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Abstract

This study examined the effects of viewing health/fitness and sports
magazine images on body perceptions and exercise related cognitions in males.
The moderating effects of age were also examined. A series of 3 (image-only,
magazine cover, control) by 3 (youngest, middle, oldest) ANOVA analyses with
internalization, self-objectification, reasons for exercise, and exercise intentions
as the dependent variables were conducted. Results from 280 male participants
(mean age 36.34, range 18-68 years) showed that the image-only group displayed
the greatest level of internalization-general: F(2, 271) = 5.65, p = .004, n? = .040.
Additionally, older males reported the lowest level of internalization-general, F(2,
271) = 15.19, p=.000, n2=.101, internalization-athlete, F(2, 271) = 13.07, p =
.000, n? =.088, and self-objectification, F(2, 271) = 6.13, p =.002, > = .043.
Findings help us gain a better understanding about the powerful force of the mass

media and its effect on consumers.
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Introduction

The booming fitness industry has resulted in more people engaging in
their health by seeking out health and fitness information through the media
(Cline & Haynes, 2001). However, researchers have argued that the media is the
main culprit for conveying idealized gender specific body figures (Tiggemann,
2002). Although these idealized figures are nearly impossible to achieve, they are
still set as the standard that some people strive to achieve (Gray & Ginsberg,
2007). The pressure to conform to these standards may influence male body
perceptions and exercise related cognitions.

Print Media: Health/Fitness and Sports Magazines

There is increasing evidence pertaining to the cultural preference and
endorsement of an ideal male body. The ideal male body is characterized by a
mesomorphic shape: well-proportioned chest and shoulders that taper down at the
hips and waist (Law & Labre, 2002; Mishkind, Rodin, Silverstein, & Streigel-
Moore, 1986; Pope, Phillips, & Olivardia, 2000). Males also describe the ideal
male figure as tall, fit, healthy, young, tanned, and moderately muscular
(Pompper, Soto, & Piel, 2007).

Exposure to magazine images of this toned, athletic, and muscular
physique portrayed by the media results in body concerns and dissatisfaction
within males (Hatoum & Belle, 2004; Leit, Gray, & Pope, 2002; Lorenzen,
Grieve, & Thomas, 2004; Morry & Staska, 2001). Researchers suggest that males
are able to relate to the ideal male body and therefore use it for social comparison

(Arbour & Martin Ginis, 2006). In contrast, males may reject comparing



themselves to physiques they perceive as unattainable or not relatable. For
example, images of slightly obese males (Ogden & Mundray, 1996) or hyper-
muscular males (Arbour & Martin Ginis, 2006) did not change male body
dissatisfaction.

Magazines are one of the many key promoters of the ideal figure.
Magazines are widely published and visually accessible to a large proportion of
people. Even non-magazine readers are exposed to their covers as they are
blatantly available in stores and newsstands. Currently, a variety of health/fitness
and sports magazines targeted at males exist (Alexander, 2003). This is in
conjunction with the fast growing and increasing saturation of health-based media
(Dutta-Bergman, 2004). Although men’s health/fitness magazines claim to
promote health and fitness, they are often heavily focused on male body
appearance and stress the importance of obtaining perfect bodies (Boni, 2002;
Gray & Ginsberg, 2007; Pope et al., 2000). In addition, the magazine cover’s
catch phrases and slogans promise onlookers that the magazine will provide step-
by-step instructions on ways to achieve such a body (Boni, 2002; Dworkin &
Wachs, 2009).

Hatoum and Belle (2004) found that males experienced greater concerns
surrounding their muscularity and general fitness when they skimmed male-
focused magazines, such as Men’s Health or Men’s Fitness. Similar results were
found by Morry and Staska (2001). Males who read more fitness magazines and
females who read more fashion magazines exhibited greater concern about their

physical appearance (Morry & Staska, 2001). Sports magazines are said to



emphasize what the body can do rather than how it looks (Tiggemann &
Pickering, 1996). Yet males report similar levels of body dissatisfaction after
exposure to sports magazines as when they were exposed to health/fitness
magazines (Harrison, 2000).

The negative body image outcomes that the ideal body elicits may cause
males to engage in several risky health behaviours, such as limiting fat and/or
carb intake, eating a high protein diet, ingesting anabolic steroids, or taking
nutritional or performance enhancing supplements (Cafri et al., 2005; Labre,
2005; Pope et al., 2000). However, there seems to be a competing tension
between negative and positive body image within the literature. Not all studies
frame the media as a negative source of information. For instance, women who
exercise for fitness rather than thinness in relation to the ideal figure presented by
the media may be protected against developing maladaptive behaviours and
attitudes (Homan, 2010). Tiggemann and Pickering (1996) found a negative
correlation between the hours spent watching sports programs and body
dissatisfaction. Similarly, females who were shown images of athletic females
engaging in sport made fewer objectifying statements about themselves (Daniels,
2009). Given the discrepancy of the media’s ability to provoke both negative and
positive thoughts, feelings, or behaviors for females, it is important to continue to

address the impact of ideal health/fitness and sports magazine images on males.



Priming

Priming is “a means through which external sources trigger relevant
cognitive activities that in turn activate behaviour” (Perugini & Prestwich, 2007,
p. 304). Priming research focuses on the “temporary activation of an individual’s
mental representations by the environment and the effect this activation has on
various psychological phenomenon” (Bargh & Chartrand, 2000, p. 4). Priming
studies are therefore useful for examining current situational contexts and how
external cues influence cognitions, motivations, and behaviors (Bargh &
Chartrand, 2000). Priming theory posits that media exposure causes a temporary
effect on viewers, suggesting that “for a short time after exposure, their thoughts,
actions, and behaviours are colored by what they have just seen, heard, or read”
(Jo & Berkowitz, 1994, pg. 45).

The growing health/fitness and sport industry has led to an abundance of
magazines images that provide an opportunity for body comparison and
observations of the current body ideals set by the media (Maibach, 2007).
Therefore, the media and its promotion of the ideal male figure can easily serve as
a prime. Maibach (2007) believes that the increasing availability of media in our
environment has enhanced our day to day media consumption. The increased
consumption of body ideals may cause males to passively shape their thoughts,
feelings, and behaviours for a short time after exposure. This may in turn activate
the required behaviours to obtain this ideal. More research regarding the effects of

magazine image priming on males is needed to confirm such suppositions.



Internalization

Internalization can be understood as an individual’s acceptance and
adoption of body ideals portrayed by the media, which are then set as personal
goals to achieve (Thompson, van den Berg, Roehrig, Guarda, & Heinberg, 2004).
With the growing presence of the media in day to day lives, internalizing body
ideals is becoming a greater concern within men (Karazsia & Crowther, 2008;
Morry & Staska, 2001).

The Sociocultural Attitudes Towards Appearance Questionnaire (SATAQ;
Heinberg, Thompson, & Stormer, 1995) is a useful measure for assessing media
internalization. Several revisions have led to the most recent version: SATAQ-3
by Karazsia and Crowther (2008). This version is the most appropriate male
focused questionnaire for measuring the influence of the media on sports,
exercise, and athleticism internalization, and the degree to which males internalize
sociocultural beliefs about attractiveness (Karazsia & Crowther, 2008). In
correspondence with Thompson and colleagues’ (2004) SATAQ-3 for females,
additional items and four subscales were added. The four subscales are:
information (the importance of the media for obtaining information about being
attractive), pressure (feelings of pressure imposed by the media to strive for
cultural ideals of physical appearance), internalization-general (endorsement and
acceptance of media messages that present unrealistic ideal images), and
internalization-athlete (endorsement and acceptance of an athletic body ideal)
(Thompson et al., 2004). Furthermore, feminine driven items were reworded to

focus more on muscularity and masculinity (Karazsia & Crowther, 2008). Daniel



and Bridges (2010) recommended the use of Karazsia and Crowther’s (2008)
SATAQ-3 for all future studies examining body image in males.

Research has shown that males who read health/fitness magazines
internalized the ideal body as being physically fit and muscular (Labre, 2005).
However, internalization of this ideal is also responsible for self-objectification
and mediated greater body dissatisfaction and disordered eating patterns (Morry
& Staska, 2001; Tiggemann, 2003). However, few studies have examined the four
internalization subscales separately. As magazine exposure may influence these
four subscales differently, more research is needed to examine the internalization
subscales separately.

Self-Objectification

For years, females have been bombarded with media messages and the
socio-cultural pressure that looking thin and attractive is expected (Lewis,
Medvedev, & Seponski, 2011). It was originally believed that males were not
affected by the media (McCabe & Ricciardelli, 2004). Therefore, objectification
theory was conceived to explain only female patterns of self-objectification.

Developed by Fredrickson and Roberts (1997), objectification theory
postulates a framework for understanding the consequences that women
experience from living in a western society where their bodies are constantly
looked at and evaluated (Fredrickson & Roberts, 1997). As a result, women
internalize a third person perspective on their physical selves and focus solely on

their appearance (Fredrickson & Roberts, 1997). This process is known as self-



objectification and is the main underlying concept for objectification theory
(Fredrickson & Roberts, 1997).

With the media being such an aggressive purveyor of pressure to conform
to gender specific body standards, researchers suspect that males also experience
self-objectification in ways similar to females (Strelan & Hargreaves, 2005).
Therefore, studies examining self-objectification and men are becoming more
prevalent and researchers indicate that objectification theory can be also be
applied to males (Morry & Staska, 2001; Oehlhof, Musher-Eizenman, Neufeld, &
Hauser, 2009). For males, higher levels of self-objectification were related to
exercising for appearance based reasons (Strelan & Hargreaves, 2005) or wanting
to obtain the muscular ideal body shape (Oehlhof et al., 2009). However, there is
still limited clarity on the extent to which males claim ownership of body
socialized ideals and experience self-objectification, suggesting a need for
continued research.

Reasons for Exercise

There are seven main reasons for exercise that have been examined:
weight control, attractiveness, body tone, health, fitness, enjoyment, and mood
improvement (Silberstein, Striegel-Moore, Timko, & Rodin, 1988). More
recently, researchers have classified these seven reasons for exercise into three
domains: health/fitness, appearance, and enjoyment/mood (Prichard &
Tiggemann, 2005; Strelan & Hargreaves, 2005; Strelan, Mehaffey, & Tiggemann,
2003). However, the literature for male reasons for exercise is inconsistent. Some

studies report that males exercise for more health/fitness reasons (Tiggemann &



Williamson, 2000) while others report more appearance reasons (Strelan &
Hargreaves, 2005). Combinations of reasons for exercise have also been shown.
For instance, college aged males have reported that they value health/fitness
reasons for exercise, but that appearance is an important contributing factor for
engaging in exercise to aid in obtaining the ideal figure (Labre, 2005).

Further research has also been conducted to examine the relationship
between an individual’s reasons for exercise and their self-objectification levels.
Greater self-objectification in males was related to exercising for appearance
based reasons (Strelan & Hargreaves, 2005). This added further support that
objectification theory can be applied to males, suggesting that males who exercise
for their appearance may experience similar changes to self-objectification as
females (Strelan & Hargreaves, 2005).

While the media can be an avid promoter of exercise through campaigns
like ParticipACTION, it may also hinder exercise engagement. Exercise has been
shown to reduce coronary heart disease, diabetes, and age-related degenerations,
while simultaneously improving psychological well-being, energy, fitness, and
mood (The Canadian Society for Exercise Physiology [CSEP], 2011; Health
Canada, 2011). The Canadian Physical Activity Guidelines recommend that
adults engage in 150 minutes of moderate to vigorous physical activity per week
in order to obtain exercise benefits (CSEP, 2011). However, a recent Canadian
Health Measures Survey reported that a striking 83% of male adults are not active
enough to meet these guidelines (Colley et al., 2011). This may be a result of the

increased daily media consumption, which “may displace time that we previously



spent being physically active” (Maibach, 2007, p. 355). Additionally, the
preponderance of male ideal body images displayed by the media may lead males
to exercise for more appearance reasons rather than for health or enjoyment
reasons. Therefore more research is needed to understand reasons for exercise and
the possible influence that health/fitness and sports magazine images have on
male reasons for exercise.
Self-Efficacy

Exercise self-efficacy is defined as an individual’s belief in their ability to
achieve a given exercise goal (Bandura, 1997). Those who report higher levels of
self-efficacy are more frequent exercisers, adhere to exercise programs, and
persist in exercise behaviour in the face of challenges (McAuley, Elavsky,
Jerome, Konopack, & Marquez, 2005). Three distinct sub-domains of self-
efficacy have been identified which are believed to be important in sustaining
exercise behaviours: task self-efficacy (an individual’s confidence in their ability
to perform elemental aspects of the behaviour), scheduling self-efficacy (an
individual’s confidence in their ability to schedule time for the behaviour) and
coping self-efficacy (an individual’s confidence in their ability to cope with
challenges associated with the behaviour) (Rodgers & Sullivan, 2001).
Scheduling and coping self-efficacy are directly related to exercise behaviour,
while task self-efficacy is related to behavioural intentions (Rodgers & Sullivan,
2001; Rodgers, Hall, Blanchard, McAuley, & Munroe, 2002).

