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CHAPTER 1: INTRODUCTION

Somewhere between the innocence of childhood and the angst aetiragé
years lies a group of children making their own mark on the wdlinmonly referred
to as “tweens,” children of this age make up an ever-increag@ngpgraphic in U.S
society, an age-group that is increasing in prominence and pove¢rguite old enough
to be considered teenagers, but perhaps a little too old to be children, tweens are
caught between two very different life stages. Whereasetgage years might once
have been considered a time of being “stuck in the middle” betwe&habd and
adulthood, tweens now have claimed the “in between” title, therébstrdting the
shifting meanings and experiences of age.

Tweens are the targets of entire marketing campaigns in 8¢ Bnd have
recently changed the way retailers and major corporations thitheofoung consumer
(Kantrowitz and Wingert, 1999). In a technologically advanced sosietly as the U.S.,
information is gained through various media outlets simultaneously. Marketingg¢asw
continues to increase via media sources such as magazines,dejeasl the Internet.
Information on the various products being marketed to tweens is of tamper to
understanding this influential age-group. Not only do tweens consume vi@ssof
media, they represent a particular niche within it. Tweenecedttelevision shows (e.g.
Hannah Montana and iCarly) and books (e.g. the Harry Potter éisd-Alkle series) are
not uncommon, nor are magazines and websites geared toward today’s tiveen.
through these various media outlets that tweens are exposed to emtantages that

may shape their sense of self. Seemingly uncharted tgrutdil recent years, tweens



now represent an ever-expanding consumer population, and the targeting rofrket
does not seem to be slowing down.

Certainly the notion of a pre-adolescent, or pre-teen, is n@waconcept, so
when and how did the term “tween” come to fruition? It is ratimgrossible to know
exactly when and by whom the term came to be used, but it mesigeopularity within
the past decade. Kantrowitz and Wingermlgwsweekarticle (1999) provided an
introduction into the lifestyle and marketability of America’stvest” age-group, “the
tweens.” It was this article that perhaps acted as a $omang for other research on
“tween culture,” fueling interest in the tween demographic,emsing the number of
published reports on the topic, and popularizing the term itself. Regardf when the
term was first adopted, it is certainly one that is being usepiéntly in U.S. mainstream
culture in contemporary times.

So who represents a tween? Since every child at some poin¢adh the age at
which others might consider him/her to be a tween, the basic idean@en is not new;
rather, just the terminology is new. Depending on the source, a te@dd be an
individual between the ages of 7 and 16 years of age (Siegeigéton, and Coffey,
2004). Much of the research on tweens suggests that the most catagsiication is
between the ages of 8 and 14 years of age (Guthrie, 2005; Cook and Rai&
Kantrowitz and Wingert, 1999). Individual researchers such asl|Slegegston, and
Coffey (2004) have their own preferences for the age clagsficaf tweens. Siegel et
al. (2004) preferred the age range of 8 to 12 and provided justificatighi$ particular
range based on Psychologist Jean Piaget’s stages of cogeNei®pment. Piaget’s four

stages of cognitive development purports that children’s learning and deeglogan be



categorized into four age-groups beginning at infancy and endihg age of 15 (Siegel
et al., 2004). Siegel et al. (2004) based their definition of a tereme of these four
age-groups. They also proposed that the tween classificationcibesifts of three age-
groups; that is, there are those who are just entering the piese, children roughly 8
years of age, and there are those transitioning out of tweenhood, atoased 12.
Children at 11 years old are believed to be at the dividing age detthe younger
tweens and the older tweens (Siegel et al., 2004). What becoe@sirclexisting
research on tweens, however, is that there is no definitereaage that classifies one as
being “in” his/her tween years. Previous research agreesatbanhood begins around
age 8, but the ending age is less clear, as researchers have differing opirtiemgtsAb
identify an exact range of ages for this life stagelaeefore inconclusive and somewhat
futile, as the categorization of “tween” is usually describadre generally than
specifically.

The seeming overuse of the word tween within the last decagerisaps
attributable to the marketing industry alone (Kantrowitz and Wing€99). Tweens
represent a buying base separate from children and teenaf@ysriighlighted above,
marketers have taken notice of this unique buying base and havedcesaindustry
geared solely toward today’s tween consumer (Cook and Kaiser, 30€gel et al,
2004). Kantrowitz and Wingert (1999) refer to tweens as “a eewillream:” they know
what they want and they are willing to spend their own, or ffeient’'s, money to get it.
While they may still be considered children in the public’s eyeetwinterests are not to
be confused with child interests. No longer do toys suffice otteens’ lists of wants

and needs. Clothes, accessories, make-up, and music are justo tfevkinds of



products marketed to the tween consumer (Guthrie, 2005; Driscoll, 20@2he£are of
particular importance to the tween consumer and are perhaps ¢ine wiost popular
items for them to buy. Tweens are characterized as b&ngnauch aware of and
concerned with the brand of clothing they purchase, so not justi@hyng will satisfy
them (Siegel et al., 2004; Kantrowitz and Wingert, 1999). The tweesumer has
instigated the recent development of tween-geared magazinegsitel shows, and
movies as well (Olson, 2007; Guthrie, 2005; Cook and Kaiser, 2004). A dsphogr
that was virtually left untouched in previous years (because theypeehaps defined as
“children” until recently), the tween market has boomed recenthdkimy possible the
production of these various products and the successful marketing andg sethhem to
the tween consumer.

In terms of how this term is constructed, today’'s tween consuier
overwhelmingly female as opposed to male. This is not toestighgat there are more
girls of this age than boys, but rather that the targeted conairtveeen-based products
is an 8- to 14- year-old girl (Guthrie, 2005; Cook and Kaiser, 2004). &iged tween
stores are becoming more popular, with some gearing their prashestsically to the
tween-aged girl (e.g. the clothing store Justice and aceesssiore Claire’s). Even
magazines have jumped on the tween bandwagon and, more often thae tergeted
towards a female audience. Perhaps the stereotypical imageveén is female because
that is what the media tends to portray. When the media disctiesdatest tween-
obsessed music act or movie they are often referring to whantaged girls like, not
necessarily what the boys are interested in (Olson, 2007). Fopeshiaps on the tween

girl because society has different expectations for fentabes it does for males. Girls



are expected to look and act a certain way, both of which theyeaamfrom the media.
Consequently, while tweens have emerged as a unique categorgrihengmerous sex
and gender differences between the tween boy and the twdefusgfiras there are
differences between the teenage boy and girl and the add@tandlfemale. Research
and media may tend to focus on the tween girl, then, but that is moplp that the
tween boy niche is nonexistent; tween boys are simply notatieof tween-themed
research. | believe researching the tween girl is impomannhderstanding how and
when young girls are socialized into being perceived as adudlésm The discussion of
tweens in this thesis will remain solely on the female tws&aoe she is the one most
often associated with the tween label. Future research shouldden@ greater
exploration of tween boys, however, and | will address this point in my conclusions.

The purpose of this thesis is to understand the messages thatgwiseare
exposed to in the media. Using a content analysis of magazineiseiverts from a
tween-targeted magazine, | analyze three aspects of tmedra exposure. First, |
analyze the advertisements’ message on tween appearapag.particular attention to
the beauty messages relayed to tweens via their facial appeaaad style of dress.
Second, | evaluate the advertisements’ messages in terms eh tiwelogical
development.  Third, | categorize the messages relayed to tweassd on
actions/behaviors.

The next section is a literature review of existing researctweens and media
exposure. In chapter three, | detail the theoretical framework for tisis th@hapter four
describes the methods, including the data source as well as thdyseoased to collect,

code, and analyze the data. In chapter five, | describe thesrestittis study, focusing



on the most important findings by discussing emerging themes imdatae In the

conclusion, | offer limitations of this thesis and opportunities for future rdsearc



CHAPTER 2 LITERATURE REVIEW

In order to research the tween experience, | find it crdciainderstand the
biological and sociological happenings of this age-group. The twears yepresent a
time when many changes are occurring both internally and elyernghe following
pages discuss both the biological changes experienced by a tsveell as the social
changes. The biological and social aspects of tweenhood aretamtptr understand
because tweens are at an age when they are starting to blessntependent on their
parents and instead are seeking independence. How a tween eamdsrstand herself
is influenced by various sources of socialization, such as parents, peers, and ghalmedi

of which will be discussed in the following pages.

Tween Biology

As previously discussed, the term tween appears to have enbexcpdse of the
marketing industry. Whatever the reason for choosing this partegéagroup to assign
such a label, it does not go without notice that the years in quesiairhbeing between
roughly 8 and 14, are a formidable time in one’s life. This tim®@es often associated
with entry into puberty. Pubertal changes occur both inside andleutse body for
these tweens. Visible changes occurring to pubertal girls inchelelévelopment of
breasts, growth of body hair, and an increase in height and weighnlgeian 2008).
Internally, a tween girl’s body is preparing for menarchehen first menstrual period
(Mannheim, 2008; Lee, 1994). Menarche occurs late in the puberty phageassoften
the most common signifier of it (Posner, 2006). Although the age ahwhiberty

begins depends on numerous factors, typically girls reach menaetlieen the ages of



10 and 14 (Mannheim, 2008; Posner, 2006). Because menarche is a major developmental
event for most female tweens, | center my discussion on this particular aspetdgy.

With the changing of their bodies brought on by puberty and subsequently
menarche, young girls undoubtedly experience a range of emotioneaimijd about
themselves and their bodies. Those who have yet to experiencecheeney perceive
it as a negative event (Marvan, Vacio, Garcia-Yanez, and Espitesandez, 2007).
Even girls who have reached menarche may display negativegieabout it, feelings
that are confounded by the implications of the life-event they just experienced.

Embarrassment and discomfort were two attitudes regarding menaathécore
(1995) found in her study regarding girls’ understanding and sooratreiction of
menarche, for instance. Those reaching puberty early in tlves may be more
susceptible to depression and negative body image, however exisgagchedoes not
completely agree on what represents “early” menarche (Pd&3@8). Upon menarche
some girls may even report distress or ambivalence about grayin The ambivalence
toward growing up is associated with a girl’s desire to bedait shile at the same time
feeling embarrassed about experiencing a grown-up occurrenbeasumenstruation
(Moore, 1995). On the other hand, some girls may be excited about gettergand
therefore remain positive about experiencing their first periadldgrand Brooks-Gunn,
1982). This positive attitude toward menarche may be due to the aofdumtwledge a
girl has about puberty and menarche before it occurs. For instome, research has
shown that girls who felt prepared viewed menarche more positivatygirls who did
not have much previous information (Rierdan, Koff, and Stubbs, 1989; Golub and

Catalano, 1983).



While pubertal girls may be dealing with internal conflictgameing their
changing bodies, they may also be made aware of what mengrobelizes to U.S.
society. Puberty has often been associated with adolescentitye@asner, 2006).
Since menarche is a component of female puberty, it too has acomeptesent
adolescent sexuality. The significance of menarche may loétéantwined with cultural
beliefs regarding adolescent female sexuality” (Posner, 2006, p. 3H)Lee (1994)
posits, menarche represents the beginning of womanhood. By emtéoimgenarche, a
young female is often unconsciously entering a world within whindr body
overwhelmingly is a focal point for attention. She, in turn, magome more aware of
her body and how others perceive it. Lee (1994) wrote extensively dliwudea and
other issues associated with menarche, something she refersastothe
“heterosexualization of menarche.” She argues that therescameint in a female’s life
when society no longer views her as a little girl and insbeggins to see her in a more
sexualized way, at least in part, the onset of menarche sithreaktart of this tendency.
In particular, it is with menarche that a female’s bodyiletp represent both sexual and
reproductive availability (Lee, 1994). During this time a gidynrbecome more self-
conscious of her body and how it is viewed, particularly in a sowitagre a woman'’s
body is often objectified, because she begins to notice otheezesgipon her changing
body. For many, this happens in the tween years.

While brought on in part by menarche, the self consciousness individual
girls'women might feel toward their bodies can also be atatbtd the media. Many
girls may get information about menarche from their mothers, butynadso get

information via the media, in particular, magazines (Driscoll, 200@org] 1995). At
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times the information presented in mainstream magazines nmediz@the pubertal girl's
body, giving her an image to which she compares herself (Ori2@f2). Comparing
one’s body to bodies found in magazines is a common activity, theseaRR on body
image and the media often focuses on the images females arecxp@nd how those
images affect the attitudes they have about their own body. Not enougithelsas paid

attention to the messages about and images of the female body in tween magazines.

Socialization of the Importance of Appearance

Biologically the tween’s body may be changing in a myriad/@ys, but socially
she may be experiencing changes as well. Tween femaleizatmal centers largely on
appearance. Social pressures from peers, parents, and the mediaated look a
particular way influence tween life. Appearance is very ingmito tweens and research
has found that a focus on appearance in tween years tends to prafeuad negative
effect on body image. Adolescence is a time when body image bsa@mncreasingly
important issue (Driscoll, 2002). Research has found that pre-edolgse-teen girls
(tweens) are increasingly dissatisfied with their bodietefBon and Jung, 2007; Dohnt
and Tiggemann, 2006; Sinton and Birch, 2006). This dissatisfaction erayfretm the
various socializing influences previously mentioned.

