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Abstract:  
Advertising professionals are today facing increased societal pressure to diversify the 
traditional model portfolio consisting of ideal models, representing an unobtainable 'aesthetic 
perfection'. This is due to possible problematic consequences that the ideal models can cause 
to body images of consumers. As a response, some bold brands have started to employ body 
positivity as a marketing strategy. Body positive advertisements portray natural, non-ideal 
models, whose body size, complexion, and overall appearance are more realistic. However, 
many marketing professionals are still hesitant about using non-ideal models in 
advertisements due to doubts concerning their effectiveness. In addition, most existing body 
positive advertisements have been directed to women, although studies show that also men 
suffer from body related pressure caused by ideal models. 

Building on findings from existing literature, this thesis evaluates the impact of male model 
type (ideal VS non-ideal) on advertisement effectiveness and body image states of male 
consumers. The study applies a quantitative research approach, where survey responses from 
265 male respondents, that were randomly assigned to one of two experiment conditions 
(advertisement with ideal models VS advertisement with non-ideal models), are statistically 
analyzed to find evidence of differences concerning advertisement effectiveness and body 
image between the two treatment groups.  

Advertisement effectiveness, measured with attitude toward advertisement and purchase 
intention, was found to be significantly higher for the body positive advertisements with non-
ideal male models, although the difference was significant only for attitude toward 
advertisement. Perceived viewer-model similarity and model trustworthiness were further 
found to have a positive mediating effect on advertisement effectiveness.  No significant 
difference was detected in terms of body image state evaluations between the treatment groups 
as the respondents reported relatively positive body image states regardless of the portrayed 
model type. 
 
As body image states of men are not shown to significantly be affected by model type, the 
motivation to create more male body positive advertisements should stem primarily from 
advertising professionals wanting to improve the effectiveness of their advertisements. The 
findings should decrease the doubts that many advertising professionals currently have toward 
male body positive advertising, and increase their interest toward portraying more diverse 
male models in advertisements. Thus, the study provides valuable insight into how 
advertisement campaigns featuring male models should be constructed. 
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Sammandrag:  
Marknadsförare står idag inför ökat samhälleligt tryck för att diversifiera den traditionella 
modellportföljen som består av ideala modeller, vilka karakteriseras av en ouppnåelig ’estetisk 
perfektion’. Det här beror på potentiellt problematiska konsekvenser som de ideala modellerna 
kan orsaka för konsumenters kroppsuppfattningar. Som svar på detta har vissa modiga 
varumärken börjat använda kroppspositivitet som en marknadsföringsstrategi. Kroppspositiva 
reklamer visar naturliga, icke-ideala modeller, vilkas kroppsstorlek, hudfärg och övergripande 
utseende är mer realistiska. Många marknadsförare tvekar dock fortsatt om att använda icke-
ideala modeller i reklamer med anledning av tvivel om deras effektivitet. De flesta befintliga 
kroppspositiva reklamerna har dessutom riktats till kvinnor, trots att tidigare studier visat att 
även män lider av kroppsrelaterade besvär som orsakas av ideala modeller i media. 
 
Baserat på resultat från befintlig litteratur studerar den här avhandlingen vilken inverkan 
modelltypen av män (ideal VS icke-ideal) har på reklameffektivitet och kroppsuppfattning av 
manliga konsumenter. Studien tillämpar en kvantitativ forskningsstrategi, där enkätsvar från 
265 manliga respondenter, som slumpmässigt tilldelades ett av två experimentförhållanden 
(en reklam med ideala modeller VS en reklam med icke-ideala modeller), analyseras statistiskt 
för att hitta bevis på skillnader i reklameffektivitet och kroppsuppfattning mellan de två 
behandlingsgrupperna. 
 
Reklameffektivitet, som mäts med attityd till reklam och köpavsikt, visade sig vara signifikant 
högre för den kroppspositiva reklamen med icke-ideala modeller, trots att skillnaden endast 
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av modellen visade sig därtill ha en positiv inverkan på reklameffektivitet. Ingen signifikant 
skillnad upptäcktes när det gäller kroppsuppfattningar mellan behandlingsgrupperna; 
respondenterna rapporterade relativt positiva kroppsuppfattningar oavsett vilken modell de 
såg i experimenten. 
 