A study conducted by Berry and Howe (2005) is one of the only studies

that provide evidence on the negative impact the media’s promotion of



appearance has on self-efficacy. Results showed that men who viewed
appearance-based exercise advertisements experienced a negative change in their
self-efficacy (Berry & Howe, 2005). However, there is no research that has
examined the influence of health/fitness and sports magazine images on the three
self-efficacy subscales. If the media is able to reduce exercise self-efficacy, it may
result in less exercise behaviour and could decrease an individual’s confidence in
their overall ability to exercise (Berry & Howe, 2005). Therefore, it is important
to examine if magazine images have an effect on exercise self-efficacy for males.
Intentions for Exercise

Intentions are defined as a person’s cognitive representation of readiness
to perform a given behaviour (Ajzen & Fishbein, 1980). Intentions are markers of
how hard people are willing to exert themselves in order to perform the behaviour
(Ajzen, 1991) and are therefore predictive of behaviour (Maddux, 1995). The
media has been shown to influence several health behaviour intentions. For
example, females shown a video with a thin model had greater intentions to
monitor their food consumption and limit their unhealthy food intake (Mask &
Blanchard, 2011). In addition, video campaigns addressing skin cancer prevention
resulted in greater intentions to change behaviour (Potente, Mciver, Anderson, &
Coppa, 2011).

According to Ajzen and Fishbein’s (1980) definition of intention, exercise
intentions are an individual’s readiness to engage in regular exercise. However,
there are only a few studies that have examined the influences of the media on

exercise intentions. Graham, Prapavessis, and Cameron (2006) found that those
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exposed to a health promotion media DVD discussing the threats of colon cancer
experienced higher intentions to exercise following the condition prime. Similar
results were also found by McGowan and Prapavessis (2010).

Milne, Rodgers, Hall, and Wilson (2008) suggest that there are two main
intentions for exercise behaviour: increase or maintain. However, there is no
known research on the effects of health/fitness and sports magazine images on a
male’s acute intentions to increase or maintain current exercise behaviour. It is
therefore important to examine this issue to enhance the literature surrounding
body image.

Older Male Adults

The media is capable of influencing individuals of all ages. However,
previous research suggests that body perceptions change and the effects of the
media’s body image portrayals have less of an influence as individuals get older
(Fredrickson & Roberts, 1997). In a qualitative study conducted by Pompper et al.
(2007), male participants in the baby boomer cohort emphasized ‘health’ and
‘feeling good’ in their older years to aid in enjoying retirement and continually
providing for their family. Additionally, older adult males report engaging in
exercise more for health/fitness and enjoyment/mood reasons given that it
provides them with social interaction (Kolt, Driver, & Giles, 2004). Even so,
older males still indicate that appearance reasons for exercise are somewhat
important because magazine images constantly remind them of how they do not
‘measure up’ to the ideal body figure (Pompper et al., 2007). It is said that older

males are more accepting of different body types and are less concerned about
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their image, resulting in less body dissatisfaction and drive for muscularity
(Nowell & Ricciardelli, 2008). Whereas college males are fairly rigid in their
drive to obtain the toned and muscular ideal body (Labre, 2005).

Yet caution needs to be taken when comparing and examining research
literature as the term ‘older adult’ has had several different age classifications. For
instance, Nowell and Ricciardelli (2008) classified ‘older males’ as 22 to 30 years
old while Wrand and Wright (2000) classified ‘older males’ as 33 to 59 years old.
In a review conducted by Blond (2008), only two of the studies examined had a
mean participant age over 25, indicating that a large proportion of body image
studies are conducted with college aged individuals (Blond, 2008; McCabe &
Ricciardelli, 2004). Therefore the results found for college aged males cannot be
generalized to middle or older adult males as media influences may be different
among the three age groups. Researchers have identified the need for more
research on ideal body image in males over the age of 30 (Blond, 2008; Daniel &
Bridges, 2010; Nowell & Ricciardelli, 2008). It is also recommended that future
studies expose males of different age groups to the same experimental stimuli to
establish any differences between ages (Blond, 2008).

Purpose

The purpose of this study was to examine the effects of being primed with
popular health/fitness and sports magazines images (image-only, magazine cover,
and control) and their influence on body perceptions and exercise related
cognitions, such as internalization, self-objectification, reasons for exercise,

exercise self-efficacy, and exercise intention.
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Magazine covers often feature appearance comments and objectifying
phrases that have been shown to result in higher body dissatisfaction (Aubrey,
2010; Nowell & Ricciardelli, 2008). The image-only and magazine cover
conditions both depicted identical ideal male body images, yet the magazine cover
condition contained the additional element of appearance comments and
objectifying phrases seen on the cover of magazines. The purpose of this was to
examine if male body perceptions and exercise related cognitions were influenced
differently when males viewed both the images and surrounding text found on a
magazine cover versus an image only.

It was also of interest to examine the moderating effects of age on the
dependent variables. As the existing literature surrounding the media’s influence
on males is inconsistent, this study is beneficial as it was able to contribute to the
growing body of research.

Hypotheses
Based on previous research studies, it is hypothesized that:

H1) Participants in the image-only condition will report higher levels of
internalization on all four subscales and self-objectification compared to
participants in the control group (Morry & Staska, 2001).

H2) Participants in the image-only condition will report more appearance
reasons for exercise (Strelan & Hargreaves, 2005), while having greater
intentions to increase their exercise (Milne et al., 2008). Comparatively,

participants in the control condition will report more health/fitness reasons
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for exercise, while having greater intentions to maintain their current

exercise level.

H3) Participants in the image-only condition will report lower levels of
scheduling and coping self-efficacy (Berry & Howe, 2005, Rodgers &
Sullivan, 2001).

H4) Participants in the magazine cover condition will show slightly greater
effects to those in the image-only condition due to viewing the added
catch phrases and slogans (O’Malley, Latimer, & Berenbaum, 2011).

H5) The moderating effects of age: older males will report lower levels of
internalization and self-objectification, exercise for health/fitness reasons,
and have stronger intentions to maintain current activity level (Fredrickson
& Roberts, 1997; Kolt et al., 2004; Pompper et al., 2007).

Methods
Pilot Study

Prior to implementing the main study, a pilot study was conducted to
establish content validity for the images to be used in the main study. The goal of
the pilot study was to obtain consensus on whether the images accurately
represented a perceived ideal male.

Similar to Arbour and Martin Ginis’s (2006) and Hobza, Walker,
Yakushko and Peugh’s (2007) procedure to establish content validity, 29 males
with a mean age of 37.6 years (range 19 - 73) were presented with a series of
images using PowerPoint. Raters were first shown 50 car magazine covers,

followed by 60 male images from popular health/fitness and sports magazines.
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Fewer car images were shown due to the inability to find 60 high quality and
relatively recently published car magazine images that did not contain humans in
the photos. Responding to the item-stem “In your opinion, how well do the
following images represent your vision of an ideal male?” participants were asked
to rate each image on a 5-point Likert interval scale ranging from 1 (not at all
representative) to 5 (extremely representative). See Appendix A for the Image
Validation Questionnaire.

Car images were chosen for the control condition because they are a male
focused topic and because car magazines are read by both younger and older male
adults (Pompper et al., 2007). In addition, car images have no relation to
health/fitness or sports. As a result, this condition is differentiated from the
health/fitness and sports magazine image conditions and is a neutral comparison
group. Car images were obtained from various automobile magazines with high
circulation rates within Canada, such as Car and Driver, Motor Trend, and Road
& Track (Coast To Coast [CTC], 2010). The 20 images that male participants did
not rate as ideal were used in the control condition for the main study. See
Appendix B for control condition image examples. Table 1 presents the mean
ratings of the 20 car magazine cover images chosen for the main study.

Fit and active male images were chosen for the image-only and magazine
cover conditions to represent how the fitness industry portrays males. Each image
was of a fit, physically toned, and active male depicting an aspect of fitness or
sports, such as running or holding a football. Images were selected from popular

health, fitness, and sports magazines with high circulation rates within Canada,
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such as Men'’s Health or Golf Digest (CTC, 2010). The magazines chosen for this
study targeted different ages to represent the wide age range of participants within
the study’s sample.

However, the pilot study results for the male images were not unified and
only 14 images were above the original 3.5 cut-off mark. This is likely because
there was a broad spectrum of ages involved in the pilot study. That is, images
that younger males considered ideal did not parallel what older males considered
ideal. Therefore, the cut-off mark was reduced to 3.25 in order to obtain 20
images that were seen as ideal across all ages. Table 1 presents the mean ratings
of the 20 ideal male body images chosen for the main study. Fifteen of the 20
images were Caucasian males dressed in athletic attire. The remaining five images
were African American males also dressed in athletic attire. Participants did not
rate any of the images of older fit and active males as ideal in the pilot study.

The same 20 fit male body images were used for both the image-only and
magazine cover conditions in the main study. To differentiate the two conditions,
the 20 images were superimposed onto popular health/fitness and sports magazine
covers to generate the images for the magazine cover condition in the main study.
This process was done using computer manipulation via Adobe Photoshop. Titles
of the magazines used for this condition were Men’s Health, Golf Digest, ESPN,
Zoomer, and Sports Illustrated. See Appendix C for a comparison of the image-

only and magazine cover image examples.
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Table 1

Mean Ratings for the Pilot Study Images used in the Main Study

Image Number Car Images  Male Images

1 2.1 3.3
2 2.2 3.7
3 2.0 3.7
4 2.6 3.6
5 2.4 3.8
6 2.5 3.3
7 2.5 35
8 2.4 3.6
9 2.6 35
10 2.4 3.3
11 2.5 3.6
12 2.2 3.3
13 2.3 3.8
14 1.9 3.4
15 2.6 3.4
16 1.9 3.7
17 2.6 3.6
18 2.2 35
19 2.6 3.4
20 2.2 3.7
Main Study

Participants. The 3 (condition) x 3 (age) ANOVA design generated nine
sample groups. In addition, the average effect size in the literature surrounding
exposure to ideal male body images was 0.42 (Blond, 2008), a low-medium effect
size (Cohen, 1992). Therefore, to make this study statistically powered with a =
.05, a medium effect size, ANOVA statistical procedures, and 9 sample groups,
approximately 30 participants were recommended in each group (Cohen, 1992).
Thus, a total of 270 participants were required. To account for possible outliers
and missing data, the recommended total sample size was increased to 300

participants.
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Males (N = 300, mean age = 36.70 (SD = 12.74) in years) from the
Edmonton region participated in this study. Participants were recruited from the
University of Alberta and two recreation complexes: Saville Community Sports
Centre and the Go Centre. Inclusion criteria consisted of: (a) being male, (b) the
ability to read, write, and speak English fluently, and (c) aged 18 years or older.
Exclusion criteria consisted of: (a) visual impairments and (b) being female.
Participants from the university were recruited through inter-faculty emailing
lists, personal contact, and posters around the University of Alberta campus. Full-
time and part-time undergraduate and graduate students, university faculty, and
community members were all invited to participate in this study. Participants from
the recreation complexes were recruited by being approached by the researcher, as
well as reading the study’s information letter or advertisement.

Measures. Several questionnaires were administered to each participant.
The questionnaire package took approximately 15 minutes to complete.

Internalization. Karazsia and Crowther’s (2008) SATAQ-3 version for
males was used for this study. This 30-item self-report questionnaire measures
male internalization towards athletic bodies and appearance on four subscales:
information (9-items; possible scores range from 9 to 45), pressure (7-items;
possible scores range from 7 to 35), internalization-general (9-items; possible
scores range from 9 to 45), and internalization-athlete (5-items; possible scores
range from 9 to 25). All items are ranked on a 5-point Likert interval scale
ranging from 1 (completely disagree) to 5 (completely agree) with higher scores

representing greater internalization. Separate scores are computed for each of the
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four subscales by summing all of the items that comprise that subscale. Strong
convergent and discriminant validity have been established for this questionnaire
(Karazsia & Crowther, 2008). Studies also have shown excellent internal
consistency for each of the four subscales: information (.95), pressure (.92),
internalization-general (.94), and internalization-athlete (.85) (Karazsia &
Crowther, 2008). High internal consistency was also found for all four subscales
in this study: information (.94), pressure (.91), internalization-general (.93), and
internalization-athlete (.86). See Appendix D.