Body dissatisfaction in tween girls is undoubtedly linked to thed@n women’s
appearances and the prominence of beauty ideals within mainstudame in the U.S.
Female beauty is valued and even idealized in the U.S. Phyppaarance is
considered to be one of the most important characteristics of andumalivior so the

media and other socializing agents have led us to believe (Jon&ssdétir, and Lee,
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2004; Mazur, 1986). It is through media representations, however, tbatcalled

culture of appearance is created and reinforced (Jones et al., ZD@dgn girls watch
programs on television or flip through magazines that emphasizemihertance of

appearance. In a way, these media outlets train girls how to loekaan part and how
to fit into this appearance culture. Girls are not trained twi® they want to be, but
rather who society wants them to be (Pipher, 1994).

U.S. society places a great deal of emphasis on feminine be@hgyfeminine
standard of beauty in the U.S. is a woman who is thin, young, vamteupper-class.
This woman should also be free of any noticeable physical ingierie and disabilities
(Zones, 1997). How a woman physically represents herself iddheeriefluenced by
societal beauty norms and ideals. There are various physidhliats that make a
person appear attractive to others. To be anything other than thinstimce, is to not
be ideal. Thus, a major ingredient in beauty ideals is the gBsaorfor thinness. Much
research has been devoted to this ideal female body type and foro#tepart, it all
agrees that the thin body type is the one by which women strivehieva. In addition,
breast size is one physical attribute that is often valueéwalged. Millsted and Frith
(2003) argue that female breasts are objectified and sexualizedlbs who view large
breasts as most appealing. The ideal breast size foradefésnlarge, as determined by
societal beauty standards (Millsted and Frith, 2003; Mazur, 1986). oNgt is it
important for a female to have large breasts, though, it iSrafsartant for her to be thin.
Since breasts are comprised primarily of fat, and those weohar have little fat, the
ideal feminine body of large breasts and a thin frame is rathedtainable (Millsted and

Frith, 2003).
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Other attractive feminine features include full lips, cleanskind shiny hair
(Sarwer, Grossbart, and Didie, 2003). Various regimens can be ubetpta woman
attempt to achieve these idealized attributes; regimens suctosasetic surgery,
medication, and make-up. Cosmetics companies pledge to help women dHohimleal
look and their products may help give the illusion of full lips or Glemooth skin
(Gallagher and Pecot-Hebert, 2007). Another feminine beauty ide¢antray women
ascribe to is hair removal. Beauty ideals suggest thatatasptable for a female to
remove her body hair so that she may be perceived as moredfemBince body hair is
attributed with masculinity, females engage in hair removaitioes so that they are left
with little to no body hair (Toerien, Wilkinson, and Choi, 2005).

Many of the societal standards surrounding women’s appearancesaee to
the parts of women’s bodies that are deemed most “feminine”sfbrdaces, hair, legs,
hands, etc.) and most visible to others. Objectification theory pibsitsfemales are
treated as a body or a collection of body parts (Fredrickson abdrR, 1997). The
objectification of women’s bodies is visible in print images ofdé&es wherein the image
cuts off the woman’s head, leaving only her body visible. Under tfigation theory,
women are viewed not as people, but as objects which are subjectgazthef others.
Being treated as a body may lead women to believe that thegbgects, which may in
turn lead to body dissatisfaction (Fredrickson and Roberts, 1997).

As | discuss, tween girls are generally dissatisfied withirtbodies. The
dissatisfaction is due to numerous factors, some of which include geeental, and
media influence. Dissatisfaction arises because the gsls @ look a certain way; a

way that they see portrayed in the media. Perhaps one ofasieimiuential factors
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determining girls’ body images, then, is media socializationhrodgh television
programs and advertisements, females acquire an unrealisticofieuat the female
form should look like. Media images of what constitutes the idgahle body bombard
individual women (particularly younger girls and women who accessanvediues more
often). Still, peers and parents have a socializing influence.

Peer groups play an integral part in the lives of tweens thaénde, in turn, how
girls perceive body image. Peers are no longer merely plagnfior the tween; they are
the source of information and identity development (Newman, Lohman, awdah,
2007). While the peer group may provide a tween with a sense of mgoiigtan also
be the source of negativity and pressure. Research has founge#ragroups can
influence how a tween girl views her body. Jones and Crawford (20064 that girls
talked more about appearance within their peer groups than did boygsis$dams within
the peer group about appearance and the desire to conform to a guaidieal of what
constitutes the ideal body are undoubtedly related to this dissaisfairls in Dohnt
and Tiggemann'’s (2006) study who thought their friends desired tarbalso reported
wishing to be thin themselves; that is, those who thought themdsi were dissatisfied
with their bodies were more likely to be dissatisfied with treim bodies. Girls
identified as overweight in Jones and Crawford’'s (2006) study imdicttat they
believed more people would be friends with them if they were thinf&er groups
influence not only how the tween girl perceives her body, but alsiwehaviors she
engages in as a result of the appearance discussions. Qg itween years, then, may
feel pressure to diet, particularly if she is overweight (James Crawford, 2006). In

addition to dieting, other weight loss behaviors that have been assbavith peer



14

influence include excessive exercising and various eating éisoidlackey and La
Greca, 2008).

Although the peer group becomes a more integral part of a tween'’s life as i
as a younger child, parents are not completely devoid of influemcenel study on pre-
adolescent weight concerns, girls who reported that it was iemgot® one of their
parents that they be thin were more likely to be concerned eth weight than their
peers (Field, Camargo, Taylor, Berkey, Roberts, and Colditz, 2@dé&)ing behavior, in
particular, has emerged in research as an area in whiamtgpave influence. Field et
al.’s (2001) findings suggest, for instance, that girls who indiddu&idit was important
to their fathers that they were thin were more likely to thah their peers. Additionally,
girls were also likely to become constant dieters when thegveelitheir mothers were
trying to lose weight (Field et al., 2001; Hill and Pallin, 199%).a study conducted by
Sinton and Birch (2006), girls were asked survey questions pertampeyental weight
loss behavior, the importance parents placed on being thin, encouragemlese
weight, and if they were ever teased about their weight at hohhese respondents
scoring high on the aforementioned questions, indicating higher parentencd on
weight behavior, were likely to score high on measures of bodatdifaction as well

(Sinton and Birch, 2006).

Media Socialization
In addition to peers and parents, body dissatisfaction in tweetgebaselated to
media influences. The media is very influential when it comedddy image

representations. Television and print media are two common fornmedia that
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comprise the life of today’s tween. The findings of many madi body image studies
are similar to that of the previously highlighted studies abountheence of peer groups
and parents. Research has found that, in general, tweens whxpasecto various
types of media are dissatisfied with their bodies (Jung andsBrte2007; Dohnt and
Tiggemann, 2006). A study on media consumption, for instance, found thektirvgat
certain television programs and reading particular magazidet® lbody dissatisfaction
and diet awareness (Dohnt and Tiggemann, 2006). Similarly, rede@scbhown that
reading beauty and fashion magazines both directly and indirectsases a woman’s
desire to be thin (Park, 2005). Another study on body satisfaction edia mse found
that, when asked to identify their ideal body type, girls weoege likely than boys to
choose an image that represented a thin and rather unhealthy bodwriduRgterson,
2007). Studies have shown that women will go to great lengths tovachtsat they
perceive to be beautiful. Modifying one’s body is not uncommon in dodattain this
beauty (Reischer and Koo, 2004). Modification can include weight losseombre
drastic measure taken by many, cosmetic surgery. Neithem is3nhcommon practice
among women attempting to reach or even maintain the thin ideiskcfiee and Koo,
2004). The connections between girls’ and women’s body images axia me
socialization to beauty ideals is one that has been researcleedieaty. Much of the
research points to the negative portrayal of the female invadjgh@ effects it has on
women. However, research is still lacking on the exact tgpesedia socialization to
which tween girls are exposed.

The connection between media socialization and negative body immagdssue

for tween girls because they are exposed to infinite amountsfaimation from the
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media on a daily basis. While television programs and magaziagslaim to be of a
tween nature (i.e., suitable, in that they are “age-appropriate§sages more suitable
for an older audience are relayed to the tween audience, whethetiomady or
unintentionally, at the same time. The style of dress employéeldvision characters or
images in magazines may be sexually suggestive and thesgfermappropriate for
tweens. While the messages and dialogue may be of a tween, tla¢ubehavior and
dress of the people portrayed may not be, thereby sending tweesd signals about
what is and isn’t age-appropriate (Fabrianesi, Jones, and Reid, 2B0&hermore, the
media is very sexualized, and tweens may be receiving sexasalges from television
programs, their favorite songs, and/or magazines that are inapprdpridteeir age-
group (Escobar-Chaves, Tortolero, Markham, Low, Eitel, and Thickstun, 2005).
Tweens are exposed to a lot of images in the media becauseastheitsveen
media market out there for them to be exposed to. Unlike generations past, todag's t
has grown up in a time where technology has reigned supremeri®kaine Foehr,
2008). They don’'t know of a time when there weren’t televisions, comgpued more
importantly, the Internet. There are various mediums through wiednts are exposed
to the media: television, print, video games, and digital media asictell phones and
music players are just a few examples. Not only are twaedsteens using various
forms of media, they are using multiple forms of media at #mestime, something
Roberts and Foehr (2008) refer to as “media multi-tasking.” The use of muligudia at
the same time increases the amount of content a tween is expageadte also implying

a certain comfort level they may have with media.
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One area of particular significance to the media is thatogbacate America.
Although the media comes in various forms and there are multipigpeoists, the media
is a part of corporate America. Corporations have a stake irarafdirs and therefore
have the potential to profit from successful forms of media. One corporationiofijaart
interest to the tween consumer is Disney. Perhaps no discussimmeai media
consumption would be complete without the mention of Disney. Leading dlyeinv
tween-centered programming is that of The Disney Channeliting/ffor Fortune
magazine, Julie Boorstin (2003) called The Disney Channel of yesststhe “ugly
stepchild” of the Disney empire, referring to its dated progmarg and inability to
appeal to a wide audience. No longer the “ugly stepchild,” Tlad)i Channel has
cemented its place in cable television domination. With programgwaged toward
children ages 6 to 14, Disney Channel is immensely popular in filhegtween-age
television demand and has numerous markets in countries around the waridy(Di
Channels Worldwide, 2008). The success of Disney programming has bdassothe
last decade, with much of the popularity coming from its powerhowsgerHigh School
Musical (Disney Channels Worldwide, 2008).

Disney’'s domination, however, is not limited to television programym The
success of numerous tween-geared shows and movies has spawnée éraeciise of
Disney related products. Toys, games, and clothing based on pDmtay Channel
programs are just a few of the tween-friendly items availémepurchase (Disney
Channels Worldwide, 2008; Boorstin, 2003). Another television station offering
programming for tweens is Nickelodeon (Banet-Weiser, 2004). It teoctemted an

empire of shows, movies, and merchandise for the tween consum#ére @ stations,
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however, Disney appears to have won the tween consumer race bingrhage ratings
numbers for their original programming and movies. In terms ofdwade appeal,
Disney certainly dominates, claiming the number 1 televisionasteamong 6 to 14 year
olds (Disney Channels Worldwide, 2008).

One media source that has benefited from Disney’'s success twéén
entertainment is that of magazines. Readership of tweendgeamgazines saw an
increase after DisneyBligh School Musicapremiered, and brought life to an industry
that had been on the decline (Olson, 2007). Magazines for the tweémcigide such
names as8op, TigerBeat andGirls’ Life and contain content such as beauty and fashion
advice, and information on celebrities considered popular among tW@&w, 2007).
Most often the celebrities featured in tween magazines are gopular tween shows,
movies, or bands. The magazines are filled with pictures of tdedserities and various
tidbits of information about the star. By featuring other media egntween magazines
further enforce the images, values, and ideals tweens are encourageddadadiéthin
the past few years, a number of magazines have ceased operstioesof which
included those specifically for teens and younger teens (readngjve Many of these
magazines were published on a monthly basis, therefore makimgaihers wait weeks
before a new issue came out. Their readership declined withttbduction of weekly
published magazines as their readers no longer had to wait a rworgat their
entertainment news (Olson, 2007). Although some tween magazinesavegeen an
increase in readership within the past few years, many hsves@én a decline and have
therefore ceased operations. A market cannot exist withoutrseaige magazines have

had to seek new ways of reaching their customer base.
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One way in which magazines have reached out to consumers is Vrdaeimet.
Record numbers of people use the Internet and research has shoaaotbacent girls
often visit the websites of popular magazines (Labre and Walste@¥)i 2003). 1t is
worth noting that all of the tween magazines previously mentiones daaorresponding
website. The content of the websites are similar to that cectavithin the pages of the
magazines. However, unlike their print counterparts, the websitdbdse magazines
are also able to offer interactive features such as gamezequiand message boards
(Labre and Walsh-Childers, 2003). In an analysis of four popular nesgazine
websites, researchers found that the content amongst all Wgssifailar; that being a
focus on beauty, fashion, and celebrities (Labre and Walsh-ChiR8). The focus
on beauty that emerges as a common theme on these websitesanaeiatprces the
idea of an appearance centered culture. Not only are todaysstwaeeiving messages
from television and magazines about the ideal feminine body, theglsareexposed to
the images via the Internet.