Eftersom modelltyp inte visats påverka kroppsuppfattningar av män signifikant, bör 
motivationen för att producera fler kroppspositiva reklamer för män primärt härstamma från 
marknadsförares önskan att förbättra reklamers effektivitet. Studiens resultat borde minska 
rådande tvivel bland marknadsförare gentemot kroppspositiva reklamer för män och öka deras 
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1 INTRODUCTION 

We live in a visual world where exposure to images is constant (Schroeder 2002). A big 

part of the images we encounter in our daily lives are advertisements. Hence, marketing 

is fundamentally about image management (ibid). As images shape understandings of 

the world and the identities of its people, advertisement imagery contributes to the 

“reality” that contemporary consumers perceive (Schroeder & Borgerson 2005). Even 

uncommon things portrayed in advertisement images may start to seem as normal, if the 

exposure to them is repetitive, indicating internalization of the visual message (Gerbner 

& Gross 1976). However, the “reality” that advertisements depict may be quite distant 

from the actual world we live in. Idealization is a typical convention within marketing 

communication (ibid). 

It is therefore not surprising that advertisement images are one of the most crucial forces 

in forming physical appearance ideals (Agliata & Tantleff-Dunn 2004). Be it 

advertisement for cosmetics or for beer, the “good life” is associated with thin and toned 

female models, and slim and muscular male models with nearly no body fat (Institute of 

Medicine 2006). Hence, according to the traditional advertisement catalogue, the “ideal” 

human type is young, Caucasian, and in shape. Constant exposure to these ideal bodies 

has set the current standards of attractiveness, putting pressure on both men and women 

to achieve the unrealistic dream bodies (McCreary & Sasse 2000; Barry 2014). This 

pressure caused by ideal body internalization has been proved to be able to affect 

negatively both the malleable body image states as well as the stable body image traits of 

consumers (Cash et al. 2002). 

Idealized advertisement images, together with other forms of mass media, have led to 

negative thoughts and perceptions of one’s body becoming a common problem in today’s 

society (McCreary & Sasse 2000; Agliata & Tantleff-Dunn 2004). Further, problems with 

body image have been proved to be closely associated with serious consequences, such 

as depression, various eating disorders, and low self-esteem (Olivardia et al. 2004; 

Agliata & Tantleff-Dunn 2004).  Therefore, many consumers and policymakers across 

countries have expressed their concerns related to the use of ideal models in 

advertisements (Halliwell 2015; Cohen et al. 2019). This indicates that the body 

positivity movement, which aims to challenge dominant body ideals by enhancing 

acceptance of different appearances (Cohen et al. 2019), has hit the advertising industry. 

The “body positive” voices call for a change in advertising practices by encouraging 

industry professionals to use more realistic, non-ideal models. Models that are easier to 



 2 

identify with in terms of body size, complexion and overall appearance (Bower & 

Landreth 2001). 

From the perspective of advertising professionals, however, what matters the most is the 

effectiveness of the produced advertisements. Mansour and Diab (2013, p. 152) define 

advertisement effectiveness as “the extent to which advertising generates a certain 

desired effect on the formulation process of attention, memory, attitude, and behavior”. 

The more effective advertisements are according to consumers, the better it is for the 

brand and the business of the promoting company. Hence, the main motivation for 

advertising professionals is commonly to boost business performance (Kim & Ko 2012), 

while the possibility to influence cultural development of the society often is of lesser 

importance. Consequently, many advertising professionals have been relatively careful 

about using non-ideal models in advertisements due to doubts concerning the 

performance of natural and realistic non-ideal models (Borau & Bonnefon 2016). This 

explains why most advertising professionals are still interested in advertising with 

traditional ideal models (Jung & Heo 2018). It is still more probable to bump into ideal 

rather than non-ideal models when reading a magazine, watching television, or browsing 

the Internet. 

Encouragingly, there are an increasing number of companies that have started to employ 

body positivity as a marketing strategy by making more diverse casting choices. 