Activity Level. Godin and Shepard’s (1985) Godin Leisure Time Exercise
Questionnaire (GLTEQ) was used to measure participant activity level. This open
ended questionnaire assesses the number of times an individual engages in
various exercise intensity levels longer than 15 minutes during their free time. For
this measure, exercise is categorized as strenuous (heart beats rapidly, sweating,
e.g. running), moderate (not exhausting, light perspiration, e.g. easy bicycling),
and mild (minimal effort, no perspiration, e.g. fishing). This questionnaire also
inquires about the frequency of leisure time exercise in a typical week that is long
enough for the participant to work up a sweat. This item is measured on a 3-point
Likert interval scale ranging from 1 (often) to 3 (never). However, this question
was not examined in this study. Weekly frequencies were multiplied by nine for
strenuous activity, five for moderate activity, and three for mild activity to order
to obtain three separate Metabolic Equivalent (MET) scores. According to Godin
(2011), moderate and strenuous activities are the strongest contributors for health

benefits. It was therefore recommended to use only strenuous and moderate MET
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scores to generate a total weekly MET score to assess activity level (Godin,
2011). Participants were categorized as active if they achieved a total leisure time
MET score of 24 or higher, moderately active for scores between 14-23, and
inactive for scores lower then 14 (Godin, 2011). See Appendix E.

Self-Objectification. Self-objectification was measured by the Self-
Obijectification Questionnaire developed by Noll and Fredrickson (1998).
Participants rank 10 attributes ranging from 1 (least important) to 10 (most
important) according to their impact on physical self-concept. Five of the
attributes are appearance based (sex appeal, measurement, weight, physical
attractiveness, and muscle tone) and five are competency based (health, muscular
strength, physical coordination, stamina, and physical fitness). Final self-
objectification scores are obtained by subtracting the sum of the competency
attributes from the sum of the appearance attributes. Scores range from +25 to —25
with more positive scores reflecting a greater emphasis on appearance and
therefore implying stronger self-objectification (Noll & Fredrickson, 1998). See
Appendix F.

Exercise Intentions. Using a 7-point Likert interval scale ranging from 1
(strongly disagree) to 7 (strongly agree), participants were asked to indicate their
intention to maintain, increase, or decrease self-perceived physical activity level
in the forthcoming month (Milne et al., 2008). Each response was assessed
separately. See Appendix G.

Reasons for Exercise. Developed by Silberstein et al. (1988), the Reasons

for Exercise Inventory (REI) measures the importance of various reasons for
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exercise for an individual. This 24-item self-report measure consists of seven
exercise subscales: weight control, attractiveness, body tone, health, fitness,
enjoyment, and mood improvement. All items are ranked on a 7-point Likert
interval scale ranging from 1 (not important at all) to 7 (extremely important).
Following the methodology of Strelan and Hargreaves (2005) and Strelan et al.
(2003), the seven subscales were collapsed into three conceptually distinct
domains for ease of interpretation: appearance reasons (weight control,
attractiveness, and body tone), health/fitness reasons (health and fitness), and
enjoyment/mood reasons (enjoyment and mood improvement). For each of the
three domains, a mean score was computed using the items that comprise each
subscale. Higher scores represent the more prominent reasons why an individual
engages in exercise. Prichard and Tiggemann (2005) found acceptable internal
consistency for the three scales: appearance (.85), health/fitness (.85), and
enjoyment/mood (.76). Similar levels of internal consistency were also found for
all the three scales in this study: appearance (.84), health/fitness (.85), and
enjoyment/mood (.78). See Appendix H.

Exercise Self-Efficacy. The Multidimensional Exercise Self-Efficacy
Scale (MSES) developed by Rodgers, Wilson, Hall, Fraser, & Murray (2008),
measures an individual’s self-efficacy for exercise. Following the item-stem
“How confident are you that you can...” participants respond to nine items on a
10-point Likert interval scale ranging from 1 (not confident at all) to 10
(completely confident). Of the nine items, three items measure task self-efficacy,

three items measure coping self-efficacy, and three items measure scheduling
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self-efficacy. Separate task, coping, and scheduling self-efficacy scores are
obtained by calculating the mean of the three items comprising each subscale.
Adequate convergent and discriminant validity, as well as acceptable internal
consistency for each of the three subscales have been established: task (.82),
coping (.87), and scheduling (.93) (Rodgers et al., 2008). Strong internal
consistency was also found for each of the three subscales in this study: task (.88),
coping (.87), and scheduling (.93). See Appendix I.

Demographics. Participants self-reported their age in years and selected
their ethnicity from a provided list. See Appendix J.

Procedure and Design. This study was approved by The University of
Alberta Human Research Ethics Board 3 (see Appendix K). Data were collected
from January 2012 to March 2012. This study was a randomized, post-test only
design which utilized convenience sampling based on the accessibility of
participants to the researcher. The study was advertised as “Male Depictions in
Popular Print Media” and participants were told that they would have to watch a
5-minute slideshow and answer a few questionnaires. When explaining the study,
there was no mention of exercise or the three separate magazine image conditions.

The overall procedure outlined for this study is similar to the procedure
employed by Hobza et al., (2007) and Arbour and Martin Ginis (2006).
Individuals were first given an Information Letter containing all of the necessary
information about the study, followed by an opportunity to ask questions and

discuss the study (see Appendix L). If they agreed to the terms of the study and
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understood their rights, an Informed Consent document was signed (see Appendix
M).

Participants were then randomly assigned into one of three conditions:
image-only, magazine cover, or control. Participants in each of the three groups
were treated exactly the same except for the image primes presented. Using
PowerPoint, each individual began by viewing the study’s instructions and their
randomly assigned condition slideshow displaying the images chosen from the
pilot study. Each slide displayed a single image and automatically transitioned to
the next slide after 10 seconds of exposure. Timing the 20 images for 10 seconds
of exposure ensured that each participant received the same length of prime
exposure. This section of the study took approximately 4 minutes to complete.

Following the image prime exposure, each participant completed the
questionnaire package. To maintain anonymity, each participant was assigned a
participant number for their questionnaire data which was not linked to their name
in any way. All questionnaires were completed individually unless clarification
from the researcher was necessary. This prevented the researcher from creating a
bias in the results by either communicating a desired outcome or giving feedback
that could have caused a variation in the response given. In addition, participants
were told that there was no right or wrong answer to any of the questions with the
intent of minimizing evaluation apprehension. The entire study took
approximately 20 minutes to complete per participant.

Upon completion of the study, each participant was thanked for

volunteering their time and any further questions were answered. They were also
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encouraged to inform other males about the study (snowball sampling). However,
participants were strongly discouraged from divulging any specific details about
the study to prevent potential participants from gaining sufficient knowledge of
the study’s purpose prior to participating.

Data Analysis. Four of the 14 dependent variables initially considered for
analysis were omitted. The enjoyment/mood subscale from the Reasons for
Exercise Inventory was not analyzed because it is not a prominent factor in
health/fitness and sports magazines. Additionally, the three exercise self-efficacy
subscales (task, coping, and scheduling) were excluded from analysis and the
subsequent self-efficacy hypothesis was not assessed. According to Rodgers and
Sullivan (2001), the three subscales of self-efficacy are dependent on an
individual’s phase of change, which is measured through longitudinal designs.
Given the immediate measurement and acute nature of this study, measuring task,
scheduling, and coping self-efficacy did not fit the scope of the study. As a result,
10 dependent variables were analyzed.

A total of ten 3 (image-only, magazine cover, and control condition) x 3
(youngest, middle, and oldest) fully crossed, fixed effects Analyses of Variance
(ANOVA) were conducted. The 10 dependent variables included were
information, pressure, internalization-general, internalization-athlete, self-
objectification, appearance reasons for exercise, health reasons for exercise,
intentions to maintain exercise, intentions to increase exercise, and intentions to
decrease exercise. To control for spurious type 1 error from the numerous

ANOVA analyses conducted, a Bonferroni correction factor of p <.005 was used.
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To explore the MET score as a possible covariate, correlations were analyzed.
Given that only health reasons for exercise was correlated with MET score, it was
rejected as an appropriate covariate for all dependent variables in order to keep
statistical analyses and procedures consistent. See Table 2 for correlations.
Although conducting a MANOVA would have helped to control spurious
type 1 error, ANOVAs were chosen over MANOVAs for several reasons.
According to Tabachnick and Fidell (2001), MANOVAs work best when the
dependent variables are highly negatively correlated. They are less desirable if the
variables are highly positively correlated or near zero. Given that the dependent
variable correlations for this study were somewhat highly positively correlated or
near zero, this would violate a key component of computing a successful
MANOVA (see Table 2). In addition, MANOVAs are not always easy to
interpret. MANOVA results often show how one independent variable influences
a combination of dependent variables. Therefore it is difficult to determine the
effects of each independent variable on a single dependent variable (Tabachnick
& Fidell, 2001). A step-down procedure would be required to extract this
information which complicates the statistical method (Tabachnick & Fidell,
2001). Lastly, the statistical power for a MANOVA is largely influenced by the
number of dependent variables. One degree of freedom is lost for every dependent
variable in the analysis (Tabachnick & Fidell, 2001). Given there are 10
dependent variables within this study, power would be greatly reduced from the
lost degrees of freedom. Power is also reduced when the variables are moderately

or highly correlated (Tabachnick & Fidell, 2001), which was found for this study.
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Results

Determination of the Final Sample

Before analysis, data were inspected for outliers (>3 standard deviations
from the mean) and missing data. The data of five participants were removed
because of their extreme MET scores, twelve participants because of missing
data, one participant because he rushed through the experiment, and two
participants due to their lack of attention while participating, such as talking to
individuals walking by or answering phone calls. After eliminating the data from
these participants, data from 280 participants were analyzed. The number of
subjects within each of the three conditions was 95 for image-only, 94 for
magazine cover, and 91 for control.
Preliminary Analysis

One-way ANOVAs and Chi-square analyses were performed to ensure
that randomization of the participants into the three conditions was successful.
The three conditions did not differ significantly in terms of age (F(2, 277) =
0.262, p =.77, 12 = .002), ethnicity (x? (12, N = 280) = 8.27, p =.76), or METS
score (F(2, 277) = 0.24, p =.79, n? = .002).

The ages of the 280 participants ranged from 18 to 68, with a mean age of
36.34 (SD = 12.54) years. Age was also classified into 3 separate groups based on
equal thirds of the total sample: youngest (<28, n = 105); middle (29-43, n = 84);
oldest (>44, n = 91). Age classifications did not differ significantly per condition,
v’ (12, N = 280) = 16.22, p = .18. Likewise, the participants were classified into

active (n =212, 75.7%), moderately active (n = 49, 17.5%), and inactive (n = 19,
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6.8%) based on their MET score. However, given the inadequate representation of
moderately and inactive participants, activity level was not analyzed further. See
Table 3 for participant age and activity level descriptive statistics by condition.
The most dominant self-classified ethnic group within the full sample was
Caucasian (n = 230, 82.1%). Therefore, ethnicity was also not analyzed further.

See Table 4 for participant ethnicity descriptive data by condition.

Table 3

Descriptive Data for Participant Age and Activity Level by Condition

Image-Only Magazine Cover Control
(N = 95) (N = 94) (N = 91)
% Mean Range % Mean Range % Mean Range
(n) (SD) Min Max (n) (SD) Min Max (n) (SD) Min Max
Age
Youngest 42% 23.50 19 28 32% 24.30 18 18 38% 23.14 18 28
(40)  (2.94) (30)  (2.84) (35)  (3.01)
Middle 24% 37.26 29 43 26% 35.03 29 43 30% 35.70 29 43
(23) (4.34) (34) (5.57) 27) (4.76)
Oldest 34% 50.97 44 63 32% 50.40 44 65 32% 51.48 44 68
(32) (5.59) (30)  (5.44) (29)  (6.05)
Activity
Level
(METYS)
Active 75% 47.30 24 115 79% 48.49 24 113 4% 48.85 24 98
(7)) (22.24) (74)  (19.80) (67)  (19.02)
Moderately  18% 18.88 14 23 17% 18.00 14 23 18% 16.88 14 20
Active @17 (2.60) (16)  (3.33) (16)  (2.66)
Inactive 7% 7.00 0 10 4% 3.75 0 10 9% 7.13 0 10
(M  (383) 4 (479 8 (39
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Table 4

Descriptive Data for Participant Ethnicities by Condition

Ethnicity [% (n)] Image-Only  Magazine Cover Control

(N =95) (N =94) (N =91)
Asian 7% (7) 10% (9) 8% (7)
African American 2% (2) 1% (1) 3% (3)
Caucasian 80% (76) 82% (77) 85% (77)
Hispanic 1% (1) 2% (2) 0% (0)
Indigenous/
Abo?iginal 1% (1) 2% (2) 1% (1)
Unidentified 1% (1) 0% (0) 1% (1)
Other 7% (7) 3% (3) 2% (2)
Main Analysis

The results of the ten 3 (condition) x 3 (age) fixed effects ANOVAs
revealed that there were no significant interactions between age and condition for
any of the ten dependent variables. Three of the ten dependent variables presented
significant main effects: internalization-general, internalization-athlete, and self-
objectification. The remaining seven dependent variables were not found
significant: information, pressure, appearance reasons for exercise, health reasons
for exercise, intentions to maintain exercise, intentions to increase exercise, and
intentions to decrease exercise. The means, standard deviations, sample sizes, and
ANOVA results for all 10 dependent variables are provided in Tables 5 and 6.

