivate from good shape  good shape
me to lose magazines. [ diet. I do sport
weight. exercises.

...direct media impact

1 tend to compare my appearance  r= .31 r=.24 r=.19 ns

to models in magazines. p <.001 p <.001 p <.001

[ strive to have an appearance r=.32 r=.29 r=.21 ns

similar to models in magazines. p <.001 p <.001 p <.001

1 tend to follow body-related r=.38 r=.44 r=.33 r=.16

advice in magazines. p <.001 p <.001 p <.001 p<.01

...indirect media impact

Most people in our society think r=.17 r=.17 r=.23 r=.25

that the thinner you are, the better p <.01 p<.01 p <.001 p <.001

vou look.

I may be more popular among my  r=.15 r=.17 r=.17 r=.11

peers if 1'd look like models in p<.01 p<.01 p<.01 p<.05

magazines.

...self-perception

If I had a body like models in r=.24 r=.29 r=.20 ns

magazines, I would feel happy. p <.001 p <.001 p <.001

When I observe thin models in r=.32 r=.26 r=.21 r=.18

magazines, my self-esteem gets p <.001 p <.001 p <.001 p <.001

lower.

Images in magazines make me r=.36 r=.28 r=.30 r=.19

think of improving my body shape. p < .001 p <.001 p <.001 p <.001
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Additionally, the participants were asked if they have ever experienced any health
problems associated with the following reasons: unhealthy dieting, sport exercises, cosmetic
procedures, plastic surgery or others. A considerable number of responses (more than 5% of the
sample) was received only for the first and second options (Table 16). The American females
reported a greater number of the health problems in connection to their unhealthy dieting than
the Russian women. The number of responses reflected health problems in relation to sport
exercises did not considerably vary by age or culture.

Table 16
Health problems (%) connected to body improvement by age and culture

Experienced health problems American Russian American Russian

because of... adolescent  adolescent  youngadult young adult
females females females females

...unhealthy dieting. 12% 5% 12% 9%

...Sport exercises. 9% 9% 8% 11%

Finally, the participants were asked to report if they ever had an experience with such
eating disorders as anorexia and bulimia (Figure 5). Those figures appeared to be at the highest
level for the American adolescent females among the four groups of the study. The Russian

adolescent girls did not report any of mentioned eating disorders.
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Figure 5. Eating disorders (number of cases) by age and culture.
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In summary, the sixth hypothesis of the study was not supported by the findings: the
participants’ predispositions to the health risks associated with the media were not significantly
different across generations. Culture appeared to be the significant predictor for this subsection
of the study, meaning that the American females were more predisposed to lose weight and
follow dieting plans under the magazines’ influence than the Russian women in both adolescent
and young adult samples. Higher degree of magazines reading frequency and greater BMI also
significantly predicted participants’ motivations to lose weight and diet in connection with
magazines’ use. Further, the American participants reported significantly higher levels of dieting
and sport exercising practices than their Russian counterparts in both generational cohorts.
Additional analysis revealed that the more females were motivated to lose weight and diet after
reading magazines and the more they actually dieted and exercised, the more they were
vulnerable to direct and indirect media impacts and influence on their self-perceptions in terms
of body-related issues, showing that the American females experienced greater media pressure

for body improvement than the Russian females.
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Finally, the American females experienced more health problems in connection to their
unhealthy dieting with the purpose of body improvement than the Russian participants; and
correspondingly, the Americans reported a greater number of eating disorders cases than the
Russians. Thus, it may be concluded that the American females were more predisposed to
development of eating disorders and other health problems related to their magazines’ use than
the Russian females, because the American women experienced more media influence in terms
their body improvement strategies, particularly in dieting practices, and reported higher degree of
health problems related to their unhealthy dieting and greater number of eating disorders than the
Russian females in both age groups. Out of the four samples under the study investigation, the
American adolescent cohort had the greatest level of BMI, the greatest number of overweight
cases, and the greatest amount of eating disorders, whereas the Russian adolescent girls had the
least BMI levels, the list number of overweight cases, and did not experience eating disorders at
all. These data support the findings of the subsection devoted to analysis of participants’ self-
perceptions that revealed dependency of media influence in terms of body-related issues upon
individuals’ physiological characteristics. Therefore, the U.S. teenage females may be
characterized as potentially the most vulnerable group for the media-associated health risks
among the four audiences investigated in the study.

Summary of the Chapter

For testing six hypotheses of the study, age and culture of participants were analyzed as
the major predictors for adolescent and young adult females’ vulnerability to direct media impact
in terms of getting conceptions of socio-cultural norms and values from beauty and fashion
magazines, indirect media impact reflected in presumed societal expectations, media influence

on self-perceptions, motivations for reading magazines, critical evaluation of visual images and
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content, and predispositions to media-associated health-risks. Magazine reading frequency and
BMI, which was calculated on the basis of participants’ self-reports, were examined as additional
predictors for all those themes (Table 17).

Table 17

Significant predictors for direct and indirect media impact, self-perceptions, reading
motivations, critical evaluations of content, and predispositions to health risks

Dependent measures of... Age Culture Magazine BMI
reading
frequency

...direct media impact

Female images in magazines may — ** *x
be considered as attractive all

over the world.

1 get an idea about women’s social ~ ** * kx

roles in my culture from

magazines.

1 get an idea about beauty ideal in *x * ok
my culture from magazines.

1 tend to compare my appearance *x

to models in magazines.

[ strive to have an appearance *x *x *x

similar to models in magazines.

1 tend to follow body-related *x *x *

advice in magazines.

...indirect media impact

My parents would support my * ok ok ok
efforts to look like models in

magazines.

I may be more popular among my — ** *x *x *
peers if I'd look like models in

magazines.

Men can get an idea of how a

woman should look like from

magazines.

Female images in magazines make *x

my female friends prefer a thin

body type.

Most people in our society think ok * ok
that the thinner you are, the better

you look.

*p <.05;** p<.01 Table 17 continues on the next page.
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Table 17 (continues)

Significant predictors for direct and indirect media impact, self-perceptions, reading
motivations, critical evaluations of content, and predispositions to health risks

Dependent measures of... Age Culture Magazine BMI
reading
frequency

...self-perception

If I had a body like models in *x *x *x

magazines, I would feel happy.

When I observe thin models in *k *k

magazines, my self-esteem gets

lower.

Images in magazines make me ok ok ok

think of improving my body shape.

...reading motivations

I read magazines because they are  ** ok

enjovable and relaxing.

I read magazines to learn how to kx kx

become more attractive and popular.

I read magazines to obtain kx kx

information about sex and

relationships with men.

I read magazines to understand *x *x

women_and learn about their lives.

I read magazines to get information * *k *k

about weight loss programs.

...critical evaluations of content

Models in magazines have perfect ok

bodies.

Female body images in magazines  ** * ok ok

are realistic.

Stories in magazines provide ok ok

truthful information of relations

between men and women.

Magazines create stereotypes of *x *x *x *x

female images.

Magazines create stereotypes of *x *x

woman’s social behavior.

...predispositions to health risks

Reading magazines may motivate * *x *

me to lose weight.

sk sk sk

1 follow dieting plans from
magazines.

*p<.05; ** p<.01
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Age was hypothesized to be the major predictor for all dependent measures that was to a
certain extent supported by the findings, which represented females’ developmental stages,
particularly in relation to their reading motivations and critical interpretations of the magazines’
content as well as degree of direct and indirect media impacts. The findings confirmed that in all
the cases where age was found to be the significant predictor, the adolescent females reported
higher degree of direct and indirect media impacts, more motivations for reading magazines, and
less awareness of stereotyping in media images and content than the young adult women in both
Russia and the United States.

However, culture appeared to be the significant predictor for other variables, in particular
for body-related issues in all six main themes explored in this chapter. The results showed that in
most of the cases where culture was found to be a significant predictor, the American females
indicated a higher degree of direct and indirect media impacts, greater extent of magazines’
influence on their self-perceptions, more reading motivations, and higher predispositions to the
media-associated health risks than their Russian counterparts. However, the Russian participants
showed a lesser degree of identification of stereotyping female images in magazines than the
U.S. women that may be explained by more diverse representation of women’s images in
magazines in Russia than in the United States.

Magazine reading frequency appeared to be a significant predictor for almost all the
dependent measures in the study. The higher the level of magazine reading frequency that
females reported, the higher the degree of direct and indirect media impact they experienced, the
greater extent of magazines’ influence on their self-perceptions they showed, the more motivated

for reading magazines they were, the less critical toward magazines’ images and content they
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appeared in their evaluations, and the more predisposed they were to loosing weight and dieting
practices under magazines’ influence.

In some cases where BMI was found to be a significant predictor (body-related issues, in
particular), the higher level of BMI participants had, the higher degree of direct and indirect
media impacts they reported, the lower self-esteem they had, the more motivation for reading
about body-related issue they showed, and the more motivated they were for loosing weight and
following dieting programs from magazines. At the same time, the females with greater BMI
expressed higher levels of awareness of female images stereotyping in beauty and fashion
magazines.

Finally, factor analysis was performed to summarize all the findings of the quantitative
data of the study (Appendix D). The factor analysis indicated two robust groupings of variables,
and these two groups were used to formulate two new measures. The first measure was formed
by combining the following variables: I may be more popular among my peers if I'd look like
models in magazines; Most people in our society think that the thinner you are, the better you
look; Images in magazines make me think of improving my body shape; I read magazines to get
information about weight loss programs; I tend to compare my appearance to models in
magazines; I strive to have an appearance similar to models in magazines; I tend to follow body-
related advice in magazines; Reading magazines may motivate me to loose weight; I follow
dieting plans from magazines; and When I observe thin models in magazines, my self-esteem gets
lower. New variable was labeled “Body motivation for reading,” because it appears to measure
the degree that respondents turned to magazines because of body-related issues. The second
measure was formulated by combining variables shown to be related as a second factor in the

factor analysis (Appendix D): [ read magazines because they are enjoyable and relaxing; I read
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magazines to learn how to become more attractive and popular; I read magazines to obtain
information about sex and relationships with men; and I read magazines to understand other
women and learn about their lives. This new variable was labeled “Information motivation for
reading,” because it was associated with magazine reading for learning and entertainment
purposes.

Table 18 shows mean scores for each generational and cultural group for each of new
variables. The mean scores indicated that the American females (M = 2.85) were more motivated
for magazine reading by body awareness than the Russian women (M = 2.12) in both age
samples [#(398) = 10.82, p <.001]. However, the younger respondents (M = 3.23) were more
motivated to read magazines for different kinds of information and entertainment than the older
participants (M = 2.69) in both cultural cohorts [#(398) = 6.82, p <.001].

Table 18

Mean scores for new variables— “body”” and “information” motivations for reading

New “factor” variables American Russian American Russian
adolescent  adolescent  youngadult young adult
females females females females

Body motivation for reading M =2.89 M=2.12 M =281 M=2.13

SD =0.70 SD=0.71 SD =0.64 SD =0.65
Information motivation for reading M =3.21 M=3.25 M=2.72 M=2.65
SD=0.78 SD=0.85 SD=0.77 SD=0.79

Further, the new variables were split into two groups by dividing for low and high
motivation groups in both areas (the scores for Body motivation for reading were divided at
2.5—the mean motivation scores for all respondents for this variable; the scores for Information
motivation for reading were divided at 3.0—the mean motivation scores for all respondents for
this variable). The results of the further crosstabs analysis confirmed the previous findings on the
two new variables (Tables 19 and 20): the Americans were more likely to read magazines with

the purpose to obtain advice about body-related issues than the Russians; the adolescent girls
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showed more motivation to read magazines with informational and entertainment purposes than
the adult women. Chi-square tests confirmed significant differences between cultural groups in
Table 19 and between generational cohorts in Table 20.

Table 19
Desire for advice about body-related issues (%) by age and culture

Desire for advice about body- American Russian American Russian

related issues adolescent  adolescent  young adult young adult
females females females females

Low 31% 74% 32% 70%

High 69% 26% 68% 30%

Table 20

Desire for information and entertainment (%) by age and culture

Desire for information and American Russian American Russian

entertainment adolescent  adolescent  young adult young adult
females females females females

Low 37% 47% 65% 70%

High 63% 53% 35% 30%

The following chapter summarizes the major findings from qualitative and quantitative
parts of the study, discusses theoretical and practical implications of the research, and draws

conclusions for the dissertation.
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Chapter 6
Discussion and Conclusion

This chapter summarizes the major qualitative and quantitative findings of the study by
revisiting the research questions and hypotheses. The chapter also seeks to address the key
question of the investigation, discuss theoretical and practical applicability of the results, outline
limitations of the study, propose recommendations for the future research, and draw conclusions
for the present dissertation.