Although the Internet is a popular tool for tweens to use, print zireggmare still
being produced and sold to consumers, which suggests that theteasdstinand for
them in the market. Even though many magazines have a corregpovehsite, the
number of advertisements on the website is much less than thoseedntathe print
version. Some research suggests that print advertisementer@effiective than those
on the Internet and on television (McPheters & Company, 2009). Einettsements
were more effective in that they made a stronger impressionrbaigents of the study
than either digital or television ads (McPheters & Company, 20®hce previous

research on teen magazine advertisements has focused on théesgued, it is of
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importance to this research that the print issues are analyzed. Furthemceressearch
has also suggested exposure to print magazine ads to be matevesftban either
Internet or television ads, and since tween girls are at anessipnable age, the

messages and images being advertised in tween magazines is also of importance

Existing Literature on Adolescents’ Print Magazines

The content of adolescent magazines has been the focus of adskeafch on
media and adolescent body image. A content analysis of tdmesaent magazines
identified three common themes related to the articles and snfaged inside (Evans,
Rutberg, Sather, and Turner, 1991). The first theme involved self impeotgmmarily
via fashion, beauty, and weight control. Secondly, all three hadws fon identity
development. The third common theme identified was a racial bihe edvertisements
and other photos, such that white females were represented moréhaftesther racial
or ethnic groups (Evans et al., 1991).

Other research identified a similar theme of self improvemalated to weight
control which the researchers identified as helping to perpetuatienhdeal (Ballentine
and Ogle, 2005). Research on the contentSefenteemmagazine conducted by
Ballentine and Ogle (2005) identified two common themes: the makibgdyf problems
and the unmaking of body problems. They found that the content of thazimag
presented the body as a problem while at the same time encgugads to “unmake”
this problem. Content presented a set of beauty standards by which a girl shoorich conf
while also encouraging her to not conform to beauty ideals and etti@mace her own

uniqueness (Ballentine and Ogle, 2005). The contradiction of messagekih some
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magazines could be confusing to readers since it is sending messhges about how
they should look and feel about themselves. While all three comnuaenitified themes

found by Evans et al. (1991) and Ballentine and Ogle (2005) are of etp@tance and

warrant further research, one identifies quite clearly withdharior research on media
and adolescents; that being the idea of self improvement asateseto beauty

(appearance), fashion, and weight control.

Messages about beauty, fashion, and weight are relayed to r@adeuitiple
ways. Featured stories, advice columns, and photospreads commonly seompri
magazines and are representative of different contexts in wiflakential messages can
be conveyed. However, messages can also be relayed in anothernmpaytaone that
teens and tweens may not realize they are being influenceatibgrtisements. There
has been extensive research on the effects of television andimeagdvertisements on
the body image and self-esteem of women (e.g., Harper and Tiggeg€@08; Hamilton,
Mintz, and Kashubeck-West, 2007; Engeln-Maddox, 2005; Lavine, Sweeney, and
Wagner, 1999). Females in Harper and Tiggemann's (2008) study wih@advie
advertisements found in a popular beauty and fashion magazine weeelikely to
report dissatisfaction with their own body, have a negative mood, aperiexce
appearance-related anxiety compared to females viewing adsnoogtanly products
and no human image. A similar result was found by Hamiltoal.e2007) wherein
female participants viewing advertisements containing fenvahesexemplified cultural
ideals of thinness and attractiveness were more likely thamteot group viewing only
product advertisements to be dissatisfied with their bodies. |Benexposed to

television ads depicting women as sex objects were likely t@ipertheir own body as
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larger than it actually was and they expressed a desire tunmert compared to those
viewing non-sexist ads (Lavine et al., 1999).

Advertisements in magazines for females have often showcastzhtake body.
Viewing these seemingly ideal women makes the readerbddehbout their own body.
They compare themselves to what they (and society) perceihe gerfect female, and
as a result of being exposed to the images, become saddenweirbywin appearance
(Engeln-Maddox, 2005; Clay, Vignoles, and Dittmar, 2005; Jones et al., 2004).
Avoidance of these images in women’s magazines is rather difficult as adwegtits are
an essential part of magazines. In the case of adolescentinesyaadvertisements
comprise a significant portion of the content. Advertisementsléihes, hair, and skin
and beauty products were all identified in four 2006 issues of a popdtdescent
magazine analyzed by Brookes (n.d.). Evans, Rutberg, Sather, and T(h9&x19
content analysis of adolescent magazines similarly idedteauty care products as the
most frequent type of advertisement, followed by clothing. Cormktttis type further
fuels the importance of beauty and appearance in our culture anddplrpetuate the

body image issues many adolescent females have.
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CHAPTER 3: THEORY

Research on gender often distinguishes between sex and genddernit©ienay
often be used interchangeably, but they are not synonymous. Sexdalogassifies a
person as either male or female according to the reproductive om@aaier
chromosomes they possess (West and Zimmerman, 1987). In contrast,igsodelly
constructed through psychological, cultural, and social influences (West ana#iram
1987). While a person may biologically be a male or female, howateedefined and
define themselves within society, as well as how they think aphdcanstitutes their
gender. Sex is something a person is born with, whereas gender is acquired.

The process of gendering a person into either male or femaieshbetga very
young age, perhaps as early as infancy (Lorber, 2001). Fromosaiya person’s life
they are treated according to how they are supposed to appdanko.and act within
society. West and Zimmerman (1987) contend that gender is not simply what a person is
but rather what that person recurrently does through interactibrothers. It is through
gendered interactions and performances—our “doing” of gender—thkatoncept of
little girls and little boys emerges and the differendetween the genders are
established. Our interactions with media items, such as adwegtit® in magazines,
also create and confirm gender and gender differences as aseilve learn to see
ourselves through the images we view.

Gender is a social construction that is shaped by the variouacinas people
have with society. Social construction feminism examines tbetste of social order as
it relates to gender (Lorber, 2001). Thus, social constructianshfsts view gender as

a social institution that not only differentiates between men aadhem, but also
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produces gender inequalities. Inequalities emerge out of the budflchgminance and
subordination into gendered interactions and relationships (Lorber, 200Gjple Peat
men and women differently, thereby reinforcing gender inequalittescial construction
feminism argues that “women and men are socially differeatian order to justify
treating them unequally” (Lorber, 2001, p. 186). Since men and woneetreated
differently by society, they are also expected to look and #Hetreltly and, ultimately
looking and acting differently serves to re-cement differentedtment of men versus
women. Generally people look and act in ways that are gender-appedpgcause they
have been socialized to do so, and are constantly faced with irdesattiat reinforce
what they have learned. Lorber (2001) therefore attributes gap@eopriate behavior
to the gendered social order which justifies and therefore expertsand women to act
differently. Gender expectations and norms are constructed andamechtthrough
numerous institutions. Parents (family), schools (education), anddtia @l influence
gender norms and provide girls and boys with certain expectationg what is gender
appropriate (Lorber, 2001). It is through these various institutibas ideas of
masculinities and femininities are presented, learned, and reinforced.

Lorber (2001) contends that gender differences are natural; tivadiisduals are
gendered from the time they are born. It would seem unnatural anly wiagipropriate
to respond to and interact with an infant girl the same waywanéd respond to and
interact with an infant boy. Some studies have found that adults itfeat boys
differently than they do infant girls (Lorber, 2001). Little bays big and handsome,;
little girls are delicate and pretty. Gendering may shlkena natural process because it

comes instinctually to people. They know how to treat maleseandlés based on how
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they themselves have been treated and by what they hamedeada various social
institutions. (They do not know nearly as much about how to interrupt gegde
processes because of how “normal” and “natural” gendering #ss) Lorber (2001)
asserted, the mass media is a very influential institutiondiestoucting and maintaining
gender differences. It is through the media that people arenpeeswith images and
descriptions of what is gender appropriate.

Young children who do not have the life experiences of adults would inwariabl
seek verification for gender practices from socializing ageat$) as peers, parents, or,
more importantly for my purposes, the media. By reading magaforanstance, tween
girls are presented with images and text that convey to them arkaideal and
acceptable female characteristics. Tween girls then suatal confirm their gender
status by engaging in gender appropriate thoughts and behavior whychalyelearn
from magazines and other media items. In this sense, the madiagaan integral part
in the maintenance, and perhaps (re)construction of gender in tween girls.

Social construction feminism pertains to the construction of gendeist as
gender is socially constructed, other ascriptions of individualsam®@ constructed.
Medicalization theory pertains to the construction of seeminglgnaboccurrences into
medical issues. Medicalization is the process wherein nonmaahchlems become
viewed as medical problems and are therefore treated as sanhadC 2007). The
hallmark of medicalization is that a nonmedical problem becomesedeedically
using medical language and is treated using medical inteswentiThe medicalized
problem is viewed as an illness or a disease, something thattodexigreated medically

when in fact it may not require any treatment at all (Conrad, 20D0/&ditionally, female
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problems have been medicalized more than male problems. Issuesngcnaturally to
women such as pregnancy, menopause, and premenstrual syndrome | hagenal
medicalized (Conrad, 2007). Medical treatments have been estalibisheth women
treat these so-called diseases. A seemingly nonmedical prdbinhas also been
medicalized is menstruation, a common occurrence experiencethstyfemales. The
medicalization of menstruation is important to this researchusedaveen girls are at an
age when menstruating is a new experience. Their reactiondt@»xperiences with
menstruation may be related, in part, to the medicalization of matieh and how it is
portrayed in the media.

Purpose of this thesis

Feminist social science research on the portrayals of famodlies in girls’ and
women'’s print magazines is now a longstanding tradition. MagaguwsasSeventeen
and Teen Vogueare popular with tweens and teenagers and have been the focus of
considerable research on gendered media influences. Although niaesazines are
popular with tweens, their target audience is the older teenagéar, 8tile research has
focused on print magazines whose target audience is the younganteeveen; that is,
girls who are roughly 10 to 15 years of age. This thesis contilboitexisting literature
by focusing specifically on a product geared to the tween consumiglentify three
reasons that it is important to add to our knowledge of the messagesween
magazines convey to young girls about the culture of beauty., &ii@escents and pre-
adolescents have extensive exposure to mainstream media in coEIgMPOES.
Second, research has found many young girls to be dissatisftedtiveir bodies,

specifically because of media influences on their body images. thimll consumerism
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forms the basis for the current definition of a “tween,” therslbygesting that products
and images are marketed to them via magazine advertisemefis. project is a

gualitative content analysis of advertisements in one tweenzmnaga | answer the

following research questions in this study:

e Do the advertisements in tween magazines focus on appearanse? ot
which aspects of appearance do these advertisements focus? Do the
advertisements in tween magazines conform to or resist beauty ideals?

e Do these advertisements focus on issues of puberty/menarcheepragt
appropriate health topics?

e What actions do ads encourage? Are these gendered actions?

To answer these questions, | engaged in a qualitative contentisra\Sirls’ Life
magazine. In the next section, | describe my methods, including thesdarce and
coding categories. | conclude my methods section by describingréicess used in

gathering and analyzing the data, as well as detailing how | recordeddhe da
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CHAPTER 4: METHODS

This research consisted of a qualitative content analysis chdhertisements
found inGirls’ Life magazine.Girls’ Life has a target audience of 10 to 15 year old girls
and claims to be the number one magazine for girls in this age (&irls’ Life, n.d.). It
was established in 1994, and is published on a bi-monthly basis, matote) af six
issues per year.Girls’ Life is the official magazine of choice for the Girl Scouts of
America. In 2008, there were a total of 374,530 subscribers ané sy sales of the
magazine (Magazine Publishers of America, n.@jtls’ Life has been the recipient of
numerous awards, many of which were from parent groups. It iateddry Girls’ Life
Acquisition Company and its editorial and publishing staff is coragrsolely of females
(Girls’ Life, n.d.). Females also head the advertising depata division of the
magazine that is central to this research. In the followinggagdescribe my data
source, analysis, limitations of the research, and the management and reaidditag
Data Source and Analysis

I conducted an analysis on all advertisements found in the madazihe years
2007 and 2008, making for a total of thirteen individual issues. | anadyradl of 286
advertisements from these thirteen issues. | chose thesedvgobgeause of availability
of these issues of the magazine. Additionally, at the time whemesearch began, 2008
represents the most recent year to date that a magazine ceeldattaeved a full
publication year. Although the Internet is a popular resource foensvéo use, and
Girls’ Life magazine has a corresponding website, print issues of the mageerie
chosen for analysis to maintain consistency with previous researahucted on teen

magazines (e.g., Ballentine and Ogle, 2005; Evans et al., 1991).
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The content of the ads was the primary focus of this researchtheécoding
sheet | created for this project (see Appendix A), | indicatehtez2 main aspects of the
ads that | analyzed; the text, the person(s) in the ad, and the poogectice being sold.
| analyzed the text for tone, the words used (appearance-h-heaid body-related),
whether it was assumed that women are in control of their bodieswlagither an
educational message was conveyed.

