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[bookmark: _Toc285570946]Introduction
Advertising influences many aspects of our daily lives, and it has the ability to do so because it is an institution of social control (Potter, 1954). This control comes in the form of shaping societal norms and values, as well as instilling ideologies in the minds of consumers (Schudson, 1984) Because advertising attempts to “set the standard,” some use images it portrays as reference points in different aspects of their lives. This is where a criticism comes in: oftentimes the images, norms, or values depicted by advertising are hyper-realistic, encouraging consumers to reach the unreachable (Schudson, 1984). Some will spend their entire lives attempting to reach this advertised ideal by purchasing unnecessary products or participating in dangerous behaviors, and in doing so harm themselves and others around them.  
Unrealistic standards of the ideal body, beauty, and health have been instilled in the public in all forms of media, including advertising. Over the past decades, advertisements have portrayed increasingly less realistic body ideals. With the emergence of image editing technology, it has become easier to make unhealthy, stick-thin, or unnaturally muscular models look very attractive, consequently creating a body ideal people will aspire to. This has a negative affect on body image because those attempting to attain the ideal body will never reach their goal, and may turn to harmful eating behavior or substance abuse to help them achieve the impossible. 
Because of the negative repercussions of unrealistic body ideals, it is important to understand the magnitude of advertising’s possible influences on body image. By identifying the factors that create negative body image, we will come one step closer to understanding an important societal issue and have the ability to provide practical solutions to industry.   
[bookmark: _Toc285570947]Chapter I: Academic Literature Review
[bookmark: _Toc285570948]What is Body Image Disturbance?
Body image is defined as how a person feels about, thinks about, or behaves towards his/her body’s appearance (Barlett, Vowels, & Saucier, 2008; McCabe & Ricciardelli, 2004; Muth & Cash, 1997; Tiggeman, 2004), especially in terms of weight and shape (Tiggeman, 2004). The multidimensional construct includes both a person’s attitude (thoughts and feelings) towards and perception of (for example, weight estimation) his/her own body’s appearance (Adams, Turner, & Bucks, 2005; Barlett el al., 2008; Cash & Deagle, 1996; Giovannelli, Cash, Henson, & Engle, 2008; Muth & Cash 1997). 
The attitude component of body image is further divided into evaluation, affect, and investment. Evaluation is defined as a person’s beliefs about or level of satisfaction with his/her own body’s appearance, and is based on a person’s internalized body ideals. Affect relates to the emotions a person attributes to his/her body evaluation that may be vocalized during certain situations such as being around attractive people of the same sex or looking in the mirror. Investment is defined as the level of importance a person attributes to appearance in general; in other words, how much a person pays attention to his/her own appearance, how a person maintains or attempts to improve his/her own appearance, or how significant appearance is in relation to a person’s self-concept. Both evaluation and investment influence the nature of affect. (Cash, 1994; Muth & Cash, 1997) In addition, investment and evaluation have an inverse relationship: the more importance a person ascribes to appearance, the less likely he/she will be satisfied with his/her own body’s appearance, and vice versa (Cash, 1994; Giovanelli et al., 2008).  
When a person is dissatisfied with his/her own appearance or expresses negativity towards a specific part of his/her body, this is referred to as body image disturbance (Thompson & Stice, 2001). Body image disturbance indicates negativity in not only a person’s body image attitude, but also in how he/she perceives his/her own body (Adams et al., 2005; Barlett et al., 2008; Galioto & Crowther, 2013). It is generally seen as a continuum that ranges from satisfaction to dissatisfaction with body appearance, with those experiencing body image disturbance placed towards the dissatisfaction side (Agliata & Tantleff-Dunn, 2004). 
[bookmark: _Toc285570949]The Media’s Role in Body Image Disturbance
Although it has been proposed that several factors can contribute to the development of body image disturbance such as body talk, teasing, parental influence, peer popularity, and social comparison (Cafri et al., 2005; Engeln et al., 2013; Mills et al., 2012), much of the blame has been put on the media. The media is revered as one of the most powerful influencers of body image in both men and women by promoting body ideals that amplify existing body sensitivities and evoke negative body attitudes (Agliata & Tantleff-Dunn, 2004; Barlett et al., 2008; Morry & Staska, 2001; Olivardia, Pope, Borowiecki, & Cohane, 2004). Because most people look to the media for cultural standards of the ideal body, the media has the power to construct the body types people strive to achieve—however unrealistic they may be (Mills, Jadd, & Key, 2012). When a person is exposed to body ideals in the media, he/she may either internalize these ideals or use them as a basis for comparison, which could potentially result in body image disturbance. When a person internalizes a body ideal, he/she uses it as a standard that becomes an integral part of his/her sense of self; as a result, reaching this ideal becomes increasingly important for him/her. If a person uses media body ideals as a basis of comparison, he/she will constantly evaluate the difference between his/her own body and the bodies portrayed in the media; because media ideals may be unrealistic for some, a person may constantly be dissatisfied with his/her body no matter hard he/she tries to achieve it. (Adams et al., 2005; Blond, 2008; Cafri et al., 2005; Cusumano & Thompson, 1997; Galioto & Crowther, 2013; Grogan et al., 1996; Mills et al., 2012; van den Berg et al., 2007) 
[bookmark: _Toc285570950]Body ideals portrayed in the media.
The current “culturally approved” (Hatoum & Belle, 2004) ideal body type portrayed by the media for women is very lean and ultra-thin (Hatoum & Belle, 2004; Mills et al., 2012; Morry & Staska, 2001; Olivardia et al., 2004; van den Berg, Paxton, Keery, Wall, Guo, & Neumark-Sztainer, 2007). Although many women attempt to reach this ideal (Olivardia et al., 2004), perhaps to be thinner (and consequently better) than the average woman (Mills et al., 2012), critics contend it is a dangerous exaggeration of slenderness that is completely unreachable by any means (Engeln, Sladek, & Waldron, 2013; Mills et al., 2012). According to some, one of the best representations of this unrealistic body female ideal is the Barbie doll, with its super-slim waistline combined with a curvaceous body that is physically impossible to achieve (Hatoum & Belle, 2004). 
A number of studies have found that the majority of U.S. and European women have a desire for this thin ideal (Levine & Murnen, 2009; López-Guimerà, Levine, Sánchezcarracedo, & Fauquet, 2014), no matter what their current body weight is (McCabe & Ricciardelli, 2004). Results from Muth & Cash’s (1997) study on adults’ desire to be thinner presented a linear relationship between body weight and body dissatisfaction among women; the more a woman felt fat or the more she weighed, the more she felt dissatisfied with her own physical appearance. Cash et al. (2004) added on to this, not only concluding that heavier weight resulted in women’s body image disturbance, but that this body image disturbance was directed towards the waist, legs, thighs, abdomen, and hips. ßFinally, Mills et al. (2012) observed the effect of different body norms on female body image. After assigning women into three different groups, each group was presented with a fictitious population average representing either a thin body norm, heavy body norm, or no body norm. After being exposed to these, women indicated their current and ideal body size norms using body silhouettes measures. Results concluded that the thinner the body norm being presented, the thinner the ideal body size indicated by women in the group.     
Leanness, the central feature of the female body ideal, is only secondary to the main defining feature of the male body ideal portrayed by the media: muscularity. Recognized as toned, trimmed, athletic, and mesomorphic (Arbour & Ginis, 2006; Grogan & Richards, 2002; Grogan, Williams, & Conner, 1996; Hatoum & Belle, 2004; Leit, Gray, & Pope, 2002; Morry & Staska, 2001; Pope, Olivardia, Gruber, & Borowiecki, 1999) the current male body ideal emphasizes the need for both muscularity (Barlett et al., 2008; Engeln et al., 2013; Hatoum & Belle, 2004) as well as leanness (Engeln et al., 2013) in men. The specific body shape corresponding to this ideal is V-shaped with a muscular upper body, narrow hips, and a flat stomach (Leit et al., 2001; Olivardia et al., 2004). The problem with this ideal is in its promotion of unrealistic, hypermuscular bodies that are very difficult to achieve because of their tremendously high lean muscle mass and dangerously low levels of body fat (Engeln et al., 2013; Hatoum & Belle, 2004; Leit et al. 2001; Pope et al., 1999), implying the possible need for steroid use or dangerous dieting habits (Hatoum & Belle, 2004; Leit, Pope, & Gray, 2000).  
The cultural shift to this hypermuscular body ideal for men has been occurring for many years (Blond, 2008; Grogan et al., 1996; Hatoum & Belle, 2004; Leit et al. 2001, 2002; Pope et al., 1999). Studies have shown that especially in the past four decades, the male body ideal has greatly increased in terms of muscularity, and this has been reflected in various media forms such as action figures and magazines. Pope et al. (1999) analyzed several action toys from 1973 until 1998 to observe a change in the cultural representation of the male body ideal. All action figures’ waists, bicep, and chest circumference were measured and scaled to 5’10” (representing the average male height). Results indicated that over time, action toys increased greatly in terms of muscularity, and the figures that belonged to the present time period represented advanced body-builder or physically impossible bodies. In Leit et al.’s (2000) study, 115 centerfold men in Playgirl magazines from 1973 to 1997 were analyzed to determine whether there was a shift in the male body ideal over the past 25 years. For each photograph, an experienced rater estimated the male model’s body mass index and fat-free mass index. Analyses yielded a positive correlation between body mass index and the year and an even greater negative correlation between fat-free mass index and the year, concluding that models became leaner and even more muscular over the years (referred to by the researchers as “denser”).   
