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ABSTRACT 

This study is a content analysis that examined the representation of women in Brides 

magazine advertisements. The depictions of women in Brides advertisements published in 

2011 were considered in terms of female gender roles, socioeconomic class, and beauty 

ideals. This research assessed if Goffman’s (1979) female gender role categories were 

applicable to bridal ads. Considerations were also made as to whether Brides magazine 

advertisements reflected traditional gender roles and sustained patriarchal values. Research 

additionally measured the extent to which bridal ads endorsed upper-class lifestyles. Since 

bridal ads were found to be overtly skewed toward high socioeconomic classes, this study 

argued that women reading the ads may feel that they are unable to measure up to the 

depicted lifestyles. Further assessments were made concerning beauty ideals in the ads, and 

in particular, models’ body sizes, skin tones, and nature of flawlessness were examined. 

Models were found to be predominately thin, Caucasian, and flawless. In turn, the researcher 

postulated various ways these homogenous images could negatively impact the magazine’s 

diverse readership. This study provided keen insight into the portrayal of women in bridal 

advertisements. The findings raise awareness about the representation of women in bridal 

media and prompt future research within this subject area.  
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Chapter One 

Introduction 

On April 29, 2011, approximately 22.7 million Americans tuned in to watch Prince 

William, the Duke of Cambridge, marry Catherine Middleton, a commoner from Berkshire, 

England, at the historic Westminster Abbey in London (Stelter, 2011). To catch a glimpse of 

the royal nuptials, American fans of the couple began watching the live wedding ceremony 

as early as 6:00 a.m. Eastern Standard Time. According to ABC News, the total cost for the 

extravagant wedding was estimated to be more than $16 million (Kim, 2011). Countless 

American women were infatuated with the fairytale of a beautiful girl marrying a handsome 

prince in a wedding worth millions. 

American women have long been fixated with weddings (see especially: Geller, 2001; 

Ingraham, 2008; Mead, 2007). This fascination may start at an early age as adolescent girls 

see images in the media and perhaps begin to imagine their own wedding days long before 

they are even old enough to date. Disney movies, such as Cinderella and The Little Mermaid, 

depict the stories of attractive girls falling in love with and marrying the men of their dreams. 

Blockbuster movies such as Father of the Bride and Bride Wars glorify Western wedding 

customs and illustrate the process of planning and executing American weddings. 

Furthermore, celebrity weddings, such as the 2011 Royal Wedding, are closely reported on 

and scrutinized by the news media. Even entire reality television shows, including Say Yes to 

The Dress and Bridezillas, center on wedding themes. 

This obsession with weddings is perhaps best personified by the bridal magazine 

industry. As will be discussed, bridal magazines have grown tremendously in popularity, yet 

are generally unstudied in the academic setting. The purpose of this research, then, was to use 
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a content analysis to investigate how women are depicted in terms of female gender roles, 

beauty ideals, and socioeconomic class within American bridal magazines. 

Popular Consumption of Weddings in America 

According to market research conducted by IBISWorld, the United States wedding 

industry was worth $48 billion in 2011 (“Wedding Services,” 2011). Over the next few years, 

the industry is expected to grow to be worth more than $54 billion by 2016 (“The Wedding 

Industry,” 2011). Despite the economic recession and high unemployment rates in 2012, 

Americans pay thousands of dollars for a once-in-a-lifetime event that takes place over a 

single day. According to The Huffington Post, the average cost for an American wedding in 

2012 was $27,000 (Gonzalez, 2012). American brides paid more than $3,000 for designer 

wedding gowns and shelled out more than $12,000 for receptions alone (“Wedding Budget,” 

2012; Worley & Nalty, 2009). Given the lucrative nature of the wedding industry, it is easy 

to perceive ways in which traditional Western wedding rituals have become comodified and 

consumerized. 

In the 21st century, wedding mania has taken a hold of America’s twenty- and  

thirty-somethings (Mead, 2007). Television, online, and print media offer newly engaged 

women numerous outlets to consume wedding-centric media. In 2012, there were 

approximately 25 television series on cable networks based solely on weddings (“Wedding 

Television,” 2012). These shows included The Learning Channel’s (TLC) Randy to the 

Rescue, Say Yes To The Dress, Say Yes To The Dress: Atlanta, Say Yes To The Dress: Big 

Bliss, Say Yes To The Dress: Bridesmaids, Four Weddings, and My Big Fat Gypsy Wedding. 

Additionally, Women’s Entertainment Television (WEtv) aired an extensive list of wedding 

shows in 2012, including Amazing Wedding Cakes, Amsale Girls, Bridezillas, My Fair 
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Wedding, Girl Meets Gown, I Do Over, and Platinum Weddings. Prime-time series have also 

contributed to pop culture wedding hype. The Bachelor and The Bachelorette, two series on 

ABC, showcase men and women as they search for their soul mates on a reality television 

show. Most seasons end with a wedding proposal and some contestants’ weddings are 

televised. In 2003, more than 26 million people tuned in to watch Ryan Sutter, the Bachelor 

from season one, marry Trista Rehn, the season’s winner (MacKenzie, 2010). 

Due to the Internet, social media, and the growth of professional blogging, a  

bride-to-be can turn to an abundance of online resources when planning her special day. 

TheKnot.com and WeddingChannel.com, two websites owned by XO Group Inc. (formerly 

known as The Knot Inc.), collectively received more than 3 million unique visitors each 

month in 2011 (“The Knot,” 2011). XO Group additionally boasted that eight out of ten 

American brides signed up to become members of their two websites during their 

engagements (“The Knot,” 2011). The company’s website proclaims, “Young, affluent and 

millennial women turn to our resources and our active, social ‘knottie community’ for help 

with key purchase decisions” (“The Knot,” 2011). Countless independently-run blogs, 

including 100LayerCake.com, StyleMePretty.com, OnceWed.com, Ruffled.com, and 

WeddingChicks.com, are also gaining popularity. In 2012, StyleMePretty.com received more 

than 1.5 million unique visitors and 18 million page views each month (“Advertising,” 2012). 

These blogs feature images of real weddings and also provide brides with lists of 

recommended wedding vendors. Pinterest.com, a social media website based on sharing 

images, is another bridal resource. Women turn to this website for visual inspiration, as 

Pinterest users post images of wedding commodities, such as gowns, bridesmaids’ dresses, 

and wedding rings, which they hope to purchase before their weddings. 
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The Bridal Magazine 

Perhaps one of the greatest and most established examples of the commoditization of 

weddings, however, is reflected in bridal magazines. Upon couples’ engagements, countless 

women are gifted with bridal magazine subscriptions from family and friends, and it is not 

uncommon for new brides to seek out and purchase wedding magazines days after rings are 

placed on their fingers (Filak, 2002). Brides, which brands itself as “The World’s No. 1 

Bridal Magazine,” is published twelve times each year and each issue is read by more than 

5.6 million people (“Brides Circulation,” 2011). Magazines such as this are vital resources 

for first-time brides and supply essential details regarding the ways brides should look and 

behave (Besel, Zimmerman, Fruhauf, Pepin & Banning, 2009; Boden, 2003; Currie, 1993; 

Engstrom, 2008; Filak, 2002; Frisby & Engstrom, 2006; Ingraham, 2008; Mead, 2007). In 

particular, the advertisements that appear in wedding magazines provide direction regarding 

how a bride-to-be should spend her wedding budget (Filak, 2002). These magazines seem to 

idealize weddings and set the standards for modern American nuptials in the 21st century. 

From a historical perspective, bridal magazines spawned from women’s lifestyle 

magazines and have since evolved into their own publication niche. Godey’s Lady’s Book, 

published from 1830-1878, was considered the first widely-circulated women’s lifestyle 

magazine in the United States (Scanlon, 2004). Miur (2009) noted that women’s lifestyle 

magazines gained further prevalence in the late nineteenth century as advertisers sought to 

speak directly to women due to their consumption of home goods. At the time, consumer 

researchers believed that females influenced the purchase of more than 80% of all household 

products (Scanlon, 2004). Miur stated, “Once women in the 1880s and 1890s were 

considered or even defined as ‘shoppers,’ publications realized that women’s magazines 
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based on commodities would be very effective in terms of both their readership as well as 

advertisers” (p. 4). At the turn of the century, Ladies’ Home Journal, Woman’s Home 

Companion, Good Housekeeping, Delineator, Pictorial Review, and McCall’s were 

distributed nationally and considered the “big six” in women’s lifestyle magazines. Scanlon 

(2004) claimed these six publications radically modified women’s magazines, shifting the 

magazines’ focus away from literary articles and more toward advertorial features and 

commercial commentary. 

According to Mead (2007), So You’re Going to Be Married was introduced in 1934 

as the first bridal magazine in the United States. With this publication, advertisers 

concentrated on a specific facet of the female demographic and spoke directly to young 

women during a critical time in their lives—a time in which women developed brand loyalty 

as they prepared to get married and start their own families (Miur, 2009). Condé Nast 

Publications acquired So You’re Going to Be Married in 1959 and changed the magazine’s 

title to Brides. Countless other bridal magazines have since entered the market over the last 

50 years. Based on data collected by the National Directory of Magazines, there were 150 

bridal magazines professionally published in the United States and Canada in 2011 (“Number 

of Magazines,” 2011). Beyond Brides, other well-known wedding magazines in America 

include Bridal Guide and Martha Stewart Weddings as indicated by the 2012 bestseller list 

for the bridal and wedding magazine category published on Amazon.com (“Best Sellers,” 

2012).  

Despite consumers’ increased use of online media as well as the global recession that 

took place between 2008 and 2012 due to the downturn in the American economy, American 

bridal magazines continued to prosper even as the magazine industry and the United States 
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economy struggled (Krugman, 2011; Moses, 2010). In 2010 alone, single-copy sales of 

consumer magazines decreased 8.2% from the previous year, 28 print magazines were 

converted into an online-only format, and 176 consumer magazines completely folded 

(Matsa, Rosenstiel & Moore, 2011). In this same year, however, bridal magazines were the 

fastest-growing magazine category in terms of increased ad pages (Moses, 2010). Adweek 

credited this success to the recession-resistant nature of wedding publications (Moses, 2010). 

Inevitably, weddings carry on even when the economy is in a volatile state, and many brides 

may be willing to extend their financial means for a once-in-a-lifetime event. Bridal 

magazines, in turn, have continued to provide a stable outlet for advertisers (Moses, 2010). 

Scholars have previously examined magazines to study the representations of women 

in terms of gender roles, body image, race, and socioeconomic class (e.g., Conley & Ramsey, 

2011; Kang, 1997; Lindner, 2004; Millard & Grant, 2006; Stankiewicz & Rosselli, 2008; 

Thomas & Treiber, 2000). Magazine advertisements are often examined in these studies due 

to their persuasive nature. Stankiewicz and Rosselli (2008) argued that advertisements 

pervade our world and frame reality by showing consumers how they should look or what 

they should buy. While studies have examined advertisements in a variety of magazines, 

particularly women’s fashion magazines, little research has been devoted to studying 

representations depicted in wedding magazine advertisements. Patterson (2005) noted, 

“Bridal magazines possess all of the fantastic power of fashion images, with a key difference: 

they market to a specific occasion, at a specific time of great symbolic importance” (p. 244). 

Given American women’s fascination with weddings and the profitable nature of the 

industry, bridal magazines should not go unexamined by media scholars.  
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Research Questions 

The purpose of this study, then, was to explore advertisements that appeared in Brides 

magazine. This study exclusively considered advertisements based on two grounds. First, 

magazine advertisements are visual by nature and typically include images that contain 

human models. Editorial content in magazines, on the other hand, is generally more  

text-heavy. In order to examine how women were represented in Brides, it was logical to 

study the magazine’s ads since they presumably contained ample images of females. Second, 

the purpose of an ad is to “sell” a commodity or an experience. In turn, ads try to influence 

consumers to make purchases. Thomas and Treiber (2000) stated, “The goal of selling 

products is met by harnessing visual cues that link the material object with a level of social 

prestige and implicitly promise intangible social rewards” (p. 358). Since ads are intrinsically 

persuasive, this specific content was of interest in order to determine ideals endorsed within 

Brides magazine.  

On a broad level, this study addressed three research questions. First, advertisements 

in Brides magazine are crafted to appeal to a specific target market that is seemingly 

comprised of young women. If the ads influence these consumers’ buying choices, they may 

have the ability to shape women’s perspectives regarding their roles in society. Given the use 

of bridal magazines among the newly engaged, it is necessary to examine how female gender 

roles are represented in these magazines’ ads. Accordingly, the first research question was as 

follows: 

RQ1: What female gender role ideologies are promoted in Brides magazine 

advertisements?  
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Subsequently, research is also needed that focuses on beauty ideals that are promoted 

in bridal magazines. Each year, 2.2 million couples get married in the United States (“About 

Our Magazine,” 2012). Additionally, the 2011 United States Census found that 36.6% of the 

United States population is comprised of single-race minorities (“Most Children,” 2012). 

Given the diversity among these individuals, researchers should question the extent to which 

bridal advertisements feature models with varied physical appearances, skin tones, and body 

sizes. In turn, the second research question was as follows: 

RQ2: What beauty ideals do models in Brides magazine advertisements portray? 

Finally, the lucrative nature of the wedding industry should compel scholars to 

examine socioeconomic representations in Brides magazine advertisements. Women 

belonging to all class levels may look to Brides to determine if there are socioeconomic 

standards that society expects them to uphold on their wedding days. If ads are overtly 

skewed toward an upper-class status, women may feel that they are not able to live up to the 

represented ideal. Therefore, the final research question was as follows: 

RQ3: What socioeconomic ideals are represented in Brides magazine advertisements? 

Looking Ahead 

 Chapter Two will first review hegemony theory and social comparison theory, two 

perspectives that collectively provided a foundation as well as theoretical justification for 

research that examined Brides magazine advertisements. This chapter will also discuss 

existing literature concerning media research with respect to gender roles, beauty ideals, and 

socioeconomic class. Research specifically pertaining to magazines or other  

wedding-oriented media will be discussed. Chapter Two will conclude by presenting the 

specific hypotheses that were tested. Chapter Three will then give a comprehensive 
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explanation of the methodology that was employed as well as detailed definitions of this 

study’s variables. The final two chapters will present and discuss the study’s research 

findings. 
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Chapter Two 

Review of Literature 

This chapter begins by providing an overview of hegemony theory and social 

comparison theory. It will then consider research and literature focused on the depiction of 

gender in the media, which will include a discussion of Goffman’s (1979) magazine and 

gender role research. This will be followed by a look at research that has examined beauty 

ideals in the media, paying specific attention to beauty ideals studied in bridal publications. 

Finally, research concerning the representation of socioeconomic class in the media will be 

considered. The combination of this literature will set the stage to put forth the hypotheses 

that were tested in this study.  

Hegemony Theory 

 West and Turner (2004) defined hegemony as “the influence, power, or dominance of 

one social group over another” (p. 366). The term hegemony was employed by Marxist 

philosopher Antonio Gramsci in the early 1970s to study society and denote a controlling 

relationship between a dominant center of power and subaltern publics. The theory of 

hegemony rests on the premise that a small subset of the population controls the power in a 

capitalist society while the rest of society is left vulnerable to those that maintain this control. 

The theory posits that there are elite groups in society, which not only have socioeconomic 

and material wealth but also have authority over societal knowledge. According to Watson 

(1997), hegemony works in an undetected and a tacit manner and is present when society  

at-large unknowingly consents to being controlled by a dominant group. Gramsci employed 

Marx’s idea of false consciousness to explain this phenomenon. West and Turner described 

false consciousness as “a state in which individuals become unaware of the domination in 
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their lives” (p. 366). In this way, hegemony theory argues that dominant groups do not 

sustain societal power by overt coercion or brute force but through other abstract measures.  