In order to address issues related to tween girls’ body imagehe existence of
an appearance culture, | also analyzed the image of the persorath thi@e visibility of
their body and body parts was one focus in this case, and | codeficafgdor what
portion of their body was showing in the ad. The portion of the bodyrsin@s further
broken down into three categories: ads containing a full body shotpatisning just a
head shot, and those in which only part of the body is visible. Prexésearch has
found that viewing images of the ideal female can lead to difssdit of one’s own
body (Clay et al., 2005; Jones et al., 2004). | coded the visibilityegberson’s body to
better understand the amount of visible body a tween magazine ieadposed to. The
position the person was in was also coded for, as well as thgydoe/she was engaging
in and the setting in which he/she was portrayed.

Coding of the image portrayed also included an analysis of tihgorpe
appearance, such as the clothing he/she was wearing, and hasibeexpression. As
explained by Escobar-Chaves et al. (2005), the media is veryligedual analyzed the
position of the person in the ad as well as his/her overall appeara address issues of
sexualization that may be present in the ad. Additionally, thetivel age of the

individual(s) in the ad was analyzed to see whether he/she appedredoetween the
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ages of 8 and 15. This point of analysis will help to better underttanslitability or

relevance of the images that tween girls are exposed to asiblpexpected to emulate,
causing them to do gender in either age-appropriate or age-inapfgopags. The

number of people in the ad was accounted for, as well as their ggmfleace. Since
previous research has found the peer group to be an integral part ofsweaaization,

the number of people in the ad was accounted for to better understandrpae

portrayals (Newman, Lohman, and Newman, 2007).

Lastly, deriving from categories established by Evans let(¥991), all
advertisements were categorized according to the produ@races being sold. The
products or services were analyzed according to the followingasegories: Beauty &
Cosmetics, Clothes & Accessories, Feminine Hygiene, Healtkerainment, and a
Miscellaneous category to account for those ads that did not fitanyo of the
aforementioned categories. Finally, | assessed whether the {sramuservices were
helping to enforce beauty ideals by drawing attention to certain partsluddige
Data Management and Recording

| was able to locate and check-out all thirteen issues of #yganmne at public
libraries in the metro Detroit area. Once | had checked them went through each
issue, taking a digital photograph of every advertisement. Each plastéhen loaded
onto my computer and filed under the issue months and years. | hadrtHil¢ folders
of photos, corresponding with thirteen magazine issues. Within dadbldier, | labeled
the photos by numbers, so as to have a quick reference for how mamgrada a given

issue.
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Given the total number of ads, the coding process was somewhat long and
tedious. After completing coding for the first issue, | checkedvith my thesis
committee to see if | was properly coding the information anal talsee if there were
any corrections or additions to make to the coding sheet. The coding sheeddeassna
table in Microsoft Word. | alternated colors of the text betwibenissues to separate
more clearly the coding of each issue. For example, the Deodargary 2007 issue
was coded in black text, the February/March 2007 issue coded in blue text, tidapri
2007 issue coded in black text, etc. While | was coding, | alstedt@ separate table in
Word that contained advertisements that had been duplicated. If rdnadysly coded
the ad, | did not re-code it, rather | noted in the duplicate tadole many times that ad
occurred throughout the thirteen issues. Once every advertisentebeéa coded, |
printed my completed coding sheets and put them in a three-ringr lsegarated by
issue. Since duplicate ads were only coded for once, | noted at the top of the coeting she
how many times the ad was duplicated.

Data analysis was an equally long and tedious process. Aleatdunting and
recording of data | did was by hand. Using blank paper, | madentalliys to count how
often a specific coding category occurred. | then createcceddft Excel document to
put all of this information in. | separated the issues accoririge product or service
being sold, which allowed me to count how many ads belonged to each eixthe
categories: Beauty & Cosmetics, Feminine Hygiene, Clothe&céessories, Health,
Entertainment, and Miscellaneous. Although | had initially put tmpieted coding
sheets in issue order, | found it easier to separate them lypthef product or service

being advertised. Once | had separated them by product categeag, €asier to work
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through one category at a time. The information contained in xcel Elocument
derived from the part of the coding sheet in which the person(s) addgbs or services
were coded. | took the individual aspects of the person(s) catagdrgounted and
recorded how often that particular aspect occurred. For instanoented how many
ads had females, how many had males, the position the peoplenyete.i For the
products and services category of the coding sheet, | recorded what the prodeicisdve
how often they appeared. | used both memory and the Excel documen ttewelop
themes found in the data.
Methodological Issues and Limitations

The total number of individual ads found in the thirteen issues was 283.
However, there were three instances in which an advertisemengéeéltmtwo separate
categories. In each instance, these advertisements were cdded dmce for each
category. One ad contained products or services for both Femkiygiene and
Entertainment, another ad for Clothes & Accessories and Entertatinamel a third ad
fell into both the Beauty & Cosmetics and Feminine Hygiene oatxy These three
instances are not reflected in the total of 283 since this tefigicts the number of
individual ads and not the frequency of category occurrences. Saoenainder of this
discussion will focus on the categories, the total will be adjusie286 to reflect the
three instances in which an advertisement belonged to two categories.

Data collection was not difficult and | experienced few problemgas able to
find all thirteen issues at two local libraries near wheldevd. One minor issue |
encountered was that the issues | required were a few yeandttius were located in

library storage. This was a problem in that in some casesshbes were located in
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separate parts of the library, requiring me to seek the asstsof library staff to help
locate the issues. In some instances, this took some timeate lithe issues, which
posed more of an inconvenience than a problem. | was able to cheiskumsd of the

magazine for a week at a time.
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CHAPTER 5: RESULTS

This chapter contains information pertaining to the findings of résearch
conducted. | identified three main themes in the results: appeafantnine hygiene,
and actions and behaviors. A discussion of each theme is provided] as exhmples
of ads that fall into each theme. Before discussing the themdstail, | provide a
general discussion of each coding category (Beauty & Cosmétatbes & Accessories,
Feminine Hygiene, Health, Entertainment, and Miscellaneous) angple of ads that
were placed into each category. In this general discussion Idhgkhe products and
services commonly featured in each coding category.

| analyzed thirteen individual issues d@&irls’ Life, beginning with the
December/January 2007 issue and ending with the December/JanuarysQ0€9 In
total, | coded 286 advertisements, with an average of 21.77 per i©fubese 286 ads,
those falling under the category of Entertainment occurred neagidntly, with 118/286
(41.26%) comprising the total number. Advertisements in the FeeniRlygiene
category had the second highest occurrence, comprising 44/286 (1mB&4e) total.
The category of Miscellaneous had the third highest occurrdramdvertisements with a
total of 41/286 (14.34%). Health related ads were fourth highestrowgwwvith 29/286
(10.14%). Beauty & Cosmetics and Clothes & Accessories eactwred 27/286
(9.44%), thereby making both categories the least occurring. tisbraents containing
only females comprised 154 out of the 286, making for just over half, or 53.88% of
total number of ads. While ads containing only females occurred oftest, those
containing no people represented the second highest frequency, with 07/2802%.

In these ads, the product was of particular interest and was therefore the focus.
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Table 1: Total advertisements per category

Category Total Percent of Total
Beauty & Cosmetics 27 9.44%
Clothes & Accessories 27 9.44%
Feminine Hygiene 44 15.38%
Health 29 10.14%
Entertainment 118 41.26%
Miscellaneous 41 14.34%
Total 286 100%

Products and Services

Of the 27 Beauty & Cosmetics ads, 25 advertised lip products. €ld&he
Accessories also had 27 total ads, of which 18 were advertising shoes. Thus, titisse res
automatically suggest an emphasis on particular body parts €dipd feet).
Advertisements for jewelry and those with a combination of prodswth as shoes,
clothes, and jewelry each occurred 4 times. Health ads consistddse in which
health-related messages or products were being sold. Produoctgethaconsidered for
use by both males and females were included in this cateiipengby distinguishing it
from the Feminine Hygiene category. Of the 29 total Heatllhy 23 were for acne
medication, and the remaining 6 were those that promoted the healfiisbehenilk.
Although acne medication was portrayed as being for both maleseamalet, the
prevalence of acne ads focusing on the face (and appearance)des-g@ecific to
females. The classification of ads into the Feminine Hygiategory consisted of those
products or services whose intended consumer was female. Unlikedht category,
these products were specifically for females and femedéded issues. Of the 44 total
ads, 32 were for menstruation related products. More specifit8ligdvertised pads, 12

advertised tampons, and 2 advertised both pads and tampons. The higher efumber
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advertisements for pads suggests an age-appropriate approach to menstruatitsiproduc
that the tween consumer, a girl who is new to menstruating, mapenotady for
tampons. Other products included in this category were those for dagdbath
products, and hair removal products such as those for shaving and waXmg.
Miscellaneous category consisted of products or services thaild aot account for
prior to coding and therefore did not fall into any of the other mpeeific categories.
Forty one ads comprised this category, of which there was ayaiffigoroducts and
services. Advertisements for snack foods such as cookies, frultss@ad bubble gum
as well as those promoting the Girl Scouts each occurred 12, tmadsng both the
highest occurring products. Other products and services in theldrssous category
included anti-drug and air freshener ads.

By far the category containing the highest number of ads was dhat
Entertainment. Within this category there were various prodhaitg) advertised, but all
had the intended purpose of providing entertainment for both girls and dtysugh
products for females were of primary focus. There were hdbid 8 Entertainment ads,
of which the most advertised product was books (30/118). Ads for gamdsehsetond
highest occurrence with 24 out of the 118 instances. The gaasssfichtion included
advertisements for video, computer, and board games as well as gysteigs. Other
Entertainment ads included those for cell phone applications (184/18hd movies
(18/118), and those promoting websites (10/118), to name a few.

Of particular interest to this research are the categofi®&eauty & Cosmetics,
Clothes & Accessories, Feminine Hygiene, and Health. Howeker categories of

Entertainment and Miscellaneous had the first and third highest occurrespestikely,
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and should not be ignored. | have identified three themes in the datdéhave of are
particular importance to understanding what is being advertisethamdessages that are
conveyed to tweens. These three themes can be found across the vadings
categories and are as follows: appearance, feminine hygiene, and actionisaamal f.e

Table 2: Total advertisements per theme

Theme Total # of ads per theme
Appearance 80

Feminine Hygiene 32

Actions and Behaviors 144

Appearance

Because appearance-related issues have been found to be prievabasting
literature on adolescents, and because of the research questiothsrptise project,
coding strategies were developed to search for information about nisoreeternal
bodies and physical beauty in these ads. | coded a total of 127/286 aujseasance-
related, and these ads fell across the general coding caseddei@uty & Cosmetics,
Clothes & Accessories, Feminine Hygiene, and Health. Thus, almbsi44%) of the
ads found inGirls’ Life within 2007 and 2008, dealt somehow with appearance-related
issues. Further analysis indicated three appearance-reldiéetrmes within these ads,
specifically related to an emphasis on the face, body padstexealing clothing worn
by the person(s) in the ad.
Emphasis on the Face

Ads promoting products specifically for the face were common inthetBeauty
& Cosmetics and Health categories. Lip products comprised theobtiie Beauty &

Cosmetics category, totaling 25 of the 27 total ads. More smlif these lip ads
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advertised lip glosses, products that specifically aim to dieelips a wet and shiny
appearance. Among Health ads, 23 of the 29 ads advertised acnegrdtfhde acne
can occur other places besides the face, these products focuskcadigean the face by
using head shots of individuals to highlight an area where acne can occur.

Lip product ads were primarily for the brand Lip Smackerdjoalyh a few
CoverGirl lip products were advertised as well. Lip Smackdsstended to be the first
and/or last ads in the issue. They often featured two or mof@grand/or laughing
females per ad. Ten ads featured girls between theod§emnd 15 and 9 contained both
8 to 15 year olds and people older than 16. One ad, for example, containedebwve
females, one of whom was spraying the others with a water (Aps#/May 2007 &
February/March 2008). All appeared to be laughing. While geisg sprayed with
water may appear somewhat erotic, the ad did not appear to beddi@athat meaning.
The ad’s text has a positive tone, as many of the sentences ewieynent by ending
with an exclamation point; “All together for more fun! More wagdove what you love!
One is good. Three is better!” The apparent motto of Lip 8emac“All the flavor of
being a girl,” is included in every ad, and also reinforces the naifoexpressing
femininity via sweetness, tasteable flavor, and the applicatiomaké-up. Lip Smackers
products taste sweet, and girls are expected to have a stitedeat The Lip Smackers
motto captures the essence of tween behavior: “the flavor of beyndj’ is to be sweet.
Girls are expected to be sweet and docile, thus the producis @peresentation of
feminine ideals.