Findings from several studies have concluded that the majority of men in the U.S. and the U.K. desire to reach the hypermuscular body ideal portrayed in the media. Muth & Cash’s (1997) research on weight and body dissatisfaction yielded a curvilinear relationship between the two in men. Unlike women whose dissatisfaction resulted from increased weight, men felt dissatisfaction with their bodies when their weight was either too high or too low. Cash et al. (2004) concluded that men’s body image disturbance anxieties related to their waist and abdomen just as women’s did, but what made men unique was their drive for muscularity. Utilizing focus groups made of several men, adolescents, and boys, Grogan & Richards (2004) uncovered “fear of fat” and “importance of being muscular” as two recurring themes relating to male body image. All participants had negative attitudes towards those who were overweight and did not conform to the lean ideal. Additionally, they attributed great importance to muscle mass and tone, but not overt muscularity: there was a consensus on an aversion from body-builder muscularity. Overall, they valued a body ideal that was athletic, fit, and healthy with features such as defined abs. 
Approximately 81% of Hatoum & Belle (2004)’s college male sample indicated that they were not satisfied with their current weight, despite the fact that about 65% of the sample was within a normal weight range. Specifically, about 30% of the male sample (who were overweight) desired an average weight loss of 18.7 lbs., and approximately 51% (who were underweight) desired an average weight gain of 15.2 lbs. Furthermore, the majority of the male sample wished for more muscular legs and upper bodies, as well as more defined abs. In their review of previous literature on male body dissatisfaction, McCabe & Ricciardelli (2004) concluded that: a) the majority of men strive to reach the sociocultural body ideal, and the more they are keen on achieving this build, the more dissatisfied they are with their current bodies; b) men both want to gain weight (to achieve a more muscular/larger body) and lose weight (for a leaner body); and c) previous literature has not specified what the desire to gain weight actually encompasses, but it is assumed that it relates to increasing muscle rather than fat. 
In Olivardia et al.’s (2004) study on college men’s body image, findings gave more proof to the expanding gap between current male body ideals and actual men’s bodies: participants rated themselves as having more fat than they actually did, and chose a male body ideal that had an average of 8 lbs. less body fat and 25 pounds more muscle mass than those of their own bodies. Arbour & Ginnis’ (2006) study sought to determine whether hypermuscular or muscular images best represented the male body ideal. After being exposed to 48 images of both body types, 27 men rated these images based on possibility to achieve through exercise, attractiveness/desirability, and how much it represented the male body ideal. Results showed that the muscular male ideal was more desired, attractive, and representative of the male ideal by participants, probably due to the perceived unrealism and unattainability of the hypermuscular ideal. Finally, Mills et al. (2012) observed the effect of different body norms on male body image, as they did with female body image. Men were divided into three separate groups and exposed to either a less muscular body norm, more muscular body norm, or no body norm. Using body silhouettes measures to designate current and ideal body size norms, participants revealed that the more muscular the body norm they were exposed to, the more muscular the body ideal indicated.  
[bookmark: _Toc285570951]The relationship between the media and body image disturbance. 
Several studies have explored the relationship between media exposure and body image disturbance. Findings are in agreement that media does in fact influence the different aspects of body image in both men and women across different platforms. Most research has focused on the extent to which media influences female body image disturbance and the negative consequences of this influence (for a review, see Levine & Murnen, 2009; López-Guimerà, Levine, Sánchezcarracedo, & Fauquet, 2014), while only a few studies have either focused on male body image disturbance specifically or have compared both genders’ body image disturbance to reveal any significant differences.