Research Questions Revisited

The research questions of the study were designed to investigate cultural differences and
similarities between American and Russian adolescent females’ perceptions of messages in
beauty and fashion magazines in terms of the media impact on participants’ conceptions of
socio-cultural norms, presumed societal expectations, and their self-perceptions, as well as to
analyze their reading motivations and critical evaluations of the visual and textual content, and
finally, assess their predispositions to the media-associated health risks. The research questions
were explored with the help of qualitative analysis of the in-depth interviews with twenty late
adolescent females who were undergraduate students at the universities in Russia and the United
States.

The purpose of the first research question was to investigate direct media impact on the
audiences by exploring how the use of beauty and fashion magazines influences adolescent
females’ conceptions of socio-cultural norms and values in Russia and the United States. The
findings revealed that consumption and magazine preferences were similar for the American and
Russian teenage girls: A majority of participants in both cultural groups appeared to be regular

readers of beauty and fashion magazines and indicated Western magazines (mainly
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Cosmopolitan) as their preferred reading. The findings supported the study’s assumptions about
Westernization in the media preferences of the Russian teenage audience. The direct media
impact on understandings of socio-cultural norms and values was reported by participants in both
countries, but was perceived differently: the American females said they acquired their
conceptions of beauty ideals and body-related norms in the culture from magazines, whereas the
Russian girls reported media influence on conceptions of personal values and behavioral norms
for women in the society. It appears therefore that the U.S. females were more affected by thin
beauty standards promoted by the media in the American society, while the Russian girls were
more likely to experience impact of the new Western socio-behavioral models represented in the
magazines.

The second research question was aimed at exploring indirect media impacts on
audiences and understanding how the use of beauty and fashion magazines may influence
adolescent females’ self-perceptions and presumed societal expectations regarding their
appearance and socialization practices in Russia and the United States. The findings showed that
participants in both cultural groups reported that they were influenced to a great extent by their
parents’ expectations, but that the Americans concentrated on body-related parental advice,
while the Russians focused on parental suggestions for their social behaviors. Moreover, the
American adolescents emphasized that their female friends, males, and U.S. society in general
valued the thin body standards as indicator of female attractiveness, encouraging them to strive
to achieve “unattainable” parameters of models in the magazines. The Russian girls did not agree
that thin body standards were highly valued by their friends or in the Russian culture in general
but, at the same time, noted that physical attractiveness is valued by the Western magazines,

which are disseminating appearance-related values in today’s Russian society, particularly
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among young media audiences. Thus, in connection to different presumed societal expectations
regarding their appearance and socialization practices, American and Russian teenage females
reported different concepts of their self-image: the Russian females reported considerably higher
degree of self-esteem than their American counterparts, who generally were not satisfied with
their body shapes, perhaps, because of their failure to meet thin beauty standards promoted by
the media in the U.S. society.

The third research question was designed to investigate the motivations for reading
beauty and fashion magazines of adolescent females in Russia and the United States. The
participants in both cultural samples mentioned among their major reading motivations such
issues as getting information about new fashion trends and beauty tips, understanding other
women’s lives and relationships with men, as well as celebrity news and general entertainment.
However, the U.S. adolescents appeared to be more interested in weight-loss advice (e.g. diets)
in the magazines than their Russian counterparts. Moderate differences were found in the focus
of participants’ reading needs: the U.S. females tended to mention more appearance-related
motivations, whereas the Russian females were more aware of recommendations for their social
behavior. The American girls reported themselves to be more motivated to buy clothes or
cosmetic products under the magazines’ influence as well as interest in the lives of celebrities,
while the Russian females paid more attention to stories about relations between men and
women. Although the Russian girls knew and appreciated textual and visual content of Russian
beauty and fashion magazines, they still generally preferred to read Western magazines, and they
expressed reading motivations similar to those of their U.S. counterparts.

The purpose of the fourth research question was to explore how adolescent females

evaluate and interpret the content of beauty and fashion magazines in Russia and the United
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States. Participants in both cultural groups approached magazines’ content critically, but
similarly to all previously discussed themes, the American females primarily discussed
appearance-related issues, whereas the Russian females focused on socio-behavioral models. The
U.S. girls generally criticized visual images of overly thin models in magazines and discussed
female stereotypes in terms of “unattainable” body shapes and idealized appearance. The
Russian girls did not concentrate on the thin body standards in the media, but particularly
criticized stereotypical and alien (for the Russian culture models) depictions of women’s social
behavior and relationships between genders promoted by the Western magazines. At the same
time, the American adolescents said they believed that magazines’ female images were
attractive, and a number of the U.S. girls said they wanted to work for this kind of media. The
Russian females generally suggested beauty and fashion magazines were useless in terms of
journalistic purposes and did not express a desire to work for them.

The fifth research question was devoted to the analysis of adolescent females’ evaluations
of predispositions to eating disorders and other health problems in connection to the use of
beauty and fashion magazines in Russia and the United States. The American girls reported
themselves to be more influenced by the magazines’ content to improve their body shapes as
compared to the Russian females. The American adolescents generally considered more diets
and exercise practices than did their Russian counterparts. Also some of the U.S. females
discussed their own or their friends’ experience with such eating disorders as anorexia and
bulimia, whereas the Russian girls did not report such examples. Other media-related health risks
were not indicated by participants of either the American or Russian cultural groups.

Overall, the findings from the qualitative analysis of the in-depth interviews of the

adolescent females in the United States and Russia revealed that media preferences and general
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consumption of the magazines were similar for both cultural groups that supported the study’s
assumptions about dominance of the global media and Westernization trends in media uses of
diverse cultural audiences in the today’s world. Also the teenage girls’ motivations for reading
beauty and fashion magazines as well as their critical reasoning toward media images and textual
content appeared to be comparable for the American and Russian females. However, the focus of
the participants’ attention in their magazines’ use was different depending upon their cultural
affiliation: the American adolescent females tended to report more direct and indirect media
impact in regard to appearance-related issues, whereas the Russian teenage girls paid more
attention to socio-behavioral themes in the magazines.

Similarly, the participants’ self-perceptions appeared to differ by culture, perhaps,
because of their different concepts of an ideal woman: the U.S. females defined their ideal in
terms of body-related issues and complained about its “unattainability” in comparison to the
images represented in the magazines. In comparison, the Russian females defined an ideal
woman in terms of internal personal qualities and were found to be considerably more satisfied
with their appearance than their American counterparts. On the basis of the participants’ self
reports, the U.S. females may be more predisposed to the media-associated health risks than the
Russian girls, because the Americans saw more connection between their media use and their
desire for body improvement and reported experience with eating disorders, which was not found
for the Russian cultural group. The discrepancy in the physiological characteristics between
American and Russian cultural groups was documented during the qualitative analysis, but could
not be assessed on the small qualitative study sample, and therefore, this issue was examined in

the larger sample in the quantitative study.
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Hypotheses Revisited

The hypotheses of the study were created in order to examine generational, in addition to
cultural, differences and similarities between American and Russian females’ perceptions of
messages in beauty and fashion magazines. The four groups of the study were represented by
American adolescent females, Russian adolescent females, American young adult females, and
Russian young adult females. The survey included 400 participants (100 in each group) and the
data were analyzed quantitatively employing a number of statistical techniques. The major topics
in the comparative investigation reflected the same issues as the qualitative part of the study,
indicating applicability of the previous findings to larger media audiences.

The main independent variables were age and cultural affiliation of the participants, who
represented Generation Y (adolescent females with mean age 18.5) and Generation X (young
adult females with mean age 28) in Russia and the United States. Magazine reading frequency
was taken as an additional independent variable in order to test how the degree of exposure to the
media affects diverse generational and cultural audiences. Adolescent girls appeared to be
significantly more frequent magazine readers than adult women in both cultural groups. For
assessment of the influence of the physiological characteristics on the females’ self-perceptions
in connection to the media use, the Body Mass Index (BMI) was calculated on the basis of each
participant’s self report and taken as an additional independent variable. American females had
significantly greater BMI than Russian females in both generational cohorts. These data confirm
the findings from the previous academic work (Tiggemann & Riiiitel, 2001), which suggested
that BMI of university students in Western cultures was greater than BMI of their counterparts in

non-Western cultures. Also the number of overweight and obese females was found to be
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considerably higher among the participants in the United States than in Russia in both age
samples.

The first hypothesis of the study was aimed at analyzing direct media impact on diverse
media audiences to examine adolescent females’ vulnerability to the impact of beauty and
fashion magazines on their conceptions of socio-cultural norms and values, both in Russia and in
the United States. It was found that in both cultures the younger generational cohort appeared to
be more vulnerable to the direct media impact than the older age group: the adolescent females
were more likely to obtain ideas about women’s social roles in the culture from the magazines, to
consider magazines’ female images as attractive all over the world, and to strive to have such an
appearance than the adult females. However, in terms of body-related issues, the American
females appeared to be more affected by the direct media impact then the Russian females in
both generational samples: the Americans were more likely to obtain ideas about beauty ideal in
the culture from the magazines, to try to achieve model-like appearance, and to follow body-
related advice (e.g. diets) in magazines than the Russians. The greater interest in magazine
reading was associated with the higher degree of the direct media impact on the participants, and
greater BMI was connected to females’ desire to follow body-related advice from magazines.
Thus, the adolescent American females, who were the most frequent readers of magazines and
had larger body shapes, were found to be the most vulnerable group to direct media impact,
particularly in regard to body-related messages.

The second hypothesis was intended to explore indirect media impact on diverse media
audiences and to determine if adolescent females would appear more influenced by societal
expectations related to the beauty and fashion magazines use than young adult women in both

Russia and the United States. The findings showed that the Generation Y-ers reported more
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influence by certain societal expectations than Generation X-ers in both countries: the younger
girls assumed their parents and peers to be influenced by magazines’ beauty standards more
often than the older women. At the same time, American females experienced indirect media
impact to the greater extent than the Russian females in both age cohorts: the Americans
presumed that their society generally valued thin body standards, whereas the Russians did not
agree with that; also the Americans were more likely to presume endorsement of thin body
standards by their parents, female friends, and peers than the Russians. The higher magazine
reading frequency and greater BMI of participants were associated with the greater degree of
indirect media impact on them. Therefore, the teenage U.S. girls, who often read the magazines
and reported greater BMI, were found to be the most influenced by indirect media impact.
Additionally, the greater vulnerability to indirect media impact was associated with greater
vulnerability to direct media impact, especially for body-related issues.

The third hypothesis of the study was designed to assess if adolescent females would
report greater impact of beauty and fashion magazines on their self-perceptions than young adult
women in both Russia and the United States. According to the findings, the younger generational
cohort perceived a greater degree of media influence on their self-perception than the older age
group in both cultures in relation to only one measure: the adolescent girls were tended to feel
happier if they had bodies like magazines’ models than the adult women. However, the
American females reported greater impact of magazines on their self-perceptions than the
Russian females in both generational samples on that and all other measures in this subsection:
Americans were more likely to dream about model-like body shapes, to report lower self-esteem
and think of body improvement under the magazines’ influence than the Russians. The U.S.

females had the higher BMI figures than the Russian females, and the Americans were
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significantly less satisfied with their body shapes, had lower self-esteem, and thought more of
body improvement after reading the magazines than did the Russians. The differences in
participants’ self-perceptions may be explained by cultural and physiological factors: Russian
females traditionally were exposed to a plumper cultural beauty ideal in the media than
American females. At the same time, young Russian women were thinner than their U.S.
counterparts, and therefore, the discrepancy between present and ideal body shapes in
participants’ concepts was higher for the Americans. Thus, the findings suggested that the
American females in both age groups had the lower levels of their body satisfaction in
connection to their magazines’ use than the Russian females.