Tukey’s Honestly Significant Difference (HSD) planned post hoc
procedures were used following significant main effects. For consistency, post

hoc procedures were tested using p < 0.005. Tukey’s procedure was chosen over
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other post hoc procedures, such as Scheffé’s procedure, because only simple

contrasts were of interest and Tukey’s test is more powerful than Scheffé’s test

(Tabachnick & Fidell, 2001). The harmonic mean of the sample sizes was used

for both condition and age post hoc procedures to take into account the unequal

sample sizes in the groups.

Table 5
Means, Standard Deviations, and ANOVA results for Dependent Variables by
Condition
Magazine
Image-Only c Control
L over -
Condition o Condition F-value p-value n?
(N = 95) Condition (N =91)
(N = 94)
Inter - 26.64 (8.22) 25.14(8.16)  25.24 (8.75) 0.87 421 .006
Information
Inter - 19.08 (6.55)  18.89 (6.78) 16.48 (6.54) 4.45 .013 .032
Pressure
Inter - 27.18(7.92) 25.77(8.37)  23.23(8.49) 5.65 .004* .040
General
Inter - 17.67 (4.50)  16.82 (4.69) 15.98 (4.51) 3.29 .039 .024
Athlete
Self- -9.61 (13.26)  -7.47 (12.53) -10.16 (13.04) 1.27 .283 .009
Obijectification
REI - 4.24 (1.09) 4.28 (1.06) 4.04 (1.27) 0.91 405 .007
Appearance
REI - 5.43 (0.96) 5.55 (0.81) 5.45 (1.02) 0.37 .692 .003
Health
Intend — 5.31(1.76) 5.12 (2.02) 5.18 (2.04) 0.19 .822 .001
Maintain
Intend — 5.29 (1.62) 5.30 (1.74) 5.42 (1.56) 0.25 778 .002
Increase
Intend — 1.61 (1.10) 1.47 (1.07) 1.48 (0.99) 0.43 .652 .003
Decrease
*p <.005

Note: Inter (Internalization, SATAQ-3), REI (Reasons for Exercise Inventory), Intend (Exercise
Intentions); Mean(Standard Deviation).
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Table 6

Means, Standard Deviations, and ANOVA results for Dependent Variables by Age

Youngest Middle Aged Oldest E-value _value )
(N = 105) (N = 84) (N =91) P N
Inter - 26.24 (8.60)  26.58 (7.43)  24.21(8.82) 2.08 128 .015
Information
Inter - 18.88(7.03)  18.93(6.63)  16.67 (6.18) 3.65 027 .026
Pressure
Inter - 27.88(8.08)  26.27(7.87)  21.80 (8.06) 15.19 .000*  .101
General
Inter - 18.19 (4.38)  17.14(4.05)  14.99 (4.77) 13.06 .000*  .088
Athlete
Self- -6.68(12.38)  -7.95(14.00) -12.87(11.82)  6.13 002*  .043
Objectification
REI - 418 (1.21)  4.33(1.21) 4.08 (1.10) 0.86 425 006
Appearance
REI - 5.41(0.90)  5.52(1.04) 5.52 (0.86) 0.36 699  .003
Health
Intend — 529 (1.97)  5.08 (2.06) 5.21 (1.79) 0.22 799 .002
Maintain
Intend — 5.40(1.65)  5.37(1.71) 5.23 (1.58) 0.21 814 002
Increase
Intend — 1.41(0.91)  1.39(0.82) 1.77 (1.33) 3.78 024 027
Decrease
*p <.005

Note: Inter (Internalization, SATAQ-3), REI (Reasons for Exercise Inventory), Intend (Exercise
Intentions); Mean(Standard Deviation).

Internalization-General. At p <.005, the main effect for condition was
significant for internalization-general. See Table 5. Tukey’s post hoc test revealed
that the image-only condition had significantly higher levels of internalization-
general compared to the control condition. The magazine cover condition was not
significantly different than either the image-only or control conditions.

A significant main effect for age was also found for internalization-
general. See Table 6. Tukey’s post hoc test revealed that older males have
significantly lower levels of internalization-general compared to younger and
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middle aged males. There were no significant differences found between younger
and middle aged males.

Internalization-Athlete. A significant main effect for age was found for
internalization-athlete. See Table 6. Tukey’s post hoc test revealed that older
males have significantly lower internalization-athlete scores compared to younger
and middle aged males. There were no significant differences found between
younger and middle aged males.

Self-Objectification. There was a significant age main effect for self-
objectification. See Table 6. Tukey’s post hoc test revealed that older males have
significantly lower levels of self-objectification compared to younger males.
Middle aged males were not statistically different from the younger and older
males.

Discussion

There are a growing number of health/fitness and sports magazines that
promote body appearance and obtaining a toned yet muscular body. This study
sought to contribute to the growing body of literature by examining acute
exposure to health/fitness and sports magazine images depicting the ideal fit male
body and their influence on body perceptions and exercise related cognitions. A
secondary purpose was to examine the moderating effects of age on the dependent
variables. Even though the findings of this study did not fully correspond to the
stated hypotheses, this study still presented some unique trends and outcomes that

contribute to the literature.
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Internalization

This study hypothesized that males in the image-only condition would
report the highest levels of internalization. Given that three of the four
internalization subscales were not significant, the hypothesis was only partially
supported. However, a noteworthy and overarching trend was presented within
the data of this study. Males in the image-only condition reported the highest
levels of internalization on all four internalization subscales. This finding suggests
that males are more influenced when viewing only images of ideal figures rather
than viewing both the text and pictorial displays.

It was interesting to find that only internalization-general was significantly
different by condition. Compared to the magazine cover and control condition,
further post hoc procedures revealed that those in the image-only condition
experienced greater endorsement and acceptance of ideal and unrealistic
portrayals of the body that are presented by magazine images, television, and
film. This outcome coincides with findings by Morry and Staska (2001) where
males who read fitness magazines experienced greater internalization-general
towards societal ideals about appearance. Similar results have also been found for
females (Tiggemann, 2003).

Since limited research is available examining magazine images of fit
active males and their influence on the four internalization subscales separately, it
is difficult to draw conclusions as to why internalization-general was the only
subscale found significant. However, speculations can be made based on other

research literature. It is possible that other predictors of internalization not
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accounted for or measured in this study influenced internalization-general. For
instance, Pelletier, Dion, and Lévesque (2004) found that females who are highly
self-determined, which indicates that their actions are determined by internal
motivations and interests rather than external factors, are less likely to internalize
media body standards. However, Vartanian (2009) suggests that predictors of
internalization among men remain relatively unknown and likely differ from
females. Researchers are still unsure if personality and external factors, such as
social pressure or teasing, influence male internalization (Ricciardelli & McCabe,
2004). Future studies should continue to broaden the literature on other constructs
and their contribution to the internalization subscales.

It is also possible that participant implicit and explicit believability of the
magazine images influenced internalization-general. Implicit refers to cognitive
responses and thoughts that are unavailable to awareness or not easily controlled
consciously, whereas explicit refers to responses intended by the participant after
prime exposure (Huang & Hutchinson, 2008). Huang and Hutchinson (2008)
found that implicit measures of advertising belief were better predictors of
attitudes than explicit advertising belief measures. Similar results were found by
Berry, Jones, McLeod, & Spence, (2011). Given that there were no significant
findings for the information, pressure, and internalization-athlete subscales, it is
possible that participants did not implicitly endorse the images and only slightly
explicitly believed the images presented, thus resulting in the significant
internalization-general subscale. This could be a result of participants already

being active or believing that the images were unattainable. It would be

34



interesting to replicate this study using implicit and explicit measures of
internalization to further understand the complex nature of the media and body
image.

Lastly, the significant internalization-general finding could be related to
the Tripartite Influence Model (Thompson, Heinberg, Altabe, & Tantleff-Dunn,
1999). This model provides a conceptual framework for understanding the
relationships among three sociocultural influences (parents, peers, and media) and
two mechanisms (internalization and social comparison) that have an influence on
body dissatisfaction. Males tend to report more frequently comparing themselves
to those with similar bodies, such as peers, and those with desirable physical
features, such as sports athletes (Karazsia & Crowther, 2009; Krayer, Ingledew, &
Iphofen, 2008). Thompson, Schaefer, and Menzel (2012) indicate that peers have
a remarkable influence on internalization of general appearance ideals. In
addition, social influence from peers has been shown to positively predict
internalization-general (Karazsia & Crowther, 2009). Given such findings and
that the majority of participant testing took place at recreation complexes, males
could have experienced greater internalization-general because of the abundance
of peers or teammates nearby.

Interestingly, Karazsia and Crowther (2009) suggest that the information
males obtain through body comparisons to sports athletes can influence
internalization. According to these findings and the fact that the images shown to
participants focused on sport and fitness, it was surprising that internalization-

athlete was not found significant. Researchers suggest that internalizing the
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athletic ideal body may actually be beneficial and protect against the harmful
effects of the media (Homan, McHugh, Wells, Watson, & King, 2012). Studies by
Homan (2010) and Homan et al. (2012) both found that internalization of the
athletic ideal did not produce negative feelings about the body. Additionally,
sports media exposure has been linked to positive feelings about the body
(Bissell, 2004). It is said that those who endorse the athletic ideal are likely to
engage in behaviours to achieve this ideal, such as exercising or eating healthy
(Homan et al., 2012). Therefore, males internalizing the athletic ideal shown on
the covers of health/fitness and sports magazines may provide them with a source
of motivation, thus yielding health benefits. However, other studies have found
that internalization of the athletic ideal mediated the relationship between body
dissatisfaction and harmful behaviours (Cahill & Mussap, 2007). As very
different results have been found in relation to internalization-athlete, clearly
more research is necessary. In addition, it would be interesting to further explore
the potential positive benefits and motivational aspects of internalizing the athletic
ideal male body. Whereas several studies focus on the negative outcomes
associated with the media, it is evident that more research should focus on the
positive aspects of the media and how the media can be used to promote positive
body perceptions and exercise related cognitions.

Despite the interesting trends, the lack of significance for information,
pressure, and internalization-athlete could be attributed to participants questioning
the amount they could relate to the ideal body figure shown in the conditions.

Males have stated that they do not accept health/fitness and sports magazine
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images uncritically (Arbour & Martin Ginis, 2006; Labre, 2005; Pompper et al.,
2007). They consider what is attainable and realistic before comparing their body
to ideal images, which results in lower levels of internalization (Arbour & Martin
Ginis, 2006). In a qualitative study by Labre (2005), participants had a hard time
relating to ideal figures presented by the media because they believed them to be
unrealistic and unfair. They understood that in order to obtain and maintain the
body figure shown on magazine covers, one’s life would have to revolve around
fitness and appearance, which is precisely the job of the models and athletes
shown on health/fitness and sports magazine covers (Labre, 2005). These
previous studies speak directly to the findings of this study. Male participants in
this study might not have been able to relate to the images presented and only
internalized a small amount, hence the non-significant information, pressure, and
internalization-athlete subscales and the significant internalization-general
subscale. Clearly there is more work to be done in terms of internalization to fully
understand its role in relation to media body ideal impact on males.

There were significant age main effects found for internalization on two of
the four subscales: internalization-general and internalization-athlete. Planned
post hoc procedures revealed that older males had significantly lower levels of
internalization-general and internalization-athlete compared to younger and
middle aged males. Although not significant, older males also reported the lowest
values for information and pressure. Therefore, this study’s hypothesis was

reasonably confirmed.
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The Social Comparison Theory (Festinger, 1954) could be used to explain
the age main effect findings. The theory states that humans gain information
about themselves and their characteristics by making comparisons to others
perceived as better or ideal (Festinger, 1954). The findings of this study are
consistent with the growing body of literature that suggests that social comparison
decreases with age. Compared to older males, younger and middle aged males are
still acutely aware of magazine images standards (Pompper et al., 2007). They are
therefore more likely to internalize the ideal figure, set it as the gold standard for
achievement, and self-objectify themselves through social comparison (McCabe
& Ricciardelli, 2004). Comparatively, older males are more mature and critical in
their thinking towards body ideals. They tend to focus more on who they are as a
person rather than on their body image (Pompper et al., 2007). As a result, they do
not compare their body to the ideal figure as much as younger males and therefore
protect themselves against negative body perceptions, such as body
dissatisfaction, internalization, and self-objectification (Arbour & Martin Ginis,
2006). In fact, older males may shift their body comparisons to more realistic
figures, such as friends, peers, or family (Bessenoff & Del Priore, 2007).