The majority of studies have used brief-exposure methods in their attempt to uncover a relationship between the media and body image disturbance. Grogan et al. (1996)’s study aimed to identify a relationship between exposure to photographs with ideal bodies on both men and women’s body satisfaction. Participants, almost evenly split by gender, were first asked to complete a body image questionnaire. A week later, they were divided into three groups and given a folder with 16 photographs. The first group was an all-male group given photographs of male models taken from fashion magazines, the second group was an all-female group given photographs of female models taken from fashion magazines, and the control group was made up of both men and women who were given photographs of landscapes. After rating each photo based on attractiveness, participants repeated the body image questionnaire. Results indicated that after being exposed to the photographs of same-gender models, both men and women experienced a decrease in their body satisfaction (with women experiencing higher levels of body dissatisfaction than men did); the group exposed to landscape photographs showed no change in body satisfaction. 
A sample of college men in Leit et al. (2002) were divided into two groups, each exposed to 30 clothing catalog and magazine advertisements. While one group was exposed to 30 neutral advertisements (either no images of people or images with people where focus was not on the body), the other was exposed to 10 neutral advertisement and 20 advertisements featuring muscular models. After viewing these images, participants were asked to complete body image perception assessments. Results indicated that the group exposed to muscular models indicated high levels of body image disturbance (suggested by their rating of ideal bodies as more muscular and their own bodies as less muscular, resulting in a greater difference between ideal and perceived body image) than the group who viewed neutral images. 
Agliata & Tantleff-Dunn (2004) randomly assigned a sample of college-aged men to two groups: one exposed to advertisements with models embodying the male body ideal (thin and muscular) and the other exposed to neutral advertisements (where models did not replicate the male ideal or appear with image-enhancement products such as cologne) during the screening of a television program. After the screening, participants completed questionnaires containing several appearance satisfaction scales. Results concluded that when exposed to television commercials displaying the male body ideal, men experienced body image disturbance specifically with their muscles and became more angry and depressed. 
Galioto & Crowther (2013) added on to previous research by viewing the effect of muscular and slender body ideals individually on a group of college-aged men. Participants were divided into three different groups and exposed to seven advertisements of: a) a shirtless model portraying the slender male body ideal, b) a shirtless model portraying the muscular male body ideal, or c) a product while completing a distractor between advertisements. After being exposed to these, participants were asked to complete a questionnaire to measure body satisfaction levels. Findings revealed that brief exposure to both the muscular and slender aspects of the male body ideal resulted in a significant increase in body image disturbance among males.  
In addition to brief-exposure experiments, a number of studies deployed surveys using several media-consumption and body image scales in an attempt to identify a relationship between the two. In Morry & Staska (2001), a sample of college-aged men and women were asked to complete questionnaires including scales that measured exposure to women’s beauty, exposure to men’s health magazines, and body image. Results indicated a link between magazine exposure and body image disturbance in both men and women. Women who read beauty magazines greatly internalized body ideals and experienced dissatisfaction with their bodies. Similarly, men who read fitness magazines internalized the body ideals portrayed and were dissatisfied with their own body shapes. 
Similar to this study, Hatoum & Belle (2004) aimed to explore the relationship between male body image disturbance and male-directed magazine consumption. College-aged men were asked to complete a questionnaire that included scales of self-esteem, muscularity attitudes, frequency of media consumption, and bodily concerns. Findings presented a relationship between both variables: participants who were exposed to male-directed magazines in the past month were more dissatisfied with their bodies and were more concerned with improving their current bodies in terms of fitness and muscularity. 
Adding on to these studies, Cramblitt & Prichard (2013) measured both magazine and television consumption to reveal a relationship between exposure to media body ideals and body dissatisfaction in both men and women. A sample of college-aged men and women (almost evenly split by gender) completed an online questionnaire that measured media exposure over the past month (popular entertainment, sports, and image-focused television shows; men and women’s health and fashion, sports, teen, entertainment, and beauty magazines), awareness of body ideals, internalization of body ideals, and drive for muscularity. Results concluded that more exposure to television shows and health magazines resulted in body dissatisfaction in men (specifically in terms of muscularity). 