CoverGirl ads, unlike Lip Smackers ads, used the same model indmthap

singer Rihanna, a celebrity in her 20s. CoverGirl ads showedethald from her
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shoulders up, and made her lips more visible than those in Lip Smaclserdn one ad
for CoverGirl Wetslicks Fruit Spritzers, the model is holdingtrawberry near her open
mouth, as if ready to bite into it (August/September 2007 & Octdbgember 2007).
Although the image is primarily of her head, her shoulders apesexl, revealing a
string-like halter top around her neck. This image comes aoross sensual than the
Lip Smackers ads. Using their famous tagline, the CoverGirlabdays include the
slogan, “Easy breezy beautiful CoverGirl.” Wetslicks lip glesghe product being
advertised in both ads, lip gloss that as one ad proclaims will'gneendless options in
shine.” Large images of the product are also included as part afl fh@mages that show
beads of water on the product, making it seem as though it is wet. invéiges and
objects are sexual in nature, thereby furthering the mesdéagmsuality portrayed in the
ad. Whereas the Lip Smackers ads portray multiple tweens sdweertisement, the
CoverGirl ads all had a singular model who was older than a twéédre single
CoverGirl model implies that when one desires to be sexy, shendbesed her friends
around to convey this message; sexual appeal can be achieved dlooet the aid of
friends. Lip Smackers ads appeal to tweens who want to have fartheit friends;
CoverGirl ads appeal to tweens who want to be flirty, playful, andwsgal, who want to
act older than they are. Both Lip Smackers and CoverGirl advdipigloss, but the
messages they send to tween girls are different.

Advertisements for acne comprised 23 of the 29 Health ads. Hdsseere
generally not gender-specific as both males and femalesrgopan the photos. Ads
consisting only of head shots comprised 9 out of 21 ads featuring people, wipcimt

furthers the emphasis on the face that is portrayed in theserappeaclated ads.
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Clearing facial acne was the target of many of these ats,onwe encouraging to “do
your face a favor” and try the Stri-Dex acne pad that won'h laund provides “full-face
coverage and deep, but gentle cleaning.” One ad for Proactiv Solldiored it is
“Keeping America beautiful. One acne-free face at a tiAgtil/May 2007). This same
ad encourages the reader to try the product “today and set your tuig foea at last.”
This suggests that one is only beautiful on the outside, and with acne-free skin.h&/hen t
person with the acne is female, the pressure to fix it is evane paramount because
females are expected to live up to beauty norms which empl@sazeskin and physical
attractiveness.

An ad for Stri-Dex acne pads shows two cartoon faces, onengmilne angry
(see Appendix B, image 1; December/January 2007, April/May 2007, Jyn2Qif,
December/January 2008, & April/May 2008). The angry face idddb&s “the other
brand” whereas the smiling face is labeled as the Stribdlard. Per the text, “Only
medicated Stri-Dex pads are alcohol-free, so you can clean yaur tsdat existing
breakouts, and prevent new occurrences...comfortably.” The begowalye control of
one’s skin is to use these face pads. Additionally, happiness madioe best felt when
one’s face is clear of acne. Another Stri-Dex acne pad adredrs shows a large
picture of the product box with big red boxing gloves on either side dthe text reads
“The power to win the fight against acne without a prescript{&@bruary/March 2007,
August/September 2007, & February/March 2008). These acne adsagecthe use of
acne products to fix skin imperfections because having a @eang beautiful, and only
with these products can a person begin to appear beautiful to oWwérs23 of the 29

ads in the Health category advertising acne medication, jipigrant that acne has been



41

sufficiently medicalized in U.S. society so that medications amterns for acne are
numerous.

Advertisements emphasizing the face were found throughout the B&auty
Cosmetics and Health categories@Girls’ Life. The only make-up product advertised
was for lip gloss, suggesting perhaps that the magazine re #wa tweens may be too
young to wear other forms of make-up. Furthermore, there werasdoa lipstick,
implying that lip gloss is to be the tween girl’'s first fpranto make-up products.
Lipstick is sophisticated and associated with females older weens, whereas lip gloss
is fun and flirty and is attributable to young girls. A focus oneamedication products
teaches tweens that a clear, acne-free face is theeprdtice. If they do not have that
clean face, they need to use acne medication to achieve it shethatan adhere to U.S.
beauty norms.

Revealing Clothing

Clothing emerged as a point of interest related to appearantati | became
increasingly aware during coding that females pictured irathended to be in clothing
that revealed at least part of their skin, regardless of #ganme issue and the season it
was published in. More specifically, it was common for femalebe ads to be in tank
tops, shorts, and skirts. | was particularly surprised at ham ¢fseemed to encounter
ads in which a female was in a tank top, which exposes shouldersnasid @f the 77
ads in the appearance theme, 47 contained images wherein ankegsrson was seen
wearing a tank top, short skirt or dress, or other forms of dgthihat expose a
significant portion of the skin. Of the 22 Beauty & Cosmetids, dor example, 17

contained people wearing t-shirts and/or tank tops. Of these 17, 7 neahtai
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combination of people in both tank tops and t-shirts, and another 7 contamgéd pe
solely in tank tops. Similarly, of the 21 Health ads featupegple, 14 showed people in
at least short sleeves, with 7 ads portraying people in tank tbpsTdmese numbers may
seem rather inconsequential, but tank tops, particularly those hiittstraps or halter
styles, are revealing in terms of the amount of skin that is exposed.

Revealing clothing can be found in advertisements across all codiagories.
An ad for Red by Marc Ecko shoes depicts an older tween wearmgiskirt and short
sleeve sweater (August/September 2007 & October/November 2007). prdtect
advertised is shoes, but the female’s clothing is revealing thatian is drawn to her
clothing and body (particularly her legs) rather than the shoéslteais modeling. A
similar advertisement for the same shoe brand featuresalefen short shorts and knee
high socks (October/November 2008). In both of these shoe ads, the farales
exposing substantial amounts of skin. Perhaps the intent of thelset@adsaw attention
to the model's legs, thereby drawing attention to her shoes, kaitsthategy of
advertising only further draws attention to the female’s bodyaavad/ from the product.
An ad for the company Punkrose features a female wearing ptadk and a purple
hooded sweatshirt that is open and revealing a bra/bikini top (Octaveritver 2008).
The model is seen holding onto the open part of her sweatshirt, asliifighdl open to
reveal her clothing (or lack thereof) underneath. Other advertisersleoiv females in
strapless dresses, low-cut tops, and tank tops.

These ads imply that tweens should wear clothing that revdalssapart of their
skin, regardless of whether the exposure is of the arms, leggrmobeeasts. Tweens are

therefore being sexualized at a young age and are sent messagesgazine
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advertisements that they need to dress in clothing that wdkcathe attention of others,
particularly males. This sexualization could lead to unwantedtaih as well as body
image issues. Advertisements featuring females in renpelothing placed an emphasis
on the female’s body and body parts and further sexualized and objectified ber ima
Emphasis on Body Parts

To further address the issue of objectification of female bodiswere also
coded for the amount of body being shown. Throughout the four appearaned-rela
categories (Beauty & Cosmetics, Feminine Hygiene, Clothes@##sories, and Health),
47 ads portrayed at least part of the human body (out of 86 ads contp@uplg).
Partial body shots were identified as those in which the full lvealy not visible, but
more of the body was shown than simply a headshot. For instanda, lpzaly shots ads
consisted of those in which the body was blocked by an objectdayt,box) or part of
the body (e.g., legs) was cut off from the frame of the photo. Adesrents containing
at least a partial body shot and those containing a full bodyosbatred more often than
those containing just a head shot. Head shots were considerechtiwdseh there was a
close-up of the head, primarily from the base of the neck up. Bhmlity of clothing
within the ad was also used to define the difference betweenrial @dy shot and a
head shot; for example, only a shirt or blouse collar might be showrhead shot ad.
Partial body shot ads were most common in the Beauty & Cosngat®gory. Feminine
Hygiene ads had an equal number of partial body shots (10) and fulshotdy(10), out
of the 22 ads containing people. The Health category contained 9 lnatadasd 8
partial body shots out of 21 ads containing people. Considering mamy afl$ were for

acne products focusing on the face, 9 out of 21 ads featuring headstaitparticularly
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surprising. As for full body shots, Clothes & Accessories ws dnly category to
contain more full body shots than head shots and partial body shotspmbaation of
both. Since 18 of the 27 ads were for shoes, and 21 of those 27 ads cqreapiedthe
existence of 14 full body shots is not surprising.

Table 3: Visibility of body in appearance-related coding categories

Category Number of Ads Partial Body Full Body Head Shots
with People Shots Only Shots Only Only

Beauty & 22 14 - -

Cosmetics

Clothes & 21 6 14 -

Accessories

Feminine Hygiene 22 10 10 -

Health 21 8 - 9

As previously discussed, an emphasis on particular body pappaseat in both
the lip gloss and acne product ads. In both instances, the face isseraghavith lip
gloss ads further emphasizing the lips. An important featurdeforle tweens to
emphasize is lips, because full lips are viewed as attractive (S&wssbart, and Didie,
2003). Lips are also a sensual feature, and the emphasis on themdbptieéifies and
sexualizes the female body. Other instances in which body peet emphasized in
Girls’ Life are in advertisements for body hair removal products. Productsasugair
Hair Remover and Skintimate shave gel were included in the Feariihygiene category
because of the intended audience; females. An ad for Nair Haio\RRe shows a female
cartoon figure sitting in a yoga-type position with text proclaiming tHeviahg:

...l am pretty. | am beautiful in my strength. | am poised. | am r&ady

the day. | am not going to settle for anything but soft skin. | am who | am.
| am pretty...
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The advertisement further states that “smooth, pretty skin” cacHhieved by using the
Nair Hair Remover and implies that one can feel pretty bynigasoft, hair-free skin
(June/July 2008 & August/September 2008). The Skintimate shave gel athsaat
picture of bare female legs and a mango dripping water (SeendppB, image 2).
Similar to the CoverGirl lip gloss ad, this ad furthers the ilabwet objects are sensual.
Furthermore, the only visible part of the female is her ledss ad is a classic example
of the objectification of women in that it emphasizes a partidubaly part (her legs).
The ad reads “Get Skintimate with your legs. Juicy new Hiitdyngo” (June/July 2008).
Both ads for hair removal products objectify women by placing esiphan their
outward appearance and reducing their identity to a physicddué (smooth, clean-
shaven legs). Another physical feature highlighted in 7 ads @lddneasts. Revealing
clothing such as low-cut tops and bras/bikinis emphasized breastsadsheAn ad for
Secret Scent Expressions deodorant, for example, showed a feraalegveelong dress
made of leaves with coconuts over her breasts (June/July 2008 & Dex¢dammuary
2009). The scenery of the ad is a jungle, so the female’stbretand out in the ad
because she is surrounded by green leaves and trees and the coconuts covegasther br
are brown. The coconuts also emphasize the shape and size ofdsés.bikg.S. beauty
ideals associate breasts with sexiness, particularly baegests. The emphasis placed on
breasts in these ads implies that in order to be viewedtrastate by U.S. beauty
standards, tweens must emphasize their breasts. These ads arehgetexiaoiple of the
objectification of women by placing emphasis on a particular lpady thereby reducing

a female’s identity to the size of her breasts.
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Advertisements found iGirls’ Life that emphasize appearance adhere to cultural
feminine beauty norms. Tween girls are taught that it gomant to uphold feminine
beauty ideals and to appear physically attractive. Tweerenaoeiraged to have full lips
and clear skin and to wear revealing clothing. Furthermore, twiderage exposed to
sexualized images of women revealing their breasts anduiggested that they emulate
these images. Through revealing clothing and the objectdicati body parts, females
in advertisements found iGirls’ Life are sexualized. Tween girls are presented with
messages that their physical appearance is important totysoame that the

objectification of women is standard practice.