It has also been suggested that magazine images exude youthfulness which
may not be a source of internalization for older adults (Slevec & Tiggemann,
2011). Compared to magazines, Slevec and Tiggemann (2011) found that only
television viewing was associated with body dissatisfaction for older females aged
35-55. This is likely because middle aged to older women are as equally

represented to younger individuals in television shows, commercials, or movies.
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Slevec and Tiggemann (2011) also suggest that reality makeover television
shows, such as The Biggest Loser, may be more influential towards
internalization. These shows stress that the average body is a discrepancy that
must be improved and physical transformation of one’s current body to a
“perfect” or fit body will result in an all-round better you (Banet-Weiser &
Portwood-Stacer, 2006). Transformation of the body on The Biggest Loser is
often portrayed through intense workout regimes, which depict exercise as hard
work rather than enjoyable or fun (Berry, McLeod, Pankratow, & Walker, in
press). In fact, participants who were primed with a segment of The Biggest Loser
displayed worse affective attitudes compared to participants in the control
condition (Berry et al., in press). This is troubling considering that affective
attitudes are predictive of exercise behavior (Rhodes, Blanchard, & Matheson,
2006). It is therefore possible that television depictions of the ideal body and
body transformations through exercise may be more influential on internalization
than magazine images. If this is the case, it is not surprising that older males had
lower levels of internalization. It would be interesting to replicate this study and
include an aspect of television viewing to further compare male internalization
and various age groups.

It is important to find ways that will reduce internalization and protect
people against the potential harmful effects of the media (Grogan, 2010).
Reducing internalization is likely to reduce the level of concern males experience
about their physical appearance (Wilksch, Tiggemann, & Wade, 2006). Diedrichs

and Lee (2011) suggest that individual-level training to resist internalization of
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ideal body images presented by the media is probably more realistic than trying to
reduce the prevalence of these images in the environment.
Self-Objectification

A large proportion of self-objectification research focuses on women
(Tiggemann & Kuring, 2004). Therefore this study sought to broaden the scope of
examining self-objectification in males. It was postulated that those in the image-
only condition would have greater levels of self-objectification compared to the
control group. However, this hypothesis was not supported since there were no
significant differences found. This outcome is similar to studies by Aubrey (2010)
and Daniel and Bridges (2010). Female participants did not experience changes in
their self-objectification following health or appearance magazine image exposure
(Aubrey, 2010). Similarly, self-objectification in male participants did not lead to
body image concerns (Daniel & Bridges, 2010). However, the findings of the
present study contradicts Morry and Staska (2001) and Roberts and Gettman
(2004). Morry and Staska (2001) found that males who read health/fitness
magazines were more likely to have a negative body image and engage in self-
objectification. Furthermore, exposure to sexually objectifying words has been
shown to prime individual’s self-objectification levels (Roberts & Gettman,
2004).

Grabe and Jackson (2009) indicate that males experience lower levels of
self-objectification compared to females because of the situations and
environments that males find themselves in. Since these situations are less

frequent and less likely to result in objectifying the body, males may be protected
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against developing high levels of self-objectification (Grabe & Jackson, 2009).
Conversely, Hebl, King, and Lin (2004) provide evidence that males are not
exempt from self-objectification. When males are placed in an objectifying
situation, such as wearing a speedo bathing suit, they experience higher levels of
self-objectification (Hebl, King, & Lin, 2004). Given that many of the participants
completed the study in recreation complexes and were likely wearing comfortable
athletic attire, the fitness and sporting environment may not have been a setting
that participants found objectifying or be influenced by images of ideal males. It
is also postulated that male participants in this study were comfortable with who
they are and therefore did not feel the need to self-objectify their bodies.

Another plausible explanation for the absence of a significant self-
objectification finding could be related to trait versus state self-objectification.
Fredrickson and Roberts (1997) report that self-objectification can be described as
either an emotional state or personality trait. Trait self-objectification is the extent
to which a person adopts an observer’s point of view of the self (Harrison &
Fredrickson, 2003). Furthermore, trait self-objectification is usually stable across
time, less sensitive to temporary exposure stimuli, and is measured by the Self-
Obijectification Questionnaire (Aubrey, 2010; Harper & Tiggemann, 2008). In
contrast, certain situations or stimuli can intensify an individual’s temporary
perspective on the importance of appearance (Harper & Tiggemann, 2008). This
is known as state self-objectification and has been shown to be more susceptible
to manipulation (Harper & Tiggemann, 2008; Harrison & Fredrickson, 2003). It is

therefore possible that the short bouts of exposure to the magazine image stimuli
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influenced state self-objectification rather than trait self-objectification to which
the Self-Objectification Questionnaire was designed to measure.

Daniel and Bridges (2010) also suggest that the Self-Objectification
Questionnaire may not be the most appropriate questionnaire for males. They
believed this caused their unexpected lack of significant self-objectification
results. This may have also been the case for the present study. Daniel and
Bridges (2010) note that the Self-Objectification Questionnaire was originally
created for females and limited research is available on the measurement
properties for males; thus questioning its applicability to males. Similarly,
Tiggemann and Kuring (2004) suggest that the 10 attributes used in the
questionnaire may be interpreted differently between males and females. For
example, ‘strength’ may be seen as a competency attribute for females, whereas it
may be seen as an appearance attribute for males (Tiggemann & Kuring, 2004).
As a result, the Self-Objectification Questionnaire may be measuring male and
female self-objectification differently. Given this possible self-objectification
measurement issue, researchers should explore the creation of an appropriate male
specific Self-Objectification Questionnaire (Tiggemann & Kuring, 2004).

It is unlikely that males of different ages experience self-objectification to
the same extent. For females, self-objectification has been shown to decrease as
women age and is therefore more prevalent in younger to middle aged females
(Tiggemann & Lynch, 2001). Given this, it was hypothesized that older males
would have the lowest levels of self-objectification. Interestingly, a significant

age main effect for self-objectification did arise which confirmed this hypothesis.
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This finding suggests that older adult males define themselves in terms of
competency based attributes and focus on functionality of the body, rather than
emphasizing appearance based attributes. Parallel to propositions made for
females by Fredrickson and Roberts (1997), males may also abandon the
observer’s perspective of appearance on their own body as they get older. College
males are fairly rigid in their drive to obtain the toned yet muscular ideal (Labre,
2005) and therefore experience high levels of self-objectification when shown
images of the ideal figure (Morry & Staska, 2001). In contrast, older males are
more accepting of different body types and are less concerned about their image
(Nowell & Ricciardelli, 2008). In doing so, they avoid several of the potential
harmful consequences that arise as the body begins to look less and less like the
ideal through the natural aging process (Fredrickson & Roberts, 1997).

It is important to understand that research examining self-objectification in
males is relatively new and the results of various studies should be replicated. In
order to better understand magazine image induced self-objectification in males,
more research is needed to specifically identify the factors that trigger self-
objectification. Future studies should examine the relationships between self-
objectification and other variables, such as internalization or reasons for exercise,
and how they influence one another in relation to magazine images of the ideal
figure.

Reasons for Exercise
It was also interesting that there were no significant differences in reasons

for exercise between the three conditions. As a result, the stated hypotheses
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proposing that males in the image-only and magazine cover conditions would
exercise more for appearance reasons were not supported. Although non-
significant, there was a trend for male participants in all three conditions to have
slightly higher health reasons for exercise compared to appearance ones. This
finding is noteworthy considering that it contradicts previous literature. Studies
have demonstrated that males exposed to magazine images of the muscular ideal
and females exposed to magazine images of the thin ideal experience greater body
dissatisfaction and were more likely to exercise for appearance based reasons
(Hatoum & Belle, 2004; Strelan & Hargreaves, 2005). Males have also been
found to feel more anxious about their own appearance and were more motivated
to exercise for appearance based reasons following exposure to magazine images
of thin females (Aubrey & Taylor, 2009). However, participants reporting higher
health reasons for exercise in this study could be attributed to some participants
explicitly endorsed exercising more for health reasons because it is socially
desirable (Berry et al., 2011).

The lower levels of appearance reasons for exercise could be explained in
terms of self-objectification. The literature has shown that self-objectification is
positively related to appearance reasons for exercise in both males and females
(Prichard & Tiggemann, 2005; Strelan & Hargreaves, 2005: Strelan et al., 2003).
The present study coincides with previous literature by revealing a positive
correlational relationship between self-objectification and appearance reasons for
exercise. However, given there were no significant differences for self-

objectification in the three conditions, it is understandable that there were no
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significant findings for appearance reasons for exercise. In other words, males in
this study did not engage in self-objectification when shown images of ideal male
bodies and were therefore less likely to gravitate towards exercising for
appearance based reasons. It is important to monitor why males exercise so they
are not exacerbating the potentially negative influences of self-objectification
which could lead to harmful behaviours (Strelan & Hargreaves, 2005).
Surprisingly, there were no reasons for exercise differences between age
groups which refutes this study’s hypothesis. However, two interesting non-
significant trends resulted. Younger, middle aged, and older males all reported
more health/fitness reasons for exercise compared to appearance reasons for
exercise. This finding is similar to the findings of studies conducted by Labre
(2005) and Pompper et al. (2007). Although these studies were conducted on two
different age groups, one on college aged students and another on males over 30,
both studies showed that males tend to exercise for more health/fitness and
enjoyment/mood reasons (Labre, 2005; Pompper et al., 2007). However, both
studies revealed that appearance reasons for exercise was still somewhat
important to males (Labre, 2005; Pompper et al., 2007), which relates to the
second interesting trend found within this study’s data. Even though all three age
groups did not state high appearance reasons for exercise, the oldest group of
males reported the lowest level of appearance reasons for exercise, which is
consistent with previous research. This may be a result of older males
understanding that changing their outer appearance and exercising for appearance

based reasons does not necessarily translate into feeling better about themselves
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(Strelan & Hargreaves, 2005). Therefore, they would rather omit the additional
pressure of trying to meet the media’s standard of body ideals and exercise for
health/fitness and enjoyment/mood reasons. Additionally, research has shown that
older individuals report a stronger focus on the social affiliation and
connectedness that comes with participating in sport and exercise (Allen, 2003l
Hodge, Allen, & Smellie, 2008). It is therefore highly plausible to say that older
adult males were not influenced by the magazine images shown and value other
aspects of life, exercise, and sport.

However, caution needs to be taken when interpreting both the health and
appearance reasons for exercise outcomes within this study. The results may be
confounded by the majority of participants classified as active or participant’s
frame of mind prior to participating. Given that a large proportion of participant
testing was conducted at recreation complexes, people entering the facility,
irrespective of age, likely had a predetermined reason for engaging in exercise,
such as social interaction, playing on a sports team or for pure enjoyment. Male
participants also may have been thinking about exercise related constructs prior to
participating (Gaston & Gammage, 2010). It is therefore possible that showing
active males images of ideal bodies depicting aspects of fitness or sports may not
have changed their responses. Berry and Howe (2004) found that inactive
individuals experienced worse exercise attitudes when shown appearance related
media stimuli. With that said, the active participants in this study may have
experienced unchanged exercise attitudes when shown appearance related

magazine images. Future research should incorporate measures of exercise
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attitudes to confirm or refute this claim. Overall, it is important to promote
positive body images to reduce body concerns which could lead to exercise
avoidance (Grogan, 2010).
Exercise Intentions

Based on findings by Milne et al. (2008), it was hypothesized that males
who viewed the image-only and magazine cover conditions would have greater
intentions to increase their current exercise level. However, exercise intentions
did not differ between conditions and therefore this hypothesis was not supported.
Similar results were found by Gaston and Gammage (2010). After reading a
health or appearance based post-partum exercise brochure, there were no
differences in exercise intentions (Gaston & Gammage, 2010). In addition,
females did not experience changes in their exercise motivation and intention
after being shown either a control or appearance exercise video (Martin Ginis,
Prapavessis, & Haase, 2008). From these findings, it is possible to claim that
similar trends occurred in the present study. People are not necessarily influenced
by observing attractive and fit bodies or find them as a source of inspiration to
enhance exercise intentions (Martin Ginis et al., 2008). Therefore, male
participants in this study may not have found the images of ideal fit males
encouraging enough to change exercise intentions.

The absence of a significant finding may have also resulted from the
location of data collection. Participants entering a recreation complex already
have set intentions to exercise otherwise they would not be entering the facility.

With intentions previously determined and the participant possibly having an
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exercise frame of mind prior to participation, it is likely that a combination of
factors resulted in the unchanged exercise intentions.