In order to maintain control and the status quo, the ruling class utilizes mass media to 

proliferate and reinforce dominant messages among the general public. These dominant 

messages, or ways of knowing, are referred to as ideologies. According to Jowett and 

O’Donnell (2012), ideologies are defined as “a set of beliefs, values, attitudes, and behaviors, 

as well as … ways of perceiving and thinking, that are agreed on to the point that they 

constitute a set of norms for a society that dictate what is desirable” (p. 291). Miller (2005) 

similarly noted that ideologies go unquestioned and can influence human knowledge and 

behavior. One example of an ideology in society is found in economic class levels and the 

idea that high-class levels are more desirable than others. Along these lines, Jowett and 

O’Donnell elaborated that ideologies dictate roles to specific societal groups (e.g., racial, 

gender, and religious groups) within the confines of overarching political and economical 

structures. 

 Research has revealed ideologies that are present in wedding-oriented media, such as 

books, TV shows, and photographs (e.g., Besel et al., 2009; Engstrom, 2003; Engstrom, 

2008; Engstrom & Semic, 2003; Frisby & Engstrom, 2006; Ingraham, 2008; Lewis, 1997; 

Pepin, Zimmerman, Fruhauf & Banning, 2008). Engstrom (2003), for example, used 

hegemony theory to study A Wedding Story, a reality TV show that depicted couples as they 

planned their weddings. Engstrom argued that this show reinforced societal norms. Notably, 

the show depicted brides as doing the brunt of the wedding planning work, while grooms 

were shown as uninterested in the planning process. In turn, the show acted as a hegemonic 

force by cultivating patriarchal ideologies. Engstrom (2008) similarly studied Real Weddings 
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from The Knot, another reality show, and found comparable results. This show stereotyped 

brides as micro-managers and also objectified brides by drawing attention to their desires to 

look perfect and attractive on their wedding days. These studies are similar to Lewis’ (1997) 

examination of professional wedding photography. Lewis argued that ideologies regarding 

traditional gender roles, perfection, consumption, and wealth were illustrated in wedding 

photos. He stated that the dominant messages imbedded in this photography were 

“naturalized” and not critically questioned by society. 

 Scholars who use hegemony theory as a basis for their research intend to expose how 

mass media shape societal systems of oppression and privilege. According to Jowett and 

O’Donnell (2012), this scholarship attempts to find ideologies in the media (through verbal 

and visual cues), which reflect value systems and future goals of dominant groups. Scholars 

then examine how these representations in the media subjugate subaltern publics. Hegemony 

theory, therefore, provides justification to examine women in Brides advertisements and to 

potentially expose ideologies in this publication. Marketers purchase ad space in Brides to 

convince women to buy products. In order to influence readers, the ads present women with 

attractive images of how they should look and behave. In turn, women may buy the 

advertised products if they feel societal pressure to emulate the images in the advertisements. 

The consumers’ participation in the marketplace brings profit to the advertisers and aids 

corporations, specifically large media conglomerations such as publishing companies, in 

sustaining control over societal norms. Ultimately, the publishing companies that benefit 

from the advertisers as well as the corporate organizations that place ads in Brides magazine 

can be viewed as dominant entities, and the women that consume the bridal magazines can be 

considered a subaltern group.  
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Social Comparison Theory 

 The hegemonic nature of various media, especially magazines, may represent ideals 

regarding how women should look and behave. Social comparison theory, on the other hand, 

focuses on ways that individuals examine ideals depicted in the media and then compare 

these depictions to their own lives (for review, see: Festinger, 1954; Wood & Taylor 1991). 

In the mid-twentieth century, Festinger (1954) introduced social comparison theory to the 

field of social psychology. Festinger developed the theory under the premise that “humans 

have a drive to evaluate their opinions and abilities. When objective standards for  

self-evaluation are unavailable … they compare themselves with other people” (Wood, Choi, 

& Gaucher, 2007, p. 888). In Festinger’s initial publication regarding the theory, he argued 

that humans invariably conduct comparisons to others that are seemingly like themselves. 

For instance, teenage females may compare their physical looks to other girls their age. 

Festinger also contended that humans instinctually compare themselves to others who are 

superior to themselves or to those that have more advantages and opportunities. Similarly, an 

amateur musician may compare his or her skills to a world-renown musician with the hopes 

of becoming more like the famous musician or to simply assess how his or her own  

skill-level compares to an expert instrumentalist. 

Beyond the theory itself, the act of comparing oneself to another can have significant 

effects on an individual. According to Wood, Choi, and Gaucher (2007), social comparison 

can affect one’s well-being, motivation to succeed, satisfaction with life, and even identity. 

This phenomenon can be compared to the mainstream idiom of “keeping up with the 

Joneses.” As this idiom implies, people compare themselves to their neighbors (the elusive 

“Joneses”) to determine what they should purchase or how they should portray themselves. 
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When people cannot afford popular commodities or to live up to their neighbors’ lifestyles 

(i.e., the American standard), people may be left feeling defeated. In an analysis of social 

comparison theory, Wood (1989) added to this notion by arguing that “one’s satisfaction with 

life appears to depend less on objective circumstances than on how one stands in relation to 

others; if one is better off, one is happy” (p. 233). For instance, a straight-A student may get 

more satisfaction from outscoring her peers on tests than actually earning high grades herself. 

While social comparison theory was first developed within the field of psychology, it 

can be applied to mass communication studies. Haferkamp and Krämer (2011) noted that 

images in the media skew reality by depicting an overabundance of wealthy, successful, and 

physically-attractive individuals. Social comparison theory, in turn, is used to study media 

users as they make self-comparisons to unrealistic images in magazines or on television. 

Lindner (2004) noted that women who view models with waif-thin figures in fashion 

magazines can develop negative body images or, in extreme cases, even eating disorders if 

the women consuming the images feel that they do not measure up to the idealized figures. 

Harper and Tiggemann (2007) conducted further research on this topic and found that 

women do not need to be explicitly asked to evaluate their looks in order to criticality assess 

their physical appearances. Rather, these scholars demonstrated that women are primed by 

thin models to self-objectify their own physical appearances simply by flipping through the 

pages of a magazine. Similarly, Tiggemann and Polivy (2010) argued that as female 

consumers make upward comparisons to thin and attractive women in the media, many of 

these females begin to feel that their own self-images are lacking. These negative feelings 

can nurture overall body dissatisfaction and depression (Tiggemann & Polivy, 2010). In 

conjunction with body image research, social comparison theory has also been utilized to 
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study socioeconomic class in the media. For example, Yang and Oliver (2010) employed the 

theory to argue that increased viewing of television, which they claimed depicts distorted 

representations of individuals’ socioeconomic classes and is saturated with images endorsing 

consumerism, may correlate with decreases in viewers’ personal life satisfaction. The 

scholars indicated that viewers of soap operas as well as music/celebrity television shows, in 

particular, might develop inflated perceptions of overall American affluence levels. 

Social comparison theory provides justification to study ideologies that may be 

present in bridal magazine advertisements. A bride-to-be may self-identify with bridal 

models and may compare herself to the models in Brides’ ads since Western culture 

glamorizes and lauds these individuals in our society. Potential ideologies in wedding 

magazine advertisements, especially concerning female gender roles, body image, and 

socioeconomic class, could negatively affect women that consume these magazines. For 

example, if bridal ads primarily depict an upper-class status, women may feel pressure to 

spend above their means in order to achieve materialistic ideals on their wedding days. 

Moreover, if models in Brides magazine predominately have light skin tones, women of 

color may develop negative assessments of self-worth—especially if women of color believe 

that their skin tones do not meet American beauty standards. A similar happening can arise if 

female models in the bridal magazine are skewed to have thin body types. Neighbors and 

Sobal (2008) found that a bride-to-be has a heightened sensitivity regarding her weight and 

overall body image in the months leading up to her wedding. Research by Harper and 

Tiggemann (2007) additionally added that fashion magazines tend to endorse thin body types 

as the status quo for women, thus implying that a deviation from this norm is atypical and 

undesirable.  
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Female Gender Roles & Media Research 

 Scholars have particularly examined magazines in relation to their depiction of 

female gender roles (e.g., Kang, 1997; Linder, 2004; Malkin, Wornian & Chrisler, 1999; 

Nam, Lee & Hwang, 2010). Many of these studies utilized Goffman’s (1979) research as a 

basis to analyze magazine advertisements. Goffman argued that advertisements are 

embedded with female gender role cues and function as socialization instruments that 

establish norms in Western culture. In 1979, he found six female gender stereotypes that 

occurred in advertisements that pictured women: Relative Size (women shown smaller than 

men), Function Ranking (women shown in insubstantial occupations), Feminine Touch 

(women shown touching themselves or using their hands to outline or cradle an object), 

Ritualization of Subordination (women shown lying down at inappropriate times), Licensed 

Withdrawal (women shown not fully present in the image), and the Nuclear Family (women 

shown as a motherly figure). Later studies conducted by Kang (1997) and Linder (2004) 

discovered similar results. Kang examined Vogue, Mademoiselle, and McCall’s and looked at 

252 magazine advertisements published in 1979 as well as 252 magazine advertisements 

published in 1991. Kang found that pictures of women in 1991 advertisements were not 

considerably different from Goffman’s findings in 1979. One divergence from Goffman, 

however, was Kang’s discovery that the Relative Size and Function Ranking categories were 

not seen frequently in magazines published in 1991. Likewise, Linder used Goffman’s 

stereotypes to look at 1,374 advertisements published in Time and Vogue between 1955 and 

2002. She found that women in the fashion magazines (i.e., Vogue) were more often 

stereotyped than women pictured in the general interest magazines (i.e., Time). 
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 Variations of Goffman’s (1979) six stereotypes have been used in content analysis 

studies within the mass communication field (e.g., Belknap & Leonard, 1991; Browne, 1998; 

Hovland, McMahan, Lee, Hwang & Kim, 2005; Kang, 1997; Klassen, Jasper & Schwartz, 

1993; McLaughlin & Goulet, 1999; Nam, Lee & Hwang, 2010). For example, Nam, Lee, and 

Hwang (2010) used Goffman’s categories to study how women were portrayed in 720 

Korean fashion magazine advertisements published in 2002 and 2003. These scholars added 

two additional categories, Body Display (women portrayed in revealing clothes) and 

Independence/Self-Assertiveness (women portrayed with straight and confident gazes), two 

categories previously introduced by Kang (1997). Nam et al. argued, “The advantage of 

using Goffman’s framework over other frameworks … is that it is better equipped to identify 

subtle, often unnoticeable, beliefs about stereotypical gender roles in society” (p. 226). Their 

study sought to discover implicit gender stereotypes, and in setting research parameters, the 

scholars noted that implicit stereotypes are indicated by the connotations that female models 

convey with poses, gazes, and pictured mannerisms. This study found that Western women in 

Korean magazines were more stereotypically portrayed in terms of Licensed Withdrawal and 

Body Display as opposed to Korean women.  

Similarly, Belknap and Leonard (1991) conducted a content analysis in which they 

examined women in 1,020 magazine ads within Good Housekeeping, Sports Illustrated, 

Time, MS, Gentlemen’s Quarterly, and Rolling Stone. Their research found Goffman’s 

categories of Feminine Touch and Ritualization of Subordination to be the most commonly 

displayed categories by the women examined in the ads. Klassen, Jasper, and Schwartz 

(1993) also used Goffman’s categories to assess how men and women were portrayed when 

pictured together in magazine advertisements. They examined 3,550 advertisements within 
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213 issues of Ms., Newsweek, and Playboy. Results from this analysis indicated that more 

advertisements portrayed women in traditional roles (e.g., as a housewife, a secretary, etc.) as 

opposed to advertisements that showed women and men as equals. A final study by 

McLaughlin and Goulet (1999) examined a total of 241 advertisements that appeared in 1996 

issues of magazines aimed at African Americans (i.e., Essence and Ebony) in comparison to 

magazine ads aimed predominantly at Caucasians (i.e., Cosmopolitan, US, and People). 

These scholars found that ads in magazines targeted at Caucasian audiences had frequent 

displays of Licensed Withdrawal and Ritualization of Subordination in comparison to ads 

targeted to the African American community. These content analysis studies corroborated 

Klassen et al.’s argument that advertisements in print media are slow in changing depictions 

of women from traditional and demeaning roles to more progressive and non-discriminatory 

representations. 

 Female gender roles have also been critically examined in research focused 

specifically on weddings or the depiction of weddings in mainstream media (e.g., Besel et al., 

2009; Boden, 2003; Engstrom, 2003; Engstrom, 2008; Engstrom, 2009; Geller, 2001; 

Humble, Zvonkovic & Walker, 2008; Ingraham, 2008; Lewis, 1997; Low & Sherrard, 1999; 

Pepin et al., 2008). Engstrom (2009) considered Bridezillas, a reality TV show, and found 

that females were depicted as controlling yet subordinate. Engstrom contended that the show 

did not empower women because brides only elicited their power temporarily. Furthermore, 

instead of depicting confident women, the episodes showed females lashing out at others and 

undergoing emotional outbursts. Similarly, Pepin et al. (2008) and Besel et al. (2009) 

considered gender representations in self-help books published from 1995 to 2006 for brides 

and grooms, respectively. In books targeted for grooms, men were depicted as “rational, in 
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control, macho, unopinionated, interested in drinking and sex, educated, technologically 

savvy, and financially stable” (Pepin et al., p. 350). Books for brides, on the other hand, 

iterated that grooms should be uninvolved in wedding planning and that brides were expected 

to uphold feminine characteristics and obtain physical perfection. 

Beauty Ideals & Media Research 

 Research in the mass communication field generally and concerning magazines 

specifically has focused on beauty ideologies regarding the ways women should look in 

terms of three attributes: physical attraction, skin tone, and body shape. Considering physical 

attraction, Conley and Ramsey (2011) coded 790 advertisements in 19 different magazines 

and found that female models were portrayed as more flawless (i.e., having perfect skin due 

to airbrushing) in terms of their overall look in comparison to male models and that this 

flawless nature was more prevalent in women’s fashion magazines as compared to other 

types of publications. These scholars noted that flawless females in men’s magazines were 

utilized as props to sell products that targeted masculine audiences. Similarly, Labre and 

Walsh-Childers (2003) examined the beauty sections of teen magazine websites. This study 

found that the websites primarily featured cosmetically perfected images (e.g., women with 

unblemished skin and seamless hair). The magazines’ websites were also centered on the 

ideas that beauty is equivalent to physical perfection and that beauty experts, such as makeup 

artists, magazine editors, and celebrities, can supply girls with guidance regarding the 

techniques and consumer goods they need to attain physical perfection.  

Next, skin tone depicted in magazine advertisements has also been researched to 

show a bias toward the underrepresentation of non-Caucasian females in magazines with 

Caucasian or mixed-race readerships (e.g., Encanto, 2005; Millard & Grant, 2006; Plous & 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

20 
 

Neptune, 1997). This type of beauty standard is also propagated on an international-level. 

Encanto (2005), for instance, studied American fashion magazines adapted for the 

Philippines, such as Seventeen Philippines and Cosmopolitan Philippines, and found that 

images in these magazines largely pictured fair-skin models. Encanto argued that these 

American magazines “create frustrations or feelings of inadequacy in [Asian women] and 

even alienate them from their indigenous standards of beauty” (p. 173). The scholar 

contended that American magazines and their advertisements are instruments of colonial 

domination and are used to spread capitalist and Western ideologies. 