The forth hypothesis was devoted to whether adolescent females would show more
motivation for reading beauty and fashion magazines than young adult women in both Russia
and the United States. It was found that the Generation Y-ers were more motivated to read
magazines for entertainment and informational purposes than the Generation X-ers in both
cultural samples: the adolescent girls were more likely to read magazines to entertain themselves,
to obtain information about relationships with men and understand lives of other women, and to
get advice on how to become more attractive and popular than the adult women. However, the
American females were more motivated to read magazines in order to obtain information about
weight loss programs than the Russian females in both generational cohorts. Greater levels of
magazine reading frequency were associated with a higher degree of reading motivations among
the participants. The greater BMI predicted the females’ motivation for getting information of
weight loss programs from magazines. The findings showed that the more females were
motivated to read magazines, the greater the degree of direct and indirect media impact they

experienced. Also, the more females were interested in body-related advice, the lower self-
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esteem they reported. These findings support the uses-and-effects model (Thomsen et al., 2002),
which indicates that media consumers select specific media content and are subsequently
influenced by it based on their preceding reading motivations.

The fifth hypothesis of the study served to determine if adolescent females would be less
critical in their evaluations of the beauty and fashion magazines’ content than young adult
women in both Russia and the United States. The findings suggested that the Generation Y-ers
were less critical in their evaluations of visual images and textual content in the magazines than
Generation X-ers in both cultural samples: the adolescent girls were less likely to identify media
stereotypes of female images and social behavior than the adult women. Also, the adolescent
females were more likely to believe in the reality of female body images and in truthfulness of
stories about relations between men and women in the magazines than were the adult females.
However, the Russian females were more likely to consider female body images as realistic and
less likely to see stereotyping of female images in magazines than the American females in both
age groups. These findings relate to the results of the subsection devoted to participants’ self-
perceptions and reflected the issue that Russian females perceived lesser discrepancy between
their body shapes and beauty ideals in magazines than their U.S. counterparts, and therefore, they
were less likely to define media images as stereotypical. Also the Russian females were exposed
to diverse female images in Western and Russian magazines that provided less stereotypical
range of visual images represented by Russian media. Greater interest in magazine reading was
associated with the lesser awareness of visual stereotypes in the media, while smaller BMI was
associated with perceptions of magazines’ images as realistic.

The sixth hypothesis was created for testing if adolescent females would be more

predisposed to development of eating disorders and other health problems related to the beauty
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and fashion magazines’ use than young adult women in both Russia and the United States. The
hypothesis was not supported by the findings, which showed that American females were more
predisposed to development of body-related health problems associated with their media use than
the Russian females in both generational cohorts: the Americans were more likely to lose weight
and follow dieting plans under the magazines influence than the Russians. Respectively, the
American participants reported the higher frequency of their dieting and sport exercising
practices than the Russian females. The females’ predisposition to lose weight and diet under the
magazines’ influence was associated with the other body-related measures of direct and indirect
media impacts and greater figures of BMI. All these issues characterized the American sample,
especially in the younger age category. In addition, the American females (particularly,
adolescents) reported the greater number of eating disorder cases and weight problems (e.g.
obesity) than the Russian females (particularly, adolescents, who reported no disordered eating
practices or obesity problems). Thus, the American women (particularly, Generation Y-ers) were
more predisposed to the media-associated health risks than the Russian females (particularly,
Generation Y-ers).

Overall, the hypotheses of the study were supported by the findings, which reflected
developmental stages of the participants: critical reasoning in regard to stereotyping of female
images and social behavior in magazines appeared to be significantly higher for the adult
women, whereas reading motivations with entertainment and informational purposes as well as
understanding of women’s social roles in culture, and presumed expectation of parents’ and
peers’ endorsement of the thin body standards were found to be stronger for adolescent girls in
both cultural groups. At the same time, similarly to the findings in the qualitative analysis, all

body-related attitudes appeared to be different by culture: Americans (particularly the younger
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cohort), who were found to have bigger BMI than Russians, were more vulnerable to direct
media impact in terms of getting ideas of beauty ideals, striving to look like models, and
following body-related advice, to indirect media impact in terms of overall societal expectations,
to negative media influence on their self-perceptions as well as were motivated to read
magazines specifically for getting information about weight loss programs and, finally, were
more predisposed to development of media-associated health risks.

The final factor analysis that summarized all quantitative findings of the study revealed
the two major factors to explain perceptions of beauty and fashion magazines’ messages of
Generation Y-ers and Generation X-ers in Russia and the United States: (1) desire for advice
about body-related issues and (2) desire for information and entertainment. Younger females
were more motivated to read magazines for informational and entertainment purposes and they
consequently were more influenced by this specific content than the older women in both
cultures, whereas American females were more motivated by body-awareness and they were
consequently affected by body-related content and visual images in magazines. Perhaps, the
younger girls had less life experience in comparison to the older women and they sought to find
different kinds of information in the media. And the Americans, who live in a more thinness-
oriented culture, as compared to the Russians, sought information on appearance-related and
body-improvement issues. These findings indicate that media had limited effect on the diverse
audiences, but that this effect considerably increases in connection to the readers’ needs for the
specific information of their interest. Thus, the media were found to be a tool for the active
audiences, who chose the content to deal with the issues they already worried about. At the same

time, the media appeared to be a contributor to greater awareness of those particular issues.
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Theoretical Implications

The theoretical model for the present cross-cultural-generational study was developed in
the intersection of the mass communication and human development academic fields and on the
basis of the previous empirical research that was discussed in the Literature Review section
(Figure 1, p. 57).

Direct media impact on diverse audiences was investigated in the frames of the social
comparison/learning approach (Bandura, 1977; Botta, 1999; Festinger, 1954; Goethals, 1986;
Harrison & Cantor, 1997), which proposed that individuals tended to compare themselves to
media representations and to model their behavior through the process of social learning. The
study results confirmed the findings of the previous research (Cusumano & Thompson, 1997,
Field et al., 1999; Levine et al., 1994; Stice et al., 1998) that females obtained conceptions of
social norms and cultural values from beauty and fashion magazines and internalized media
messages as guidelines for socially desirable behavior and appearance; however, the degree of
social learning practices was found in the present study to be dependent on the participants’
developmental stage and cultural affiliation.

Indirect media impact on diverse cultural and generational audiences was explored with
the help of the third-person effect theory (Davison, 1983; Gunther & Storey, 2003; Park, 2005),
which suggested that indirect influence of visual images and societal norms is promoted by the
media on individuals through their presumed conceptions of significant others. The study
findings indicated that females were affected by perceived third persons’ expectations regarding
their appearance and social behavior that reflected culturally accepted standards represented in
beauty and fashion magazines. Like direct media impact, indirect media influence appears to

vary depending on the participants’ culture and age.
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Analysis of diverse audiences’ motivations for reading beauty and fashion magazines was
based on the uses-and-effects model (Thomsen et al., 2002), which was elaborated from the uses
and gratification theoretical approach (Katz, Blumler, & Gurevitch, 1974) and proposed a
connection between reading motivation for specific media content, reading frequency, and
respective effect of this specific content on the readers’ social behavior. The study’s findings
confirmed the models’ proposition to a great extent: the diverse generational and cultural media
audiences appeared to be active readers who chose specific magazines’ content according to their
interests and who consequently were found to experience related direct and indirect media
impact on them.

In the study, females’ evaluations of visual images and textual content of beauty and
fashion magazines, as well as their critical interpretations of media messages, were explored in
the frames of the reception analysis tradition (Hall, 1973, 1980; Morley, 1980; Radway, 1984),
which suggested that the same media messages may be decoded by diverse audiences in different
ways. The results of the present study supported this assumption: the diverse cultural and
generational female audiences interpreted certain media messages differently depending on age,
culture, and individual physiology.

Overall, the generational and cultural differences and similarities in females’ perceptions
of beauty and fashion magazines’ messages were analyzed through the lenses of the social-
cognitive domain theory (Helwig & Turiel, 2003; Killen & Wainryb, 2000; Oyserman et al.,
2002; Turiel, 1983; Wainryb & Turiel, 1994), which proposed that, independent of individuals’
cultural identity, the moral concepts (e.g. participants’ evaluations of media content as positive
or negative in the context of the present study) apply universally to individuals across cultures

and may vary according to developmental stages; that personal issues (e.g. participants’ self-
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perceptions) may be similarly recognized by individuals in diverse cultures; and that social-
conventional matters (e.g. participants’ conceptions of socio-cultural norms and values) may be
perceived differently depending on individuals’ cultural affiliation. The findings of the study
supported the theoretical assumptions at two levels—moral and social-conventional:
participants’ critical evaluations of the media content and reading motivations for informational
purposes were similarly identified by participants in both cultures, but they considerably varied
across generational cohorts, whereas understanding of social norms and cultural values under
magazines’ influence (particularly for body-related issues) varied across cultural groups rather
than by developmental stages of participants.

At the same time, the issues represented personal level and reflected participants’ self-
image in connection to their magazines’ use appeared to be different in diverse cultural settings.
However, it was found that a high degree of media impact on individuals’ self-perceptions was
not explained by specific cultural affiliation in terms of participants’ social development, but
rather by their physiological characteristics (e.g. BMI, body shape) associated with a particular
culture or ethnicity. The females’ BMI appeared to be a confounding factor for the initial Model
of the study and a significant contributor to decrease in participants’ self-esteem and their
predispositions to media-associated health risks, particularly eating disorders. In this study,
females’ self-image was found to be dependent more on their BMI than on their cultural
affiliation or developmental stage. Further, negative or positive self-image was associated with
participants’ reading motivations and their magazine reading frequency that may have also
explained greater or lesser predispositions to disordered eating practices. On the basis of the

study results, the Theoretical Model was revised (Figure 6).
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Figure 6. Female’s perceptions of media messages and media-associated health risks (revised).
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Practical Implications

The findings of the present study provide useful information for different categories of
professionals in the areas of media education, journalism practice and ethics, media market
research, practical psychology, and prevention of eating disorders as well as for diverse media
audiences.

The media educators may find an application of the study’s conclusions for the media
literacy programs in colleges and universities in order to teach their students to be intelligent
consumers of the media; to be aware of direct and indirect media impact; to develop critical
attitudes toward media content, which may serve advertising purposes; to recognize stereotypes
in visual images and textual content; to understand that images promoted in the media do not
necessarily reflect human physiological characteristics in reality and may be different for diverse
cultures and ethnicities.

The writers, reporters, and editors in the mass media may understand to a better degree
their ethical responsibilities to their consumers, particularly younger audiences who take media
content seriously and even learn from the media how to look like and how to act in the society,
obtain cultural norms and values, and follow recommendations from the media. The journalists
should be aware of negative consequences of representation of “unattainable” beauty ideals for
the young women audiences and provide the public with real body standards and beauty ideals,
which reflect cultural characteristics of the audiences. In this connection, the illustrative case was
the fact that more than half of the American participants in the in-depth interviews mentioned
Dove advertising campaign as a great idea, but as the only example of representation of different

types of female beauty in the mass media commercials.
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Media market researchers may realize the audiences’ needs and motivations for using a
certain kind of media (e.g. reading women’s magazine) with a specific content and could be
shaping this medium accordingly. Consequently, needs and motivations reflected in the market
research results appear in the magazines. For example, a comparison of the front covers of the
American and Russian versions of Good Housekeeping magazine from March 2007 (appendix E)
shows that most of the headlines of the U.S. issue are devoted to diet- or weight-related topics,
whereas the headlines of the Russian issue are focused on women’s dreams, behavior in difficult
situations, and child rearing. Even though both the American and Russian versions of
Cosmopolitan have Western models on their covers, the U.S. issue presents female image with
less clothing and talks more openly about sex tips than the Russian one. This chicken-or-egg
model (Figure 7) depicts a cycle that is hard to break. Thus, mass media practitioners should be
aware of the forces depicted here that may mediate the media power and may cause negative
consequences for mental and physical health of the media audiences, especially among younger
consumers.

Figure 7. How media may perpetuate visual and behavioral stereotypes.”

) Audience
Media models .| perceptions
for audience of models
T A\ 4
Market research P Audience
of audience h media needs

* Model is developed on the basis of McAdams K. C. (1994). Minorities. In E. K. Thomas & B. H. Carpenter (Eds.),
Handbook on mass media in the United States (pp. 191-206). Greenwood Press.
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Psychologists and medical practitioners who concentrate on prevention of eating
disorders may obtain fresh ideas from the findings of the present study for development of their
programs in schools, colleges, and universities on how to increase audiences’ awareness of the
media impact on self-image and predispositions to media-associated health risks.