It is also noteworthy that exercise intentions did not differ by age group
which also goes against the stated hypothesis. All three age groups reported
similar levels of intentions to maintain, increase, and decrease their current
exercise level. Although not significant, all three age groups reported the greatest
intention to increase current exercise level. Given that intentions are strong
predictors of behaviour (Maddux, 1995), intentions to increase current exercise
level may result in increased exercise behaviour. This is a valuable and
encouraging finding. It was also reassuring to find that all three age groups of
male participants reported the lowest levels of intentions to decrease their current
exercise level. As stated previously, intentions to decrease current exercise level
would likely result in decreased exercise behaviour. Considering that 83% of
Canadian males are currently inactive (Colley et al., 2011), it is increasingly
important to ensure that people do not have or develop intentions to decrease
exercise behaviour. This would result in an even larger percentage of Canadians
becoming inactive and thus increase health care expenses. Additionally, it is
important to study the intention-behaviour relationship because findings indicate
that approximately half of those who have positive intentions to exercise fail to
actually engage in exercise (Rhodes & Plotnikoff, 2006). Future research should
conduct longitudinal studies to examine if exercise intentions and subsequent

behaviour for males of different ages changes over an extended period of time.
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Lastly, the exercise intention outcomes could have resulted from the lack
of exercise intention questionnaire applicability to the scope of this study. The
exercise intention questionnaire was chosen because of its ability to measure three
different forms of exercise intentions, rather than just one as several other
research studies have done. However, this questionnaire was created for the
context of examining changes in exercise intentions across a period of time based
on current exercise status. Milne and colleagues (2008) suggested that a person
may intend to increase their exercise level until they reach a threshold. At this
point, their intention to increase exercise behaviour would decrease and their
intention to maintain exercise behaviour would increase (Milne et al., 2008).
Given that this study measured participants’ immediate thoughts about exercise
intentions, it is impossible to decipher what stage of exercise status an individual
was in and how that may have influenced exercise intentions.

Magazine Image Condition

Similar to female focused magazines, male health/fitness and sports
magazines covers have an array of objectifying slogans targeting male body
appearance (Aubrey, 2010). Nowell and Ricciardelli (2008) found that frequent
negative appearance comments that males read or receive, such as “you need to
hit the gym” or “your muscles don’t look strong”, resulted in higher body
dissatisfaction and a greater drive for muscularity. Based on these findings, it was
hypothesized that males in the magazine cover condition would have more
pronounced negative outcomes compared to the image-only conditions due to

viewing both text and male body images. It was interesting to find that this
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hypothesis was not supported given that there were no significant differences
between the two conditions. That is, both the image-only and magazine cover
condition elicited similar results for all ten dependent variables. However, this has
not been the only study to lack differences between the priming conditions. These
results are similar to Gaston and Gammage (2010) who did not find differences
between the health or appearance focused exercise priming brochures for
postpartum women. Similarly, Berry and Howe (2004) found no differences
between the health, appearance, and control exercise advertising conditions.

There are several possibilities as to why there were no differences between
the image-only and magazine cover conditions. It is possible that the two
health/fitness and sports magazine image conditions were too similar to one
another. The image-only and magazine cover condition displayed identical images
of male body figures, while the magazine cover condition contained the additional
element of magazine cover catch-phrases and slogans. These similarities were
made to ensure that any differences found between the two conditions were
specifically due to adding the objectifying phrases into the prime of the magazine
cover condition (Gaston & Gammage, 2010). However, it may have been that the
condition variations were just not strong enough to elicit different responses from
participants.

It is also speculated that the lack of differences between the conditions is
attributed to the length of prime exposure. Priming research is often conducted in
a lab-like setting with short, passive, and isolated doses of priming exposure

(Harrison & Fredrickson, 2003; Tiggemann, 2003). However, media consumption
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in a real world setting is active, constant, and ongoing (Harrison & Fredrickson,
2003; Tiggemann, 2003). In this study, participants received only 10 seconds of
priming exposure per image. This may not have been long enough for males in
the magazine cover condition to look at and process both the image and
surrounding text. Therefore the magazine cover prime would have lacked the
ability to effectively elicit different results to the image-only condition. In fact,
the single bout of priming exposure may not have been long enough for males in
all three conditions to take in the prime and influence their thoughts or feelings.

It would be interesting to replicate this study using eye-tracking devices.
Eye trackers measure eye movements and are useful tools for examining the
amount of attention a viewer places on certain aspects of an advertisement and the
order in which visual information is processed (O’Malley, 2009). However, it
remains unclear if the textual and pictorial aspects of an advertisement work
together or against one another (Wedel & Pieters, 2008). Some studies suggest
that text attracts attention more quickly and hold attention longer (Fox, Krugman,
Fletcher, & Fischer, 1998; Krugman, Fox, Fletcher, & Rojas, 1994), while others
suggest images influence attention more (Pieters & Wedel, 2004; Rayner, Miller,
& Rotello, 2008). Interestingly, O’Malley and colleagues (2011) found that the
advertisement condition displaying both text and a picture, compared to the
image-only or text-only conditions, was the most effective at attracting a viewer’s
attention. However, they suggest that cluttered and complex advertisements or
magazine covers cause an increase in the number of eye movements (O’Malley et

al., 2011). It is possible that males in the magazine cover condition found the
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image too cluttered and did not have enough time to view both the text and image
before the 10 seconds of exposure elapsed and a new magazine cover was
presented. If the image was too cluttered, participants may have also reverted to
looking at the center of the image where the male body was, and therefore the
image-only and magazine cover conditions would have essentially been looking at
the same prime. Eye tracking techniques would be useful when replicating the
present study to determine what exactly males are looking at in both the image-
only and magazine over condition.

Lastly, age may have played a part in the absence of condition differences.
According to the Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986),
the less relevant the message content is, the less it will be considered. As stated
previously, body perceptions change and the effects of the media’s body image
portrayals have less of an influence as individuals get older (Fredrickson &
Roberts, 1997). Therefore older males’ attention towards the magazine images
presented in both the image-only and magazine cover conditions may not have
been interpreted as relevant or considered as useful information.

Overall, the results of this study may have been influenced by the wide
range of magazine covers used in this study. It is possible that health/fitness and
sports magazines are too different from one another and therefore the prime was
not strong enough. If this study is to be replicated using all three magazine
conditions, it is recommended to use one genre of magazine, one magazine title,
or to split health/fitness and sports magazine images into two separate conditions.

These changes could also permit a content analysis of the slogans and catch
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phrases shown on magazine covers. As a result of the variety of magazine covers
used for this study, a content analysis was not conducted. Future research should
continue to explore the relationship of the textual frames and visual images on
magazine covers.
Condition by Age Interactions

No significant condition by age interactions were found for any of the ten
dependent variables. This indicates that the condition and age main effects did not
have to be interpreted relative to one another (Tabachnick & Fidell, 2001). The
absence of significant interactions could be a product of the relatively small and
unequal sample sizes in the nine interaction groups which may have therefore
lacked power (Rhodes & Courneya, 2001). Interactions may have been found if
the primes were presented for longer periods of time. Nevertheless, it would have
been interesting to analyze age differences relative to the three image conditions
presented to participants. Replication of this study may permit such findings.
General Discussion

Despite of the lack of several significant outcomes found for this study,
there were several strengths that should be noted. This study was a randomized
experimental design, which is one of the strongest research designs available in
respect to internal validity (Trochim & Donnelly, 2007). It allows the focus of the
study to be on the priming conditions to examine which features have an effect on
the dependent variables (Trochim & Donnelly, 2007). This experimental design
also contained a control group which provided the study with a neutral group to

compare the two experimental magazine image conditions to. By including a
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control group it also improved the internal validity of the study design (Trochim
& Donnelly, 2007). Lastly, this study was easy to execute and did not require
lengthy participation from male participants.

This study also differs from previous research studies in several ways.
First, this study solely focused on males and it examined the effects of magazine
images on a broad range of ages as suggested by Blond (2008), Daniel and
Bridges (2010), and Nowell and Ricciardelli (2008). Second, this study used ideal
male body images rather than other body figures to which males have a more
difficult time relating to, such as thin or hyper-muscular images (Arbour & Martin
Ginis, 2006). Third, this study continued to add to the literature regarding male
body image and its relation to the self-objectification theory which was primarily
thought of a as a female phenomenon. Fourth, it examined the influence of both
health/fitness and sports magazine images as they have both been related to body
concerns within males (Harrison, 2000; Labre, 2005). Lastly, this study used
current and up-to-date questionnaires revised for males, such as the SATAQ-3
revised by Karazsia and Crowther’s (2008).

Limitations

It is also important to critically evaluate the flaws of a study and address
its limitations. For the present study, there were several limitations that require
acknowledgment and discussion with regards to future research.
Participants

The majority of participants were classified as active in this study.

Therefore moderately active and inactive participants were inadequately
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represented for examination. This is likely a consequence of collecting a large
proportion of the data at recreation complexes where the individuals entering the
facility are doing so to be active. This hindered the study’s findings as it omitted
potential valuable information. Future studies should recruit participants from a
variety of locations, such as shopping malls or grocery stores. This will enhance
the likelihood of recruiting moderately active and inactive participants. If there
was a greater representation of moderately active or inactive participants,
different results may have been found.
Measurement

There was no measure of participant magazine exposure or reading
frequency. This study assumed equal magazine exposure and readership for all
participants. As a result, it was impossible to control or account for an
individual’s choices about their preferred media source, type of content viewed,
or length of exposure. By having a magazine exposure or reading frequency
questionnaire, it could have distinguished participants as readers or non-readers of
magazines, thus providing another interesting variable for analysis. It would have
been valuable to examine the relationships between age and magazine reading or
exposure, and how that differentially influences body perceptions and exercise
related cognitions. Future research studies should be more specific in measuring
both the type and frequency of magazines read.
Methodological

It is important to note that a female researcher was explaining the study

and testing male participants. Even though the researcher gave the participants
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enough distance while participating so they would not feel under a watchful eye,
it still may have affected the participant’s responses. It is possible that the
participant felt uncomfortable with a female researcher nearby or answered the
questions in a socially desirable way. It would be interesting to see if males
respond differently when a male researcher is present. In addition, there was no
way of controlling for external variables that could have influenced participant
answers, such as daily stressors or previous beliefs about exercise and the media.
Study Design

Researchers suggest that chronic media exposure to the ideal fit and
muscular male body may lead to chronic body image concerns, whereas acute
priming exposure may only influence males temporarily (Aubrey & Taylor,
2009). The present study was not able to assess the long term effects of media
image exposure. The stimulus was only presented to the participants for
approximately 4 minutes at 10 seconds per image. This length of exposure is not
nearly long enough to compare to the amount of media exposure an individual
encounters in a day, week, month, or year. Therefore, the results cannot be
generalized to the chronic effects of media exposure but rather relates to acute
effects. Additionally, this study tested participants in a lab like artificial setting.
As a result, this limits the generalizability of the results to real world contexts
(Trochim & Donnelly, 2007). Future studies should employ longitudinal designs
to aid in examining the influences of chronic media exposure and enhance the
applicability of the findings to the real world. Lastly, it is recommended to use

different statistical procedures in future studies, such as a regression or path
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analysis, to examine variable relationships and possible mediating or moderating
factors.
Conclusion

Unlike most previous research, this study examined the influence
magazine images and the difference between viewing only ideal fit male bodies
versus images and text combined. Dependent variables (internalization, self-
objectification, reasons for exercise, and exercise intentions) were measured in
three participant age categories (young, middle, and old) and three magazine
image conditions (image-only, magazine cover, and control).

Only internalization-general was found significant by condition. Although
not significant, it was interesting to discover condition trends in participant’s
reasons for exercise. All three conditions had a higher health reasons for exercise
scores compared to appearance reasons for exercise. In relation to age, older
males (>44) had lower levels of internalization-general, internalization-athlete,
and self-objectification compared to the younger (<28) or middle aged (29-43)
males. A likely cause for the lack of significant findings in this study is due to the
confounding majority of active participants within the sample.

Notwithstanding the limitations of this study, it has contributed to the
growing body of literature and has provided some important practical
implications. With the increasing availability of male directed health/fitness and
sports magazines, it is important to examine how male body perceptions and
exercise related cognitions are influenced by images of media body standards. By

encouraging males to critically think about body ideals, it may reduce the drive
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for setting these ideals as a source for self-definition. This would aid in the ability
of health promoters and therapists to teach males about confronting their body
concerns and preventing new ones from developing. In addition, it would allow
prevention and intervention programs to be created to address psychological body
image distress and body dissatisfactions before they result in problems that
require clinical assistance, such as excessively taking steroids or limiting food
intake (Grammas & Schwartz, 2009; McCabe & Ricciardelli, 2004). In
conclusion, it is evident that more research is needed to fully understand the

powerful force of mass media and its effect on consumers.
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Appendix A: Image Validation Questionnaire

“In your opinion, how well do the following images represent your vision of an

ideal male?”