Finally, in terms of body shape, research has revealed that females in magazines are 

mainly shown to be thin and relatively underweight. Sypeck, Gray, and Ahrens (2004) 

conducted a longitudinal content analysis to examine women’s body types in magazines from 

1959 to 1999. The scholars coded approximately 550 Cosmopolitan, Glamour, 

Mademoiselle, and Vogue magazine covers and found that models on the covers became 

progressively thinner throughout the 1980s and 1990s. Malkin et al. (1999) also studied 69 

different women’s magazine covers and found that 94% of the covers showed thin female 

figures. Similarly, Wasylkiw, Emms, Meuse, and Poirier (2009) conducted a content analysis 

to compare models in 162 advertisements published in June 2007 fitness/health magazines to 

models in 259 advertisements published in June 2007 fashion/beauty magazines. Concerning 

body type, the researchers found nearly 95% of the models in the fashion/beauty magazines 

to have ectomorphic (thin/lean) body types, while approximately 55% of the models in 

fitness/health magazines were found to be ectomorphic. Thus, Wasylkiw et al. concluded that 

fashion/beauty magazines emphasized thin body types and appearance more than 

fitness/health magazines. 
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 Previous research has specifically examined bridal magazines in relation to beauty 

ideals (e.g., Filak, 2002; Frisby & Engstrom, 2006; Ingraham, 2008; Patterson, 2005). Filak 

(2002), for example, conducted a comparative content analysis between Brides and Glamour 

magazines published in 2001. He found that Brides contained significantly more 

advertisements in comparison to Glamour (approximately 82% of Brides magazine contained 

ads, while 63% of Glamour was composed of ads). Filak additionally found that two-thirds 

of the advertisements found in Brides centered on beauty and fashion themes. In sum, he 

argued that Brides is centered on superficially glamorizing females to help them achieve 

unrealistic ideals and to encourage them to purchase products. Frisby and Engstrom (2006), 

on the other hand, examined representations of African Americans in bridal magazines 

published between 2000 and 2004. These scholars found that out of 6,000 advertisements in 

bridal magazines only 2% depicted African Americans as brides. Frisby and Engstrom 

argued that the underrepresentation of women of color in these advertisements presented the 

message that white skin is valued over darker skin tones in relation to beauty ideals. 

Furthermore, in terms of body size, Patterson (2005) argued that thin brides featured in 

wedding magazines exemplified confidence and sexiness, while plus-size models were not 

only underrepresented in these magazines but were shown with facial expressions that made 

them seem to lack self-assurance. Patterson argued, “These ads imply that the plus-size bride 

is not entitled to the same kind of glamour or embellishment as her slender counterpart” (p. 

245). 

Socioeconomic Ideals & Media Research 

 Beyond gender roles and body image, socioeconomic ideologies have also been 

examined in the media. Yang and Oliver (2010) argued that overidealized depictions of 
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wealthy and prosperous individuals on television might cause viewers to feel materialistically 

deprived in their own lives. In particular, these scholars noted that feelings of negative  

life-satisfaction may correlate with the extent to which viewers make upward socioeconomic 

comparisons to characters and advertisements on television. Class and consumption have also 

been studied in relation to magazine advertisements. Belk and Pollay (1985), for example, 

found that advertisers in popular consumer magazines, such as Better Homes and Gardens, 

Cosmopolitan, Good Housekeeping, and Life, increased their use of materialistic themes and 

overall appeals to luxury in order to sell products between 1900 and 1980. Belk and Pollay 

also reported that by 1980 consumer magazine advertisements with themes that focused on 

luxury and pleasure outnumbered advertisements with functional or practical themes. 

In Framing Class: Media Representations of Wealth and Poverty in America, Kendall 

(2011) discussed a need for mass communication researchers to examine depictions of 

socioeconomic class and noted a dearth of research in this area. The scholar focused on sharp 

contrasts between upper- and lower-class depictions in the media. She contended that the 

wealthy are framed as generous and caring, while the poor are portrayed as dependent on 

others and as a burden to society. She also asserted that the media seems to suggest that 

living the American Dream is analogous to the incessant consumption of costly products. 

Kendall’s concern with these representations is that they skew our economic perceptions. 

This, in turn, reinforces the status quo and creates a public that is ignorant to societal issues. 

She argued that negative representations of the working class in the media seem to justify the 

economic stratification system and entitle upper-class members to privileged and superior 

positions in society. 
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 While previous research has not provided in-depth examinations regarding the 

representations of socioeconomic class in bridal magazine advertisements, scholars have 

considered the consumer-oriented and upper-class nature of the wedding industry as reflected 

in the media (e.g., Boden, 2003; Currie, 1993; Engstrom, 2008; Ingraham, 2008; Lewis, 

1997; Mead, 2007; Otnes & Scott 1996). Boden (2003) argued that depictions of upper-class 

celebrity weddings in popular magazines, for example, may cultivate desires in ordinary 

brides to imitate these celebrities’ lavish weddings. Furthermore, in Engstrom’s (2008) 

examination of Real Weddings from The Knot, she contended that this reality TV show, along 

with The Knot’s entire media conglomeration, presented messages that middle-class brides 

could escape their socioeconomic status, if only for a day, through wedding industry 

consumption. In relation to advertisements in bridal magazines, Ingraham (2008) noted that 

contemporary bridal gown advertisements in the 2000s utilized ritzy settings and lavish 

accessories (e.g., diamonds, tiaras, and expensive cars) to denote upper-class lifestyles. 

According to Ingraham, these advertisements marketed the idea that brides should look like 

royalty and consume high-class products on their wedding days. Mead (2007) ultimately 

argued that the pervasiveness of these messages makes a bride believe that it is ordinary and 

expected to spend thousands of dollars and beyond her means for her wedding day. 

Hypotheses 

 Based on the aforementioned literature and research questions, this study employed a 

content analysis to examine three testable hypotheses: 

H1: Advertisements within Brides magazine primarily depict stereotypical female 

gender role ideologies. 
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H2: Female models appearing in advertisements within Brides magazine represent 

traditional beauty ideals (white, thin, and flawless).  

H3: Advertisements in Brides magazine predominately show female models that 

depict upper-class socioeconomic ideals.  

 By testing these hypotheses, it was possible to explore what ideologies were present 

in Brides magazine. This research particularly provided insight into the standards that  

real-life brides who consume these magazines are expected to uphold in terms of female 

gender roles, beauty ideals, and socioeconomic class. This research ultimately helped to 

illuminate potential negative effects that can arise from the possible comparisons female 

readers may make to the images they see in bridal advertisements. Furthermore, this study 

filled two important research gaps. First, nearly all prior research concerning wedding 

magazines was qualitative in nature, while the present study was quantitative. Second, 

researchers have not simultaneously examined these three dimensions (female gender roles, 

beauty ideals, and socioeconomic class) as they pertain to bridal magazines. The current 

study, therefore, can serve as a foundation for future research regarding the representation of 

women in wedding-oriented print media. 
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Chapter Three 

Method 

A content analysis was utilized to study advertisements in issues of Brides magazine. 

As such, this chapter begins with a précis of the content analysis methodology followed by 

justifications for examining Brides. It will then consider the research design as well as the 

sampled ads that were examined. Next, each of the measured variables will be stated and 

clearly defined as they relate to the three hypotheses. The chapter will conclude by 

discussing the overall research procedure, paying special attention to inter-coder reliability 

and data collection.  

Content Analysis 

 Krippendorff (2004) described content analysis as “a research technique for making 

replicable and valid inferences from texts (or other meaningful matter) to the contexts of their 

use” (p. 18). By utilizing the word technique, Krippendorff argued that content analysis is a 

scientific tool that involves procedure and process. Additionally, the term text does not only 

encompass written words—a content analysis can be used to make inferences about images, 

sounds, or even symbols. In a more detailed definition of the method, Neuendorf (2002) 

asserted: 

Content analysis is a summarizing, quantitative analysis of messages that relies on the 

scientific method (including attention to objectivity-intersubjectivity, a priori design, 

reliability, validity, generalizability, replicability, and hypothesis testing) and is not 

limited as to the types of variables that may be measured or the context in which the 

messages are created or presented. (p. 10) 
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 Neuendorf (2004) chronicled content analysis as the fastest growing research 

technique in the field of mass communication from 1982 to 2002. From 1998 to 2005, there 

were a total of 117 content analysis articles published in the Journalism and Mass 

Communication Quarterly (JMC Quarterly) (Riffe, Lacy & Fico, 2008). By 1995, nearly 

35% of all articles published annually in the JMC Quarterly were content analyses 

(Neuendorf, 2002).  

 The academic discipline of rhetoric encompasses foundational perspectives that later 

led to the development of content analysis research (Neuendorf, 2002). Aristotle (384 BC-

322 BC), the Greek philosopher and rhetorician, analyzed messages by focusing on 

persuasive arguments, speakers, and audiences. In the 21st century, the discipline of rhetoric 

continues to study human communication and the art of persuasion. In opposition to mass 

communication scholars who conduct quantitative content analyses, rhetoricians employ 

qualitative approaches when analyzing messages. Despite these differences, it is important 

for mass communication scholars to acknowledge the ancient study of rhetoric as an origin of 

the present-day content analysis methodology. 

 Within the field of mass communication, the Payne Fund Studies of the 1920s and 

1930s pioneered contemporary content analysis research. These studies analyzed motion 

pictures and considered their effects on children. Under the Payne Fund Studies, Edgar Dale 

(1900-1985) conducted the first content analysis by categorizing and analyzing themes of 

films that were released between 1920 and 1930 (Dale, 1935). While the Payne Fund Studies 

paved the way for future media research, political scientist and communication scholar 

Harold Laswell (1902-1978) is considered the most prominent scholar in developing research 

that systematically examines messages (Neuendorf, 2002). Laswell’s examinations of 
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propaganda and political messages before and during World War II firmly developed content 

analysis as a quantitative methodology within the communication field (Neuendorf, 2002). 

With the prevalence of television by the mid-twentieth century, scholars later used content 

analyses to examine violence and other behaviors on TV. Researchers, such as George 

Gerbner (1919-2005), used content analyses to examine images and nonverbal behaviors in 

the media and to justify media effects research. 

 Neuendorf  (2002) discussed six components of content analyses that are helpful to 

understand contemporary use of the method in the 21st century. The components are as 

follows: 

(1) Content analyses must rely on the scientific method and seek objectivity. 

Neuendorf’s standpoint, however, is that true objectivity is not possible since human 

knowledge is socially agreed upon. In turn, he argued that content analysis 

researchers should achieve intersubjectivity, or overall consistency and agreement.  

(2) A content analysis must be quantitative. In Content Analysis: An Introduction to 

Its Methodology, Krippendorff (2004) questioned this assessment by arguing that “all 

reading of texts is qualitative, even when certain characteristics of a text are later 

converted into numbers” (p. 18). Still, both Krippendorff and Neuendorf agreed that 

the actual practice of compiling and analyzing data in content analyses is quantitative 

in nature.  

(3) A content analysis must summarize conclusions. Neuendorf stated that a content 

analysis should correspond with a nomotheic approach to research (i.e., aiming to 

produce generalizable results) opposed to an idiographic approach (i.e., concentrating 

on precise conclusions). 
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(4) The subject of investigation in a content analysis is communication content. 

Accordingly, Neuendorf stated that the unit of analysis in a content analysis should 

consist of some sort of verbal or non-verbal message.  

(5) A content analysis can be conducted with any mode of communication. This 

includes interpersonal, organizational, and mass communication.  

(6) All messages can be content analyzed. Neuendorf stated that a content analysis 

may be conducted on written text, speeches, images, symbols, behaviors, or any other 

type of communication. 

 Execution of a content analysis follows a standard procedure (Neuendorf, 2002). As 

accomplished in the previous chapters of this study, a researcher begins by outlining theories 

and previous research, which serves as the foundation to pose research questions and state 

the hypotheses to be tested. A researcher will then define the variables for the study and 

decide how each variable will be measured and quantified—a step that will be implemented 

in the present chapter. A codebook is then developed once all of the variables are established. 

According to Riffe, Lacy, and Fico (2008), a codebook is similar to a questionnaire and is 

used to record the attributes for each unit of analysis in a study. (See Appendix A for the 

complete codebook that was utilized for this study). Next, a researcher must determine a 

sample of the content to be examined. Coders are then trained to complete the codebook and 

reliability of each variable is tested. Once reliability is established, the entire sample is 

coded. The study concludes with tabulation of the data and analysis of the results. 

 Reliability, validity, and replicability are three criteria that content analysis 

researchers must acknowledge (Krippendorff, 2004; Neuendorf, 2002; Riffe et al., 2008). 

Riffe et al. (2008) stated, “The core notion of reliability is simple: The measurement 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

29 
 

instruments applied to observations must be highly consistent over time, place, and 

circumstance” (p. 122). In content analyses, reliability is the agreement between two or more 

coders regarding the categorization of content. If a content analysis is not reliable, then the 

study’s findings cannot be interpreted or generalized. Therefore, researchers must clearly 

define variables and effectively train coders to obtain reliability. Validity, on the other hand, 

“refers to the extent to which an empirical measure adequately reflects what humans agree on 

as the real meaning of a concept” (Riffe et al., 2008, p. 12). Krippendorff (2004) noted that 

face validity is an essential element in content analyses because this research is concerned 

with messages as they relate to shared cultural meanings. This scholar discussed the concept 

of face validity as “an individual’s judgment with the assumption that everyone else would 

agree with it” (p. 314). Finally, replicability involves repeating a study to ensure that similar 

results are ascertained. While it is not always realistic to repeat an entire study due to time 

constraints and resources, content analysis scholars agree that replicability is the best way to 

ensure that results of a study are reliable, valid, and as objective as possible.  

Brides Magazine 

For this content analysis, Brides magazine advertisements were examined based on a 

number of significant justifications. First, Brides is the oldest bridal magazine in the United 

States and has been published for nearly 80 years. Second, as opposed to other magazines, 

like Southern Weddings, Brides is read nationally and is not tailored to a specific geographic 

region. Third, Brides has the highest subscription rate out of all wedding magazines—

approximately 202,000 individuals subscribe to each issue (“Brides Media Kit,” 2012). 

Fourth, Brides is published monthly in contrast to other magazines, such as Bridal Guide and 

Martha Stewart Weddings, which are available bi-monthly or quarterly. Fifth, Brides is not 
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overtly skewed toward a high socioeconomic demographic. While the median household 

income of Martha Stewart Weddings’ readers is close to $100,000, the median household 

income of Brides’ readers is approximately $60,000 (“Brides Media Kit,” 2012; “Martha 

Stewart Weddings,” 2012). Lastly, in comparison to all other magazines in the United States, 

even those not wedding-oriented, Brides has one of the highest numbers of advertisements 

per issue (Ingraham, 2008).  

Condé Nast Publications is the publisher of Brides, and beyond Brides, Condé Nast 

publishes four business-to-business publications, 27 websites, 50 apps for mobile and tablet 

devices, and 17 other consumer magazines, including GQ, Vogue, and Vanity Fair (“About 

Us,” 2012). Condé Nast is a subsidiary of Advance Publications, Inc., which was ranked as 

the 46th largest privately held American company in 2009 (“America’s Largest,” 2009). 

Advance Publications’ media holdings also include regional newspapers, Parade 

Publications, Fairchild Publications, American City Business Journals, and the Golf Digest 

Companies. Advance Publications additionally has a 31% stake in Discovery 

Communications, Inc., the owner of cable TV networks such as The Discovery Channel, 

TLC, and Animal Planet (Flamm, 2010).  