Feminine Hygiene

Since menstruation is a natural process experienced by madefe the presence
of menstrual product advertisements in a tween magazine is not atezkpé/enstrual
product ads comprised 32 of the 44 Health ads. Menstruating is a ttmaepas been
medicalized and is presented as unwelcome and inconvenient. Womtugire to
think of menstruating as a negative experience, something thatintelifere with
everyday activities. The advertisements for menstruatiorecefabducts found iGirls’
Life portray it as an embarrassing experience that should rémdaien. One Tampax ad
shows a picture of a goldfish in a bowl full of water, and proposedeék can ruin
everything” (June/July 2008). By using Always brand pads, however, ongecaorry
free of the potential for leaks and can “Have a happy period.’seTads assume that the
potential for leaking (i.e., getting menstrual blood on one’s clothm@) traumatic and

unhappy experience and that the only way to gain control (and,dreerbappiness) is to
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use a pad with enhanced coverage. They also imply that menstigatorgething to be
ashamed of and one should make attempts to hide the fact thatnséesisuating from
others. An ad for Always pads shows a bedroom ceiling at mighttiittered with
glowing stars, one of which is a pad (December/January 2008)adlteads, “Star light.
Star bright. This pad stays put at night.” These ads elimihatavorry about leaks and
offer solutions for controlling them.

Whereas the aforementioned menstrual product ads highlighted the
embarrassment associated with menstruating and how to hide itpeghstrual product
ads focus primarily on portraying menstruating as unwelcomeadAior Tampax Pearl
Tampons, for example, proclaims, “When you get mother nature’s monthiag.a.,
your period), don’'t back down” (see Appendix B, image 3; October/Novegiiid). It
further encourages one to “Outsmart Mother Nature.” This pantiadl@epicts a female
soccer player, roughly in her mid to late teens, kicking a gift Witk a tag reading
“mother nature’s monthly gift.” The package is made to repressentcer ball, and she
appears to be flying through the air ready to kick it awagcelRing a gift is usually a
welcomed gesture, but when the gift is from “mother nature” and is anenthly
period, it is unwelcome. The female is seen kicking the box (iremleastrual cycle)
because she does not want her cycle to come. Per the ad’steuggshe is attempting
to take control of her menstrual cycle, to “outsmart mother natsce that she can
engage in other activities (such as soccer). It is also rteéetpatronizing, referring to
one’s period as a “gift,” but one that is not (and should not) to be exhjoA similar
Tampax ad featuring a large image of a gift box blatantbclpims that “Sometimes

your period is anything but a ‘gift,” especially if you nesetiner too” (August/September
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2008). Not only does this ad depict menstruating as unwelcomepidascts it as
embarrassing by implying that a pantiliner may sometimasekded as extra protection
from unwanted menstrual leakage. Another ad tells the readet blame Santa, it was
mother nature, after all, who delivered “the one gift you didn't ask’ f
(December/January 2009). By portraying menstruation in a nedigtivdy referring to

it as a “gift,” the advertisements suggest that the only way to takeot of one’s body is
to use Tampax tampons. They imply that women must make a caheéudd to take
power over their bodies, since natural bodily processes (sucheastroation) can
prevent one’s ability to succeed at other activities if women do not take charge.

Advertisements inGirls’ Life depict menstruating as embarrassing and

inconvenient. Tween girls are at an age when they have yet k@averjust reached,
menarche. The messages sent to tween girls about their bociesistrual product ads
is that it is an embarrassing monthly occurrence that camnrupt daily activities and
should be hidden from others. It further implies that femalesi@réen control of their
bodies, but rather “mother nature” is in control, a point that wilfusther discussed

below.

Actions and Behaviors

Advertisements depicting and/or implying certain actions and vimisawere
present throughout the coding categories. Since there are numerahsitacsmprise
this theme, | found it necessary to categorize the actionsutithemes. The first action
and/or behavior | will discuss is that of control. The second actsmusked is sharing,

followed by a discussion of ads in which individuality is encouradesl then address
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ads that encourage gendered behavior. Lastly, | conclude with arsebtimeads that
promote doing good deeds.
Controlling One’s Body

The issue of being in control of one’s body was echoed in variouss form
throughout the advertisements. Nowhere is the issue of taking simd) lkantrol more
prevalent than in ads for menstruation and acne medication productsis&agh pertain
to one’s body and insinuate that we (women) are not in control of ougshoHiowever,
it is also implied that by using the product advertisedcaregain control of our bodies,
especially in terms of what others can see about our bodies. oAdsenstruation
products implied that someone or something else is in control @ld¢ebodies (in this
case, “Mother Nature”). Only “outsmarting” her by using paitar pads and tampons
can one exercise some control of her body. The ads imply thatroansaks (i.e.
getting menstrual blood on one’s clothing) is embarrassing and cabemprevented by
using specially designed pads and tampons. Menstruating is de@ciedegative and
unhappy experience. Ads for Always pads imply that happiness mikitstruating can
be achieved if the product is used. The suggestion is that prodacelithinate leaks
lead to happiness, peace of mind, and sleep. Uncontrollable bodies sthirad to
unhappiness, worry, and lack of sleep. Menstrual product ads depicinitidly,
someone or something else is in control of one’s body, but control cachimved by
using the advertised product.

Ads for acne medication similarly imply that only through purtla®f acne
medication one can gain control of her body’s natural tendency to massbe These ads

insinuate that we alone do not have control over the presence orab$acae, but that
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clear skin is important to have, particularly if one is to be pexdeas beautiful on the
outside. Acne medications are advertised as a solution for cargroitie’s skin and,
therefore, one’s physical appearance. Of the 23 acne medicatiprimad®ntained
people and 8 contained only one person in the ad. In ads where multiple peoel
featured, only three depicted people coming in contact with one anotkem
representations of human contact in the ads imply that acne isctittyelled in private
so that one does not appear out of control of one’s body when in publiqrédsnce of
acne requires direct action by the individual by placing a busddnm/her to make sure
it disappears. If acne is to be prevented, that implies thatniteant to be controlled
which, in turn, implies that those who have acne do not have control.

While it may be true that people do not have complete control dwesr t
menstrual cycle or the appearance of acne, these advertisetesngrate both normal
health experiences. Menstruating and acne are two common occurtieatcean be
controlled. To suggest that females, and males in the casaeefae prisoners to their
body’s natural tendencies is to imply that they lack control dkier bodies, and
furthermore, lack self-control more generally over their livesl an¢y “take charge.”
The notion of taking control of one’s life, however, places a great bundethe
individual to conform to U.S. norms of standard behavior. The person who ddekeot
control and does not use particular products to rid his/her facenefaam does not use
the “proper” menstrual products, is at fault for not adhering to W&&utly norms. In this
sense, the acne and menstrual product ads that imply control can agirdarto the
individual while at the same time motivating him/her to take caonth@reby sending

conflicting messages.
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Control issues implied iGirls’ Life send the message to female tweens that they
do not have control of their bodies. However, they also imply tlgati$f take action and
use the products advertised, they can take control back. Menstruatiaoremdre two
medicalized health issues that tweens do not have control ovey iathenot proactive.
By taking control of their bodies they can cement their adherence to U.S. beauty norms.
Females Sharing

As previously stated, ads containing females comprised 154 of the aB&dst
Within the 286 ads, there were over 400 females. Seeing as hmvwkes more
females than ads, it is apparent that many ads contained mdéiipldes. This is
particularly relevant in lip product ads found in the Beauty & Cossieategory. These
ads not only promote a product, but feature multiple girls engagiragtivities and
conveying a sense of friendship and togetherness. In all ofiph8rhackers ads, for
instance, which constitute 22 of the 25 lip product ads overall, tleergpresented are
smiling and/or laughing; they appear to be genuinely happy and haygogd time. An
ad for a new “rolly” lip gloss from Lip Smackers contains foaméles dressed in
pajamas (See Appendix B, image 4; June/July 2008). They artirad) ;doors, as if at
a slumber party. Although this is an advertisement for lip glo$éscuses on more than
just the product. Activities of being a girl, doing typical “githings like having a
slumber party, are pictured. This ad is a prescription forleetogetherness in that Lip
Smackers puts the focus on multiple females, all smiling andhdpaai good time,
presumably enjoying the company of one another. The laughingralmbsdepicted by
all the girls is also representative of the beautifying pessan enjoyable experience.

For Lip Smackers, to be a girl is to wear lip gloss, to spend with friends playing
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outside and going to slumber parties. The ads show that it's fun to be with friebds, jus
their products are fun to apply and wear. Furthermore, they alsssesp girls adhering
to a standard feminine beauty norm practice: the application of make-up.

Other Lip Smackers ads use text to encourage togethernesad #&atured in a
holiday issue shows four females holding onto gift boxes and dresssdidaters
(December/January 2008). They appear to be at a holiday party.adTheoclaims,
“Time to share with one and all!” All the girls are smilingxcited perhaps for the
holidays and being able to spend time with one another and receise Jihe text
encourages the girls to share, presumably share their favorit8mhgckers products,
with their friends. This sentiment is echoed in another Lip Smacke in which two
tween girls are peering into a gift box, with text proclaimii@gshing and hoping and
sharing!” and “...just in time to share with your best friends” (Deoer/January 2008).
Sharing, sharing time, sharing things with friends, are conphosises within these ads.
The act of sharing is a good “feminine” behavior as it impliepathy and concern for
others. These ads provide readers with the opportunity to not only yisesl a
representation of female friendship, but to also read text thakeslito the importance of
such relationships with other girls and not just one friend, but many.

Representations of female friendship are also visible in aseerents for the
Girl Scouts. Girl Scouts ads not only depicted female friendship déygicted images of
females being “apart” from others. Advertisements for thieSgouts appeared 12 times
throughout the 13 issues—that is, roughly one ad per issue. Some of therads
duplicated across issues, making for a total of 6 differertS&outs ads. Each had a

different message, and all used very little text to convey rttessage, but text that
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existed made a powerful statement. Three of the ads evenhesegitls’ clothing to
convey the desired message. There were two types of GioigtsSads: one type
featuring older girls in their 20s, and the other featuring twe@&h& message conveyed
by the ads varied depending on the ages of the girls represeitecdd portraying girls
in their 20s focused on promoting Girl Scouts as an organization, whidre@asds
picturing tweens focused on issues critical to girls of that @fen encouraging them to
“defy” something. All ads also featured girls of differeates, some white, some black,
and some Asian.

The ads promoting the organization featured the same two femoalels. Both
were African American and in their 20s. One ad featured tvi®Igiwking at a computer
screen with the ad tagline saying, “Make Girl Scouts yourniessi’ (February/March
2008, June/July 2008, & October/November 2008). The other ad featured thevsame
girls holding maps in front of a background that contained various occogati
(April/May 2008, August/September 2008, & December/January 2009). Thpatmns
listed included cardiologist, producer, architect, and financial analgcupations that, in
general, are not often associated with females. The tdglirteis ad was, “In a world
where you can be someone...how will you introduce yourself?” Both ads agedur
girls to “Discover a world of possibilities at the Girl Scouts.”

The other four ads for the Girl Scouts—those that actually gedrairls who
appeared to represent the tween age-group—sent an even more powsgage. One
ad featured a girl outside, crouching on orange-colored pavemengnibDedJanuary
2008). The tagline encourages one to “Defy Conformity.” A second ad shows a group of

four girls standing outside (August/September 2007). Three ofiflseage dressed the
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same, all wearing t-shirts that say “be cool.” The fourthig dressed differently from
the other three, wearing a t-shirt that says “be yourselfhe tagline for this ad
encourages one to “Defy Peer Pressure.” A third ad shows dnstagiding with a
skateboard, wearing a tank top that says “surf like a girl” (Apay 2007 & June/July
2007). The message of this ad, as suggested by the text;Defiothe Stereotype.”
Lastly, one of the Girl Scouts ads shows a tween standing indfantmarble-looking
building such as a capitol or federal building, leaning against atlsagrclaims “I am
your future president” (See Appendix B, image 5; February/Mazflo7 &
October/November 2007). The text for this ad also encourages orieetp Self-
Doubt.” Many of these ads for the Girl Scouts also include the g@Htiéis a Girl's Life.
Lead it.” The ads encourage female togetherness by promdtegGirl Scouts
organization and half of the ads (3/6) contain more than one femaba pdrdowever,
half the ads for the Girl Scouts also contain a single image.
Female Independence

Ads for the Girl Scouts containing a single female imply tivaten girls can act
and be alone and do not always need to be in the company of theilsfri€irls are
encouraged to interact with others but at the same time, thalsarencouraged to be an
individual and not be dependent on their friends. These ads encourage belstrong
and independent, characteristics traditionally ascribed to malds.foA the Girl Scouts
differ from appearance-related ads in that they encourage tgirlsdopt masculine
characteristics whereas appearance ads focus primarily eanf@rcing feminine
characteristics. The Girl Scouts ads depict a balancentbantgirls should have in their

lives: balancing “alone” time with time spent with friendsth€ depictions of females
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engaging in activities alone include those for CoverGirl lip gbrsd acne medication
products. CoverGirl lip gloss ads featured a sole model and weessaasual in nature
than ads for other lip glosses from Lip Smackers brand. Thissengly that when one
is ready to appear sensual and sexy, she can do so without the hefgrands. Acne
medication ads also depict females being apart from othenge Saving acne does not
conform to U.S. beauty norms, it is something that needs to be prewntdceated so
that a clean complexion can be achieved. Of the 15 acne medicdsiarpmataining
people, 8 contained one person in the ad. Not only does this imply thatesmseto be
controlled alone, but it also implies that acne is to be hiddendtbers. Having acne is
unacceptable by U.S. beauty standards and females should treeatilyr not in the
company of their friends.