1 (not at all representative) and 5 (extremely representative)

Please place your rating in the spot provided.

# Rating # Rating # Rating
1 21 41
2 22 42
3 23 43
4 24 44
5 25 45
6 26 46
7 27 47
8 28 48
9 29 49
10 30 50
11 31 51
12 32 52
13 33 53
14 34 54
15 35 55
16 36 56
17 37 57
18 38 58
19 39 59
20 40 60
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Appendix B: Control Condition Images Examples
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Appendix C: Ideal Male Body Condition Images Examples

Image-Only Condition
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Magazine Cover Condition
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Appendix D: Sociocultural Attitudes Towards Appearance Questionnaire-3

[1]. Please circle the number that best reflects your agreement with the

statement.
Completely Neither Agree Completely
Disagree nor Disagree Agree

1 2 3 4 5

1. TV programs are an important source of 1 2 3 5
information about fashion and ‘‘being attractive’’

2. I’ve felt pressure from TV or magazines to lose 1 2 3 5
weight.

3. lI'would like my body to look like the people who 1 2 3 5
areon TV

4. | compare my body to the bodiesof TV and movie 1 2 3 5
stars

5. TV commercials are an important source of 1 2 3 5
information about fashion and ‘being attractive’’

6. [I’ve felt pressure from TV or magazines to look 1 2 3 5
muscular

7. 1'would like my body to look like the models who 1 2 3 5
appear in magazines

8. | compare my appearance to the appearance of TV 1 2 3 5
and movie stars

9. Music videos on TV are an important source of 1 2 3 5
information about fashion and ‘‘being attractive’’

10. TI’ve felt pressure from TV and magazines to be 1 2 3 5
muscular

11. 1 would like my body to look like the people who 1 2 3 5
are in the movies

12. | compare my body to the bodies of people who 1 2 3 5
appear in magazines

13. Magazine articles are an important source of 1 2 3 5
information about fashion and ‘‘being attractive’’

14. T’ve felt pressure from TV or magazines to have a 1 2 3 5

perfect body
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15.

I wish | looked like the models in music videos

16.

| compare my appearance to the appearance of
people in magazines

17.

Magazine advertisements are an important source
of information about fashion and ‘‘being
attractive’’

18.

I’ve felt pressure from TV or magazines to diet

19.

I wish | looked as athletic as people in magazines

20.

I compare my body to that of people in ‘‘good
shape’’

21.

Pictures in magazines are an important source of
information about fashion and ‘‘being attractive’’

22.

I’ve felt pressure from TV or magazines to
exercise

23.

I wish | looked as athletic as sports stars

24,

I compare my body to that of people who are
athletic

25.

Movies are an important source of information
about fashion and ‘‘being attractive’’

26.

I’ve felt pressure from TV or magazines to change
my appearance

27.

| try to look like the people on TV

28.

Movie stars are an important source of
information about fashion and ‘‘being attractive’’

29.

Famous people are an important source of
information about fashion and ‘‘being attractive’’

30.

| try to look like sports athletes
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Appendix E: Godin Leisure Time Exercise Questionnaire

[2]. During a typical 7-Day period (a week), how many times on the average do
you do the following kinds of exercise for more than 15 minutes during
your free time?  [Write on each line the appropriate number]

Times Per
Week
A. STRENUOUS PHYSICAL ACTIVITY
(heart beats rapidly, sweating)

(e.g., running, jogging, hockey, soccer, squash, cross country
skiing, judo, roller skating, vigorous swimming, vigorous long
distance bicycling, vigorous aerobic dance classes, heavy weight
training)

B. MODERATE PHYSICAL ACTIVITY
(not exhausting, light perspiration)

(e.g., fast walking, baseball, tennis, easy bicycling,
volleyball, badminton, easy swimming, alpine skiing,
popular and folk dancing)

C. MILD PHYSICAL ACITIVITY
(minimal effort, no perspiration)

(e.g., easy walking, yoga, archery, fishing, bowling,
lawn bowling, shuffleboard, horseshoes, golf, snowmobiling)

During a typical 7-Day period (a week), in your leisure time, how often do you
engage in any regular activity long enough to work up a sweat (heart beats
rapidly)? [Circle the most appropriate answer]

1. Often 2. Sometimes 3. Never/rarely
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Appendix F: Self-Objectification Questionnaire

[3]. Below are 10 different body attributes. Please rank order these body
attributes from greatest impact to the least impact on your physical self-
perception.

Please first read over all of the attributes before rank ordering them.

1 = least impact on physical self-perception (least important)

10 = greatest impact on physical self-perception (most important)

ATTRIBUTE RANK
physical coordination
health
weight

muscular strength

sex appeal

physical attractiveness

energy level (e.g., stamina)

Ilemmololm >

firm/sculpted muscles (e.g., tone)

I.  physical fitness level

J. measurements (e.g., chest, waist, hips)
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Appendix G: Exercise Intentions

[4]. In the forthcoming month...

Strongly Neutral Strongly
Disagree Agree

1 2 3 4 5 6 7

| intend to maintain my current activity level 1 2 3 4 5 6
| intend to increase my current activity level 1 2 3 4 5 6
| intend to decrease my current activity level 1 2 3 4 5 6




Appendix H: Reasons for Exercise Inventory

[5]. I engage in exercise...

Not at all Moderately Extremely
Important Important Important
1 2 3 4 5 6 7
1. Tobeslim. 1 2 3 4 5 6 7
2. To lose weight. 1 2 3 4 5 6 7
3. To maintain my current weight. 1 2 3 4 5 6 7
4.  To improve my muscle tone. 1 2 3 4 5 6 7
5. To improve my strength. 1 2 3 4 5 6 7
6. To improve my endurance, stamina. 1 2 3 4 5 6 7
7. To improve my flexibility, coordination. 1 2 3 4 5 6 7
8.  To cope with sadness, depression. 1 2 3 4 5 6 7
9.  To cope with stress, anxiety. 1 2 3 4 5 6 7
10. To increase my energy levels. 1 2 3 4 5 6 7
11. To improve my mood. 1 2 3 4 5 6 7
12. To improve my cardiovascular fitness. 1 2 3 4 5 6 7
13. To improve my overall health. 1 2 3 4 5 6 7
14. To increase my resistance to illness and 1 2 3 4 5 6 7
disease.
15. To maintain my physical well-being. 1 2 5 6 7
16. To improve my appearance. 1 2 3 4 5 6 7
17. To be attractive to members of the opposite 1 2 3 4 5 6 7
Sex.
18. To be sexually desirable. 1 2 3 4 5 6 7
19. To meet new people. 1 2 3 4 5 6 7
20. To socialize with friends. 1 2 3 4 5 6 7
21. To have fun. 1 2 3 4 5 6 7
22. To redistribute my weight. 1 2 3 4 5 6 7
23. To improve my overall body shape. 1 2 3 4 5 6 7
24. To alter a specific area of my body. 1 2 3 4 5 6 7




Appendix I: Multidimensional Exercise Self-Efficacy Questionnaire

[6]. How confident are you that you can...

Not at all Completely
Confident Confident
1 10
1. ...complete exercise using proper 1 23 456 7 8 9 10
technique
2. ...follow directions to complete exercise 1 2 3 4 5 6 7 8 9 10
3. ...perform all of the required movements 1 2 3 4 5 6 7 8 9 10
4. ...exercise when you feel discomfort 1 23456 7 8 9 10
5. ...exercise when you lack energy 1 23456 7 8 9 10
6. ...exercise when you don’t feel well 1 23456 7 8 9 10
7. ...include exercise in your dailyroutine 1 2 3 4 5 6 7 8 9 10
8. ...consistently exercise three times per 1 23 456 7 8 9 10
week
9. ...arrange schedule to include regular 1 23 456 7 8 9 10
exercise
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Appendix J: Demographic Information

Age:

Ethnicity: (Please check one)
O Asian

O African America

O Caucasian/White

O Hispanic

O Indigenous/Aboriginal

O I would rather not say

O Other:
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Appendix L:
Information Letter

Faculty of Physical Education and Recreation

Information Letter
Male Depictions in Popular Print Media

Hello:

The purpose of this experiment is to help us learn more about how males
are influenced or affected by the media’s depictions of men in print media, such
as magazines. The entire experiment will take approximately 20 minutes. You
will be asked to watch a short slideshow and to complete a few questionnaires.
The information that you provide in response to the questionnaires is valuable for
future research.

Your answers will be kept private and anonymous. You will be assigned a
participant number which will not be attached to your name. Data will be kept in a
locked cabinet and on a password protected computer. All data, both hard copy
and electronic, will be destroyed five years post-publication. Only Jessica Walker
and her supervisor, Dr. Tanya Berry, will have access to the data. | am a graduate
student in the Faculty of Physical Education and Recreation and this study is for
my thesis research.

This study is completely voluntary and you are free to stop at any point
without consequences. If you would like to participate, an informed consent
document must be signed. There are no known risks to participate in this study.
However, if you don’t want to answer a question or wish to withdraw from
participating, please tell the researcher and your data will not be included in the
final results.

If you have any questions about this project, please feel free to e-mail
Jessica Walker at jwalker3@ualberta.ca. If you have any further concerns about
this study, you may contact my supervisor Dr. Tanya Berry at (780)-492-3280
(tanya.berry@ualberta.ca) or the Health Research Ethics Board at (780) 492-
0302. This office has no affiliation or direct involvement with this study.

Thank you for participating.
Sincerely,

Jessica Walker

Faculty of Physical Education and Recreation
University of Alberta

jwalker3@ualberta.ca
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Appendix M:
Consent Form

Faculty of Physical Education and Recreation
Consent Form

Title of Project: Male Depictions in Popular Print Media

Principal Investigator: Jessica Walker

Faculty of Physical Education and Recreation

University of Alberta
jwalker3@ualberta.ca

Do you understand that you have been asked to be in a research study?
Have you read and received a copy of the attached Information Sheet

Do you understand the benefits and risks involved in taking part in this
research study?

Have you had an opportunity to ask questions and discuss this study?
Do you understand that you are free to refuse to participate, or to withdraw
from the study at any time, without consequence, and that your information

will be withdrawn at your request?

Has the issue of confidentiality been explained to you? Do you understand
who will have access to your information?

This study was explained to me by:

Yes

Yes

Yes

Yes

Yes

Yes

| agree to take part in this study:

Signature of Research Participant Date

Printed Name

No

No

No

No

No

No

For the Researcher ONLY':

| believe that the person signing this form understands what is involved in the study and

voluntarily agrees to participate.

Signature of Investigator or Designee Date



Appendix N: Literature Review

This section provides a review of the literature relating to this study and
further outlines the relevancy for conducting this study.
Print Media: Health/Fitness and Sports Magazines

There is increasing evidence pertaining to the cultural preference and
endorsement of an ideal male body (Cafri et al., 2005; Pope, Phillips, & Olivardia,
2000). The media’s dissemination of a lean and fit, yet muscular, male figure has
caused males to become more concerned with achieving this ideal body figure
(Labre, 2005; Nowell & Ricciardelli, 2008).

Magazines are one of the largest promoters of gender specific body ideals.
Numerous articles, images, and advertisements address ways to improve shape,
strengthen and tone muscles, lose fat, and enhance exercise habits (Anderson &
Di Domenico, 1992; Law & Labre, 2002). However, a person doesn’t have to
read magazines to be exposed to male body ideals. They are abundantly displayed
in advertisements, including those for material objects such as cars or watches
(Pope et al., 2000).

McCracken (1993) indicates that magazine covers have two purposes. The
first purpose is to provide people with a “window to their future self” and
secondly to promote the services inside the magazine (McCracken, 1993).
Together, the images and catch phrases intrigue and welcome the reader into the
magazine (Alexander, 2003). Male health/fitness and sports magazine covers

work in the same fashion as female magazines do. They target anxiety in order to
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get the attention of the onlooker, thus providing them with a source of body
dissatisfaction (Alexander, 2003).

Exposure to magazine images of the toned, athletic, and muscular
physique portrayed by the media results in body concerns and dissatisfaction
within males (Hatoum & Belle, 2004, Leit, Gray, & Pope, 2002; Lorenzen,
Grieve, & Thomas, 2004; Morry & Staska, 2001). It was suggested that males
have a hard time relating to other body figures (Arbour & Martin Ginis, 2006).
For example, overweight images were said to be associated with negative
personality traits that men are ashamed of, such as laziness, unmotivated, or a
‘couch potato’ (Berry & Spence, 2009; Ogden & Mundray, 1996), while hyper-
muscular images are thought of as unrealistic to be achieved through normal
weight training regimes (Arbour & Martin Ginis, 2006).