[bookmark: _Toc285570952]Positive Consequences of Body Image Disturbance 

[bookmark: _Toc285570953]Negative Consequences of Body Image Disturbance
Because body image disturbance includes both attitudes towards and perceptions of the body, its outcomes have both physical and psychological effects (Barlett et al., 2008; Bergeron & Tylka, 2007; McCabe & Ricciardelli, 2004; Muth & Cash, 1997; Thompson & Stice, 2001). Numerous studies have shown that body image disturbance can lead to unhealthy eating patterns or radical dieting, and in more extreme cases eating disorders such as bulimia or anorexia nervosa (Cafri et al., 2005; Cash, 1996; Cash, Phillips, Santos, & Hrabosky, 2004; Hatoum & Belle, 2004; McDonald & Thompson, 1992; Morry & Staska, 2001; Olivarida et al., 2004; Thompson & Stice, 2001). Results from McDonald & Thompson’s (1992) study revealed that women who try to control their weight or increase their attractiveness could increase their risk for eating dysfunction. Cash (1996) revealed that body dissatisfaction was more greatly prominent in women experiencing bulimia or anorexia nervosa, and later on concluded that it was the major underlying cause of eating disorders in both men and women (Cash et al., 2004). Results from Morry & Staska (2001) revealed a positive correlation between magazine exposure and body dissatisfaction, which led to eating problems in both men and women. In Thompson & Stice (2001), findings revealed that men and women who strive to reach an internalized body ideal could possibly partake in dieting and develop an eating disturbance. Findings from Hatoum and Belle (2004) revealed that one-third of their college men sample who exhibited high bodily concerns admitted to skipping a meal in an attempt to lose weight. Olivarida et al. (2004) suggested the use of body dissatisfaction as a way to detect eating disorders in both men and women. In Cafri, Thompson, Ricciardelli, McCabe, Smolak, & Yesalis’ (2005) review, strive for leanness and muscularity was associated not only with eating disorders such as anorexia nervosa and bulimia, but also with unhealthy dieting practices such as restricted intake of carbohydrates and an enormous intake of protein and fat. 
In addition to disordered eating, other physically damaging effects of body image disturbance include steroid abuse, unnecessary supplement intake, and excessive exercise (Cafri et al., 2005; Hatoum & Belle, 2004; McDonald & Thompson, 1992; Olivarida et al., 2004). McDonald & Thompson (1992) indicated that women were more likely than men to exercise for weight reasons, and this exercise was strongly linked to increases in body image disturbance. In a study by Hatoum & Belle (2004), one-third of their sample of college men with heightened bodily concerns indicated that they consumed dietary supplements to aid in muscle building, and one-seventh of the sample took fat-burning supplements. Findings also revealed that men who desired to improve their bodies spent a significant amount of time exercising, and had a greater probability for holding a gym membership than average. Twenty-seven percent of Olivardia et al.’s (2004) college male sample revealed that they used performance-enhancing steroids to improve their looks; moreover, the authors indicated the possible underestimation of this result due to the fact that other supplements and steroids regularly taken by college males are not considered performance-enhancing steroids. Cafri et al.’s (2005) review indicated that the most frequent strategies used by males to enhance their muscles include the use of steroids such as anabolic steroids (used to increase muscle size) and prohormones (to increase blood testosterone).
[bookmark: _Toc285570954]Although not as discernible as physical effects, the psychological effects of body image disturbance can be detrimental. Studies have shown that body image disturbance can be a factor in low self-esteem (Agliata & Tantleff-Dunn, 2004; Barlett et al., 2008; Galioto & Crowther, 2013; Giovanelli et al, 2008; Grogan et al., 1996; Grogan & Richards, 2004; Engeln et al., 2013; Olivardia et al., 2004; van den Berg et al., 2007), depression (Agliata & Tantleff-Dunn, 2004; Cash et al., 2004; Galioto & Crowther, 2013; Olivardia et al., 2004; Thompson & Stice, 2001; van den Berg et al., 2007), social anxiety (Agliata & Tantleff-Dunn, 2004; Cash et al. 2004; Engeln et al., 2013), and a poorer health-related quality of life (Giovanelli et al., 2008). Results from Oliviardia et al. (2001) indicated that dissatisfaction with muscularity in men was associated with depression, and body dissatisfaction in general had a negative effect on self-esteem. In Grogan & Richards’ (2004) focus groups with men, adolescents, and boys, participants expressed their bodily concerns that caused levels of social anxiety. Results from Hatoum & Belle (2004) revealed that concerns with weight have a negative effect on men’s self-esteem. Finally, a study by Bergeron & Tylka (2007) revealed that male body dissatisfaction, specifically dissatisfaction with muscularity, results in low self-esteem; dissatisfaction with body fat, in addition to low self-esteem, results in depression and distress. 