Successful examples of body positive advertisement campaigns include the “Real Beauty” 

campaign by Dove (Dove 2020), the “Fall Fashion Heros” campaign by Lindex (Lindex 

2016), the “Honest Swim” campaign by Monki (Gil 2018), and the “#AerieReal” 

campaign by Aerie (Malisani 2020), to name a few. As in all of these examples, the grand 

majority of body positive advertisements has been directed to the female audience with 

the goal of empowering women by breaking stereotypical body image ideals (Drake 

2017). It is noteworthy that male body positivity has received much less attention from 

marketing professionals. Advertisements featuring non-ideal male models have not 

become a marketing phenomenon to a similar degree although many men also suffer 

from negative associations related to body type and looks (McCreary & Sasse 2000; 

Cordes et al. 2017). 
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1.1 Problem Discussion 

Even though body positive advertisements have remained very female centric, there are 

a few examples of male body positive advertisement attempts. In 2016, the underwear 

brand Aerie, that previously had carried out successful female body positive 

advertisement campaigns, launched a male body positive advertisement campaign 

named “#AerieMan” (ABC News 2016). However, about a week after the launch of the 

campaign, on April 1st, 2016, the parent company of Aerie, American Eagle, stated that 

the campaign was supposed to be a parody, an April fools’ prank. Consequently, multiple 

questions were posed on social media and other forums: why does positive male body 

imaging need to be a joke while presenting positive female body imaging is taken 

seriously? (ibid) Another example of boosting male body positivity through humorous 

marketing is from a Finnish underwear brand called The Other Danish Guy (The Other 

Danish Guy 2021) whose advertisements have a clear parodic touch. 

According to Duncan and Nelson (1985), humor distracts consumers from unfavorably 

evaluated content in a particular advertisement, thus reducing the negative effects of 

advertising (see cognitive mechanism of distraction by Duncan and Nelson 1985). In 

other words, humor makes consumers become more tolerant and less critical toward 

content that strongly differs from the norm. These examples raise a question: can non-

normative male body positive advertisements be effective also without the use of humor? 

Encouragingly, there are a few advertisement campaigns that have highlighted male 

body positivity as an important issue, leaving jokes and parody aside. A good example of 

these is the “Underwear for Perfect Men” campaign by Dressmann (Forsman & 

Bodenfors 2015) that embraced the beauty of realistic male bodies and portrayed them 

in a positive light. Yet, on a general level, using non-ideal male models in advertising is 

still extremely limited, and only a handful of empowering male body positive 

advertisements currently exist. 

Compared to the body ideal imposed on women, cultural standards of ideal body type 

are more versatile and less rigid for men (Buote et al. 2011), which might explain the 

prevailing female centricity of the body positivity movement. Yet, recent studies have 

shown that men are becoming increasingly dissatisfied with their bodies as well 

(Frederik et al. 2007; Olivardia et al. 2004; Cordes et al. 2017; Munroe-Chandler, 

Loughead, & Kossert, 2012; Pope et al. 2000; Cafri & Thompson 2004). For instance, 

Frederick et al. (2007) found that amongst four large samples of young American men, 

51–71% were dissatisfied with their level of body fat, and 90% of the sample wanted to 
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become more muscular. Furthermore, male body dissatisfaction has been strongly 

associated with disordered eating and other health risk behaviors in previous studies 

(McCabe & Ricciardelli 2004; Galito & Crowther 2013; Parent & Moradi 2011; Vartanian 

2009). A recent study conducted among the Finnish population showed that every 10th 

young Finnish man suffers from disordered eating behaviors (Nurkkala 2021). This 

implies that body dissatisfaction and problems related to it are also actual issues among 

the population in Finland. 

While it is of high importance to understand how the choice of models in advertisements 

can possibly affect the body image and psychological well-being of consumers, it is 

equally relevant to understand how it might influence advertisement effectiveness of the 

produced advertisements. Understanding effectiveness of body positive advertisements 

is important because without it, it is difficult to extrapolate firm business benefits from 

findings related to self-perception (Drake 2017). Hence, the information is needed before 

more advertising professionals will possibly take action and change course toward a 

more body positive direction. However, thus far most studies analyzing the use of 

different model types in advertisements have focused on finding out how ideal models 

might affect body image, instead of also paying attention to how advertisers might be 

persuaded to start using more non-ideal male models in advertising (Jung & Heo 2018). 

To the author’s knowledge, currently there exists only two studies that have analyzed 

advertisement effectiveness of male body positive advertisements, one executed by Barry 

(2014), and the other by Diedrichs and Lee (2010). 