The parents of adolescent females also may get a notion of how important their influence
is for their daughters in terms of understanding socio-cultural norms and personal values and of
how prominent their expectations are for girls’ appearance and social behavior. The parents also
should be aware of media influence on themselves.

Limitations of the Study and Recommendations for Further Research

The present study has a number of limitations: the research was conducted on participants
who represented only two generational cohorts, only two cultural groups and only one gender.
Females in both cultural samples constituted urban citizens who resided in the area of capitals of
the United States and Russia. All participants were university students or had college education,
and moreover, participants of the in-depth interviews were Journalism or Communications
majors, a factor that could influence a degree of their awareness of the perceived media impact.
The Russian sample was more homogeneous in terms of participants’ ethnicity, whereas the
American sample consisted of representatives of different races and ethnic groups that was not
controlled for in the study. Therefore, it may be recommended to test the proposed theoretical
model of the study on other diverse media audiences.

For the further research, it may be suggested to conduct a similar study with an
experimental design in order to control for different intervening variables, which cannot be
controlled for in the survey. Such issues as healthy/unhealthy food consumption and active/non-

active way of life also should be taken into consideration. For example, it may be hypothesized
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that American adolescent females have greater BMI rates than their Russian counterparts
because they frequently consume fast-food products and other unhealthy snacks during their
undergraduate years, whereas the Russian teenage girls cannot afford eating fast-foods in cafés;
for financial reasons, they mainly live at home and eat homemade food. Also, all kinds of
unhealthy snacks are less popular in Russia as compared to the United States. The greater BMI
ranges of the U.S. females in comparison to Russian women may also be explained by a different
way of life: the Russian undergraduate students cannot afford driving personal cars, and
therefore, they use public transportation or just their feet to get to university or other places,
whereas the American college students use cars very often and consequently lead less active way
of everyday life in comparison to the Russian girls.

Comparative content analysis is needed for investigation of differences between
traditionally American and Russian magazines—as well as of American and Russian versions of
Western magazines—in order to examine how visual images and textual content may influence
audiences’ reading preferences, motivations, and socio-cultural attitudes.

Conclusion

The purpose of the present cross-cultural-generational study was a comparative
investigation of adolescent (Generation Y) and young adult (Generation X) females’ perceptions
of beauty and fashion magazines’ messages in Russia and the United States. The study connected
the mass communications and human development research areas and contributed to the previous
academic work in these fields by new findings.

The theoretical model of the dissertation was designed on the bases of the social
comparison/learning, third-person effect, uses-and-effects, and reception analysis approaches in

the media studies and the social-cognitive domain theory. The study’s findings supplemented the
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model with additional variable—physiological characteristics of an individual that appeared to
be an additional significant factor for young females’ self-perceptions and motivations, and in
this connection, their concepts of media effects and cognitive perceptions of media messages in
both generational cohorts.

Two major differences in diverse audiences’ perceptions of media messages were found
in the present comparative investigation. These differences were explained by two factors: (1)
desire for advice about body-related issues and (2) desire for information and entertainment.
Adolescent females were more motivated to read magazines for entertainment and informational
purposes than young adult women in both cultures, whereas U.S. females were more motivated
by body-awareness than Russian females in both generational cohorts. In this connection, U.S.
females experienced lower levels of self-esteem after reading magazines and were more
predisposed to development of eating disorders than Russian females. At the same time, clear
Westernization trends were found in media preferences in both cultural groups and both
generational cohorts; in addition, comparability in magazine consumption and reading frequency
across Western and non-Western cultures constituted major similarities among diverse audiences
in the comparative analysis of the study.

The study suggested limited effects of the mass media on the audiences that were found
to be dependent on an individual’s age-related developmental stage, cultural identity, interest in
particular media content, and physiological characteristics. Also it was found that despite the
clear Westernization trends in the media uses of both Generation Y-ers and Generation X-ers,
who preferred to read the American beauty and fashion magazines in Russia and the United

States, the participants’ perceptions of visual images and textual content to a considerable extent
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were mediated by their cultural identity, in the beginning of the twenty-first century, the age of
glocal culture.

Overall, these findings suggest that the future human media history will not be dominated
by the only Western culture disseminating its values with the help of global media, but rather
will represent a mix of different cultural characteristics reflecting local peculiarities in media

needs, motivations, and perceptions of media messages by diverse cultural audiences.

186



10.

11.

12.

13.

Appendix A
Standard Interview Questions and Probes

Questions for in-depth interviews conducted in the United States

. Please describe your notion of the ideal/ woman? What factors influence formation of your

perspective on this issue? How would you evaluate your conformity to this ideal?

What is the ideal female body image for you? What factors influence formation of your point
of view on this issue? How would you evaluate your conformity to this image?

What do you think about typical female body image that is prevailing in the American
society? Does it exist? If yes, please describe.

What do your parents (and friends) think you should look like? How you should wear? Make
up? Etc.

What type of females do you think are attractive for men in the United States? Would men
choose differently if they were from other cultures? If yes, in what ways?

Is body ideal changing in today’s society (as compared to your parents’ generation)? How?
Why? (Perhaps, you can name any particular person who reflect today’s female ideal).

What is your height and weight? How do you feel about your weight (body, appearance)? Do
you think your weight is normal? Why (why not)?

What kind of media do you use? What would be the proportion of beauty and fashion
magazines among the media you use (10%, 50%, more)? What about your friends? Females
of your age in general?

What beauty and fashion magazines do you read or look through time to time? What
magazines do you consider more interesting, useful, and convenient for you? Please explain

why and give examples.

Do you read beauty and fashion magazines on the Internet? Which ones? What magazines do
you prefer—paper-based or Internet-based?

Why do you read mentioned magazines? How often? What (and how) do they teach you
(help, entertain, etc.)? What information do you seek there?

What kind of content are you most interested in?

What do you think of the content of beauty and fashion magazines? What purpose they serve
and how appropriately?
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14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

What do you think about the portrayal of a today’s female in beauty and fashion magazines?

How much do your friends read such magazines? Do you think they might be influenced by
content/images? Why?

What do you think about models in magazines? Why (why not) are they attractive for you?
How do they reflect the beauty ideal in your understanding?

What do you think about thin body standards? Your friends? Family? Society in general?
Do you think images are real or computer technologies might improve models’ appearance?

Do you compare your appearance to your significant others? Models’ body images in the
magazines? Try to achieve such appearance? Why (why not)?

What do you feel after viewing pictures in these magazines in terms of your weight and/or
your body shape? How do you think women’s images in the magazines can influence your
idea of the perfect body shape?

Do you attribute an individual’s social success particularly to her/his attractive appearance?

What qualities do you think a boyfriend would value more in you?

Would a boyfriend expect you to improve your body? Would his attitude to you depend on
your appearance? On his reading beauty and fashion magazines?

Do you think media (magazines) have an effect on people’s (female’s) social behavior?

Do you see any specific messages for you social behavior (appearance, relations, etc.) in
beauty and fashion magazines? How do you interpret them? What about your friends?

Do you think that such magazines might influence a female’s self-perception? If yes, in what
ways?

What do you think about stereotypes in the mass media? Do you think a female image might
be stereotyped in media? Men’s image? May these magazines shape your perception of the
ideal men? Do you think there should be changes in the media images? If so, why and how?
To what extent do you think content and visual images in the magazines may encourage you
to think of being thinner and losing weight? Why (why not) do you feel this impact? What
about your friends?

Which techniques for achieving ideal body shape do you prefer to use? Why?

Have you ever dieted? If yes, what goal have you pursued?
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31.

32.

33.

34.

35.

36.

37.

38.

Have you ever had eating disorders? If yes, do you think you had such problems because of
unhealthy losing weight?

Have you ever had plastic surgery? Have you ever had any health problems connected to
your efforts to correct your appearance? Would you find any associations of these to certain

media messages?

What do you think about differences and/or similarities between beauty and fashions
magazines in different countries and about female images they provide?

What images and body related content do other mass media promote?
Are you aware of media influence on yourself? On others?

If your work for a beauty and fashion magazine what content and visual images would you
include in it for your audience?

Demographics: age, country of residence, social status, marital status, university major.

Any additional information you want to share.
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10.

11.

12.

13.

14.

Questions for in-depth interviews conducted in Russia

Omnummre, kak Bel cebe npencrasisere udeanvhyio sxeHmuny. Kakue ¢pakTopsl MOBIMSIN HA
dbopmupoBanne Bamero muenusa? Kak Bel orieHuBaeTe cBoe COOTBETCTBUE TaKOMY udea)?

Kakuwm, B Bammem npencraBieHnu, BISETCS uded bHblli BHEITHUH )KeHCKU 00muk? Kakue
¢dakropsl moBnusHM Ha hopmupoBanue Bamero muennsi? Kak Bel orieHuBaeTe cBoe
COOTBETCTBHUE ITOMY UOedlbHOM) BHEITHEMY 00pazy?

Yro Bel mymaere o0 munuurom 5KEHCKOM BHEIIHEM OOJIKE, KOTOPBI JOMUHHPYET B
Poccuiickom obmectBe? CymectByer nu? Eciu na, moxanyiicra, OnuimTe.

Kak, Bamn pogurenu (v apy3bst) nmosararoT, Bel 1omkHb! BeiriaaeTs? OneBarbes?
Kpacuteca? U T.1.

Kakoii s)xeHckuil Tunax, no Bamemy MHEHUIO, TpUBJIeKaTeIeH il My)4uH B Poccun?
Byner nu on apyruM B Apyrux cTpaHax/KynbTypax? Ecnu na, kakum?

W3mensieTcs v pecTaBIeHUE O )KEHCKOM Uoded/ie B HACTosIIee BpeMs (110 CPaBHEHUIO C
nokoneHueM Bamux poguteneit)? Kak? [Touemy? (Bo3mosxno, Bel MmokeTe Ha3BaTh

OTIpEeJICJIEHHYIO JTUYHOCTh, OTPAKAIOIIYI0 COBPEMEHHBIN )KEHCKUH udea)?

Kaxkos Bam poct u Bec? Uto Bel mymaere o cBoeit macce mena (¢purype, BHEUTHOCTH)?
Hywmaete, Bam Bec Hopmanen? [Touemy (n1a ninu HeT)?

Kakne CMU Br1 00b19HO unTaeTe, cMOTpHTE, ciymiaere? KakoBa Oyaer m0J1s )KEHCKUX
IIHLEBBIX XKypHaoB cpenu Bcex CMIU, kotopeie Bol ucnonssyere? A Bamm noapyru? A
B 1I€JIOM JAeBylIKy Bammx ner?

Kakwe sxeHCKHe XypHaIIbl/ )KypHAIIBI AJ1s IeBYyIIeK Bl unTaeTe nin nHOT/Aa
npocmatpuBaere? Kakue »ypHaisl, Ha Bamn B3risi, MHTEpecHbIe, 0JIe3HbIE, OAXOAAIIHE

Bam? Iloxanyiicta, 0OBSICHATE M IPUBEIUTE IPUMEPEI.

Yuraere nu Bol s)xeHckue xypHanbl B MaTeprete? Kakue? Kakue 6onbiie Bam HpaBsiTcs:
OyMa’kHbIE WJIM OHJIalfHOBbIE?

[Touemy Bei untaere/He unraete 3TH xkypHaibl? Kak yacto? Uemy (u kak) onu Bac ydar
(moMoraroT COBETOM, pa3BJeKaoT H T.11.)? 3a kakoi uHdopmanueit Bol k HUM oOpamaerech?

Kakoro pona crarbu Bac nmpuBiekaroT B TakKuX KypHayax?

UYro Bel nymaere o copepKaHUM XKEHCKUX KypHanoB? JIjig KakoW Lenu OHH CITy’KaT U
HACKOJIBKO YCIIEIIHO CIIPABJISIFOTCS C €€ JOCTUKECHUEM?

UYro Bbl tymaere 0 TOM, Kak 3TH KypHaJIbl H300pakaloT COBPEMEHHYIO JEBYLIKY?
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15.

16.