Chapter II: Research Gap & Research Question
Although research has shown an increased prevalence in body image disturbance among men (Adams et al., 2005; Bergeron and Tylka, 2007; Galioto & Crowther, 2013; Grogan et al., 1996; Grogan & Richards, 2004; Muth & Cash, 1997; Olivardia et al., 2004; van den Berg, 2007) and more research interest has emerged with regards to male body image disturbance (Agliata & Tantleff-Dunn, 2004; Bergeron and Tylka, 2007; Leit et al., 2001; Olivardia et al., 2004), the literature on this topic is limited (Adams et al., 2005; Hatoum & Belle, 2004;  Olivardia et al., 2004; van den Berg, 2007). The main reason for this inadequacy is that most body image research focuses on females (Adams et al., 2005; Barlett et al., 2008; Hatoum & Belle, 2004; McCabe & Ricciardelli, 2004; Olivardia et al., 2004) because they are more likely dissatisfied with their bodies than men are (Engeln et al., 2013; McDonald & Thompson, 1992; Muth & Cash, 1997), attribute more importance to physical appearance than men do (McCabe & Ricciardelli, 2004; Muth & Cash, 1997), more frequently mention body image concerns to others in non-body related contexts than men do (Engeln et al., 2013; Muth & Cash, 1997), and are more likely than men to develop eating disorders or adopt unhealthy eating habits (Grogan et al., 1996; McDonald & Thompson, 1992).
Furthermore, most studies explore a brief-exposure effect of body ideals on male body image disturbance, which does not wholly demonstrate the formation of these ideals over time. Existing longitudinal studies on male body ideals have evaluated media types not considered mass media (for example, action figures), and those that are considered mass media are not specifically targeted to general male audiences. Because of this discrepancy, the goal of the current study is to evaluate the changes of the male body ideal over time in general male audience magazines to uncover how advertising has potentially exerted increasing pressure on men to conform to an unrealistic ideal and consequently influence their body image. B