Brides has a circulation rate of approximately 318,000 people (a magazine’s 

circulation rate is the number of paid subscribers plus the number of single copies sold on 

newsstands per issue). Moreover, the magazine’s total audience is estimated to be 5.1 million 

people per issue (“Brides Media Kit,” 2012). The total audience measure includes the 

number of people that subscribe to Brides and purchase issues on newsstands as well as the 

total number of unique individuals that are exposed to each issue by other means (e.g., when 

an copy of Brides is passed from a subscriber to a friend or family member or when an issue 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

31 
 

is read at a bookstore, hair salon, bridal salon, etc.) (Ives, 2008). In terms of general ad rates, 

a single full-page, four-color ad in Brides cost $89,700 in 2012 (“Brides Media Kit,” 2012). 

The median age of Brides readers is 33.1 years (a few years older than the average 

age of marriage for females in the U.S., which was 26.5 years in 2012), and 94% of all 

Brides readers are female (“Brides Media Kit,” 2012; Dwoskin, 2012). Additionally, 64% of 

Brides readers are college educated and 68% of readers are employed (“Brides Media Kit,” 

2012). While the publication does not publicly publish information regarding its readers’ race 

demographics, a 2012 Washington Post article reported that roughly 40% of Brides readers 

self-identify as African American or Latino (Farhi, 2012). Furthermore, each issue published 

in 2011 was branded on its spine as “The World’s No. 1 Bridal Magazine.”  

Research Design & Sample 

 The sampling frame for this study consisted of four issues of Brides published in 

2011. This time period was chosen because, at the time of research, 2011 was the most recent 

year in which all 12 issues of Brides was already previously published for the year. Out of all 

issues published in 2011, one month of Brides was randomly selected from each of the three 

months within the four calendar seasons. For instance, one month of Brides was randomly 

chosen out of the December, January, and February issues for winter, and one month was 

selected out of the March, April, and May issues for spring. This procedure ensured that the 

sample consisted of ads that appeared throughout the year and also allowed every 2011 issue 

to have an equal chance of selection. All 2011 issues of Brides were similar in terms of size, 

content, and number of advertisements, so none of the issues was excluded from the initial 

sampling selection process. Since the intent of this research was to describe Brides 

advertisements and to analyze the representation of women in these ads, a cross-sectional 
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approach was employed. Although chronological issues of Brides published in 2011 were 

examined, this study did not make longitudinal comparisons. 

 The unit of analysis was advertisements within the four selected magazines. Like the 

content analyses conducted by Conley and Ramsey (2011), Kang (1997), as well as 

Stankiewicz and Rosselli (2008), an ad needed to encompass at least one full page to be 

included in the sample. This parameter was applied because nearly all ads spanned at least 

one page within Brides magazine. Also, it would have been difficult for the human eye to 

accurately code ads that did not fill an entire page since this research involved detailed 

examinations of female models. Stankiewicz and Rosselli defined full-page ads as “pages in 

which one, and only one, single advertisement dominated at least one entire page, and in 

which there was minimal or no magazine content” (p. 583). This definition was also 

employed for this study. Similar to Filak’s (2002) research, advertisements that spanned 

consecutive pages, but advertised the same product or brand, were coded once. For example, 

if Tiffany & Co. had one ad that folded out or spanned four pages without interruptions by 

magazine content or other ads, then this ad was coded only once. However, if Tiffany & Co. 

had four ads within an issue and each ad was separated by magazine content or other ads, 

then each ad was coded individually and thus four separate times within that issue. This 

strategy ensured that the results did not exceedingly reflect advertisements that spanned more 

than a single page. Regardless of whether each inspected ad encompassed one page or more 

than one page, the primary coder specified the exact number of pages for each examined ad 

in the codebook.  

To examine the representations of women in the advertisements, particularly with 

regard to female gender roles and body image, only the advertisements that were at least one 
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full page and contained female human subjects were included in the sample. In turn, ads that 

did not picture females or solely contained drawn illustrations of women were not studied. 

Females pictured in the ads must have also appeared to be over the age of 15 for the ads to be 

included in the sample. An ad promoting flower girl dresses, for example, was not included if 

the ad exclusively pictured young female children. Additionally, only advertisements in 

which the female models were in focus with at least half of their faces clearly visible were 

examined. The female models that met these criteria were accounted for in the coding 

process. For a comprehensive understanding of the examined ads, the presence of male 

models was also assessed, and coders answered yes or no as to whether a male model above 

the age of 15 was pictured in each sampled ad. 

Based on the aforementioned criteria, the May, July, October, and December issues of 

Brides were randomly selected from 2011. Therefore, the definitive sample for this study was 

comprised of 314 advertisements. Figure 1 depicts the overall selection process that was 

utilized to determine the ads sampled for this study. Additionally, see Table 1 for the total 

number of ads that spanned at least one page in the May, July, October, and December issues 

and for the number of ads in each of these issues that were at least one page and included 

female models that fit the sample criteria. Table 2 details the ratios for the number of ads that 

spanned at least one-page in the sampled magazines to the total number of pages in each 

issue. Of note, Brides issues published in 2011 contained an average of 77 full-page ads with 

female human subjects (who were over the age of 15 and had at least half of their faces 

clearly in focus), and thus using four magazines from 2011 provided a substantial sample 

size.  
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Measured Variables 

 Each of the 314 ads within the sample were first coded to determine their ad types.  

Advertisement Types. A modified version of Filak’s (2002) advertisement 

categories were utilized to classify each ad in the sample. These categories included:  

(1) Jewelry. Advertisements that promoted jewelry items such as rings, watches, 

earrings, necklaces, and precious metals. 

(2) Fashion. Advertisements for clothing, shoes, or accessories other than jewelry, as 

well as ads for style/fashion events. Wedding gown and veil advertisements, for 

example, were classified in the fashion category.  

(3) Beauty. Advertisements that promoted the enhancement of one’s physical 

appearance with little to no health benefits. This category included promotions for 

items such as makeup, lotion, face wash, perfume, nail polish, and under eye/wrinkle 

cream.  

(4) Health/Fitness. Advertisements for products that attempted to improve one’s 

physical condition or overall health. For example, this category included diet or 

prescription medication advertisements. 

(5) Household. Advertisements that featured items for one’s home, such as gift 

registry, home furniture, interior décor, or cookware advertisements. 

(6) Travel. Advertisements that promoted vacations or tourism, such as honeymoon 

ads. 

(7) Food/Beverages. Advertisements that endorsed edible products that are not 

related to one’s health or physique, such as ads for candy, coffee, soda, or restaurants. 
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(8) Wedding Media. Advertisements for wedding-themed TV shows, publications, 

websites, blogs, or mobile apps. 

(9) Wedding Décor & Invitations. Advertisements for décor (including linens, 

candles, place cards, and favors) as well as advertisements for wedding invitations. 

Socioeconomic representations. A coding scheme adapted from Thomas and Treiber 

(2000) was employed to determine socioeconomic status representations in each ad. Every 

advertisement was coded as either affluent or not affluent. Affluent ads often featured models 

wearing tiaras or excessive jewelry, especially diamonds. Additionally, females wearing ball 

gowns or overtly ornate dresses signified the affluent category. Ornate dresses were defined 

as gowns made of luxurious fabric with elaborate detail, such as excessive ruffles, multiple 

stitched-on flowers, crystals/diamonds, intricate lace, or detailed embroidery. Affluent ads 

also pictured expensive-looking jewelry or fine crystal. The backgrounds of these ads often 

included cityscapes, mansions, estates, luxury cars, expensive airplanes, or lavish yachts. Ads 

were additionally considered affluent if a celebrity was pictured, as celebrities are often 

associated with wealth. The text in the ad could also signify upper-class status if it included 

words like “elegant,” “couture,” “luxury,” “royal,” or “princess.”  

Female gender roles. Specific attention was given to the female gender in the present 

study, as examinations pertaining to the male gender were mostly excluded. This study does 

not suggest that other media research should examine representations of gender only in terms 

of female roles. Rather, because females largely consume Brides magazine (approximately 

94% of all Brides magazine readers were female in 2012), because the publication is 

blatantly targeted toward women, and because Brides presumably includes images 
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predominantly of women, it was reasonable to exclusively consider female gender roles in 

this publication (“Brides Media Kit,” 2012). 

A modified version of Goffman’s (1979) gender stereotype categories was employed 

to study the women in the sampled ads. However, Goffman’s Relative Size and Function 

Ranking categories were not incorporated, as Kang (1997) noted that these two stereotypes 

were not significantly applicable in contemporary magazine advertisements published in the 

early 1990s. The present study ultimately relied on an adapted version of the six female 

gender role measures utilized by Linder (2004). Every ad in the sample was coded on a yes 

or no basis to signify if any women depicted in the ads fell within each category. If 

applicable, each ad could be coded as representing more than one female gender role 

category. When coding each ad, only the female subjects that met the abovementioned 

selection criteria (i.e., female models that appeared over the age of 15 and had at least half of 

their faces clearly visible) were examined. 

The female gender role categories included: 

(1) Feminine Touch. When a woman pictured in the ad unnaturally touched herself 

(e.g., touching her hair, veil/headpiece, face, lips, hips, or slightly below her hips) or 

used her hands to outline, cradle, gently hold, lean against, or stroke an object or 

person. 

(2) Ritualization of Subordination. When a woman pictured in the ad physically 

lowered herself, such as by lying on the floor, a mattress, or a sofa. This category also 

included images where a woman was confined by a man’s embrace or was leaning on 

a man and dependent on him for support. 
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(3) Licensed Withdrawal. When a woman was shown disoriented, not fully present, 

or somewhat absent from the scene, thus making her look vulnerable. This also 

included images where a model covered her face/mouth or gazed away from the 

immediate scene. 

(4) Body Display. When a woman pictured in the ad was shown wearing revealing, 

hardly any, or scantily-clad clothing (e.g., a model wearing a bikini). 

(5) Location. When a woman pictured in the ad was shown in domestic domains 

(e.g., a kitchen or a bedroom). Also, when a woman was seen in an indistinguishable 

environment that did not seem to have a purpose or allow for purposeful activities 

(e.g., a woman pictured in front of drapery, a vague backdrop, or a solid colored 

background). 

(6) Objectification. When it appeared that the primary purpose of the ad was for 

magazine readers (or others pictured in the ad) to look at and gaze upon a woman 

displayed in the ad.  

Beauty ideals. After an examination of gender roles, each female in the ads was 

coded to examine the representation of beauty ideals. To measure these ideals, the coder 

specifically considered the women’s body sizes, whether or not the women were pictured in a 

flawless nature, and the skin color/race of the models. 

(1) Body size. An adapted version of the nine-point picture scale developed by 

Thompson and Gray (1995) was utilized to measure body size. Similar to Northup 

and Liebler’s (2010) study, the coders viewed a three-point picture scale (see 

Appendix A) and categorized females in the ads as either being “thin,” “average,” or 

“heavy.” If a model’s face was the only part of her body that was visible or if the 
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coder faced discrepancy when trying to categorize particular models, then these 

models were coded as “average.”  

(2) Flawlessness. Coders assessed whether each female pictured in the ads appeared 

to be physically flawless on a yes or no basis. In conjunction with Conley and 

Ramsey (2011), flawlessness was operationalized as “photos of female models [that] 

are highly airbrushed to give the illusion of perfect skin” (p. 470). 

(3) Skin color. Also similar to the method presented by Northup and Liebler (2010), 

skin color was coded visually. Coders responded on a yes or no basis to determine if 

each female looked Caucasian. If there were difficulties in determining if certain 

models looked white, then these models were coded as Caucasian. Northup and 

Liebler noted that this type of coding scheme might result in the overrepresentation of 

Caucasians in research results. However, this study stands in agreement with Northup 

and Liebler’s conclusions and similarly argues that if an ad ambiguously displayed 

one’s skin tone, then the ad may intentionally be trying to pass a model off as being 

Caucasian. Therefore, models that had ambiguously light skin were considered 

Caucasian for the purposes of this study. For all models coded as non-Caucasian, the 

coder assessed their race category (e.g., African American/Black, Hispanic/Latino/ 

Mexican American, Asian American/Pacific Islander/Chinese/Japanese/Korean, or 

Central Asian/Indian/Pakistani). 

Procedure 

Inter-coder Reliability. One primary researcher coded all of the ads in the sample   

(N = 314) by utilizing a codebook (see Appendix A). A second individual coded 

approximately 16% (n = 50) of the sampled ads to obtain inter-coder reliability. Both the 
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primary and secondary coders were Caucasian females in their mid-twenties. Females were 

purposefully chosen as coders since the target audience for Brides magazine is women. The 

primary coder was a graduate student, and the secondary coder possessed a graduate degree 

at the time of research. The secondary coder was trained by the primary coder to gain 

familiarity with the coding schemes and variables. Throughout the study, the coders 

examined the original ads directly from the sampled magazines. Cohen’s Kappa was used to 

calculate reliability between each measured variable. This statistical measure is an adaptation 

of Scott’s Pi and corrects for chance error in the ratings of two or more coders. Cohen’s 

Kappa is commonly used as a proportional reduction of error technique to test for reliability 

in content analyses (Dixon et al., 2008). 

As stated by Stemler (2001), all reliability scores needed Cohen’s Kappa (κ) 

coefficients greater than 0.70 to be deemed acceptable. The primary researcher and the 

second individual independently coded 50 random ads from the sample to test for reliability. 

Reliability scores were found to be above the acceptable level for all variables—ad type  

(κ = 1.0), socioeconomic representation (κ = .93), Feminine Touch (κ = .94), Ritualization of 

Subordination (κ = .95), Licensed Withdrawal (κ = .88), Body Display (κ = 1.0), Location  

(κ = .93), Objectification (κ = .85), body size (κ = .72), flawlessness (κ =.71), skin color  

(κ = .95), and race category (κ = .86). The overall median range of agreement ranged from 

0.71 to 1.00, and the average coefficient was 0.89. Once reliability was achieved, the primary 

researcher coded the remainder of the advertisements in the sample independently. 

Data Preparation & Analysis. Data was recorded in an Excel document as the 

primary researcher coded the ads. Once this process was complete, the coder ensured all 

items in the codebook were answered for each ad. If questions were left unanswered for 
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certain ads, the primary coder went back and answered those specific questions to ensure that 

the data set was not missing information. Once the Excel document was finalized, the 

researcher uploaded the document into IBM’s Statistical Packages for the Social Sciences 

(SPSS) software. SPSS was then used to examine each variable and to run statistical tests in 

relation to this study’s research questions and hypotheses. 
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Chapter Four 

Results 

 The present chapter outlines the findings from this study. Overall characteristics 

regarding the sampled ads are stated. A breakdown of the ad types represented as well as the 

number of models examined in the ads is provided. Results for each of the three hypotheses, 

concerning gender roles, beauty ideals, and socioeconomic class, are also presented. Within 

each section of this chapter, every statistical test that was conducted is stated along with the 

findings from each test. 

Sample Characteristics 

 Detailed assessments were made regarding the examined ads (N = 314). With regard 

to the sample selection criteria previously outlined in Chapter Three, the sample was 

comprised of ads that were at least one full page in length and contained female human 

subjects. Additionally, an ad needed to contain at least one female subject who appeared to 

be over the age of 15 and had at least half of her face clearly visible to be included in the 

sample. Out of all examined ads, the obtained page count range was 1-14 pages per ad  

(M = 1.87, SD = 1.56). The majority (n = 291, 92.67%) of the ads were either one or two 

pages in length. More specifically, 140 (44.58%) of the ads were one page in length, 151 

(48.09%) of the ads were two pages in length, and 23 (7.32%) of the ads were three or more 

pages in length. 

 As previously stated, each ad was coded as representing a specific ad type. A  

chi-square test for goodness-of-fit was performed to determine whether the nine ad types 

were equally represented among the sampled ads. The ad types were not equally distributed, 

χ² (8, N = 314) = 1,416.01, p < .001. The mode, or most common, ad type was fashion ads, 
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and 243 (77.39%) of the ads were coded within this category. Following fashion ads, the next 

four most common ad types were 30 (9.55%) beauty ads, 13 (4.14%) household ads, 11 

(3.50%) jewelry ads, and 10 (3.18%) travel ads. See Table 3 for a complete breakdown of all 

ad types represented within the sample. 