17.

18.

19.

20.

21

22.

23.

24.

25.

26.

27.

Kak vacto 1 kak MHoro Bamm noapyru unrarot takue xypHaiubl? Kak Bel nymaere, onu
MoNaaaroT MO/ KaKoe-TM00 BIMSHUE CTAaTEH WM BU3yalbHBIX 00pazoB? Kakoe BinusHue?
[Touemy na/met?

Uro Bl qymaere o MoAeAX Ha CTPAHHIIAX KEHCKHUX XKypHaNoB? Cunrtaere a1 ux
npusnekareabHbIMu? [Touemy na/net? Hackombko OHM OTpaxkaroT udean kpacomul B Barmem
TMOHUMaHUN?

Kak Bsl oTHOCHTECH K Xyoowasuim cTanaapTam tena? A Bammu apy3esa? Bamna cembs?
OO01IecTBO B 11€7I0M?

Kak Bel nymaere, Mmojienu u BIpsIMb CTOJIb KPACUBbI UITM COBPEMEHHBIE KOMITBIOTEPHbBIE
TEXHOJIOTMM MOTYT TBOPUTH uyaeca?

Brl cpaBHUBaeTe CBOIO BHEUIHOCTH C JIFOJIBMH, KOTOpBIE JU1si Bac aBTopuTeTHBI? A €
MOJICJISIMH B )KCHCKUX XypHanax? [IprtaeTech ObITh MOX0KUMH Ha HUX? [IpuknagsiBaeTe mis
storo ycwius? [louemy na/uner?

[Tocne Toro, kak Bbl monucTanyu Takoii )KypHai, IOCMOTPEIN WILTIOCTpaIyy, ¢pororpaduu,
yTO BBI 4yBCTBYETE 1O MOBOY CBOCH BHENIHOCTH, (hUTyphl, mponopuunii? Kak Ber mymaere,
HACKOJIbKO 3TH KapTHHKH MOTYT BIMATH Ha Baie npencrasnenue 06 udeanrvrou purype?

. CBsa3biBaeTe 1 Bbl ycriex B 001eCTBE B YACTHOCTH € PUBJIEKATEIbHON BHEITHOCTHIO?

Kakune Bammu kauecTtBa, mo Bamemy MHeHUIO, ObUTH OBl HAaOOJIEE BaXKHBI JISI MOJIOZOTO
yeJioBeKa?

Xoten ObI MOJIOION YeJIOBEK, YTOOBI BBI KakuM-TO 00pa3zoM pabomanu Hall CBOCH
BHEIIIHOCTBIO, CTApAJIUCh €€ YIy4IIUTh? 3aBHcero Obl ero oTHoLIeHHe K Bam B yacTHOCTH OT
Bameit BHemHocTH? MOryT 111 Ha €ro mpejicTaBieHue o Barieil BHEITHOCTH BIMSTh
KEHCKUE JKypHAJIbI?

Hymaete nu Ber, yto CMU (B 4acTHOCTH, KEHCKHUE KyPHAIIbI) 8 omeeme 3a GOPMUPOBAHUE
OTIpeICIICHHONW MOJICITH TIOBEICHUS JIt0Iei (SKEHIIIMH/IEBYIIICK) B 001IecTBE?

Bunute mu Bl kakue-mmu00 onpe/ieieHHbIC YCTAaHOBKH, KOTOPBIC MPOMAraHaUPYIOT TaKHE
KypHAaJIbI B TI1aHe (POPMUPOBAHHUS BHEITHOCTH, YMEHHS OJIEBATHCS, TOCTPOCHUSI OTHOIICHUN
¢ mro0uMbIM uestoBekoM u T.1.7 Ecau fga, To kak Bel Takue cosemuvl 00bIYHO
untepnperupyere? A Bamu noapyru?

Jlymaete jii B, 4TO )KEHCKHE )KYPHAJIbl MOTYT BIUSATH Ha )KEHCKOE camoBocnpustre? Eciu
1a, TO KakuM 0opazom?

Uro Bsl nymaere o hopmupoBanuu crepeoTunnoB B CMU (B 4acTHOCTH, O KEHCKHUX

crepeotunax)? CyiecTByeT Jiu Takas mpobiaema B npuniune win Het? Ecnu na, To kakue
cTepeoTuribl Bel Ob1 BeLAETMIN? A CTEpEOTUNIMYHBINA My>Kckoi 00pa3? Kcratu, popmupyrot
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28

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

JIM KEHCKHE KypHajbl Baie npeacrasienue 06 uoeanvrom Myxkunne? JIOMKHBI U 3TH
o0pa3bl OBITH NIpeACTaBICHBI O-Apyromy B CMU? Ecnu na, To kak? [Touemy?

. Jlo xako¥# cTreneHu ctaThu U GoTorpaduu B KypHajJax MOTyT Mooy auTh Bac 3aagymaTscs o

TOM, YTOOBI CTaTh CTPOMHEE, CTPEMUThCS ToXyeTh? [louemy Brl (He) 4yBCTByeTE UX
BiusHUE? A Barmm moapyru MoryT OBITh TTOJBEPKEHBI BIUSHUIO?

Kaxkue criocoOb1 noctmkenus udeanvrou purypsl Bol 0b1 ipeanountaere? [Touemy uMeHHO
TaKue METOJIbI?

Br1 korna-aubyas cunenu Ha auere? Ecnu na, kakyro uenb Bol npecnenoBanu? Ecnu Her,
noyemy?

Crpananu nmu Bl kormpa-nmn6o (IyIMTebHBIM) paccTpoicTBOM xenyaka? Cesi3piBaeTe u Bl
9THU HpO6JIeMI>I C HC3IOPOBLIM MMUTAHUCM BCIICACTBUC KCIIAHUSA CHU3UTH Bec?

Bb1 korna-au0y 1 0Opamaiich K miactTuueckoi xupypruu? beumm au 'y Bac mpobiemsl co
3I0pOBBEM BeieAcTBUE Bamelt paboTel Han koppexyueti durypsl, BHeIHOCTH? Haxonurte mu
Bb1 kaky10-1100 CBSI3b MEXy STUMHU IIpobiaemMaMu U Bammim BOCIpUsSITHEM KEHCKUX
obpazos B CMU?

Uro Bel 1ymaere o JK€HCKUX JKypHajaX B pa3HbIX CTpaHaX, B YACTHOCTH 3araHbIX U
poccuiickux. B uem oHm cxoxu, ueM paznuyatorcs? Kakue xeHckue o0pas3sl pOpMHUPYIOT Ha
CBOUX CTpaHHUIax?

A kaxoit o0pa3 aeBymku npeanaratot apyrue CMU?

Br1 xorpa-nmn6o 3amymeiBanuch o BiavstHuE CMU Ha hopmuposanne Bameit imanoctu? O
BIUSTHUU HA IPYTHX JTIOAeH?

Ecnu 651 Bel paboTtanu B )KeHCKOM JKypHalie, Kakue Obl MaTepuabl U UIUTFOCTPAluU Bol Obl
CUHMTAIIN MOAXOAIINMU i Barieit neneBoit ayauropuun?

Hemorpadus: Bam Bo3pact, cpaHa MOCTOSIHHOTO MTPOXXHBAHUS, COIIHATIBLHBIN CTATYC,
MaTPUMOHHUANIBHBIN CTaTyC, CIeLUaNIN3alus B yHUBepcuTeTe?

XoTHuTe 4 YTO-IIn00 100aBUTH?
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Appendix B
Survey Questionnaire
Questionnaire for the survey conducted in the United States

Dear students!

We invite you to take a part in the Youth and Media research project that is devoted to

investigation of mass media use by young people in Russia and the United States. This survey is

about beauty and fashion magazines. Before you begin to answer the questions please read and

sign a Participant’s Consent. If you agree with its conditions, please proceed with the survey.

If you would like feedback on the results of this project, I will provide you with a report.

Thank you!
1. Gender
"] Female
'] Male
2. Age

3. Country of permanent residence

4. Please select the highest level of education you have attained

[
[]
[
[]

Freshman 71 A two-year college degree
Sophomore "1 A four-year college degree
Junior '] A graduate degree

Senior 1 Other (please specify)

5. How often do you read or look through beauty and fashion magazines?

N O O Y N B

5 or more times a month
2 to 4 times a month
Once a month

Several times a year
Once a year

Never
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6. How much time do you usually spend on one issue of a beauty and fashion magazine?

[
[
[

More than 3 hours
1-3 hours
Less than one hour

7. What beauty and fashion magazines do you read or look through? (Select all that apply)

N I Y A

8. Please rank the following magazines starting with 1 as the most preferable for you.

[
[
[
[

Cosmopolitan "] Marie Claire
Cosmo Girl 'l Seventeen
Elle '] Teen

Elle Girl '] Teen People
Glamour '] Vogue
Good Housekeeping [ YM
Harper’s Bazaar "1 Krestyanka
Mademoiselle '] Rabotnitsa
Other (please specify)

Cosmopolitan
Glamour
Krestyanka
Rabotnitsa

9. T usually read beauty and fashion magazines

N O 0

At home

At my friend’s place
At the college

At work

In hairdressing saloon
Other (please specify)

10. If I want to read a beauty and fashion magazine, I usually

(I O A I R B A

Buy it
Borrow from my family member
Borrow from my friend

Borrow from library
Other (please specify)

11. Please indicate your current weight and height:

[]
[

Current weight
Current height
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12. Please select the figure you think most closely corresponds to your current body shape:

-
L]
=]
-
o
o
s

13. Please indicate your ideal weight and height:

"1 Ideal weight
'] Ideal height

14. Please select the figure you would like to have:

-
K
(=]
[
o
o
]

15. I think that overweight people cannot thoroughly enjoy their life.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I o O R B A

16. If T had a body like models in beauty and fashion magazines, I would feel happy.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I o O R B A

17. When I observe thin models in beauty and fashion magazines, my self-esteem gets lower.
1 Completely agree

"] Rather agree
7] Rather disagree
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18.

19.

20.

21.

22.

[
[

Completely disagree
Don’t know

Images in beauty and fashion magazines make me think of improvement my body shape.

[ O A B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

Most people in our society think that the thinner you are, the better you look.

[ O A B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I think that most of my female friends read beauty and fashion magazines more often
than I do.

(I A I I AR B

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I believe that female images in beauty and fashion magazines make my female friends
prefer a thin body type.

I o O R B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

My parents would support of my efforts to look like models in beauty and fashion
magazines.

(I O A I R B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know
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23.

24.

25.

26.

27.

I think that men can get an idea of how a woman should look like from beauty and
fashion magazines.

[ O A B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

My boyfriend/husband would encourage me to follow advices in beauty and fashion
magazines in order to improve my appearance.

[ I B I A B R

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I may be more popular among my peers, if I’d look like models in beauty and fashion
magazines.

[ O A B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

In regards to my appearance I tend to be most influenced by opinions of my

OO0

Boyfriend/husband
Female friends
Family

Other (please specify)

I read beauty and fashion magazines...

a.

...because they are enjoyable and relaxing.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A
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...to learn how I can make myself a more interesting person.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

...to learn how to become more attractive and popular.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

...to obtain information about sex and relationship with men.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

...to understand other women and learn about their lives.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A

...to get information about weight loss programs.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A

...only when I am bored.

Completely agree
Rather agree

Rather disagree
Completely disagree

I B A I A
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[0 Don’t know

28. What sections in beauty and fashion magazines are most interesting for you? (Select all
that apply)

Beauty and fashion tips

Sex tips

Body improvement tips
Interviews with celebrities
Personal stories

Cultural and historical issues
Other (please specify)

OOooogond

29. I believe that physical attractiveness is very important if you want to succeed in our
society.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

30. I think that female images in such beauty and fashion magazines as Cosmopolitan,
Vogue, and Glamour may be considered as attractive all over the world.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I O B A

31. I think that mission of beauty and fashion magazines is to educate females on how they
should look and act.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A

32. From beauty and fashion magazines I get an idea...
a. ...about a woman’s social roles in my culture.

"1 Completely agree
'] Rather agree
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[] Rather disagree
'] Completely disagree
"] Don’t know

b. ...about a beauty ideal in my culture.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

c. ...of how I should act to be successful in my life.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

33. When I read beauty and fashion magazines I tend to compare my appearance to the

models.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I O B A

34. After reading beauty and fashion magazines I strive to...
a. ...dress like fashion models.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I o O R B A

b. ...have an appearance similar to models depicted there.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

I o O R B A



c. ...buy clothes and beauty products presented there.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

d. ...follow sex tips.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

e. ...follow body-related advices.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ I B I A B R

35. Advice in beauty and fashion magazines may make me do something that I haven’t done

before. (Select all that apply)

Try a new diet
Try diet pills
Try a new sport program
Try a cosmetic procedure
Try plastic surgery
Other (please specify)

N O 0

36. I think that models in beauty and fashion magazines have perfect bodies.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A

37. 1 believe that female body images in beauty and fashion magazines are realistic.