[bookmark: _Toc285570955]Chapter III: Methods

[bookmark: _Toc285570956]Research Design 
A content analysis method will be deployed for the current study. Perhaps one of the most well known definitions of content analysis is Berelson’s description of the method as, “a research technique for the objective, systematic, and quantitative description of the manifest content of communication” (1952, p.55, as cited in Kassarjian, 1977 and Lombard, Snyder-Duch, & Bracken, 1992).  Essentially, a content analysis seeks to transform various forms of verbal or written communications (words or images) into analyzable data that can be objectively evaluated for symbolic meanings (Kassarjian 1977; Lombard et al., 2002) embedded within them, resulting in valid and reliable inferences (Krippendorff, 1989). Despite the systematic and quantitative nature of the method, its main goal is to go beyond the overt and seeks to reveal and quantify social phenomena or trends that are not apparent on the surface (Krippendorff, 1989; Lombard et al., 2002). 
In the communications field, content analyses are integral for research (Kassarjian 1977; Krippendorff, 1989; Lombard et al., 2002) because of their focus on symbolic and verbal behavior (Kassarjian 1977).  The focus lies not only on the communication message itself, but context is also taken into consideration in the attempt to understand what meanings have been embedded in the message by its creators (such as industries or cultures), and how these messages may be interpreted (Kassarjian, 1977; Krippendorff, 1989).  Previous studies have used content analyses to observe the changing values in society reflected in mass communication (Kassarjian, 1977), which is what the current study aims to do as well. With the use of content analysis, images of males in magazine advertisements will be objectively and methodologically analyzed with the objective of uncovering a pattern of changing male body ideals over time, and consequently allowing for the development of valid and reliable inferences that will contribute to the literature.
[bookmark: _Toc285570957]Sample
Esquire magazine was analyzed for the current study’s content analysis. Dating back to the 1930s, the magazine, a Hearst Corporation publication, is “the only general-interest lifestyle magazine for sophisticated men...[it] defines, reflects and celebrates what it means to be a man in contemporary American culture” (Hearst Corporation official website, 2015). Receiving many awards and honors, the publication is recognized for providing strong editorial content with a broad range of topics including health, news and culture, fashion, women, politics, and food and drink (Esquire Media Kit, 2015b; Esquire Media Kit, 2015c; Hearst Corporation official website, 2015). According to the Alliance for Audited Media, Esquire’s total paid and verified print circulation for the January-June 2014 period was reported to be 684,434 (Esquire Media Kit, 2015a). 
Esquire describes its audience as made up of affluent, refined, intellectual, and confident men (Esquire Media Kit, 2015b). Research from GfK MRI supports this, showing that the magazine’s readership is comprised of over 2.5 million adults, of whom approximately 72 percent are male with a median age of 45.9, a median household income of $70,178, and a college education or higher (Esquire Media Kit, 2015f). In addition, research shows that Esquire readers are wealthier than readers of other magazines in the same category such as Men’s Health, Men’s Journal, GQ, and Details (Esquire Media Kit, 2015d; 2015e). The magazine focuses not only on retaining this affluent audience, but also on attracting readers who are influential in their social groups and have the power to promote luxury brands and encourage buying decisions (Esquire Media Kit, 2015d); basically, readers are men who other men aspire to become (Esquire Media Kit, 2015g).  
	Esquire was chosen for this study because it of its relevance to the research objectives. Because the main focus of research is to observe trends of the male body ideal since the second half of the twentieth century by evaluating advertisements in male-targeted audience magazines, Esquire is deemed most appropriate. Not only does the magazine fit the criteria of being a general male-audience magazine, but it was also the only magazine in its category whose older issues were available to obtain. Furthermore, the fact that the magazine’s prime audience is composed of influential and affluent men reinforces the idea that the images of male bodies presented are ideals that men aspire to become or deem as the norm. 
The specific issues chosen for the content analysis include the June issues of the years 1955, 1965, 1975, 1985, 1995, and 2005. The selection of the magazines in five-year intervals allows for a chronological and transitional view of the advertisements and body ideals presented in them by decade.  The month of June was chosen purposively because, as a summer month, it was expected to contain advertisements with greater levels of nudity that would provide a clearer view of the male models’ bodies and consequently decrease complications of coding fully clothed models.
[bookmark: _Toc285570958]Coding Scheme 
	Any advertisement that prominently featured a male model was retained for the content analysis. The entire body did not have to be visible, but the minimum of a visible torso was needed for inclusion. The current study’s coding scheme is derived from previously developed scales. 
	Thompson & Gray’s (1995) Contour Drawing Rating Scale, a body-image assessment tool, was used to measure the model’s body size. The 9-point scale displays a range of illustrations that are arranged from extremely thin to obese, with each illustration increasing in plumpness and width the number on the scale increases.  The scale has moderate reliability (r=.78) and very high validity (ranging from 96.1 percent to 98.7 percent).