Results from the qualitative study by Barry (2014) showed that men express more 

positive advertisement evaluations when identifying with models’ characteristics. This 

means that men rate advertisements with non-ideal models as more effective than 

advertisements with ideal models, indicating that diversity among male models 

significantly increases advertisement performance. In addition, the study of Barry (2014) 

demonstrated that men feel aversion toward ideal bodies, leading to body anxiety and 

negative thoughts. This finding highlights the possible psychological harmfulness of 

using ideal models in advertisements. Hence, according to Barry (2014), using non-ideal 

models in advertisements is a better alternative to using ideal models: it not only 

increases advertisement effectiveness but also results into more positive body image 

states within the viewers. 

A quantitative study within a similar research area was executed by Diedrichs and Lee 

(2010). In their study, it was shown that non-ideal models and ideal muscular models 
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led to similar attitudes among the viewers, both concerning advertisement effectiveness 

and body image states of the viewers (Diedrichs & Lee 2010). Hence the findings of 

Diedrichs and Lee (2010) are somewhat contradictory to the findings of Barry (2014). 

Barry (2014) states that the lack of effect in the work of his colleagues might be explained 

by the fact that they did not examine similarity between models and participants in their 

experiment. Therefore, in the end of his study, Barry (2014) calls for a new quantitative 

study to be conducted within the male body positive advertisement context in order to 

measure the extent to which non-ideal models portrayed in advertisements affect body 

image states and advertisement effectiveness. Such a study would provide an update to 

the work of Diedrichs and Lee (2010) by explaining if perceived viewer-model similarity 

explains men’s relative responses to traditional ideal versus body positive non-ideal 

models portrayed in advertisements. 

This thesis adopts a marketing perspective by studying how the choice of models in 

advertisements portraying men affects both advertising effectiveness, as well as body 

image states of the male viewers. First, quantifying the effect of model type on 

advertisement effectiveness will clarify the possible impact of body positive 

advertisements on businesses. Second, quantifying the effect of model type on body 

image states of the male viewers will help to understand the possible psychological 

benefits of body positive advertisements featuring non-ideal models. Thus, 

quantitatively measuring how ideal male models versus non-ideal male models 

portrayed in advertisements affect advertising effectiveness and body image states of 

male viewers provides an interesting research gap to dive into. 

 

1.2 Aim 

The aim of this study is to compare male consumer perceptions of traditional 

advertisements featuring ideal male models and body positive advertisements featuring 

non-ideal male models in order to evaluate how model type affects advertisement 

effectiveness (attitude toward advertisement and purchase intentions), and body image 

states of the viewers. The following research questions will guide the study: 
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RQ1: How does model type (ideal VS non-ideal) affect advertisement 

effectiveness when measured with (a) attitude toward advertisement and, in 

turn (b) purchase intention according to male consumers? 

RQ2: How does model type (ideal VS non-ideal) affect body image states of 

male consumers? 

By finding answers to these research questions, the relation between the choice of models 

and business-related consequences for the promoting companies will be clarified. More 

precisely, the study will help in understanding if using non-ideal male models in 

advertising is a strategy worth following in terms of advertisement effectiveness. This 

will benefit marketing professionals in making business-minded casting choices for 

advertisements, while also allowing more insight into how advertisement campaigns 

featuring men should be constructed. In addition to business-related consequences, the 

results will clarify which impact model type portrayed in advertisements has on body 

image states of the male viewers, if any. This finding will help marketers in 

understanding if it is possible to influence body image of male consumers with the choice 

of models, and it also provides valuable knowledge to scholars within the fields of 

marketing and psychology. 

 

1.3 Delimitations 

The study analyzes perceptions of men seeing print advertisements, other forms of 

advertisements will not be shown. The reason behind the choice is motivated by the fact 

that print advertisements represent a visual form of advertising. As vision is the key sense 

when evaluating body image and essential for analyzing advertisement effectiveness, 

visual print advertisements are considered to be the most suitable form of 

advertisements for the study. Additionally, similarity of different print advertisements is 

easier to control than, for example, that of different video advertisements, increasing the 

suitability of print advertisements for experiment-based studies. Being able to control 

similarity of the advertisements is a way to eliminate threats for internal validity (see 

Saunders et al. 2009). 

According to Cash et al. (2002), body image includes both stable trait as well as malleable 

state qualities. As studying body image traits requires more longitudinal research, trait 

qualities will not be covered in this study due to limited time resources. Instead, this 
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study focuses on the analysis of malleable body image states, in other words momentary 

evaluative and affective body image experiences (Cash et al. 2002). Cash et al. (2002) 

indicate that studying body image states instead of body image traits is relevant 

especially for short-term experimental studies, such as this one. 