"1 Completely agree
'] Rather agree
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'] Rather disagree
'] Completely disagree
"] Don’t know

38. I think that stories in beauty and fashion magazines provide truthful information about
relationships between men and women.

[ O A B A

39. I believe that beauty and fashion magazines give people an opportunity to see various

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

types of female beauty.

[ I B I A B R

40. I think that beauty and fashion magazines create stereotypes...

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

a. ...of female images.

(I O A I R B A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

b. ...of male images.

(I O A I R B A

c. ...of woman’s social behavior.

I B A I A

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

Completely agree
Rather agree

Rather disagree
Completely disagree
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41.

42.

43.

44,

45.

[0 Don’t know

It is important for women to work hard on their bodies if they want to succeed in today’s
society.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ O A B A

I believe that an ideal woman should be slender and thin.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ O A B A

I am afraid of gaining extra weight.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

[ O A B A

I believe it will be good for my health to have a body similar to those of models in beauty
and fashion magazines.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A

I think that reading beauty and fashion magazines may motivate me to lose weight.

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

(I O A I R B A
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46. I follow dieting plans from beauty and fashion magazines.

[ I B I A B R

Completely agree
Rather agree

Rather disagree
Completely disagree
Don’t know

47. To keep my figure in a good shape I...

a. ...diet.

N O

Almost always

Every month

Several times a year

Once a year

Couple of times in my life
Never

b. ...take weight loss medications.

[ O A B A

Almost always

Every month

Several times a year
Couple of times in my life
Never

c. ...do sport exercises.

N O 0

Almost every day
Several times a week
Every week

Every month

Several times a year
Never

d. ...have a plastic surgery.

(I O A I R B A

Several times a year

Once a year

Couple of times in my life
Once in my life

Never

204



48. Have you ever dieted for at least 2 weeks with the purpose to lose weight?

[l Yes
[1 No

49. I’ve had health problems because of my... (Check all that apply)

unhealthy dieting
sport exercises
cosmetic procedures
plastic surgery

Other (please specify)

N O

None.
50. I’ve experienced such eating disorders as... (Check all that apply)
Anorexia

Bulimia
Other (please specify)

O OO

None.
In conclusion (optional questions):

51. What would you do to improve your personal well being in general?

52. Please describe what the ideal woman for you is.

* If you want to receive the report with the research results, please indicate your name and email

address here:
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Questionnaire for the survey conducted in Russia

Jloporue 1eByILIKH U KEHITUHBI!

Mp! npurnamaem Bac npuHsATh yuactue B uccienoBanuu ‘Monoodescy u CMH ™, nenb KOTOporo

— U3y4EHUE MEINA-UHTEPECOB MOJIOBIX Jtosiel B Poccun n Amepuke. JlaHHBIN ONpoc MOCBSIIEH

JKEHCKUM KypHaznaMm. Ilepe HadaoM 3ar0JHEHUsT aHKETBI, TOKATyHCTa, IIPOYUTANTE

“Cornacue yyacTHUKa rpoekta”. Eciin Bbl cornacHsl ¢ €ro yciaoBUsIMH, MOANUIINTE €I0 U

IIPUCTYIIANTE K OIPOCY.

Ecnu Bam OyayT MHTEpECHBI pe3yiIbTaThl UCCIEI0BaHMS, 5 PEAOCTaBI0 Bam GpuHanbHbIH

1. Ilonm

(] JKeHckui
[l Myxkckoit

2. Bospacrt

3. CtpaHa NOCTOSTHHOTO MPOKUBAHUS

Bounsbioe criacu6o!

4. VYposens o0pazoBaHusl, MOJYyUYeHHOTO Bamu Kk HacTOsIIIEMy MOMEHTY

'] Crynent 1-ro kypca
'] CryneHT 2-r0 Kypca

'] CryneHt 3-ro Kypca
'] Crynent 4-ro Kypca

Crynent 5-ro Kypca

JIMITJIOM O CpeIHEM CTeIUaTbHOM
o0Opa3oBaHUH

JIMIioM o BeIcieM 00pa30BaHUU
Hpyroe (noorcanyiicma,
VMOYHUme)

5. Kak yacto Bl unTaere wim npocMaTprBaeTe JKEHCKHE Ky pHAaJIbl?

Pa3 B Mecs11

Pa3z Brox
Hukorna

N O O Y N B

5 unm Gornee pa3 B MecsIl
Ot 2 1o 4 pa3 B MecsII]

Heckonbko pa3 B rox
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6. CkoJbpKO BpeMeHU Bbl 00BIYHO TpaTHTE Ha YTEHUE OJHOTO HOMEpa >KEHCKOTo KypHaia?
"l bosnee 3-x yacos
‘1 1-3 gaca

[l Mesnee 1-ro yaca

7. Kaxkue xxeHckue xxypHaibl Bel untaete unu npocmarpusaere? (Vkaowcume ece, umo

nooxooum)
[l Jomamamii Ogar [ Girl
"I KpectbsaHka "1 Glamour
[l PabGorHuma '] Harper’s Bazaar
[l Jluza (] Marie Claire
'] Cosmopolitan '] Mademoiselle
"1 Cosmo Girl "1 Seventeen
"l Elle 'l Teen
Tl Elle Girl '] Vogue
'l Hdpyroe (nooscanyiicma, ymounume)

8. PacmoyioxuTe 1o MopsAKy CleayIoniue KypHaibl, HadaB ¢ 1 kak HanboJiee UHTEPECHOTO
g Bac.

_ Kpecrtpsanka
__PaGorawuma
__Cosmopolitan
__Glamour

O OO

9. T'ne Bbl 00BIUHO UNTAETE KEHCKUE )KYPHAIIBI?

Homa

Y nonpyr

B uHCTHTYTE/KOIITEIKE

Ha paGote

B mapukmaxepckoi

Hpyroe (noscanyiicma, ymounume)

N O 0

10. Ecniu Bel X0THTE TOYUTATh KEHCKUH KypHal, Bbl 00BIYHO...

[Tokymnaere ero

bepere y xoro-n1ubo B ceMbe
bepere y noapyru

Bepere B 6ubnmoreke

Hpyroe (nooscanyiicma, ymounume)

(I O A I R B A
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11. Vkaxure, noxxanyiicra, Bau Bec u pocT B HacTosIee Bpemsi:

[l Bec
[1 Poct

12. OT™etbTe (hurypy, KoTopas Harnbosee TOUHO OTpakaeT Barie TemocioxeHue:

-
L]
L]
[
o
on
]

13. Ykaxwure, nmoxxanyicra, Bamr uoeanvnuiti Bec u uoeanbHwiti pocT (KOTopbie Bbl Ob
XOTEJIN UMETBH):

[l HMpeanpHBIN Bec
[l HpeanbHBIN pocT

14. Ot™etbTe urypy, KoTopyro Bel ObI XOTEIM UMETH:

-
¢ ]
[ %]
A
L
o
gl

15. 51 nymato, 4To JIt0I C H30BITOYHBIM BECOM HE MOTYT B TIOJTHOW MEpe HACTaKIAThCS
KU3HBIO.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOJIIOTHO HE COTJIacHa
He 3nar0

(I A A I A A

16. Ecniu Ob1 y MeHs Obu1a (hurypa, Kak y MojieTiel B )KeHCKHX JKypHallax, s Oblia Obl
CUaCTIIMBA.

[1 AOCOJIOTHO COIIacHa

"1 Ckopee cornacHa
"I Ckopee He coryiacHa
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[1 AOCOJIOTHO HE COrJIacHa
[1 He 38a10

17. Korza st cMOTpIO Ha XyAbIX MOJIETEH B )KEHCKHUX KypHajIax, MOsl CAMOOIIEHKA
MMOHUXKAeTCsl.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He cornacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

18. MnnmrocTpaunu B )KEHCKHUX KypHaJIax 3aCTaBJIIOT MEHS 3alyMaTbCsl O
COBEPILEHCTBOBAaHUH MOEH (DUTYPBI.

AOCOIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3nHaro

[ O A B A

19. BoaBIIMHCTBO JIIO/ICH B HAIlIEM OOIIECTBE TyMAIOT: Y€M ThI XyJe€, TEM JTydIle
BBITJIAUIIB.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHa
He 3nar0

[ A R N A

20. 4 nymato, 4T0 GOJBIIMHCTBO MOUX MOJAPYT YUTAIOT KEHCKHUE KYPHAJIBI Yallle, YeM 5.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHa
He 3nar0

(I O A I R B A

21. 5 nonarato, 4To KE€HCKHE 00pa3bl B )KypHaax MoOyXJatoT MOMX MOAPYT OT/AaBaTh
MIPEANOYTEHUE XYAOIIABOMY THITY TEJIOCIOKEHHUS.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryiacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COTJIacHa
He 3nHaro

I o O R B A
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22. Mowu poauTenu noaepxaid Obl MO€ CTPEMIICHUE U YCHIINS BBITTISACTh, KaK MOJICIU B
KEHCKHUX KypHaJax.

AOCOIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3Haro

[ O A B A

23. 51 nymaro, 4TO y MOJIOJBIX JIFOAEH U MYKYUH MOXET CKJIAIbIBAThCA MPEICTABICHUE O
TOM, KaK AOJI?KHA BBITJIAACTD I[CBYIJ_IKa WK KCHIIMHA, 1104 BJIIMAHUCM XCHCKHUX
KYPHAJIOB.

AOCOIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3nHaro

[ O A B A

24. Moii MOJIOAOW YETOBEK/MY K TIOOIIPSUT ObI MEHS CJIEIOBATh COBETAM B KEHCKHX
KypHaJax, YTOObI YIyUIIUTh MOIO BHEUTHOCTD.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He cornacHa
AOCOJIIOTHO HE corjlacHa
He 3nar0

(I A I I AR B

25. 51 morna Obl ObITH OOJIE€ MOMYJIIPHOM B CBOEM OKPYKEHUH, €CIIM Obl BBITIIAAEIA, KaK
MOJIENN B )KEHCKUX JKypHaJIaX.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryiacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COTJIacHa
He 3naro

I o O R B A B

26. B oTHOIIEHNH MO€EH BHEIITHOCTH 51 HauOoJiee MoIBEPKEHA BIUSHUIO MHEHUS

Moero MoJI00T0 YeIoBeKa/MyKa
Moux noapyr

Moeii cembu

Hpyroe (nooscanyiicma, ymounume)

OO0
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27. 51 unTaro JXeHCKUE KYpPHAJbI. ..

a. ...IIOTOMY YTO OHHU PA3BJICKAIOT U JOCTABJISIIOT YAOBOJILCTBHUC.

AOCOIIOTHO coriacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

b. ...4TOOBI y3HATH, KaK CTaTh 00JIe€ HHTEPECHBIM YETOBEKOM.

AOCOIIOTHO coriacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE cOorjlacHa
He 3Haro

[ I B I A B R

C. ...4TOOBI y3HaTh, KaK CTaTh 00Jee MPUBJICKATEIHLHON U MOIMYJISIPHOH.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

d. ...4TOOBI MNOJIYy4YHUTb I/IHCI)OpMaI_II/IIO 0 B3aUMOOTHOIICHUAX C MYKUNHAMHU U

CCKCYAJIbHBIX OTHOIICHUAX.