[image: ]
[bookmark: _Toc285571187]Figure 1: Contour Drawing Rating Scale, Thompson & Gray (2005)

	The Muscle Silhouette Measure, developed by Buchanan & Frederick (2003) was used to evaluate the muscularity levels of the male models in the advertisements. The scale is made up of eight illustrations that increase in muscularity and muscle definition in the arms, chest, shoulders, and thighs. The scale begins with a slender silhouette and ends with a hypermuscular one. This measure has reported extremely high levels of reliability, ranging from r=.83 to .95. Validity of the scale has also been observed by independent judges. (Frederick, Buchanan, Sadehgi-Azar, Peplau, Haselton, Berezovskaya, & Lipinski, 2007)
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[bookmark: _Toc285571188]Figure 2: Muscle Silhouette Measure, Buchanan & Frederick (2003)

	The scale used to measure levels of nudity was adapted from Reichert, Lambiase, Morgan, Carstarphen, & Zavoina’s (1999). The researchers defined nudity as, “…the amount and style of clothing worn by models in ads” (p. 8). Images of the male models in the advertisements were categorized as having one of the following types of dress: 
(1) demure, which refers to regular and everyday clothing (including long shorts);  (2) suggestive, which refers to form-fitting clothing, short-shorts, and any type of clothing that reveals the upper body (unbuttoned shirts or low-cut tops); (3) partially-clad, which includes shirtless males, bathing suits, and underwear; and (4) nude, which includes not only overt nudity (full-frontal nudity), but also nude silhouettes and situations where it is implied the model is naked but his genitals are covered by the way the picture is taken or if the model is holding only a towel. The scale has an extremely high level of reliability (Kappa =.91).
In addition to these scales, advertisements were coded for the following variables: (a) year (1955/1965/1975/1985/1995/2005),  (b) photo vs. illustration (the older issues contained a significant amount of hand-drawn advertisements as opposed to photographs), and (c) product category. All visible male models displayed in any given advertisement were coded.
[bookmark: _Toc285570959]Coding Procedures 
	Two independent judges, who were trained by the author, conducted coding for the content analysis. The coders were briefed on the coding scheme and instructed on how the coding would go about specifically. For more organized coding, the author physically labeled the advertisements in every magazine that were to be included in the analysis, numbered the advertisements (to cause less confusion in the cases where there were multiple male models in the same advertisement), and coded for year, photo vs. illustration, and product category beforehand. Before the coding began, the independent judges were asked to practice code three advertisements with male models obtained by the researcher. 
For every unit of analysis (i.e. male model), coders were asked to rate the male model’s body using the three scales included in the coding scheme. First, coders indicated the male model’s level of adiposity using a score of 1 to 9 on the Contour Drawing Rating Scale. Coders then designated a rating of 1 to 8 on the Muscle Silhouette Measure to evaluate the male model’s level of muscularity. Finally, the level of nudity displayed by the model in the advertisement was rated using the 4-point scale.  For the three aforementioned criteria, coders also had the option of rating the model as “Unable to determine”.
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Fig. 1. The Muscle Silhouette Measure presents a series of eight images that increase linearly in percentage of muscularity (Buchanan et al.,
205).
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2004 (22 of 27 issues). We made color photocopies of  was half way between images 4 and 5, they could

the front covers of Men’s Health, Men’s Fimess, and  record 4.5 as their rating.

Muscle & Fimess, and the monthly “Hunk of the

Month with His Shirt Off” centerfold in Cosmopo-

litan. We selected the covers rather than advertise-  Results

ments because of the widespread visibility of the

covers; even non-subscribers are exposed to the covers Four of the Muscle & Fitness covers featured only

at stores and newsstands, hence the covers presumably  women on the cover, and two of the Men’s Health

impact the largest audience. covers presented only a man’s face; these issues were
Five undergraduate research assistants (two males. __treated as missing data. The coders showed high inter-