Representations of female friendship and togetherness are found throughout
advertisements iGirls’ Life. Female togetherness can be found in advertisements for
Lip Smackers lip gloss and the Girl Scouts. The Girl Scouts ads also encourage
individuality by showing females engaging in activities alone. Femaledsoreseen
alone in ads for CoverGirl lip gloss and acne medication. Advertiseme@idshLife
encourage tween female togetherness while also depicting instances intughich i
permissible for females to act alone.

Encouraging Gendered Behavior

Within the Entertainment category, advertisements for books compiieed
highest number of ads. Candy Apple Books, for an example, had an athéefiur of
their published booksthe Accidental Cheerleader, The Boy Next Door, Miss Popularity,

and How To Be A Girly Girl In Just Ten Day3une/July 2007 & December/January
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2007). The ad features four separate book covers with cartoon irdegiesing the
book’s title. Short synopses of each book provide readers with an irtioydie the
plots. The Boy Next Dogifor example, is a book focusing on heterosexual teen romance
that features Taryn and Jeff, who “...never really thought of thensak/anything other
than just friends. But when they hit sixth grade, everything clsande Popularity is an
issue tackled irMiss Popularity a book featuring Cassie “...the fashion queen of her
Texas school until her dad’s job moves the family to Maine and sherdydgbes from
hot to not.” Issues of heterosexual romance and popularity are anpoot the tween
girl. Tween girls are at an age where they may begin toaakaterest in members of
the opposite sex. Likewise, they are also at an age whtneg‘in” and being popular is
crucial. These books reinforce the significance of having hetanakrelationships and
being popular by suggesting that tweens should spend time thinking andyrabdint
these issues.

Another issue advertised as being of importance to female twesens

scrapbooking. An ad for the websievw.ourhubbub.conoffers the opportunity to

create an online scrapbook, a task often performed by women (OctobemniNer 2007,
December/January 2008, & February/March 2008). Traditionally, womenthe
keepers of memories, the family member who documents importarly fanents and
special occasions (Demos, 2006). Two tween girls, both smiling and hugmmgyise
the ad in which various school related silhouette figures are ibhatiegground. Part of
the text for the ad reads:

Friends. Memories. Sharing. Create your group MemoryBook today. You

and your friends are going to love using OurHubbub’s fun approach to
authentic storytelling to share your unforgettable experiences.
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This particular advertisement is a representation of fematgageng in gendered
behavior. Scrapbooking is a predominately female task, one that emgshdke
importance of memory keeping. It encourages girls to engagendered behavior by
documenting their memories in a memory album. Scrapbooking provideppbgunity

for females to socially interact with one another and provide$ time, time spent away
from every day responsibilities (Demos, 2006). The advertisement for

www.ourhubbub.conencourages tween girls to begin documenting memories, thereby

encouraging gendered behavior practices.

Another ad depicting gendered behavior is for the video game, BdbyaPgame
which allows the user to raise a virtual baby. This ad enfdheesdea of mothering
(December/January 2008). Although the ad does not specificallyisia a game for
females, it is to be assumed. As part of the text in the Baby Pals ad reads:

...With Baby Pals, the game that lets you do all of the fun things real

parents do, you can bring home an adorable baby to feed, bathe, play with

and love. You'll have hours of fun choosing your baby’s name, gender, eye
color, skin tone and much more. And if you're a really good parent, your
little one will even love you back!...
Baby Pals encourages girls of a young age to develop mothé&ifilsgasd is therefore
representative of gendered behavior and traditional female rolasngGnd nurturing
are feminine traits associated with mothering and the teptigmthese traits. The text
also describes typical female roles of feeding and bathibg$a Baby Pals encourages
tween girls to “practice” mothering skills, thereby encouraging geaidactions.
Doing Good Deeds and Actions

While some ads depicted and/or encouraged gendered behaviors suamgas be

popular, documenting memories, and caring for babies, others encourages twe
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practice good deeds and actions. One example of such an ad hederadvertising
milk. Of the 29 Health ads, 6 were milk ads querying “Got Milk?” Ads in milk’'s famous
“Got Milk?” campaign traditionally feature a known celebrity $pmy a white “milk”
mustache. A paragraph of text touts the benefits of drinking. min ad featuring
female celebrity, Amanda Bynes, makes the following statement:
What's changed since “The Amanda Show?” Me. Thanks to milk. Some
studies suggest teens who choose milk over sugary drinks tend to be
leaner, plus protein helps build muscle. Grow beautiful, inside and out
(February/March 2008).
All six ads for milk carried the same message: that melebody could be achieved by
drinking milk and that milk contains protein, which helps build muscle. ate
encourage drinking milk to improve one’s health, a message that cewddniceived as
primarily positive. With the prevalence of childhood obesity, the madknmaigns
encourage tweens to make good and healthy decisions.

Other ads encouraging good and healthy actions were those favetiste

www.abovetheinfluence.camThis website has an anti-drug message and was advertised

6 times across the 13 issues@ifls’ Life. One of the ads was duplicated in another
issue, thereby making a total of 5 different anti-drug ads witlitnsample. One ad was
very simple and contained a marijuana leaf with a maze ifBglgember/January 2007).
There was little text except for the labels of “Stani&Or Start Here” near the maze.

The websitavww.abovetheinfluence.convas also included in the text. This ad, unlike

the other anti-drug ads, did not have a straightforward messagey, tlae intent was to
be vague, to pique interest in the website being advertised. Andtfiestares a female
who appears to be in her tweens, sitting in a chair amongst ftashan ad for the same

website and comes with the message via text that “Friend& aisposable. If your
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friend is doing drugs or drinking bring them back” (August/September 208@dther
ad features a side view of a male, who appears to be over 16oyeaes. His mouth is
open as if shouting and various magazine cut-out phrases are comhg owtuth such
as “You don’t need that stuff” and You're way more fun sober” (June2if7). The ad
encourages one to “Talk to your friend. Something will stick.” Theareing two anti-
drug ads feature stick drawn people of unknown age. All characters apgmamale,
and are depicted in a drab background of brown and tan. The followingreatme is
depicted between two individuals in one ad: “I smoke pot to impreskdies.” “Try
football” (February/March 2007 & April/May 2007). Another ad feasuan individual
and a dog. The cartoon character is laying on a bed, smoking something, presumably pot
The individual’s thoughts read, “Can’t you just walk yourself?” Thg dppears to be
thinking/saying “You disappoint me” (February/March 2007). The ads cahagylrugs
will not help one be popular and will only further disappoint those whelase to the
person using. They also discourage tweens from using drugs, an actibnoathid be
conceived as having good intentions.

An ad addressing the issue of internet awareness is alsoergpte® of the

promotion of good deeds and behaviors. The ad is for the webgitecybertipline.com

and is sponsored by the Ad Council, National Center for Missing aplditEed Children,
and the U.S. Department of Justice (October/November 2007). The aesintipdit
people, particularly tween and teen girls, need to be careful alattthey post online.
The ad features a girl who appears to be 16 years or oltterg €in a stool holding a
computer screen in front of her chest. She is fully clothed in jeans and a longsslegve

except for the part that is covered by the computer screen ainwhe appears to be in a
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bikini or bra top. The expression on her face is one of sadnessppedgaet. The text

of the ad warns one that “Anything you post online, anyone can daiek Before you
post.” Various text in the background lists people such as “youhdeacyour little
sister,” and “a sex offender” who all may view what one postsienliBy showing a
young girl in a bikini or bra top, the ad suggests that femaesikely to take sexually
suggestive photos of themselves and put them online where unintended ieayesee
them. It further infers that females are naive and may eeel teminded of what is and
is not appropriate (and age-appropriate) to post online. The ad diss®yragting
personal information online and encourages tweens to make good decisionshabout
information they choose to share with others.

A final ad brings awareness to menstruation issues thatiargber parts of the
world and suggests tween girls engage in good deeds. Sponsored lpg Bhasad pads
and Tampax tampons, this particular ad features a young, Afridasiting at a school
desk in what appears to be a barren area, one that might conpges of Africa
(February/March 2008 & April/May 2008). Part of the text reads:

There are lots of reasons kids miss school. Being a girl shouldn’t be one

of them. In some regions of the world, many girls have to stay home when

they get their period just because they don’'t have protection. Which
means they may fall so far behind, they drop out...
The ad goes on to state that by purchasing Always and Tampax tsraohe is helping
to donate money to the United Nations Association’s Hero campaign,ganization
which provides feminine protection and education to girls in SouthernaAfridnlike
other ads for menstruation products, this ad addresses an importanthasué global

awareness in regards to menstruation hygiene and education. Altfioigsga rather

positive message, the ad also implies that U.S. menstruation normd bbeaadopted in
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other countries and suggests that the U.S. and its menstruation confgaoedest”
when dealing with menstruation. The ad promotes awareness ofuadiost issues and
encourages tween girls to practice good deeds and actions by pgcleastain

menstrual products to help benefit tween girls in other countries.
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CHAPTER 6: CONCLUSION

The goal of this research was to understand how magazines, through thei
advertisements, construct and represent femininity for tweén dvedia influences on
the representation of the female body have long been researcbadhtbuit various
disciplines in academia. With the term “tween” becoming more popual the past
decade, this research attempted to understand how the medi@mepfemininity when
the intended reader is a young girl who has yet to reach adotes Through a content
analysis of 13 issues dbirls’ Life (2007-2008), a popular magazine for tweens, |
analyzed the advertisement messages (n=286) relayed to twenin terms of
appearance, health, and actions/behaviors. | coded the advertisenserdingdo six
categories; Beauty & Cosmetics, Clothes & Accessories, riteeniHygiene, Health,
Entertainment, and Miscellaneous. | found that advertisements adhererimébaauty
norms by constructing the ideal tween to be pretty and ashafmmenstruating, while
simultaneously encouraging tween girls to engage in both gender apf@opnd
inappropriate behavior. This tension creates mixed messagegtnd that they should
engage in feminine activities such as applying make-up and shariagwiim friends
while at the same time adopting the masculine characteradtioslependence and self-
control.

Although little research has focused on the tween girl and produteisded
specifically for her, much research has been conducted on teebhsaurtg norms. This
research is consistent with previous research on adolescents ameédtze (Ballentine
and Ogle, 2005; Evans et al., 1991). Many of the advertisementedocosappearance

and were consistent with feminine beauty norms and to a legs@t,agsues of puberty
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and menarche. For this particular magazine, stereotypical eepmésns of femininity

were present in many of the advertisements, furthering the cafiappearance. The
advertisements also relayed messages of feminine and masbelmiors tweens
should engage in. Appearance, feminine hygiene, and actions and bekharerall

emergent themes found throughout advertisements in the coding catedhne results
suggest that females are exposed to beauty norms and a cultppeafance via media
representations early in life, perhaps as early as age 8, thieciahstart of the tween
years, and are encouraged to engage in both stereotypical fermdingaaculine actions

and behaviors.

Findings

Previous research on the content of advertisements in teen neyaientified
beauty care products as the most advertised, followed by clothewg,niscellaneous
music, entertainment, and personal services (Evans et al.,, 1999)th Hiedlhygiene
advertisements were ranked fourth in terms of overall ads. iRBsea the editorial
content of a teen magazine similarly found that emphases on appeasecpopular
(Ballentine and Ogle, 2005). Researching a popular teen magazimakeB (n.d.)
identified clothes and an “other” category as comprising manyhef dverall ads.
Although the coding categories for this current research on ntweagazine
advertisement content was modeled after those of Evans et al. (¥X#s waried. For
ads inGirls’ Life, those in the Entertainment category were most popular (41.26%),

followed by Feminine Hygiene ads (15.38%), and those in the Miseells category
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(14.34%). Beauty care products (9.44%) and fashion clothing (9.44%) weleagte
advertised products.

| developed the coding categories of Beauty & Cosmetics and Clé&hes
Accessories to address my first research objective/quesbonsihg on female
appearance. | found that the advertisements emphasized the impatapiogsical
appearance. Highlighting lips and having clear skin were found througtamy of the
ads, as was a tendency to depict models in revealing clothingertisgments for lip
gloss were common in the Beauty & Cosmetics category. Tdredects may give lips a
full appearance, an attribute of importance by feminine beauty niarmdasds. Acne
medication ads encouraged girls to have a clean face, one tinaé isf acne. Ads
featuring models in revealing clothing were also found throughout tgazimee, ads that
highlighted body parts such as legs and breasts. Many femaleshown wearing tank
tops, a type of clothing which leaves the arms, shoulders, and collagxposed.
Consistent representations of females in skin exposing clothing ligesu¢ghe body,
making it an object, and taking the focus away from the product rerceebeing
advertised. By emphasizing a female’s physical appearance tisglvemts inGirls’
Life conform to feminine beauty ideals.