AOCOJIIOTHO COorjlacHa
Ckopee coryiacHa
Ckopee He coriacHa
AOCOJIIOTHO HE COTJIacHa
He 3Haro

I o O R B A

€. ...4ToOBI JIydli€ MOHUMATh APYIrux KCHIIWH, Y3HATh mo0oJIbIIEe 00 UX KU3HU.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryiacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COTJIacHa
He 3Haro

I o O R B A
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f. ...9T0OBI MONyUNTH UH(OPMAIIHIO O TOM, KaK MTOXYIETh.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He cornacHa
AOCOJIIOTHO HE CcOorjlacHa
He 3Haro

[ I B I A B R

g. ...TOJIbKO KOT'la MHC CKYYHO.

AOCOIIOTHO coriacHa
Ckopee cornacHa
Ckopee He cornacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

28. Kaxue pa3zessl B )KEHCKUX J)KypHaiax Hanbosee uHTepecHsl it Bac? (Vkaorcume sce,
4mo nooxooum)

TeHneHIMH B MUPE MOJIBI
CoBeThl 0 cexce

CoBeThHI 10 yJIy4IIeHNIO (UTYPBI U BHEITHOCTH
WHTEpBHIO CO 3HAMEHUTOCTSIMH

JIMuHBIC MCTOPUU U3 KU3HU JIEBYIICK/’KSHIITHMH
Matepuaibl 0 KyJIbType U UCTOPUU
Hpyroe (noowcanyiicma, ymounume)

OOooogond

29. 4 rnoJjiararo, 4YTo BHCIIHASA NPUBJICKATCIIBHOCTL OUCHDL BaXHa, €CJIM Thl XOUCIIb
MpEyCIICTh B HAIICM O6H.I€CTBG.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHA
He 3nar0

(I O A I R B A

30. S nymaro, uTo keHckue o0pasbl B xkypHanax Cosmopolitan, Vogue nu Glamour MoryT
CUNTATHCS IPUBJICKATEILHBIMU BO BCEM MHUE.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COTJIacHa
He 3Haro

I o O R B A
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31. 5 nymaro, 4yTO 3a7a4ya JKEHCKHUX KyPHAIOB — 00y4yaTh JEBYLICK U KEHIIHMH TOMY, KaK OHH

JOJIXKHBI BBITTIAACTD U BECTHU ce0s.

AOCOIIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3Haro

[ O A B A

32. U3 KEHCKUX KypHAJIOB s OJIy4alo MpeICTaBICHUE. ..

a. ...0 COOHAJBHBIX POJIAX KCHIIMWHBI B HAIIEM O6I_HCCTB6.

AOCOIIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3nHaro

[ O A B A

b. ...00 maeane KpacoThl B HAIICH KyJIbTYpE.

AOCOIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3nHaro

[ O A B A

C. ...0 TOM, KaK sl TOJIKHA MOCTYTaTh, YTOObI ObITh YCHEIIHOMN B JKHU3HHU.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryiacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COTIacHa
He 3Haro

I o O R B A

33, Korz[a s HUTAr0 JKCHCKHUEC )XYPHAJIbI, 51 CKIIOHHA CpaBHHUBATH CBOIO BHCITHOCTD C

I/I306pa)I(CHHBIMI/I B HUX MOACIIAMMU.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHA
He 3nar0

(I O A I R B A

213



34. IlounTaB KEHCKHE KYpPHAJIbI, 1 CTPEMIIIOCh. ..

a. ...0A€BaTbCiA, KaK TOII-MOJCIIN.

AOGCOIIOTHO corylacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

b. .. BBITJIAACTh BHCIHIHC, KaK MOACIIN U 3HAMCHUTOCTH.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

C. ...INOKyHaTb OACKAY U KOCMCTUKY, IIPCACTABIICHHYIO B HUX.

AOGCOIIOTHO corilacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

d .. .CJICA0BATb COBECTaM B OTHOHUICHUAX C MYKUNHAMHA U CCKCEC.

AOCOJIIOTHO COTJIacHa
Cxopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHa
He 3nar0

(I O A I R B A

€. ...CJICAOBATh COBETaM I10 COBCPIICHCTBOBAHUIO (1)I/Il"ypbl.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHA
He 3nar0

(I O A I R B A
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35. CoBeThl B JKEHCKHUX XKypHajaxX MOTYT MOOYAUTh MEHS CAEIaTh YTO-TO, YETO 5 He Jerana

panbie. (Vkaoswcume 6ce, umo nooxooum)

[TormpoGoBaTh HOBYIO AUETY
[Tonpo6oBaTh TAOIETKY AJIs IOXY IAHUS

[TorrpoGoBaTh HOBBIN KOMIUIEKC CIIOPTUBHBIX YIPaKHEHUN
[Tompo6oBaTh KOCMETHUYECKYIO TIPOIIEAYPY

[TonmpoGoBaTh MIACTUYECKYIO XUPYPTHUIO

Hpyroe (nooscanyiicma, ymounume)

N O

36. 51 nymaro, uTO y MoJieNiell B )KEHCKHUX JKypHaiax Oe3ynpedHblie (Gurypsl.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

37. 51 nonarato, 4To N300paKEeHU KEHCKUX (UTYP B )KypHAIaX OTPAXKaIOT )KEHCKYIO

BHCIIHOCTE B PCAJIbHOCTH.

AOCOIIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3naro

I O R B A

38. 4 AyMaro, 4TO CTATbU B KCHCKUX XYPHAJIaX MPaBAWBO OIMHMCBIBAIOT B3AMMOOTHOIICHHA

MCXKAY KCHINNHAMU U MYKUNHAMH.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHA
He 3nar0

(I O A I R B A

39. 4 MoJjiararo, 4To >KCHCKHUC KypHaJIbl ITIO3BOJIAIKOT YATATCIISAM BUACTH PA3JIMYHBIC THUIIbI

KEHCKOW KpaCOTHI.

AOCOJIIOTHO COTrjIacHa
Ckopee coryacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COrIacHa
He 3Haro

I o O R B A

215



40. 5 mymato, 9TO KEHCKHE KypHAIBI (JOPMUPYIOT CTEPEOTHITHOE TIPEICTABICHUE. . .
a. ...0 KEHCKOM BHEIIHEM OOJIHUKE.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He cornacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

b. ...0 My»CKOM BHEIIIHEM OOJIHKE.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOJIIOTHO HE CcOorjlacHa
He 3Haro

[ I B I A B R

C. ...0 IIOBEICHUH XECHIIMHEI B O0LIECTBE.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

41. J1ns KEeHUIMHBI BAYKHO YJEJIATh MHOTO BHUMAaHUS YIyULIEHUIO CBOECH (DUTYpBI, €ClIi OHA
X04YeT IpeyCHeTh B COBPEMEHHOM OOLIECTBE.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryacHa
Ckopee He coriacHa
AOCOJIIOTHO HE COTIacHa
He 3Haro

I o O R B A B

42. 51 monararo, 4TO UACaIbHAS JKEHIIMHA JOJKHA OBITh XyI0M U CTPOHHOM.

AOCOJIIOTHO COoTrjlacHa
Ckopee coryiacHa
Ckopee He corjacHa
AOCOJIIOTHO HE COTJIacHa
He 3Haro

I o O R B A
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43. 51 Goroch HAOpaTh JIMITHHIA BeC.

AOGCOIIOTHO coriacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

44. 5 monarao, 4To I MOETO 37J0POBbs OBUIO OBl XOPOIIO UMETh (PUTYPY TaKOTO KE THUIA,

KaK y MoJieJIel B )KEHCKHUX JKypHaiax.

AOCOIIOTHO coryacHa
Ckopee cornacHa
Ckopee He coryiacHa
AOGCOIIOTHO HE corjlacHa
He 3nHaro

[ O R B A

45. 51 nymato, 4TO MOJ BIUSHUEM KEHCKUX KYPHAJIOB 51 MOTY 33JyMaThCsl O TOM, YTOOBI

cOpocuth Bec.

AOGCOIIOTHO coryiacHa
Ckopee cornacHa
Ckopee He coryacHa
AOCOJIIOTHO HE corjlacHa
He 3Haro

[ I B I A B R

46. 51 CJICAYyr0 JUeTaM, OIMMCAHHBIM B )KCHCKUX JKYypHaJIax.

AOCOJIIOTHO COTJIacHa
Ckopee cornacHa
Ckopee He coriacHa
AOCOIIOTHO HE COTIacHA
He 3nar0

(I O A I R B A

47. YtoObI MOAIEPKUBATH CBOIO (DUTYPY B XOpoleit Gpopme, ...
a. ...CH)XY Ha JueTe.

Iloutu Bcerna

Kaxnp1ii mecsi

Heckonbko pa3 B rox

Pa3z Brox

Heckonbko pa3 3a BCIO )KU3Hb
Huxorna

N O O Y N B



b. .. JJPpUHUMAL0 JICKaPCTBCHHBIC CPCACTBA AJId MMOXYAaHU.

IToutu Bcerma

Kaxxnp1ii mecsig

Heckonpko pa3 B rox
Heckomnbpko pa3 3a BCIO )KU3Hb
Hukorna

[ I B I A B R

C. ...3aHMMAroCh CIIOPTOM.

ITouTn KaxxabpIi JeHD
Heckomnbko pa3 B Henemto
Kaxnyro Henemnto

Kaxx b1l Mecsiy
Heckonpko pa3 B rox
Hukorna

N O

d. ...HCNONB3YI0 MIIACTHYECKYIO XUPYPTHIO.

Hecxkomnbko pa3 B ron

Pa3z Brox

Heckomnbpko pa3 3a BCIO )KU3Hb
OnHaX bl B )KU3HHA

Hukorna

[ O A B A

48. Cunenu nu Bel korja-nmubo Ha AWETE B TEUCHHE 110 KpalHel Mepe 2 Hellesb C IeJIbI0
cobpocuts Bec?

U Ha
[l Her

49. Y MeHs Obutd IpoOIIEMBI CO 3I0POBBEM, CBS3AHHBIE C... (VKkaorcume 6ce, umo nooxooum)

MOEH AUETOU

MOWMHU 3aHATUAMU CIIOPTOM
KOCMETHYECKUMH TIPOLIEYPaMU
IJIACTUYECKON XUPYyprueu

Hpyroe (noowcanyiicma, ymounume)
He 6bu10 pobniem.

N O 0

50. 51 ucnpIThIBaja Takue 3a00JIEBaHUS, CBS3aHHBIC C HAPYIIICHUEM MUIICBAPUTEIHHON
CUCTEMBI, KaK... (Vkaorcume 6ce, umo nooxooum)

[l AHopekcus
[l bynumus
U1 Hdpyroe (noacanyiicma, ymounume)
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[1 He 6bU10 3200J1€BaHUM.
B 3axnrouenue:

51. Yro Bel nenaere 11 cOBEPIIEHCTBOBAHMSI CBOEH JINYHOCTH B LIEJIOM?

52. lloxanyiicra, onumuTe, Kak Bol npencrasisiere cede naeaabHyIO )KEHIIUHY.

* Eciu Bbl X0TUTE MOTyYUTh OTUET O pe3yJibTaTax UCCIE0OBaHus, MOKaIyicTa, ykaxure Bare
M 1 email 31€ech:
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Appendix C
Participant’s Consent Forms
Participant’s Consent used for in-depth interviews in the United States
Dear participant:

My name is Svetlana Markova. I am a doctoral student at the College of Journalism,
University of Maryland (USA). I am studying college-age students’ use of magazines in the USA
and Russia in terms of their self-perception, body dissatisfaction and eating disorders. Collected
information will be used for my doctoral dissertation, which is aimed to explore this
phenomenon empirically in these cross-cultural settings for the first time.

The information I seek will be helpful for journalists in terms of awareness of media
effects on college-age students’ media audiences, for social psychologists in terms of prevention
of media-associated health risks and for education institutions in terms of development media-
literacy programs for colleges and universities.

I appreciate your willingness to participate in my research project. This interview will
last about one hour and will be audio/video recorded. There are no any potential risks for
participants in this research. If you do not want your name to be used in the project, please let me
know. I will consider the interview fully confidential and refer to you as an anonymous source.
Please note, that your willingness to participate in the interview or survey is entirely voluntary,
and you can withdraw at any time. You may feel uncomfortable with some of the questions. You
may leave those questions without an answer.

If you have further questions or concerns, please contact me by phone 1-301-434-3912 or
via email smarkova@jmail.umd.edu or my advisor Dr. Katherine McAdams by phone 1-301-
405-9357 or via email mcadams@umd.edu. If you would like feedback on the results of this
project, I will provide you with a report.