 Within the examined ads, a total of 535 female models were coded. The number of 

examined models was greater than the sampled ad size because some ads contained more 

than a single female model who met the sample criteria. The obtained range for the number 

of female models that fit the sample criteria was 1-21 models per ad (M = 1.70, SD = 2.05). 

In sum, 230 (73.25%) of the sampled ads contained only one female model that met the 

sample criteria, and 84 (26.75%) of the sampled ads contained two or more female models 

that met the sample criteria. 

The presence of male models in each ad was assessed and determined, and only male 

models above the age of 15 were accounted for. Only 69 (21.97%) ads simultaneously 

pictured at least one male model and at least one female model. Male models appeared in 37 

(15.22%) of the fashion ads, 11 (84.62%) of the household ads, 10 (100%) of the travel ads, 8 

(72.73%) of the jewelry ads, 2 (6.67%) of the beauty ads, and 1 (100%) of the wedding 

décor/invitations ads. Alternatively, 245 (78.03%) of the sampled ads only pictured female 

models. 

H1: Advertisements within Brides magazine primarily depict stereotypical female 

gender role ideologies. 

To explore H1, a modified version of Goffman’s (1979) gender stereotype categories 

was utilized. Each ad could be coded as representing more than one gender role variable. H1 

was supported by the presence of the stereotypic female gender role categories within the 
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ads. Results indicated that 312 (99.36%) of the sampled ads had at least one of the female 

gender role variables present. On average, there were 3.38 (SD = 1) gender role variables 

present in each ad. The obtained range for the number gender role variables per ad was 0-5. 

See Table 4 for the number and percentages of ads represented by each gender role variable. 

As can be seen, more than half the ads depicted the Feminine Touch, Licensed Withdrawal, 

Location, and Objectification gender role variables, while less than half the ads depicted the 

Ritualization of Subordination and Body Display gender role variables. 

Feminine Touch. The Feminine Touch category was exemplified when a woman 

pictured in an ad unnaturally touched herself or used her hands to outline, cradle, gently hold, 

lean against, or stroke an object or person. Out of the sampled ads, 245 (78.03%) contained at 

least one female model that demonstrated Feminine Touch characteristics, while 69 (21.97%) 

ads did not show models that demonstrated Feminine Touch characteristics.  

Ritualization of Subordination. The Ritualization of Subordination category was 

exemplified when a woman physically lowered herself, was confined by a man’s embrace, or 

was leaning on a man for support. Out of the sampled ads, 97 (30.89%) ads contained at least 

one female model that illustrated Ritualization of Subordination characteristics. On the other 

hand, 217 (69.11%) ads did not show models that illustrated Ritualization of Subordination 

characteristics.  

Licensed Withdrawal. The Licensed Withdrawal category was exemplified when a 

woman was shown disoriented, not fully present, or somewhat absent from the scene. This 

category also included images where a model covered her face/mouth or gazed away from 

the immediate scene. Out of the sampled ads, 188 (59.87%) ads contained at least one female 
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model that demonstrated the Licensed Withdrawal category. Conversely, 126 (40.13%) ads 

did not show models that demonstrated the Licensed Withdrawal category.  

Body Display. The Body Display category was exemplified when a woman was 

shown wearing revealing, hardly any, or scantily-clad clothing. Out of the sampled ads, only 

10 (3.18%) ads contained at least one female model that demonstrated the Body Display 

category. Alternatively, 304 (96.82%) of the ads did not show models that demonstrated the 

Body Display category.  

Location. The Location category was exemplified when a woman was shown in 

domestic domains or when a woman was seen in an indistinguishable environment that did 

not seem to have a purpose. Out of the sampled ads, 243 (77.39%) contained at least one 

female model that illustrated Location category characteristics, while 71 (22.61%) ads did 

not show models that illustrated Location category characteristics.  

Objectification. The Objectification category was exemplified when it appeared that 

the primary purpose of an ad was for magazine readers (or others pictured in an ad) to look at 

and gaze upon a pictured woman. Represented by the mode, the most common gender role 

variable present in the ads was Objectification. Out of all sampled ads, 278 (88.53%) 

contained female models that exemplified Objectification characteristics, while 36 (11.47%) 

did not show models that exemplified Objectification characteristics.  

Female Gender Roles & Advertisement Types. Chi-square tests of independence 

were calculated comparing the frequency of the six gender role variables within the nine ad 

types. Significant interactions were found with Objectification χ² (8, N = 314) = 141.59,  

p < .001, Body Display χ² (8, N = 314) = 81.02, p < .001, Location χ2 (8, N = 314) = 54.95,  
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p < .001, Licensed Withdrawal χ² (8, N = 314) = 35.75, p < .001, Ritualization of 

Subordination χ² (8, N = 314) = 30.76, p < .001, and Feminine Touch χ² (8, N = 314) = 29.28, 

p < .001. Standardized residuals were then calculated to determine if particular gender roles 

were over-represented among specific ad types. Results revealed that the Ritualization of 

Subordination category was more likely to be found in jewelry and travel ads (p < .05), and 

the Body Display category was more likely to be found in beauty and travel ads (p < .05). 

However, no other gender role variables were found to be over-represented within any 

specific ad type. 

H2: Female models appearing in advertisements within Brides magazine represent 

traditional beauty ideals (white, thin, and flawless).  

Models that fit the sample criteria (N = 535) were examined based on three beauty 

ideal variables—body size, flawlessness, and skin color. H2 was supported for each of the 

three variables. 

Body size. A chi-square test for goodness-of-fit was performed to determine whether 

the sampled models equally represented the three body type categories (thin, average, and 

heavy). There was not equal distribution, χ² (2, N = 535) = 775.01, p < .001. Out of the 

sampled models, 481 (89.91%) of the models were thin, 47 (8.79%) of the models were 

average, and only 7 (1.31%) of the models were heavy. 

Flawlessness. There was a statistically significant relationship between the 

representation of flawless models and the representation of non-flawless models,  

χ² (1, N = 535) = 443.31, p < .001. Out of all sampled models, 511 (95.51%) were 

represented as flawless in nature, while only 24 (4.49%) of the models were shown to be 

non-flawless.  
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Skin color. Within the sampled ads (N = 314), only 57 (18.15%) ads contained  

non-Caucasian models. Among the models coded (N = 535), 457 (85.42%) were Caucasian, 

39 (7.29%) were Hispanic/Latino/Mexican American, 30 (5.61%) were African 

American/Black, 8 (1.50%) were Asian American/Pacific Islander/Chinese/Japanese/Korean, 

and 1 (< 1%) was Central Asian/Indian/Pakistani. Table 5 compares the race of the models 

with actual United States population figures. As can be seen, Caucasian models were  

over-represented in Brides magazine advertisements, while the models vastly 

underrepresented all minorities. Although subsequent analyses were conducted using 

race/skin color as a variable, any significant results should be tempered by recognizing the 

small sample size of the minority groups. 

Body Size & Skin Color. A chi-square test of independence was calculated 

comparing the models’ skin color (Caucasian or non-Caucasian) and models’ body sizes 

(thin, average, or heavy). A significant interaction was found, χ² (2, N = 535) = 41.58,  

p < .001. Standardized residuals were calculated, and non-Caucasian models were more 

likely to be found in the heavy body size category (p < .05). See Table 6 for the number of 

body types represented for each race category. As can be seen, all models coded with a heavy 

body type were Black/African American. 

Body Size & Flawlessness. A chi-square test of independence was calculated 

comparing the models’ body sizes (thin, average, or heavy) and the models’ nature of 

flawlessness. A significant interaction was found, χ² (2, N = 535) = 8.47, p < .05. 

Standardized residuals were calculated, and non-flawless models were more likely to be 

average in body size (p < .05). 
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Skin Color & Flawlessness. A chi-square test of independence was calculated 

comparing the models’ race categories and the models’ nature of flawlessness. A significant 

interaction was found, χ² (4, N = 535) = 29.10, p < .001. Standardized residuals were 

calculated, and non-flawless models were more likely to be African American/Black or 

Central Asian/Indian/Pakistani (p < .05). 

Beauty Ideals & Advertisement Types. Three additional chi-square tests of 

independence were calculated comparing ad types with models’ body sizes, flawlessness, and 

race. A significant interaction was found between ad types and body size, χ² (16, N = 535) = 

112.40, p < .001. Average-sized models were more likely to appear in jewelry, beauty, and 

wedding media ads (p < .05). A significant interaction was also found regarding ad types and 

models’ nature of flawlessness, χ² (8, N = 535) = 250.28, p < .001. Non-flawless models 

were more likely to appear in health/fitness, travel, and household ads (p < .05). Finally, a 

significant interaction was found regarding ad types and models’ races, χ² (32, N = 535) = 

73.64, p < .001. African American/Black models were more likely to appear in 

food/beverage ads as well as wedding media ads (p < .05), Asian American/Pacific 

Islander/Chinese/Japanese/ Korean models were more likely to appear in jewelry ads  

(p < .05), and Central Asian/Indian/Pakistani models were more likely to appear in household 

ads (p < .05). 

H3: Advertisements in Brides magazine predominately show female models that depict 

upper-class socioeconomic ideals.  

Every advertisement was coded as either affluent or not affluent in nature, and H3 was 

supported by the affluent class variable. A chi-square test for goodness-of-fit was performed, 
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and there was a statistically significant relationship between ads representing an affluent 

socioeconomic class level and ads representing a non-affluent socioeconomic class level,  

χ² (1, N = 314) = 199.05, p < .001. Out of the examined ads, 282 (89.81%) were affluent in 

nature, while only 32 (10.19%) of the examined ads were not affluent in nature. 

Affluence & Beauty Ideals. Chi-square tests of independence were calculated 

comparing the affluent nature of the ads and models’ races, body sizes, and nature of  

flawlessness. These tests were run to see if models with certain physical traits were more 

likely to be present in affluent or non-affluent ads. Of note, tests comparing gender roles with 

beauty ideals or gender roles with the affluent nature of the ads were not conducted since the 

gender role variables were coded according to each ad and not according to each model in the 

sample. A significant interaction was found between the nature of models’ flawlessness and 

the socioeconomic class represented in the ads, χ² (1, N = 535) = 99.95, p < .001. 

Standardized residuals were calculated, and non-flawless models were more likely to appear 

in non-affluent ads (p < .05). A significant interaction was also found between models’ body 

size and the socioeconomic class represented in the ads, χ² (2, N = 535) = 86.88, p < .001. 

Average-sized models were more likely to appear in non-affluent ads (p < .05). Finally, a 

significant interaction was found between models’ races and the socioeconomic class 

represented in the ads, χ² (4, N = 535) = 17.13, p < .05. Central Asian/Indian/Pakistani 

models were more likely to appear in non-affluent ads (p < .05). However, no other race 

categories were found to be over-represented in non-affluent ads. 

Affluence & Advertisement Types. A chi-square test of independence was 

calculated comparing the frequency of affluent ads within the different ad types. A 

significant interaction was found, χ² (8, N = 314) = 148.30, p < .001. However, ads depicting 
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the affluent class level were not more likely to be found in one specific ad type compared to 

any other.  
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Chapter Five 

Discussion 

This chapter begins by briefly discussing the findings in relation to the overall nature 

of the sampled ads. Then, the findings are discussed specifically in terms of gender roles, 

beauty ideals, and socioeconomic class representations as they correspond to the initial 

overarching research questions. The chapter concludes by elaborating on the limitations of 

this study and making suggestions for future research.  

Nature of the Ads 

 Nearly 80% of the total advertisements that spanned at least one full page in the May, 

July, October, and December issues of Brides published in 2011 were examined. Full-page 

ads that were not examined did not contain a female human subject that met the sample 

criteria. Approximately 87% of all the ads in the sample were classified as fashion or beauty 

ads. Filak (2002) similarly examined six issues of Brides published in 2001. His research 

found beauty and fashion ads to comprise approximately 65% of the total number of 

advertisements within his six examined magazines. While it is possible that the sampling 

criteria for this study increased the proportion of beauty and fashion ads (because the sample 

only consisted of advertisements that contained female human subjects), the results of this 

study still indicated that fashion and beauty ads dominate Brides ad pages.  

Filak (2002) argued that the large number of beauty and fashion ads in bridal 

magazines demonstrated that bridal magazines were concentrated on the physical 

beautification of women. Ten years after Filak’s research, his claims hold true. More than 

77% of the sampled ads in this study were fashion ads alone. Fashion ads promoted products 

such as bridal gowns, veils, and bridesmaids dresses. Opposed to other ad categories, such as 
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travel ads, food/beverage ads, and household ads, fashion ads seemed to reinforce superficial 

messages by focusing on how women should look on their wedding day. In particular, the 

female models in the sampled fashion ads seemed to repeatedly establish a fantasized ideal 

for how women should dress as brides by showcasing the models wearing a multitude of 

gowns. 

Furthermore, approximately 80% of the examined ads in this study only pictured 

female models and did not show male models. This finding suggests that Brides magazine 

advertisers prefer to exclusively focus on females. Thus, Brides advertisements tended to 

portray weddings as occasions that are primarily for women and less for men, as the 

advertisements seemed to almost remove men from the act of marriage altogether. In this 

way, the advertisements reinforce societal ideologies that a wedding is a bride’s “special 

day” and a female-focused event. Additionally, most readers of Brides are women, so the 

readers of this publication predominantly consume ad images that depict their own gender 

(“Brides Media Kit,” 2012). As this chapter continues to discuss this study’s findings in 

terms of gender roles, beauty ideals, and socioeconomic representations, social comparison 

theory should be considered. As noted in Chapter Two, this theory contends that people 

compare their own characteristics to individuals that are similar to themselves (Festinger, 

1954). When this theory is applied to mass communication studies, it is believed that 

individuals compare themselves to those depicted in the media. Accordingly, women viewing 

bridal ads see a considerable number of female models and are, therefore, likely to compare 

their own characteristics, physical traits, and material possessions to the women depicted in 

these advertisements. 
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Female Gender Roles 

 Utilizing a modified version of Goffman’s (1979) gender stereotype categories, 

Objectification, Feminine Touch, Location, and Licensed Withdrawal were prevalently 

depicted in Brides advertisements. In terms of Objectification, nearly 89% of the female 

models appeared in ads where the primary purpose of the ad was to gaze upon the women 

pictured. These ads tended to give the impression that females are mere objects to be looked 

at by others or, in this case, to be looked at by other females. As discussed in the second 

chapter, ideologies go unquestioned and can influence human knowledge (Miller, 2005). The 

frequency of the Objectification category in the examined ads substantiates that this gender 

role is a widely accepted norm for females.  

Previous research has demonstrated that women are objectified in print 

advertisements, especially within magazines that focus on beauty or fashion themes (Conley 

& Ramsey, 2011; Linder, 2004; Stankiewicz & Rosselli, 2008). Therefore, the prevalence of 

the Objectification category among the examined bridal ads was not exceedingly surprising, 

as the findings confirm an already held belief regarding this stereotype. In a few instances, 

however, ads in the sample more predominately pictured a male model compared to a female 

model, thus limiting the objectification of the women pictured in these specific ads. Figure 2 

is one example of this type of ad. As can be seen, the primary purpose of this ad is to gaze 

upon the male model, as this particular fashion ad is for Men’s Warehouse. Since the 

intention of this ad was for readers to look at the male model (not the female model), this ad 

was not coded under the Objectification category, but it is significant to note the text in the 

ad, which reads, “When everyone is looking at you, you’ll be looking at him.” Despite the 

focus on the male model in Figure 2, the text still speaks directly to women readers of Brides 
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and suggests that the role of a woman, especially on her wedding day, is to be gazed upon by 

others. 