As for the influence of sports media, studies have found varying results
suggesting that the influences of magazine images and television do not operate
the same (Tiggemann, 2003). For instance, Harrison and Fredrickson (2003) and
Tiggemann and Pickering (1996) found that sports television exposure did not
influence body dissatisfaction. Conversely, Harrison (2000) found that regular
exposure to sports magazine images negatively influences body dissatisfaction.
Priming

Priming is a useful technique to include in research studies. It plays an
important role in determining how a person’s internal mental state interacts with
environmental factors to passively influence their cognitions, motivations, and

behaviors (Bargh & Chartrand, 2000). In the first phase of an experiment, relevant
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mental representations are presented in a subtle and unobtrusive manner, known
as the prime (Bargh & Chartrand, 2000). The second phase follows with
measuring the effects of the prime (Bargh & Chartrand, 2000). Priming research
has shown a wide variety of psychological and physical behaviours caused by the
external stimuli presented. For instance, participants shown elderly stereotype
words resulted in slower walking speeds (Bargh, Chen, & Burrows, 1996). When
participants were subjected to rudeness related stimuli, there was an increased
frequency of participant interruptions when the researcher was speaking (Bargh et
al., 1996). After exposure to extremely muscular action figures, participants had
slower reaction times for words depicting positive feelings on a lexical decision
task (Barlett, Smith, & Harris, 2006).

Although, priming effects are typically temporary and weaken with the
passage of time (Jo & Berkowitz, 1994), it is possible that they can produce long-
term effects. For instance, magazine reading that reinforced appearance norms
caused males to experience greater body self-consciousness by year two of the
study (Aubrey & Taylor, 2009). Researchers suggest that chronic media exposure
to the ideal fit and muscular male body may lead to chronic body image concerns,
whereas acute priming exposure may only influence males temporarily (Aubrey &
Taylor, 2009). Hence, the importance of continually expanding the literature to
determine the severity of the media’s influences both acutely and longitudinally.
Internalization

Internalization is the extent to which an individual accepts societal norms

of appearance to the point of modifying their behaviour in an attempt to achieve
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these standards (Thompson, van den Berg, Roehrig, Guarda, & Heinberg, 2004).
This practice can influence attitudes, behaviours, body satisfaction, and unhealthy
activities (Cafri et al., 2005).

Originally developed for the context of eating disturbances within females,
the Sociocultural Attitudes Towards Appearance Questionnaire (SATAQ)
measures internalization of sociocultural body image standards (Heinberg,
Thompson, & Stormer, 1995). However, Heinberg and colleagues (1995)
acknowledged the measure’s need for future psychometric work on various
subgroups, such as males or adolescents.

Smolak, Levine, and Thompson (2001) were the first researchers to
validate a slightly modified version of the SATAQ which targeted males. Their
goal was to address the issue that the SATAQ only refers the desire to be thinner
and therefore underestimates muscle and body dissatisfaction for males. Feminine
driven items were reworded to focus on muscularity and masculinity (Smolak et
al., 2001). For example, item #6 was reworded from “I’ve felt pressure from TV
or magazines to look pretty’’ to “*. . . to look muscular’’ (Smolak et al., 2001).

Thompson and colleagues (2004) adapted another edition entitled
SATAQ-3. The aim of this version was to measure fitness media influences on
female body image and the degree to which females internalize sociocultural
beliefs about attractiveness (Thompson et al., 2004). Additional items and four
subscales were added to measure the influence of the media on sports, exercise,
and athleticism. The four subscales added were information, pressure,

internalization-general, and internalization-athlete (Thompson et al., 2004). The
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most recent revision of the SATAQ was developed by Karazsia and Crowther
(2008). This version follows the same format as the SATAQ-3 by Thompson et
al. (2004), but was amended for males following Smolak and colleague’s (2001)
SATAQ. Constructs were reworded in order to tap into the effects of fitness
media influences and male internalization of standards of attractiveness.
Self-objectification

Originally created for females, objectification theory postulates a model of
relationships between unhealthy psychological and body modification strategies
(Fredrickson & Roberts, 1997). The idea behind this theory is that female bodies
are objectified through visual evaluation creating the belief that women are
appreciated only for what they look like and not who they are (Fredrickson &
Roberts, 1997). Females then begin to value their body from a third person
perspective focusing on appearance attributes (how do I look?), rather than a first
person perspective focusing on competency attributes (how do | feel?)
(Fredrickson & Roberts, 1997). This process is called self-objectification and is
the main underlying theme and construct for objectification theory (Fredrickson &
Roberts, 1997).

Self-objectification in females has been shown to result in appearance
anxiety, negative mood states, body dissatisfaction, and harmful eating behaviours
(Harper & Tiggemann, 2007; Noll & Fredrickson, 1998; Tiggemann & Lynch,
2001). Women who experience self-objectification are more self-conscious of
their body, which generates an obsession with their appearance (Fredrickson &

Roberts, 1997).
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However, research surrounding male self-objectification is contradictory.
Some studies find that self-objectification in males is not linked to the same
outcomes as with females, such as body shame, appearance anxiety, or disordered
eating (Tiggemann & Kuring, 2004). Conversely, other studies have shown that
males are not immune to self-objectification. For example, self-objectification
was shown to increase when males are found in a position of exposing their
figure, such as wearing a speedo bathing suit (Hebl, King, & Lin, 2004). From
these inconsistencies, it is evident that more research is needed examining if
males also claim ownership of body socialized ideals and experience self-
objectification.
Reasons for Exercise

Regular exercise is related to a variety of psychological and physical
benefits (The Canadian Society for Exercise Physiology [CSEP], 2011; Health
Canada, 2011). Researchers have classified the various reasons for exercise into
three distinct domains: health/fitness, appearance, and enjoyment/mood (Prichard
& Tiggemann, 2005; Strelan & Hargreaves, 2005; Strelan, Mehaffey, &
Tiggemann, 2003). Exercising for health/fitness or enjoyment/mood reasons have
shown to reduce stress, enhance well-being, and improve self-esteem (Tiggemann
& Williamson, 2000). Conversely, exercising for appearance reasons has been
shown to negatively affect psychological well-being, body dissatisfaction, and
self-esteem (Furnham, Badmin, & Sneade, 2002; Silberstein, Striegel-Moore,

Timko, & Rodin, 1988; Strelan et al., 2003). As males are increasingly becoming

97



victims to media standards of attractiveness, it is possible that their reasons for
exercise may also change.

Further research has been conducted to examine the relationship between
an individual’s reasons for exercise and their self-objectification levels. Females
who have a high self-objectification level were more likely to exercise for
appearance reasons, such as weight loss, weight control, body tone, and satisfying
an external pressure to look thin and attractive (Strelan et al., 2003). Conversely,
females with low self-objectification levels are more likely to exercise for health,
fitness, mood, and enjoyment (Strelan et al., 2003). Greater self-objectification in
males has been shown to be related to exercising for appearance based reasons
(Strelan & Hargreaves, 2005). Thereafter, it was concluded that objectification
theory can be applied to males, suggesting that males who exercise in terms of
their level of self-objectification may experience similar consequences to females
(Strelan & Hargreaves, 2005). However, there is limited research on male
magazine image induced self-objectification and its influence on male reasons for
exercise.

Exercise Self-Efficacy

Self-efficacy is defined as an individual’s beliefs in their ability to perform
a specific behaviour or a set of behaviours required to produce a desired outcome
(Bandura, 1977). However, self-efficacy is not merely concerned with the skills
that an individual has. Self-efficacy is also concerned with what an individual can
do with these skills under a variety of situations in order to engage in relatively

routine behaviours and cope with environmental challenges (Bandura, 1997).
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Self-Efficacy has shown to be a strong predictor and a key motivational
variable for exercise behaviour (Rodgers & Sullivan, 2001). It influences
behaviour both directly and indirectly through its influence on intentions, such
that intentions may mediate the influence of self-efficacy on behaviour. There are
three distinct sub-domains of self-efficacy: task, scheduling, and coping (Rodgers
& Sullivan, 2001). Scheduling and coping self-efficacy have been shown to be
directly related to exercise behaviour, while task self-efficacy being related to
behavioural intentions (Rodgers & Sullivan, 2001; Rodgers, Hall, Blanchard,
McAuley, & Munroe, 2002).

When examining the influence of the media on self-efficacy, there tends to
be several negative outcomes. However, not all media exposure leads to negative
self-efficacy outcomes. Maibach and Flora (1993) found that self-efficacy can be
enhanced with the use of media modeling and cognitive rehearsal. In their study,
young unmarried females who viewed AIDS information videotapes with
modeling and cognitive rehearsal had significantly increased levels of self-
efficacy for various AIDS prevention behaviours (Maibach & Flora, 1993).
Therefore, if magazines are providing information on how to obtain a particular
fit body ideal, it may be possible that this advice is enhancing self-efficacy for
engaging in healthy exercise behaviours. In fact, males who read health/fitness or
sports magazines had an increase in their self-efficacy and in turn this predicted

greater exercise intentions (Wang, 2010).
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Exercise Intention

Intentions are one of the main constructs in the Theory of Planned
Behaviour (Ajzen 1985); a theoretical model that has been successfully used to
predict and understand exercise behaviours (Godin, 1993). Intentions are defined
as a person’s cognitive representation of readiness to perform a given behaviour
(Ajzen & Fishbein, 1980). As they are key markers of behaviour, intentions are
important indicators of initiating or sustaining a desired behaviour (Ajzen 1985;
Maddux, 1995). In other words, the greater the intention, the more likely an
individual will engage in the behaviour.

The media has been able to influence and impact numerous health
behaviour intentions. Females shown a video with a thin model had greater
intentions to monitor their food consumption and limit their unhealthy food intake
(Mask & Blanchard, 2011). Video campaigns addressing skin cancer prevention
resulted in greater intentions to change behaviour (Potente, Mciver, Anderson, &
Coppa, 2011). Even though the media is a strong promoter for instilling positive
healthy behaviour intentions, it can also result in negative intentions. For
example, non-smokers who were shown smoking images were more likely to state
a future intention to smoke compared to those who saw non-smoking images
(Carter, Donovan, Weller, & Jalleh, 2007).

In conjunction with all other health behaviours, exercise also requires
intention. Most research examining exercise intentions addresses the amount of
exercise a person intends to do or the strength of the intention: such as “how often

do you intend to exercise over the following 4 weeks” or “I intend to exercise a
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much as possible over the next 4 weeks” (Milne, Rodgers, Hall, & Wilson, 2008).
However, the results could change based on current exercise state. Therefore,
Milne and colleagues (2008) suggest that there are two main intentions for
exercise behaviour: increase or maintain. A person may intend to increase their
exercise level until they reach a threshold. At this point, their intention to increase
exercise behaviour would decrease and their intention to maintain exercise
behaviour would increase (Milne et al., 2008). Nevertheless, this study was
conducted in relation to a 12 week exercise program. There is little research on
the effects of health/fitness and sport magazine images on a male’s acute
intentions to increase or maintain current exercise behaviour. Therefore, more
research is needed to examine these variables.

Aging

Studies have shown that body concerns and dissatisfaction may vary
among men of different age groups (Gray & Ginsberg, 2007). By middle school,
boys have already internalized the importance of body ideals and state a
preference for a well-proportioned, average build (McCabe & Ricciardelli, 2004;
Miskind, Rodin, Silberstein, & Striegel-Moore, 1986).

Upon entering college, males and females experience similar levels of
body dissatisfaction (Miskind et al., 1986); 46% of males are dissatisfied with
their body and want to gain weight (Pope et al., 2000). This is likely due to the
increased pressure males receive as they age for obtaining an ideal figure (Labre,

2005).
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Males older than 30 were found to be more satisfied with their body
compared to their college aged counterparts, suggesting that the internalization of
the media’s pressure diminishes over time (Lynch & Zeller, 1999). However, this
IS not to say that the pressure to conform reduces. The media depicts the aging
process as controllable and emphasizes that looking young should be of great
importance to people (Fredrickson & Roberts, 1997), such that reduced muscle
tone, wrinkles, and greying hair should all be improved. To reiterate this message,
people are bombarded with images of the idealized young and fit individuals
(Lewis, Medvedev, & Seponski, 2011). These images of typically of people much
younger than the age being targeted (Fredrickson & Roberts, 1997). Fueling the
fear of the natural aging process has been shown to result in damaged self-esteem,
body satisfaction, and engaging in unhealthy behaviours (Fredrickson & Roberts,
1997; Lewis et al., 2011). Nonetheless, the lingering pressure to control aging
may still influence older males to internalized images of youthful fit males shown
in health/fitness and sports magazines.

As life expectancy continues to increase within the Canadian population
(Statistics Canada, 2011), it means that people will spend a longer period of time
in their ‘old age’. Therefore improving means to keep this cohort of the
population healthy is important. More research is needed on variables that will

encourage older adults to stay active.
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