Thank you in advance for your time and your insights!

1 do not want my name to be included on the surveys and other collected data.

Participant’s name Signature Date

Investigator’s name Signature Date
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Participant’s Consent used for in-depth interviews in the Russia
YBajkaeMblil yYaCTHHUK:

Mens 30ByT CBeTnana MapkoBa. Sl yuych B TOKTOpaHTYpe (aKylIbTeTa KyPHATUCTHKU B
VYuusepcurere Mapunenna, CILIA (www.umd.edu). Tema moeit nuccepraiiuu nocBsiieHa
M3YYCHHIO MCTIOIb30BAHMS KYyPHAJIOB CTY/IEHTAMH aMEPUKAHCKUX U POCCHMCKUX KOJIEHKEN 1
YHUBEPCUTETOB, B YaCTHOCTH, BinsgHUA CMMU Ha ¢popMupoBaHre X CaMOOLIEHKH, BOCTIPUSATUE
COOCTBEHHOTO 00JIMKA U pa3BUTHE HAPYIIEHUI B MUTaHUU U MUIeBapeHuu. JlanHas mpobiema
uccliienyercs Ha HaydyHoM ypoBHe oiHOoBpemeHHO B CIIIA u B Poccuu BriepBsie.

JlaHHbIE, TOTYYEHHBIE B IPOLIECCE UCCIIEI0BAHMS, IPU3BAHBI IPUBJIEYb BHUMAHUE
KYpHAIUCTOB K mpobseme Biusiaust CMU Ha cTyieHYecKyIo ayAUTOPHIO, TOMOYb IICUXO0JIOTaM
KOHTPOJIMPOBATh HAPYIICHHS B TUTAHUU CTYIEHTOB U MOJIOKUTh OCHOBY pa3paboTKe MporpamMm
IO MOBBINICHUIO MENA-TPAMOTHOCTH B YUeOHBIX 3aBeicHuaX Poccuu.

A 6naronapro Bac 3a yuactue B npoekrte. UTHTEpBBIO MPOAIUTCS OKOJIO Yaca u OyeT
3anucaHo Ha JUKToQoH/Kamepy. [laHHOe uccieoBaHne He IPeICTaBIsIeT KaKoi-1100 yrpo3bl
AJIg 310POBbA YHACTHHUKOB. Ecmu Brl He XOTHUTE, 4To05I Baltre nms YIOOMHHAJIOCH B
uccrnenoBanuu, Bam Oyner rapanTupoBaHa moyiHas aHOHUMHOCTh. OOpamato Baiie BHUMaHmMe,
YTO YYacCTHE B MMPOCKTE SBIIICTCS a0COTIOTHO JOOPOBOJIEHEIM: BbI MOKETE OTKA3aThCS OTBEUATh
Ha BOIIPOCHI WJIM MPEPBATh HHTEPBbHIO B JTI000I MOMEHT.

Br1 MmokeTe cBsizathest co MHOM 110 Tenedony 1-301-434-3912 unu o email
smarkova@jmail.umd.edu, a Taxxe ¢ MouM HayuHbIM pykoBouTenem Dr. Katherine McAdams
o Tenedony 1-301-405-9357 unu o email mcadams@umd.edu ans momyueHust
JOTIOJTHUTEIBHON HH(OPMAIIMH U OTYETa O Pe3yJIbTaTax UCCIEJOBAHUS.

Bonwioe cmacu6o 3a coTpyIHu4YeCTBO!

A ne Xxouy, umoosvl Moe ums YROMUHAIO0CH 6 Onpoce Uilu UHmMepesvio.

YyacTHUK NpoeKTa Iloamuce JlaTa

Uccnenosarenn Tloamuce Jara
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Participant’s Consent used for the survey in the United States

Project title

Participant Consent

Purpose

Procedures

Confidentiality

Risks

Benefits: Freedom
to Withdraw and
Ask Questions

Name, Address
and Phone Number
of Faculty Advisor

Comparative Study of College Students’ Use of Magazines in the USA
and Russia.

I state that I am over 18 years of age and wish to participate in a research
being conducted by Professor Katherine McAdams and Doctoral
Candidate Svetlana Markova, Philip Merrill College of Journalism,
University of Maryland, College Park.

The purpose of the research is to understand how late adolescents and
young adults evaluate the content and images depicted in fashion
magazines.

The procedure involves a one-time session of filling out a survey
questionnaire, lasting approximately 20 minutes. The questionnaire will be
presented to me in a paper-based, telephone-based, or Internet-based
format. I can end my participation in the study at any time.

All information collected in the study is confidential. My name will not be
identified after the survey. Non-identifiable ID numbers will be assigned
and all questionnaires will be destroyed at the end of the study.

There are no known risks associated with participation in the research.

My participation in this study is completely voluntary. I am free to ask any
questions or withdraw from participation at any time without penalty.

Professor Katherine McAdams
Philip Merrill College of Journalism
1117 Journalism Building

College Park, MD 20742

Off. 301.405.9359

If you have questions about your rights as a research subject or wish to report a research-related
injury, please contact: Institutional Review Board Office, University of Maryland, College Park,
Maryland, 20742; (e-mail) irb@deans.umd.edu; (telephone) 301-405-0678.

Name of Participant

Date of Birth

Signature of Participant Date
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Participant’s Consent used for the survey in Russia

Haszeanue npoexma  ViccienoBanvue MOJOJEAKHON YUATATEIBCKON ay AUTOPUH KYPHAJIOB B
Poccun u CIIIA.

Coenacue yuacmnuka 51 moaTBepskaato, 4To MHe Oosiee 18 et u s cormacHa MPUHATH y4acTHe B
UCClieIOBaHNH, IPoBoAMMOM npodeccopom Katherine McAdams u
acniupanTkoi Ceetiianoit Mapkosoit, Philip Merrill College of
Journalism, University of Maryland, College Park, USA.

Lenv Lenp ucciaenoBanus — U3y4nuTh BOCIPUSATUE TOJAPOCTKAMU U MOJIOIBIMU
JIIOJIbMU COJEPKAHUS ¥ WJUTIOCTPALUH JKyPHATBHOU MPOIYKIIHH.

IIpoyedypa [Ipouenypa BkiItO4YaeT B ce0sl 3aM0JHEHUE aHKEThI, UTO 3aHUMAET OKOJIO
20 munyT. OnpoC MOKET MPOBOAUTHCS B OJTHOM U3 TpeX (popMaToB:
CTaHJapTHAas aHKeTa Ha Oymare, TeJeOHHBIN OMPOC WIIH OIPOC B
WutepHere. Sl MOry OTKa3aThCsl OT yU4acTHsI B UCCIICAOBAHUH B JTI000€

BpeMsl.
Konghuoenyuano- Bce nannble, momydeHHBIE B PE3yNIbTaTe UCCIEIOBAHNS,
HOCMb KOH(HIESHIIMATIBHBI. Moe UM He MOXKET OBbITh HACHTU(UITUPOBAHO TOCIIE

MpoBeeHNs orpoca. AHKeTaMm OyayT MpUCBOEHBI HOMEpa, BHIOpaHHBIE
clydaitHbIM 00pa3oM. AHKETHI Oy1yT YHUUYTOXKEHBI [0 OKOHYaHUU
HCCIEN0BaHUS.

Pucxu JlaHHOE HCClIeIOBaHNE HE TIPEACTABISICT KAKOW-TMO0 yTpO3bl IS
3/I0pOBBSI YUACTHHKOB.

IIpeumywecmea Moe yuactue B poeKTe SBIsETCs a0COMIOTHO JOOPOBOIBHBIM. S MoTy
3a7aBaTh JIOOBIE BOIIPOCHI, @ TAKXKE OTKA3aThCs OT Y4acTHs B JIt000e
BpeMs 6e3 Kakoro-nmodo yuiepoa.

Koumaxmmnas Professor Katherine McAdams
ungopmayus Philip Merrill College of Journalism
PyKosooumeins 1117 Journalism Building

npoexma College Park, MD 20742

Tenedon: 1-301-405-9359

Ecnu y Bac ecth Bompocs! 1o nmoBoay Bammx npaB kak ydacTHHKa McciIeJOBaHHUS WK Bl
XOTHTE COOOIIUTH O KAKHX-JTMOO HETATUBHBIX TTOCIIEACTBUSAX, CBA3aHHBIX C UCCIICIOBAHUEM,
obpamtaiitecs: Institutional Review Board Office, University of Maryland, College Park,
Maryland, 20742; (e-mail) irb@deans.umd.edu; (telephone) 1-301-405-0678.

Nwms yyacTHHKA JaTa poxneHus

[Toanucs yuacTHUKA JlaTa 3anoJIHEHUS AaHKETHI
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Appendix D

Factor analysis of quantitative data

Component

1 2 3 4 5 6
Current body shape .236 -.583 -.276 .503 197 -.088
Ideal body shape -.207 -.388 -.331 611 112 -.031
Magazines' reading
frequency 348 443 -.108 214 .005 258
Current/ideal body shape
difference 329 -.246 105 -.008 271 -.057
I'd be more popular among
peers if I'd look like models 536 168 177 123 175 -175
Men can get idea of how
woman should look like .148 .206 .052 -.043 .186 -.326
Parents would support of
my efforts to look like 335 -.015 .060 297 294 -.162
models
Images make my girl-
friends prefer thin body 338 -115 A72 028 -112 270
type
In our society the thinner
you are, the better you look 560 -.262 393 179 -.100 053
Magazines' images make
me think of body 617 -.259 .097 -114 -123 175
improvement
Magazines are enjoyable
and relaxing 175 452 -.034 .109 -178 376
I learn how to become
more attractive and popular 397 520 -173 077 .004 -.076
| obtain information about
sex and relationship with 331 437 -.126 374 -.166 .023
men
| understand other women
and learn about their lives 250 409 -118 294 -321 | 7.44E-005
| get information about
weight loss programs 612 .060 -312 -.100 .029 .010
Physical attractiveness is
important for success in 264 211 260 -.200 -116 -132
society
Images may be considered
as attractive all over the 253 344 191 .084 026 -377
world
| get idea about women's
social roles in my culture 218 299 162 377 -.098 -.198
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| get idea about beauty
ideal in my culture

| tend to compare my
appearance to the models

| strive to have appearance
similar to models

| tend to follow body-related
advices

Magazines may make me
to try new diet

Magazines may make me
to try new sport program

| think that models have
have perfect bodies

Magazines create
stereotypes about female
image

Reading magazines may
motivate me to lose weight

| had health problems
because of

| experienced such eating
disorders as

To keep my figure in a
good shape | do sport
exercises

To keep my figure in a
good shape | diet

| follow dieting plans from
magazines

When | observe thin
models, my self-esteem
gets lower

480

597

.576

.588

-.555

-.245

.268

122

577

-.144

-172

.266

.520

.581

.613

-.054

-.152

.220

-.014

.158

.146

.269

-.313

-.035

134

.093

-.251

-.244

-.051

-.323

.376

.281

.067

-.294

.378

.278

162

413

-.274

.105

.016

.082

-.335

-.440

.288

.308

-.239

-.125

-.122

.047

121

-.132

114

-271

197

157

A71

.026

-.145

-.075

-.102

.110

.169

-.012

-.059

327

.460

-172

.031

391

442

-.338

-121

.138

.086

-.093

.088

.107

.269

.091

-.092

-.104

.072

.100

.538

423

.236

-176

.008

-.048

Extraction Method: Principal Component Analysis.

225



Appendix E
Beauty and fashion magazines in the United States and Russia

Good Housekeeping:
American and Russian
issues from March 2007

Cosmopolitan:
American and Russian
1ssues from March 2007

Russian magazines:
Krestyanka and Rabotnitsa

TaKTHKE rEHHA el
.
CeKpeToB *
CKA30Y4HHKA &
Mucaxosa

OH - Ona

3 WCTOPUIEC KU
Kymaps! Harann

7 Kro
4 *  usobpen
Muaan nraHel E nuchumuk?
Bbixogut
Ha flopo

Axryansko '

ﬂFﬁng_ﬂ' HHK : -cﬁaﬂbﬂ'ﬂnEDﬂuHﬂ Kornypce!
LU g Qloka Nleia
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