  After Objectification, the next most common gender stereotype portrayed by the ads 

was Feminine Touch—78% of the ads were coded within this category. Here, women were 

shown gently touching themselves or using their hands to outline, cradle, or lean against an 

object or a person. Notably, Goffman (1979) described self-touching as conveying a sense of 

fragility. He also suggested that touching oneself or others could have sexual connotations in 

relation to one’s body. Figures 3-5 are examples of sampled ads that blatantly signified 

Feminine Touch characteristics. As observed, the women in these ads used their hands to 

overtly signify effeminacy. After all, it seems almost absurd to imagine a male model 

utilizing his hands in the same ways as the females pictured in these ads. Ultimately, the 

excessive reoccurrence of Feminine Touch within the sampled ads supported a stereotype 

that women are delicate and should be gentle to the touch. 

 Findings regarding Feminine Touch should not indicate that there is anything wrong 

with women who look or behave in a delicate manner. An issue, however, is that such a large 

majority of the female models in Brides ads are displayed in this same way, so there were 

simply not many women shown without Feminine Touch characteristics. In turn, the models 

in these bridal ads seemed to reinforce the stereotype that females should look and feel 

fragile and delicate. These characteristics are often associated with emasculation or weakness 

in Western society. Repeatedly showing females with Feminine Touch characteristics 

establishes an ideology that women are expected to act gently and look delicate in order to 

“meet” feminine standards. Similarly, this ideology also implies that it is a sign of weakness 

for a man to display Feminine Touch traits. Models with Feminine Touch attributes subtly 
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serve to emphasize the male gender as a stronger sex and the female gender as a weaker, 

more delicate sex. 

 Approximately 73% of the Brides ads were coded within the Location category. 

Among these ads, models were shown in indistinguishable environments, such as in front of 

drapery or solid-colored backgrounds. Linder (2004) described that models who meet the 

Location stereotype are shown in settings that do not allow for purposeful activities. Within 

Linder’s study, 837 advertisements published in Vogue between 1975 and 2002 were 

examined. Among these ads, 30% were coded to meet the Location category. While Linder’s 

study was longitudinal and her sample size was much larger than the present study, it can be 

supposed that Brides ads may tend to show the Location category more often than Vogue ads 

or perhaps even ads within other fashion magazines. However, further research is needed to 

corroborate this claim.  

 Figures 6 and 7 are two examples of sampled ads that meet the Location category. 

Here, female models are decontextualized and placed in front of purposeless and empty 

backgrounds. The objectification of the women in these images is further emphasized by the 

bare backgrounds. Furthermore, women shown in front of indistinct backgrounds seem to 

suggest that the media confines females to non-public spheres. Umiker-Sebeok (1996) used 

Goffman’s categories to examine 1,006 ads published between 1993 and 1994 within a wide 

array of American magazines. Her findings indicated that male models were more likely than 

female models to be associated with public spaces. Brides ads, which rarely showed women 

outdoors or in public spaces, subtly emphasized a stereotype that women belong in private, 

domestic, or concealed domains. 
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Licensed Withdrawal was also prevalently displayed within the ads. Nearly 60% of 

the sampled ads represented this category. In these ads, models were shown looking away 

from the immediate scenes or covering their faces or mouths with their hands or an object. 

These models consequently appeared vulnerable and somewhat absent from the images. 

Goffman (1979) also contended that models illustrating Licensed Withdrawal characteristics 

appeared disoriented and physiologically removed from social situations. According to 

Goffman, these models seemed dependent on the protectiveness of others who may or may 

not be pictured in the ads. Similar to the present study, Hovland, McMahan, Lee, Hwang, and 

Kim (2005) examined 160 advertisements from Good Housekeeping and Glamour published 

in 2000 and 2001. They found about 46% of the ads to represent the Licensed Withdrawal 

category. Compared to Hovland et al.’s research, findings from the present study indicated 

that Licensed Withdrawal may be slightly more prevalent in bridal ads compared to fashion 

or general interest women’s magazines. 

 Figures 8-10 are sampled ads that demonstrated models displaying the Licensed 

Withdrawal category. Figures 8 and 9 both show models with their heads cocked downward. 

These models do not embody a sense of confidence or alertness. Rather, their postures depict 

a shy and withdrawn demeanor. Figure 10 shows a model looking away from the immediate 

scene. Here, the reader is given the impression that the model is self-absorbed, drifting away 

in her own thoughts or wedding fantasies. Repeatedly showing female models in vulnerable 

stances such as these may serve to visually disempower women. In accordance with Linder 

(2004), this study argues that stereotyping women through the Licensed Withdrawal category 

associates women with “lower degrees of social power and control” (p. 419).  
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 Opposed to the four aforementioned gender role categories, Ritualization of 

Subordination was not illustrated in the majority of the sampled ads. A little more than 30% 

of the ads showed women confined by a man’s embrace or physically lowering themselves, 

such as by sitting on the floor or lying on a sofa. Figures 11 and 12 are examples of sampled 

ads in which Ritualization of Subordination was represented. Perhaps the small presence of 

the Ritualization of Subordination category was due to the minute amount of male models 

shown throughout the examined ads along with the advertisers’ primary focus on the female 

gender. Nonetheless, findings indicated that Ritualization of Subordination was more likely 

to appear in jewelry and travel ads. Perhaps this is due to the number of male models in these 

ad types. Notably, nearly 73% of the jewelry ads and 100% of the travel ads contained male 

models. Figure 13 displays Ritualization of Subordination in a sampled travel ad, and Figure 

14 displays Ritualization of Subordination in a sampled jewelry ad. In both ads, an embrace 

of a male model confines the pictured females. 

 A little more than 3% of the sampled ads depicted the Body Display category. This 

category represented females who wore body-revealing clothing. Kang (1997) similarly 

studied 248 ads in 1991 issues of Vogue, Mademoiselle, and McCall’s. Nearly 32% of these 

ads showed the Body Display category. Compared to Kang’s findings, the minimal 

appearance of the Body Display category in Brides suggests that bridal ads might be more 

conservative in nature compared to ads in fashion or general interest women’s magazines. 

This could indicate that bridal advertisers have a traditional view toward women, as the 

conservative nature of the sampled ads seemed to reinforce orthodox ideological thinking, 

such as the idea that a bride is an exemplar of pureness and virginity. The conservative 

quality of bridal ads could contribute to a more conservative nature of bridal magazines as a 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

57 
 

whole. Findings additionally revealed that the Body Display category was more likely to be 

illustrated in beauty and travel ads within Brides. A variety of travel ads featured tropical 

destinations and showed female models wearing swimsuits. Figure 15 is one such example. 

This, in turn, might have increased the likelihood of the Body Display category among travel 

ads. Furthermore, since beauty ads did not necessarily showcase women wearing wedding 

clothing, it can be presumed that this ad type more readily portrayed sexually-explicit 

images. Figures 16 and 17 are two examples of sampled beauty ads that were coded within 

the Body Display category. However, since the Body Display category was found so seldom 

in the sampled ads, it could essentially be considered non-applicable in Brides ads. 

 Overall, the prevalence of female gender stereotypes in Brides magazines could have 

societal implications. Kang (1997) argued, “[Advertisements] are merely designed to 

naturalize people and things in such a way as to maximize demand by defining social 

relations in terms of the consumption of goods” (p. 995). Perhaps, Brides advertisers presume 

that they must show women in stereotypical and traditional gender roles in order to profit 

from the products they sell. After all, nearly every examined advertisement contained at least 

one female gender stereotype. If the media does indeed shape personal beliefs and attitudes, 

then Brides readers may accept the way women are portrayed in bridal ads as reality. Images 

in Brides ads may mold expectations of how men and women should conduct themselves. 

Women may even come to believe that their function in society is to be objectified, delicate, 

isolated to non-public spheres, and vulnerable. When the theory of social comparison is taken 

into account, it seems likely that Brides readers may mimic the stereotypical behavior of the 

depicted models in order to live up to societal expectations regarding femininity.  
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Beauty Ideals 

 Beauty ideals were measured for the sampled models in terms of body size, skin 

color, and flawlessness. Concerning body size, nearly 90% of the examined models in Brides 

ads were coded as thin, while only about 9% were coded as average and 1% as heavy. These 

findings corresponded with previous research that found thin body types to dominate female 

models in print media (Malkin et al., 1999; Sypeck, Gray & Ahrens, 2004; Wasylkiw, Emms, 

Meuse & Poirier, 2009). Given that the majority of the advertisements in Brides are fashion 

ads containing female models, it is not surprising that thin body types were prevalent. With 

consumption goals in mind, fashion designers deem their clothing to look best when thin 

females wear their designs. As a result of showcasing their clothes on thin body types, 

fashion corporations presumably believe that more people will purchase their products. 

Notably, average-sized models were more likely to appear in jewelry, beauty, and wedding 

media ads. While these ad types may be more willing to showcase average-sized females, it 

is important to keep in mind that a model was coded under the average body type category if 

her face was the only part of her body that was visible. Seeing how the jewelry, beauty, and 

wedding media ad types did not advertise clothing, it is likely that these ad types often 

pictured female models’ faces without showing the rest of their bodies. 

According to the Centers for Disease Control and Prevention, the average height for 

an American woman in 2011 was 63.8 inches and the average weight was 164.7 pounds 

(“Body Measurements,” 2011). Based on this data, the average American woman would not 

meet the visual standards to be classified as thin by the three-point picture scale utilized in 

this study. In fact, the majority of models in Brides ads depict a thin body size that is not 

attainable for most females. Remarkably, all models coded with a heavy body type were 
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Black/African American. This finding suggests that advertisers may be more willing to show 

a heavy model if the model does not meet the light skin tone standard. At the same time, 

however, this difference may reflect a different body ideal within the Black/African 

American culture. Regardless, most of the Black/African American models were still coded 

as thin, which could indicate a stubborn hegemonic preference among advertisers for the thin 

ideal, regardless of a model’s race.  

In relation to social comparison theory, Tiggemann and McGill (2004) and 

Tiggemann and Polivy (2010) argued that females who make comparisons to thin women in 

the media may feel that their own self-images are lacking. These sorts of comparisons can 

cultivate overall body dissatisfaction and even depression (Tiggemann & McGill, 2004). 

Moreover, Neighbors and Sobal (2008) found that brides-to-be have heightened sensitivity 

toward their weight prior to their weddings and that many skip meals, fast, or take diet pills. 

Based on this study’s findings, it seems plausible that the thin ideal represented in Brides ads 

could contribute to negative feelings towards readers’ body images or even foster extreme 

weight loss habits among readers that consume this magazine. 

Almost all of the models in Brides ads were flawless in nature. About 96% of the 

models had no blemishes or wrinkles, impossibly smooth skin tone, and appeared highly 

airbrushed. Figure 18 is an example of a sampled ad that epitomized the flawless category. 

On a rare occasion, models in Brides ads did not appear overly airbrushed. Figure 19 is one 

such example. Of note, non-flawless models were also more likely to fall within the average 

body size category, and non-flawless models were more likely to be African American/Black 

or Central Asian/Indian/Pakistani. These findings indicated that advertisers may be more 

willing to show a model that is not flawless if the model does not meet other beauty ideals, 
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such as having a thin body type or a light skin tone. Non-flawless models were also more 

likely to appear in health/fitness, travel, and household ads. This is not surprising since these 

ad types are usually not associated with physical attractiveness to the extent of fashion or 

beauty ads. Still, the sizeable amount of flawless models in the ads seemed to dictate a 

standard of physical perfection for women. When taking social comparison theory into 

account, brides-to-be that read the magazine may feel pressure to live up to the societal 

norms of flawlessness and bodily perfection. Ads in Brides may ultimately work to reinforce 

an ideology that a woman should appear physically perfect on her wedding day. 

Regarding skin color, approximately 85% of the sampled models were coded as 

Caucasian, and only about 15% were coded to be another race. Out of the non-Caucasian 

models, about 7% were coded as Hispanic/Latino/Mexican American and nearly 6% were 

coded as African American/Black. Outside of these races, the representation of all other 

minority races (Asian American/Pacific Islander/Chinese/Japanese/Korean and Central 

Asian/Indian/Pakistani) was almost nonexistent. Compared to actual population figures, 

Brides ads vastly over-represented Caucasian models and under-represented all minorities. 

While it is possible that minorities may access other magazines that are more specifically 

tailored to their unique cultural wedding traditions compared to Brides, Frisby and Engstrom 

(2006) found that non-Caucasian brides, particularly African Americans, read magazines 

such as Modern Bride, Elegant Bride, and Brides. As noted by Frisby and Engstrom, 

exposure to all-white models in bridal magazines “may send a message … that this society 

values lighter skin models; this unintended message may reinforce the notion that having 

dark skin carries a stigma” (p. 13). Non-Caucasian Brides readers may additionally feel that 

they are unable to live up to Caucasian standards of beauty.  
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Duke (2000) alternatively argued that minorities who read popular American 

magazines, especially teen magazines, may have resistant interpretations to  

Caucasian-oriented material and may not be negatively impacted by an overabundance of 

Caucasian images. In other words, minorities may read Brides, yet they may not compare 

themselves to the Caucasian models because they do not identify with them. Still, even if 

minorities do not identify with or negatively compare themselves to light-skinned female 

models, it does not mean that the status quo should be maintained. Brides’ total audience is 

estimated to be 5.1 million people (“Brides Media Kit,” 2012). Due to its large readership, 

Brides’ editors and advertisers should take steps to more readily represent the diverse 

American population. This would include not only showing more non-Caucasian models but 

also featuring images that represent the diverse cultural wedding rituals of all ethnicities. 

Furthermore, findings indicated that African American/Black models were more 

likely to be found in food/beverage ads as well as wedding media ads, Asian American/ 

Pacific Islander/Chinese/Japanese/Korean models were more likely to be found in jewelry 

ads, and Central Asian/Indian/Pakistani models were more likely to be found in household 

ads. Still, none of the minority groups were more likely to be found in fashion and beauty 

ads. Since these two ad types focus on females’ physical features and are so prevalent in 

Brides, actions should be taken to showcase more minorities within fashion and beauty ads.  

Socioeconomic Ideals 

Nearly 90% of the examined ads were found to be affluent in nature, while only about 

10% of the examined ads were seen as non-affluent. In affluent ads, models often wore tiaras, 

excessive jewelry, or ornate gowns. The backgrounds of these ads frequently featured 

mansions, cityscapes, yachts, or resorts. Figures 20-22 are sampled ads that exemplified the 
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affluent category. The findings of this study corresponded with previous scholars who argued 

that the media tends to emphasize the consumer-oriented and upper-class nature of the 

wedding industry (e.g., Boden, 2003; Currie, 1993; Engstrom, 2008; Ingraham, 2008; Lewis, 

1997; Mead, 2007; Otnes & Scott 1996). The copious affluent ads seemed to reinforce the 

societal ideology that weddings entitle brides to resemble royalty or become “princesses for a 

day.” Results also indicated that non-flawless models and average-sized models accounted 

for in the sample were more likely to appear in non-affluent ads. Figure 23 is one such 

example. This finding signifies that advertisers may associate women that do not meet certain 

beauty ideals with lower socioeconomic classes. 

When taking the theory of social comparison into account, Yang and Oliver (2010) 

contended that overidealized depictions of wealthy individuals in the media might cause 

individuals to feel materialistically deprived. In terms of Brides ads, readers may view the 

publication and make upward socioeconomic comparisons to the affluent ads. This could 

result in feelings of negative life-satisfaction if readers do not feel they have the means to 

live up to the wealthy models or lavish lifestyles depicted. At the same time, images in 

Brides ads could also encourage women to spend above their means for their wedding days, 

thus resulting in debt or other economic hardships long after a bride-to-be ties the knot.  