My second research objective/question focused on representations
puberty/menarche and other age-appropriate health topics thabendgpicted in the
advertisements. | found that issues related to menstruation mgpresented in
advertisements falling under the Feminine Hygiene categotly,anmajority of those ads
being for menstruation products. Menarche specifically was noesemed and

references to it were unfound. Menstruation was negatively padtrayn many of the

of
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ads implying that girls think of it as a nuisance. As aamang for tween girls, an age
range who has yet to reach menarche or has just reach@&itlst, Life does little
advertising to inform girls about the experience. The advertisEmimply menstruating
is an iliness that needs to be controlled. The advertiseme@sl# Life medicalize
menstruation and further perpetuate its lack of acceptance imstream U.S. society.
Another health condition medicalized in U.S. society is that of adine treatment and
prevention of acne comprised most of the ads in the Health cat@gi29). These ads
focused on eliminating acne, because having acne resists beéeaity and is therefore
one medical condition that needs to be treated in order to appeatiattr Since acne is
often associated with adolescents, the presence of ads for aedeation is
representative of age-appropriate health issues. Although thenpeesf acne
medication ads can be related to beauty ideals, they areeplese@ntative of a common
problem (acne) experienced by pubescent and pre-pubescent tweens.

My third objective/question centered on the messages relayedetms with
respect to actions and behaviors appropriate for this age-group. cAssdid above, one
aspect of expected behavior of tweens is to conform to beauty idgamphasizing
physical appearance and objectifying the female body. The adsigatncouraged girls
to engage in these feminine behaviors, they also encouraged girls sitvobg and
independent, traits often associated with males. The messages afis constructed
expectations for tween behavior through specific activities. IAstance, they
encouraged girls to have close ties with other females and eaprdsgirls engaging in
gendered behavior. Attending sleepovers, creating scrapbooks, anth@ppake-up

were implied as fun female actions to engage in. To a legsanmt, girls were also made



66

aware of the importance of having heterosexual relationships and pemgar.
However, a clear distinction was made in terms of what behavappropriate to engage
in with friends and what actions are best done alone. Actionsibastalone included
acne prevention and displays of sensuality. Having acne does notroaf beauty
ideals and is therefore best hidden from others and treated wmteprivDisplays of
sensuality were present in some lip gloss ads and implied thabesenot need to be in
the company of her friends to appear sexy. Ads for the Girl Scentouraged
individuality and strength in the female reader. Menstrual pragluttacne medication
ads suggested females take control of their bodies. The actionshawibbeimplied in
the advertisements Birls’ Life only further the confusion tweens experience as a result
of the societal expectations placed upon them. They are preseithed \waradox
wherein they are expected to look feminine at all times butratbehave in ways that is

typical of both genders.

Other Important Findings
Another finding of importance not included as one of the three theentzsns to

the overall ages depicted in the ads. In both the Feminine Hygmehelealth coding
categories, people 16 years and older were shown more often teanst\{14/22 for
Feminine Hygiene, 15/21 for Health). As for the Beauty & Cosrsednd Clothes &
Accessories categories, both portrayed girls/women at eliffexges, with slightly higher
occurrences of females 16 and older. Within the Beauty & Cosrestiegory, 10 out of
22 ads featured girls that appeared to be approximately 8 to L®lgsaand, thus, in

their tween years. However, 9 out of 22 ads featured a mix ofl8 tgear olds and
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girls'women 16 years or older. Within the Clothes & Accessaadgsgory, 11 out of 21
ads featured people 16 years or older. The Entertainmenboategs the only category
where ads featuring 8 to 15 year olds was higher than any oftbeage classifications
(49/97 ads with people). Thus, while Entertainment ads tended towargsrtreyal of
tweens only, the four appearance-related coding categorieslatled a large proportion
of ads that featured individuals older than 15/16 years of age. Vddls is of
importance because the message is being sent that it is die fmténded reader to act
her age and engage in age-appropriate forms of entertainmenthéutivwcomes to her
appearance, she should look older than her age. The tween gir'aveang of gender
norms should therefore include the practice of age-appropriate gendésdobeand

age-inappropriate appearance practices.

Application of Theoretical Approaches

Social construction feminism and medicalization theories providethédosetical
framework for this research. Both theories are helpful in undelisiq the results
obtained. Social construction feminism argues that people are notvitbra gender,
rather gender is constructed psychologically, culturally, and spcialGender is
constructed in such a way that inequalities emerge between thediffexes and people
treat each other differently based on their acquired genders é\gdent in this research,
females are expected to look and act a certain way, somédtiendearn through various
sources of socialization, such as magazines. Tween girlsugtd tarough the magazine
advertisements iGirls’ Life that their appearance is important. Furthermore, they are

taught that being perceived as feminine through the application ké-opand their
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style of dress is an important marker of their gender st&osial construction feminism
therefore helps to address my first and third research questiEnéiyst pertaining to
appearance and the third pertaining to actions and behaviors.

Medicalization theory helps to understand my second research qudsiidrtlze
portrayal of menstruation and other age-appropriate health topicSirle’ Life.
Medicalization focuses on defining common health occurrences assdles As
suggested by the results, menstruation is a medical problemmathéeen medicalized in
advertisements for feminine menstruation products. Of the adsfdbased on
menstruation, there was a tendency to negatively portray meimgjtuaA common
female occurrence was therefore depicted as a diseaseett@d some sort of medical
intervention to “fix” it; thereby representing the basic tenet medicalization theory.
Acne is a common adolescent condition, but it is one that has beeaoiesiiffi
medicalized. Ads in Girls’ Life also medicalize acne by diépg it as a disease that
needs to be treated and prevented with medicine. Social coiwstréeminism and
medicalization are both helpful in gaining an understanding of the tyfes
advertisements found iBirls’ Life magazine and the messages these ads are sending to

tween girls.

Limitations

The findings for this research pertain only to the ads foundins’ Life
magazine during the course of two years. The results obtaineg sgply to this
research and cannot and should not be used to make generalizations amyut tw

feminine beauty norms and the overall nature of media influence.heffiondre, this
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research focused on the advertisements found in the magazine and acitigheontent
of the magazine, such as feature stories and advice columisugtitthe content of the
advertisements is not necessarily a reflection of the editmrakent of the magazine, it is
a reflection of the magazine and who it is willing to have sponsor its ads.

Another limitation of this research is that researcherg lyat to agree upon an
age range to define tweens. Varying reports exist in regartie age range associated
with a tween. Consistent with Siegel et al.’'s (2004) reseatnfljeve the age range of
tween should be further broken down into the categories of “young” teweeriold”
tween. An 8 year old who is just coming into tweenhood may havfesedt set of
interests than a 12 year old who is transitioning out of tweenhood. rtfsdveents
geared to a younger tween set may be viewed as childishebglder set.Girls’ Life
magazine has an intended audience of 10 to 15 year old girls. 8ssmah tends to
support the age range of a tween being that between 8 and 14 (Cookiserd 2204;
Guthrie, 2005; Kantrowitz and Wingert, 1999irls’ Life does not entirely meet the
desired tween demographic. Although they purport to be a tween imagtre target
audience ofGirls’ Life is slightly older than the researched definition of a tween,whic
may in turn impact the content and advertisements presented irafszime. This is a
problem in that they claim to be a magazine for tweens, yetdbeient is perhaps more
mature than an 8 year old, who, by research definition, is a tween.

A further limitation of this study relates to the magazine amosErior to this
research | was unfamiliar witisirls’ Life. This magazine is considered a children’s
magazine and | was able to locate it in the children’s sectidibrafies as well as with

other children’s magazines in stores. This is a limitation in that it is quabte whether
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the intended reader would locate the magazine in the childrerdsoarevhether she
would choose the more popular and easily accessible teen magazines.

Finally, perhaps no discussion of research limitations would be etenpithout
the mention of reliability and validity. As a qualitative reasbaproject, the issue of
reliability invariably arises. The analysis of the text amdges of the advertisements
was at my sole discretion and it would be problematic to asswahethers following the
same procedure would obtain the same results. Undoubtedly my own pdrissesl
influenced my analysis of the advertisements which in turn infeektite results. While
| did my best to maintain validity, that too could be considereahigaliion. | constructed
coding categories that | felt would adequately address the chsqaestions posed.
Although | believe the categories to clearly represent thstigms posed, others may

disagree and therefore question the validity of this project.

Future Research

With the increasing popularity of the term tween and the influtiveen related
products, future research would benefit from continuing research omathisr new
segment of the population. Since the term “tween” and produdtseior have increased
in the past decade, it would be interesting to examine the products and smivedised
to tweens before their rise to popularity. Tweens are incrglgscomfortable with
multiple forms of media, and future research should examine the infRiehtdgese other
forms, such as the Internet and television. Focusing on other formedé influence
and tween products would further researchers’ knowledge of tweemecuGirls’ Life

magazine has an accompanying website with content that can lhedupdae frequently
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than in a bi-monthly magazine publication. Internet content may provideefur
information regarding tween beauty norms and how they are pedsémtthe young
consumer.

This research examined only the advertisemen®&iris’ Life and did not analyze
the featured content of the magazine. Future research should atieypeblished
content of the magazine such as featured articles, photospreadshandoottent not
related to advertisements. Furthermore, future research shouwd iradkide a
comparative analysis of advertisements found in tween magazinethased found in
teen magazines. Previous research has focused on the influgiees ohagazines on
readers, but | found little to suggest a comparison between teerzinegyand tween
magazines. It would be beneficial for future research to exathiagpossible link to
gain an understanding of the similarities and differences inaheigt of magazines for
each age-group.

Since today’s tween is predominately female, future resedrotld also address
the tween boy, a segment of the population who is perhaps forgotteraibgti@mam
tween culture. Experiences of males and females during pubdfty dnd they
presumably share differing interests as well. Research on advertisibgdnanage has
often focused on females and the negative impact it can have osdliesteem. U.S.
society places a great emphasis on female physical appearath@gomen feel pressure
to conform to beauty norms. The present research suggests that even at @gpgints a
are exposed to images that represent and encourage beauty notuns.résearch would
therefore benefit from an analysis of the products and sesaté$o the male tween and

the impact of media advertising on his body image and se&®st An analysis of male



72

beauty norms and their impact on the male tween would also be banédicine
aforementioned research.

Products and services for the tween consumer continue to gain pgpatariany
future research regarding this age-group would be beneficial to batlerstanding the
experiences of today’'s youth. This research found that tweenrgay be receiving
conflicting messages from the media regarding what is expected of thedna ddggests
that tween girls should act their age while at the same looking as though they are
older. Physical appearance is emphasized and girls are provittiethessages that they
need to conform to U.S. feminine beauty ideals. Tween girls gased to images that
negatively depict menstruation and imply acne to be an embagassidical condition
that resists beauty norms. Tween media also celebratesagirbnd encourages girls to
have close relationships with other girls while at the same depicting instances in
which being and acting alone is permissible. Tween girls aceexdposed to sexualized
and objectified images of the female body and are encouragedjagesin gendered
actions while at the same time expressing their individuahty iadependence. The
conflicting messages of both positive and negative nature twesnrgueive regarding
their body and position in society as females may further cord@msagge-group that is

already caught “in between.”
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APPENDIX A

Year:

Ad#:

Text

Tone

Words Used | Appearance Related

Health Related

Body Related

Assuming
Control

Educational

Person(s)

Number of People

Gender

Relative Age (b/w 8-157?)

Position

Visibility of Body

Full Body

Head

Partial

Race

Activity (what they're doing)

Appearance

Clothing

Make-up

Setting

Facial Expression

Happy/Smiling

Sad/Frowning Other

Product/Service

Beauty & Cosmetics

Feminine Hygiene

Clothes & Accessories

Health

Entertainment

Miscellaneous

Enforcing beauty ideals?

Attention drawn to part of the body
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APPENDIX B: IMAGE 1
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APPENDIX B: IMAGE 3
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APPENDIX B: IMAGE 4
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APPENDIX B: IMAGE 5
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FEMININE BEAUTY NORMS AND THE MEDIA:
A CONTENT ANALYSIS OF A POPULAR TWEEN MAGAZINE

by
VICTORIA VELDING
AUGUST 2010

Advisor: Dr. Heather Dillaway
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The term “tween” is rather new and has become widely useaainstream
culture. In terms of how this term is constructed, today'setwis overwhelmingly
female rather than male. Girls are expected to look and eettain way because of
societal beauty norms, which they can learn about via mainstreaiia, np@arents,
teachers, peers, and other sources of socialization. So farrdggarch has focused on
magazines whose target audience is the younger teen and twees; tfids who are
roughly 8 to 14 years of age. This research consisted of a camtahtsis of
advertisements found Birls’ Life, a popular magazine for tween girls. Results indicate
that tween girls are exposed to feminine beauty norms and tlueecaftappearance via
the media. Common themes identified in advertisements included phasgis on

appearance, feminine hygiene, and actions and behaviors.
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