The socioeconomic emphasis on weddings in the media may also take away from the 

actual purpose of marriage. At its core, a wedding is a ritual, which socially, legally, and 

often spiritually binds two individuals as husband and wife. By excessively focusing on 

superficial components of weddings, the media may convolute weddings into something they 

are not. Because images in wedding media, such as bridal ads, seem to be focused on ornate 

wedding gowns, lavish receptions, and opulent décor, Americans may begin to put the actual 
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significance of weddings to the side. The consumer-oriented and upper-class nature depicted 

in wedding media, could conceivably distort people’s perceptions. Over time, weddings 

could become less about the union of two individuals and more about an ostentatious ritual 

focused on external elements. 

Research Limitations 

 While this study provided substantial insight into Brides ads published in 2011, this 

research faced a variety of limitations both in terms of the study’s design and regarding the 

content analysis methodology itself. First, the sample size for this study was limited to four 

issues of Brides. It might have been more beneficial to have examined every Brides issue 

published in 2011 or ads in other bridal magazines in order to make more generalizable 

claims. Furthermore, this study assumed readers consumed Brides in its entirety and focused 

exclusively on advertisements. Some readers, however, may disregard the magazine’s ads 

altogether and exclusively focus on the publication’s editorial content. In turn, similar studies 

should consider female models in the magazine’s editorial content as well as its ads.  

 The findings of this study were also limited to the structure of the codebook. Future 

research should utilize a more detailed coding system. For instance, the gender role variables 

were examined based on overall ads and not with regard to each sampled model. In other 

words, the coder answered “yes” or “no” as to whether each gender role was present in the 

sampled ads. While this gave insight into gender role stereotypes present within Brides, 

results did not indicate how many examined models were classified within each gender role 

category. Additionally, it would have been beneficial for the codebook to ask more detailed 

questions for each gender role category. For instance, instead of answering “yes” or “no” as 

to whether Ritualization of Subordination was present for each ad, multiple questions could 
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have been posed in the codebook that directly related to this category. (e.g., “Is a woman 

shown lying on a mattress?” or “Is a woman shown confined by a man’s embrace?”) Future 

research should use more detailed coding schemes in order to gain thorough results. 

 Like any research methodology, content analysis also has its strengths and 

weaknesses. Even though content analyses are systematic, objective, and quantitative, they 

are ultimately used to describe communication content. In turn, content analyses cannot 

prove effects. Riffe et al. (2008) noted, “Content analysis by itself can only illuminate 

patterns, regularities, or variable relations. … Content analysis cannot alone illuminate the 

antecedent causes producing those patterns in the content, nor can it explain the subsequent 

effects that content produces in some social system” (p. 159). While this study revealed how 

women in Brides advertisements were represented in terms of female gender roles, beauty 

ideals, and socioeconomic class, the findings themselves did not provide concrete 

understanding as to why bridal ads depict women in certain ways or the effects these 

representations have on those who consume these magazines. As discussed throughout the 

present chapter, this study did, however, make postulations regarding causes and effects 

based on theory and previous research. 

 Another limitation to content analysis research is that the results are limited to the 

definitions used. In the current study, female gender roles, socioeconomic class, and beauty 

ideals were examined based on the variables and the definitions outlined in Chapter Three. 

For instance, a modified version of Goffman’s (1979) categories was used to operationalize 

female gender roles. Wimmer and Dominick (1983) argued that different content analyses 

might use different definitions and categories to measure the same concept. Caution must 

therefore be taken when comparing the findings of this study to other content analyses that 
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employed different operational definitions or when comparing the findings to previous 

studies that have examined women in magazines.  

 Content analyses also focus on manifest rather than latent meanings. According to 

Riffe at al. (2008) manifest meaning is “the shared meaning most people apply to given 

symbols” while latent meaning centers on “the individual meaning given by individuals to 

symbols” (p. 37). As such, content analysis researchers should take great care in explicitly 

defining variables as well as obtaining reliability. Neuendorf (2002) argued that reliability 

confirms that a coding system is not restricted to application by a single individual. Even 

though reliability was sought, tested, and achieved in this study, it is important to take into 

account that people can face discrepancy when defining the meanings of common symbols. 

For instance, the reliability scores for the flawlessness (κ =.71) and body size (κ = .72) 

variables were just above the acceptable level (κ = .70) in this study, thus indicating that 

people may have unrecognized and varied interpretations of these categories despite the 

definitions presented in the codebook. Consequently, an added limitation was that objectivity 

and quantification in content analysis research required the coders in this study to restrict 

themselves to solely studying manifest meanings.  

 There are also limitations to content analyses that arise from researchers or coders 

themselves. The primary and secondary coders in this study were Caucasian and female. This 

may have had an impact on how beauty ideals and female gender roles were coded. If some 

models in the ads had ambiguous skin tones, coders of a different race would have perhaps 

characterized those models as being non-Caucasian while the coders in this study may have 

seen those models as being Caucasian. Similarly, a male coder would possibly have had 

different perceptions regarding whether an ad represented particular female gender role 
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categories. Regarding Body Display, a male coder could conceivably have a different 

standard for what constitutes as “revealing” clothing compared to the standard of a female 

coder. Despite these limitations, this research aimed to be as objective as possible by clearly 

defining each variable, training the coders, and providing visual aids in the codebook. 

Conclusion 

 The results of this study indicated that Brides ads predominately pictured women who 

illustrated stereotypical gender roles and who were thin, white, flawless, and wealthy. 

Stereotyping largely occurred with regard to objectifying female models (Objectification), 

showing women as delicate (Feminine Touch), depicting women in indistinguishable and 

non-public environments (Location), or illustrating female models as withdrawn from scenes 

(Licensed Withdrawal). According to Linder (2004), “Images [in advertisements] are 

associated with the way women are treated, looked upon, and feel about themselves”  

(p. 419). If advertisements do indeed impact women as well as our attitude toward them, then 

this study’s findings are unsettling. Women may see Brides ads and feel that they need to live 

up to stereotypical depictions of their gender. The images in the ads may ultimately support 

hegemonic ideals that benefit society’s patriarchal values. 

 Furthermore, the models in Brides ads emphasized northern European body image 

ideals, as most of the models were white, thin, and flawless. Conley and Ramsey (2011) 

discussed that idealistic female models in magazine ads are tied to the intent of advertising, 

which is to sell products. A flawless female may appear in a beauty ad to show a desired 

result from using a certain beauty product. Conley and Ramsey argued that “although this 

tactic might sell the product, it is also selling a view of how women in American society are 

supposed to look” (p. 475). Unfortunately, Brides ads are heavily skewed toward showing 
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physically homogeneous female models. Females reading this magazine may look to the 

models in the ads and believe that they cannot live up to the depicted ideals. Approximately 

40% of Brides readers self-identify as African American or Hispanic, and nearly 2.2 million 

couples get married in the United States each year (“About Our Magazine,” 2012; Farhi, 

2012). Given the diversity among Brides readers and brides-to-be, advertisers should depict 

females that have a wide array of skin tones, body sizes, and physical features. 

 Nearly all of the examined ads in Brides represented an affluent socioeconomic class. 

These ads reinforced themes of consumption and materialism with regard to the wedding 

industry. Over time, ads in Brides may aid in transforming intimate wedding traditions into 

rituals of consumption. Readers of Brides may also come to feel disheartened or unfulfilled if 

they find that their current socioeconomic statues do not correspond with depictions in Brides 

ads. To ameliorate these sentiments, magazine readers may attempt to purchase advertised 

products in Brides. While this will bring profit to advertisers, the readers themselves may not 

have the economic means to truly embody affluent representations even after purchasing 

certain products. Readers, in turn, may be left with feelings of discontent. 

Notably, since this research was conducted, Keija Minor, an African American 

woman, was named the editor-in-chief of Brides in September 2012. Minor is the first person 

of color to hold the title of editor-in-chief at any Condé Nast publication (Farhi, 2012). With 

new leadership, the representation of women in Brides ads could change not only in terms of 

beauty ideals but also regarding gender roles and socioeconomic class. Additionally, Brides 

announced in August 2012 that it would revert to a bimonthly publication schedule in 2013 

(Farhi, 2012). This, in turn, could increase the amount of ads within each issue of Brides as 

well as the types of advertisers within the publication.  
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 A few studies logically follow from this research. First, a comparative content 

analysis could be conducted, which would examine how the representation of women in 

Brides ads compares to the representation of women in other magazines, such as fashion or 

beauty magazines. Another comparative content analysis could be conducted to compare the 

representation of women in Brides ads to women depicted in other bridal media, such as 

wedding blogs. Since most blogs are not linked to large publishing companies, this medium 

may communicate counter messages by depicting more diversity in terms of gender roles, 

beauty ideals, and socioeconomic class. For example, a wedding blog may be more willing to 

showcase “DIY” (“Do It Yourself”) weddings for brides and grooms that are on moderate 

budgets. A longitudinal content analysis could also be conducted to examine how 

representations in Brides ads have changed over the last 80 years since the publication’s 

inception. Furthermore, this study provides justification for qualitative and experimental 

studies. For example, researchers could interview brides-to-be to gain insight into how these 

women use and make sense of bridal magazines. Experimental studies could also be 

conducted to determine the effects, if any, that Brides readers face from viewing an 

overabundance of upper-class ads that contain white, thin, and flawless females. 

 In sum, this study examined the representation of women in a sample of Brides 

magazine advertisements published in 2011. The depictions of women in the advertisements 

were considered in terms of female gender roles, beauty ideals, and socioeconomic class. 

Results from a content analysis revealed that contemporary bridal magazine advertisements 

largely pictured women who exemplified stereotypical gender roles and who were thin,  

light-skinned, and flawless. Furthermore, female models in the ads were primarily pictured in 

affluent contexts that signified upper-class status. The homogeneous and idealistic nature of 
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the women depicted in Brides ads should encourage bridal magazine editors and advertisers 

to depict women more conscientiously. These publications should take action to portray 

diversity among female models and to cease stereotypical representations of women. 

Ultimately, this study adds to previous research regarding the representation of women in the 

media and can serve as a foundation for future research concerning wedding-oriented media. 
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Table 1 

Summary of Ads within the Sampling Frame 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Brides Issue 

 
 

Total Number of 
Pages in Magazine  

 
Number of 
Full-Page/  

Full-Page+ Ads 

Number of 
Full-Page/ 

Full-Page+ Ads that  
Fit Sample Criteria 

 
May 2011 

 
298 

 
106 

 
78 

 
July 2011 

 
224 

 
77 

 
67 

 
October 2011 

 
304 

 
119 

 
92 

 
December 2011 

          
         270 

 
102 

 
77 

 
Total 

 
1,096 

 
404 

 
314 
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Table 2 

Ratios of Full-Page/Full-Page+ Ads to the Total Number of Pages in Each Sampled 
Magazine  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Brides Issue 

Total Number of 
Pages in 

Magazine  

Number of 
Full-Page/ 

Full-Page+ Ads 

 
 

Ratios 
 
May 2011 

 
298 

 
106 

 
.36 

 
July 2011 

 
224 

 
77 

 
.34 

 
October 2011 

 
304 

 
119 

 
.39 

 
December 2011 

 
270 

 
102 

 
.38 
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Table 3 

Ad Types Represented within the Sampled Ads 

 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
Ad Type 

Number 
Represented  

within the Sample 

 
% Represented  

within the Sample 
 
Fashion 

 
243 

 
77.39% 

 
Beauty 

 
30 

 
9.55% 

 
Household 

 
13 

 
4.14% 

 
Jewelry 

 
11 

 
3.50% 

 
Travel 

 
10 

 
3.18% 

 
Wedding Media 

 
4 

 
1.27% 

 
Health/Fitness 

 
1 

 
.32% 

 
Food/Beverage 

 
1 

 
.32% 

 
Wedding Décor & Invitations 

 
1 

 
.32% 

 
Total 

 
314 

 
100% 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

85 
 

Table 4 

Ads Represented by Each Gender Role Variable 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Female Gender Roles 

Number of Ads 
Representing 

the Gender Role 

% of Ads 
Representing the 

Gender Role 
 
Objectification 

 
278 

 
88.53% 

 
Feminine Touch 

 
245 

 
78.03% 

 
Location 

 
243 

 
77.39% 

 
Licensed Withdrawal 

 
188 

 
59.87% 

 
Ritualization of Subordination 

 
97 

 
30.89% 

 
Body Display 

 
10 

 
3.18% 
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Table 5 

Percent Race of Actual Population and Female Models in Brides Ads 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Note. The Hispanic/Latino/Mexican American Census percentage was derived from the 
percent of people that self-identified as Hispanic/Latino in the 2010 Census. The Asian 
American/Pacific Islander/Chinese/Japanese/Korean/Central Asian/Indian/Pakistani Census 
percentage was derived by combining the percent of people in the U.S. that self-identified as 
Asian with the percent of people that self-identified as Native Hawaiian/Pacific Islander. 
 
 

 

 

 

 

 

 

 

 

 

 

 
Race Category 

U.S. Census  
2010 Estimate 

Female Models  
in Brides Ads 

 
Caucasian 

        
       65.29%  

 
85.42% 

 
Hispanic/Latino/Mexican American 

 
16.75% 

 
7.29% 

 
African American/Black 

 
12.91% 

 
5.61% 

 
Asian American/Pacific Islander/ 
Chinese/Japanese/Korean/ 
Central Asian/Indian/Pakistani 

 
 

5.05% 

 
 

1.68% 
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Table 6 

Number of Model Body Types Represented for Each Race Category 

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Race Category 

 
Thin 

 
Average 

 
Heavy 

 
Totals 

 
Caucasian 

 
416 

 
41 

 
0 

 
457 

 
Hispanic/Latino/Mexican American 

 
37 

 
2 

 
0 

 
39 

 
African American/Black 

 
19 

 
4 

 
7 

 
30 

 
Asian American/Pacific Islander/ 
Chinese/Japanese/Korean 

 
8 

 
0 

 
0 

 
8 

 
Central Asian/Indian/Pakistani 

 
1 

 
0 

 
0 

 
1 

 
Totals 

 
481 

 
47 

 
7 

 
535 
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Figure 1. Selection process used to determine sampled ads that were coded in this study. 
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Figure 2. Example of a sampled ad in which a male model is objectified. 
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Figure 3. Example of a sampled ad in which Feminine Touch is depicted. 
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Figure 4. Example of a sampled ad in which Feminine Touch is depicted. 
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Figure 5. Example of a sampled ad in which Feminine Touch is depicted. 
 

 
 
 
 
 
 
 
 
 
 
 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

93 
 

Figure 6. Example of a sampled ad in which Location is depicted. 
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Figure 7. Example of a sampled ad in which Location is depicted. 
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Figure 8. Example of a sampled ad in which Licensed Withdrawal is depicted. 
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Figure 9. Example of a sampled ad in which Licensed Withdrawal is depicted. 
 

 
 

 
 
 
 
 
 
 
 
 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

97 
 

Figure 10. Example of a sampled ad in which Licensed Withdrawal is depicted. 
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Figure 11. Example of a sampled ad in which Ritualization of Subordination is depicted. 
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Figure 12. Example of a sampled ad in which Ritualization of Subordination is depicted. 
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Figure 13. Example of a sampled travel ad in which Ritualization of Subordination is 
depicted. 
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Figure 14. Example of a sampled jewelry ad in which Ritualization of Subordination is 
depicted. 
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Figure 15. Example of a sampled ad in which Body Display is depicted. 
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Figure 16. Example of a sampled ad in which Body Display is depicted. 
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Figure 17. Example of a sampled ad in which Body Display is depicted. 
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Figure 18. Example of a sampled ad in which flawlessness is depicted by a female model. 
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Figure 19. Example of a sampled ad in which flawlessness is not depicted by a female 
model. 
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Figure 20. Example of a sampled that is affluent in nature. 
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Figure 21. Example of a sampled that is affluent in nature. 
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Figure 22. Example of a sampled that is affluent in nature. 
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Figure 23. Example of a sampled non-affluent ad that depicts a non-flawless and  
average-sized model. 

 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

111 
 

APPENDIX A 
 

Codebook: Brides Magazine Advertisements 
 

Instructions: For each ad in the sample, code the following measured variables with the 
appropriate number that corresponds with the ad. 
 
I. Selection Criteria  
First, answer the following four questions to determine if the ad fits within the sample: 
 
Does the ad span at least one full page? 
Full-page ads are pages in which one, single advertisement dominates at least one entire 
page, which contains minimal or no magazine content. 
(1) No/Yes: _____ 
No=0 
Yes=1 
 
Does the ad contain at least one female human subject? 
Female human subjects are actual women and do not include drawn illustrations of women. 
(2) No/Yes: _____ 
No=0 
Yes=1 
 
Do the female human subject(s) appear to be over the age of 15? 
(3) No/Yes: _____ 
No=0 
Yes=1 
 
Are the female human subject(s) clearly in focus with at least half of their face(s) visible? 
(4) No/Yes: _____ 
No=0 
Yes=1 

 
 
 
 
 
 
 

II. Number of Pages 
(5) Specify the exact number of pages the ad spans: _____ 
 
 
 
 
 

If you answered Yes=1 to ALL four of the previous 
questions, then the ad meets the sample criteria.  

In this case, please proceed by examining the ad to answer 
the remaining questions in the codebook. 

 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

112 
 

III. Ad Type  
Specify the ad type based on the following categories: 
 
See Appendix B for a list of brands frequently advertised in wedding-oriented media with 
their corresponding ad type. If a brand is not listed in Appendix B and there is ambiguity 
coding the ad, answer according to visual cues. (E.g., If there is discrepancy coding an ad 
under the jewelry or fashion categories, decide if the ad more prominently displays jewelry 
or clothing. Then, code the ad type accordingly.) 
 
(6) Ad Type: _____ 
 
Jewelry=0 
Ads that promote jewelry items. (e.g., ads for rings, watches, earrings, necklaces, precious 
metals, etc.) 
 
Fashion=1 
Ads for clothing, shoes, or accessories other than jewelry, as well as ads for style/fashion 
events. (e.g., ads for bridal gowns, tuxedos, veils, fashion shows, etc.) 
 
Beauty=2 
Ads that promote the enhancement of one’s physical appearance with little to no health 
benefits. (e.g., ads for makeup, lotion, face wash, perfume, nail polish, under eye/wrinkle 
cream, etc.) 
 
Health/Fitness=3 
Ads for products that attempt to improve one’s physical condition or overall health. (e.g., ads 
for dieting, fitness regimens, medications, etc.) 
 
Household=4 
Ads that feature items for the home. (e.g., ads for gift registries, home furniture, interior 
décor, cookware, etc.) 
 
Travel=5 
Ads that promote tourism or vacation destinations. (e.g., honeymoon ads) 
 
Food/Beverages=6 
Ads that endorse edible products that are not related to one’s health or physique. (e.g., ads for 
candy, coffee, soda, restaurants, etc.) 
 
Wedding Décor & Invitations=7 
Ads for décor (including linens, candles, place cards, and favors) or ads for wedding 
invitations. 
 
Wedding Media=8 
Ads for wedding-themed TV shows, publications, websites, blogs, or mobile apps. 
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IV. Female Gender Roles 
For each variable, code yes or no to signify if any women depicted in the ad fall within each 
category: 
 
See Appendix C for visual examples regarding each female gender role category listed 
below. 
 
Feminine Touch –  
o When a woman touches her hair, veil/headpiece, face, lips, hips, or slightly below her 

hips.  
o Also, when a woman uses her hands to outline, cradle, gently hold, lean against, or stroke 

an object/person. 
o Notes: Feminine Touch is present when a model is shown holding a bouquet or when a 

model wraps her arm around another model. Feminine Touch is not present when a model 
naturally rests her hands by her sides or on top of her lap. 

 
(7) No/Yes: _____ 
No=0 
Yes=1 
 
Ritualization of Subordination –  
o When a woman physically lowers herself by lying/slouching on a mattress or a sofa. 
o When a woman physically lowers herself lying/slouching/sitting on the floor (or on a 

space that seems near the floor). 
o When a woman is confined by a man’s embrace, including kissing a man.  
o When a woman is leaning on a man and/or dependent on him for support.  
o Note: A woman sitting upright in a chair or sofa does not reflect Ritualization of 

Subordination. 
 
(8) No/Yes: _____ 
No=0 
Yes=1 
 
Licensed Withdrawal –  
o When a woman is shown disoriented, not fully present, or somewhat absent from the 

scene, thus making her look vulnerable.  
o Includes images where a model covers her face/mouth with her hands/with an object as 

well as when a model is shown kissing a man.  
o Includes images when a model looks off/gazes away from the immediate scene.  
o Notes: Code Yes=1 when a model is not looking at other models in the scene nor is she 

looking directly at the camera. 
 
(9) No/Yes: _____  
No=0 
Yes=1 
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Body Display –  
o When a woman is shown wearing revealing, hardly any, or scantily clad clothing.  
o e.g., A model wearing a bikini, an unbuttoned blazer without clothing beneath, or an 

extremely short, body-hugging dress. 
 
(10) No/Yes: _____ 
No=0 
Yes=1 
 
Location –  
o When a woman is shown in domestic domains (e.g., a kitchen/bedroom).  
o Also, when a woman is seen in an indistinguishable environment that does not seem to 

have a purpose or allow for purposeful activities. e.g., A woman is pictured in front of 
drapery, a vague backdrop, or a solid colored background.  

o Notes: If a woman is blatantly pictured outdoors, code No=0 since she is pictured outside 
of a domestic domain.  

 
(11) No/Yes: _____ 
No=0 
Yes=1 
 
Objectification –  
o When it appears that the primary purpose of the ad is for magazine readers (or others 

pictured in the ad) to look at and gaze upon a woman displayed in the ad. 
 
(12) No/Yes: _____ 
No=0 
Yes=1 
 
V. Male Presence 
(13) Is there at least one male model pictured in the ad? _____ 
(Note: Only account for male models that appear to be over the age of 15.) 
No=0 
Yes=1 
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VI. Socioeconomic Representations 
See Appendix D for visual examples regarding the affluent socioeconomic category. 
 
(14) Is the overall ad affluent in nature? _____ 
No=0 
Yes=1 
 
Affluent Ads 
o May feature models wearing tiaras or excessive jewelry, especially diamonds. 
o May show models wearing overtly ornate or ball-like gowns. (Ornate gowns are made of 

luxurious fabric and have elaborate detail, such as excessive ruffles, multiple stitched on 
flowers, lavish crystals/diamonds, intricate lace, or detailed embroidery.) 

o May picture expensive-looking jewelry or fine crystal. 
o Backgrounds may include cityscapes, mansions, estates, luxury cars, expensive airplanes, 

resorts, exotic travel destinations, or lavish yachts. 
o May picture a celebrity or a recognizably wealthy individual. 
o The text may include words like “elegant,” “couture,” “luxury,” “royal,” or “princess.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



BRIDES MAGAZINE & ADVERTISEMENTS             
          
 

116 
 

VII. Beauty Ideals 
First, specify the number of women in the ad who appear to be over the age of 15, have at 
least half of their faces visible, and who are clearly in focus. (Notes: If the same model is 
pictured more than once in a single ad, only count for her once. Also, if a model is placed 
right in the centerfold/crease of a magazine and you cannot clearly see her face, then she 
should not be counted/considered “in focus.”) 
 
(15) Number of Women in Ad: _____ 
 
Code each woman in the ad (specified above) for the following three variables (i.e., body 
size, flawlessness, and skin color): 
 
Body Size – Code the woman as thin, average, or heavy based on the images below 
(Thompson & Gray, 1995). Pay special attention to collar bone lines, space between legs, 
narrowness of body, and visible skeletal frame. (Notes: If a model’s face is the only part of 
her body that is visible, then code that model as average. Also, if you face discrepancy 
categorizing, then code the model as average.) 
 
See Appendix E for visual examples regarding each body size category. 
 

     
      Thin=0  Average=1     Heavy=2 

  
(16) Body Size: _____ 
 
Flawlessness – Does the woman appear to be physically flawless? (i.e., She is highly 
airbrushed or has the illusion of perfect makeup/skin.)  
 
(17) No/Yes: _____ 
No=0 
Yes=1 
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Skin Color – Does the woman appear to be Caucasian? (i.e., The woman has light or white 
skin.) Note: Models that have ambiguously light skin should be coded as Caucasian. 
 
(18) Caucasian/Other: _____ 
Caucasian=0 
Other (NOT Caucasian)=1 
 
If the woman is NOT Caucasian, what race category does she most closely appear to be? 
 
(19) Race Category: _____ 
African American /Black=0 
Hispanic/Latino/Mexican American=1  
Asian American/Pacific Islander/Chinese/Japanese/Korean=2  
Central Asian/Indian/Pakistani=3  
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APPENDIX B 
 

Common Wedding-Oriented Brands & Ad Types 
 
Jewelry 
Blue Nile 
Cartier 
De Beers 
Hearts on Fire 
Helzberg  
Kay Jewelers 
Neil Lane  
Pandora 
Platinum 
Scott Kay 
Tacori 
Tiffany & Co. 
Triton 
Zales 
 
Fashion 
Alfred Angelo 
Allure Bridals 
Alma Novia 
Alvina Valenta 
Alyne 
Amalia Carrara  
Bari Jay 
Bel Aire Bridal 
Bill Levkoff 
Camille La Vie 
Casablanca Bridal 
CB Couture 
Da Vinci 
David’s Bridal 
Dessy Collection 
Ella  
Enzoani 
Essense 
Forever Yours 
Images 
Impression 
Ivy Lane Design 
Jennifer Salzman 
Jim Hjelm 
Justin Alexander 
Karelina Sposa 
Lazaro 
Lela Rose 
Lily Pulitzer 
Love 
Maggie Sottero 
Martina Liana 
Mary’s 
Melissa Sweet 

Fashion Continued 
Men’s Warehouse 
Mikaella 
Modeca 
Monique Lhuillier 
Nicole Miller 
Nina 
Oleg Cassini 
Paloma Blanca 
Priscilla of Boston 
Pronovias 
Rivini 
Rosa Clara 
Simone Carvalli 
Sottero & Midgley 
Sposaitalia 
St. Patrick 
Tara Keely 
Vera Wang 
Vineyard  
Watters 
Wtoo 
Zure 
 
Beauty 
Bare Minerals 
Clarisonic 
Clinique 
Coco Chanel Perfume 
Cover Girl 
Essie 
Estee Lauder Perfume 
Calvin Klein Perfume 
Lancôme 
L'Oreal  
Make Up For Ever 
Maybelline 
Olay 
OPI 
Pantene 
Radiesse 
Sally Hansen 
Sephora 
 
Health/Fitness 
alli Weight Loss Aid 
LeBootCamp 
NuvaRing 
Weight Watchers 
Yaz Birth Control 
 

Household 
Bed Bath & Beyond 
Crate & Barrel 
Cuisinart 
Dyson Ball 
Ikea 
JCPenny Registry 
Keurig  
Kohl’s Registry 
Lenox China 
Macy’s Registry 
Riedel Glassware 
Target Registry 
Wedgwood China 
 
Travel 
Air Tahiti Nui 
AMResorts 
The Bahamas 
The Cayman Islands 
Costa Rica 
Disney World 
Le Blanc Spa Resorts 
Palace Resorts 
Punta Cana 
Sandals Resorts 
St. Croix 
 
Food/Beverage 
Crystal Light 
Dove Chocolate 
M&M’s 
 
Wedding Décor & Invitations 
Crane & Co. 
Dauphine Press 
Minted 
Party City 
William Arthur 
 
Wedding Media 
Brides 
Brides.com 
The Knot 
TheKnot.com 
Martha Stewart Weddings 
MarthaStewartWeddings.com 
The Wedding Channel 
WeddingWire.com 
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APPENDIX C 
 

Visual Examples of Female Gender Role Categories 
 
Feminine Touch 
o When a woman touches her hair, veil/headpiece, face, lips, hips, or slightly below her 

hips.  
o Also, when a woman uses her hands to outline, cradle, gently hold, lean against, or stroke 

an object/person. 
o Notes: Feminine Touch is present when a model is shown holding a bouquet or when a 

model wraps her arm around another model. Feminine Touch is not present when a model 
naturally rests her hands by her sides or on top of her lap. 
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Ritualization of Subordination  
o When a woman physically lowers herself by lying/slouching on a mattress or a sofa. 
o When a woman physically lowers herself lying/slouching/sitting on the floor (or on a 

space that seems near the floor). 
o When a woman is confined by a man’s embrace, including kissing a man.  
o When a woman is leaning on a man and/or dependent on him for support.  
o Note: A woman sitting upright in a chair or sofa does not reflect Ritualization of 

Subordination. 
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Licensed Withdrawal  
o When a woman is shown disoriented, not fully present, or somewhat absent from the 

scene, thus making her look vulnerable.  
o Includes images where a model covers her face/mouth with her hands/with an object as 

well as when a model is shown kissing a man.  
o Includes images when a model looks off/gazes away from the immediate scene.  
o Notes: Code Yes=1 when a model is not looking at other models in the scene nor is she 

looking directly at the camera. 
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Body Display  
o When a woman is shown wearing revealing, hardly any, or scantily clad clothing.  
o e.g., A model wearing a bikini, an unbuttoned blazer without clothing beneath, or an 

extremely short, body-hugging dress. 
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Location  
o When a woman is shown in domestic domains (e.g., a kitchen/bedroom).  
o Also, when a woman is seen in an indistinguishable environment that does not seem to 

have a purpose or allow for purposeful activities. e.g., A woman is pictured in front of 
drapery, a vague backdrop, or a solid colored background.  

o Notes: If a woman is blatantly pictured outdoors, code No=0 since she is pictured outside 
of a domestic domain.  
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Objectification  
o When it appears that the primary purpose of the ad is for magazine readers (or others 

pictured in the ad) to look at and gaze upon a woman displayed in the ad. 
 

 
 

 
 
 
 
 
Note: The visual examples were collected from Brides issues published in 2011. 
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APPENDIX D 
 

Visual Examples of the Affluent Socioeconomic Category 
 

o May feature models wearing tiaras or excessive jewelry, especially diamonds. 
o May show models wearing overtly ornate or ball-like gowns. (Ornate gowns are made of 

luxurious fabric and have elaborate detail, such as excessive ruffles, multiple stitched on 
flowers, lavish crystals/diamonds, intricate lace, or detailed embroidery.) 

o May picture expensive-looking jewelry or fine crystal. 
o Backgrounds may include cityscapes, mansions, estates, luxury cars, expensive airplanes, 

resorts, exotic travel destinations, or lavish yachts. 
o May picture a celebrity or a recognizably wealthy individual. 
o The text may include words like “elegant,” “couture,” “luxury,” “royal,” or “princess.” 
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Note: The visual examples were collected from Brides issues published in 2011. 
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APPENDIX E 
 

Visual Examples of Body Size Categories 
 
Thin 
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Average 
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Heavy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Note: The visual examples were collected from Brides issues published in 2011.



 

 

 
 
 