Body image is a wide concept including everything from body size, complexion, and 

overall appearance (Bower & Landreth 2001). The study does not differentiate between 

different aspects of body image, such as weight, skin color, or muscle tone. Instead, all 

aspects of body image are treated as an entity. For example, models in the body positive 

advertisement treatment represent individuals of all kinds, instead of focusing only on 

weight, height, or other specific body features. 

Body image can also be approached from different directions in the context of 

advertisement exposure. On one hand, one can analyze body image of participants before 

advertisement exposure in order to find out how body image affects the way participants 

view the advertisements. In this case, focus would be on studying stable body image traits 

and their impact on the way we behave (Cash et al. 2002). On the other hand, one can be 

interested to find out what effect seeing an advertisement has on body images of the 

participants. This would indicate that the focus would be on understanding malleable 

body image states that fluctuate according to momentary experiences (ibid). In this 

study, the focus of the analysis is on body image states that emerge after advertisement 

exposure. 

The sample of the empirical study includes only men who either live in Finland or are 

Finnish citizens. There might be differences in the way men react to advertising in 

different countries and cultures and thus, the findings of the study cannot be generalized 

directly to other countries.  

 

1.4 Definitions 

Some of the key concepts that relate to the research topic are briefly described in the 

following sections. The purpose of the list is to facilitate understanding and help the 

reader follow the logic of the thesis right from the beginning. In addition, the chapter 

aims to prevent any confusion caused by varying definitions or terminology used in other 

publications. 
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Advertisement effectiveness: The extent to which advertising creates a certain 

desired effect in the person seeing the advertisement (Mansour & Diab 2013). The 

desired effect can be related to formulation process of attention, memory, attitude, 

and/or behavior (ibid). In this study, advertisement effectiveness is measured with two 

components used in many relevant previous studies: attitude toward advertisement and 

purchase intention. 

Body image: A person’s attitude towards his or her body, especially its appearance 

(Dittmar 2009). Develops throughout life based on sensory and behavioral experience, 

physical appearance, and social influence (Chrisler & Ghiz 1993). Environmental and 

sociocultural factors, such as advertisements, belong to the strongest influencers of body 

image (McCabe & Ricciardelli 2004; Grogan 2006; Grabe, Ward, & Hyde 2008; 

Vartanian 2009). The concept of body image can be divided in body image states and 

body image traits. Body image states are momentary evaluative and affective experiences 

about one’s body, while body image traits are more stable long-term feelings of one’s 

body (Cash et al. 2002). 

Body positivity: A movement that aims to foster acceptance and appreciation of bodies 

of all shapes, sizes, and appearances by increasing the tolerance toward all kinds of flaws 

that differ from the sociocultural ideal (Cohen et al. 2019). Body positivity movement 

wants to challenge the dominant ideal messages in media, and to build a more positive 

and inclusive culture around body image so that more individuals could achieve a 

positive body image (ibid). 

Body positive advertisement: Advertisements where traditional ideal models are 

replaced with natural, non-ideal models whose body size, complexion, and overall 

appearance are more realistic (Bower & Landreth 2001). Body positive advertisements 

aim to increase tolerance and acceptance toward all kinds of flaws that somehow differ 

from the sociocultural ideal (Cwynar-Horta 2016), such as being over-weight, having 

wrinkles or pimples, being bald or more hairy than usual, or being old. 

Ideal models: Models portrayed in traditional advertisements. Ideal models represent 

an ideal human type, an unobtainable ‘aesthetic perfection’ that is far from biological 

reality (Paraskeva et al. 2017). Traditionally, the ideal male body is depicted as 

Caucasian, young and lean but still muscular (Ricciardelli, Clow, & White 2010). 
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Model trustworthiness: The degree to which the viewer considers the model to be 

trustworthy and truthful. Refers to the receiver’s perception of the probability that a 

model communicates the claims that he/she considers most truthful (Munnukka, 

Uusitalo, & Toivonen 2016). 

Negative body image: A negative attitude and discontent toward some aspect of one’s 

appearance, for example weight, shape, or facial feature. Strongly linked with negative 

self-perception, negative emotional states, and unhealthy body-related behaviors 

(Olivardia et al. 2004; Agliata & Tantleff-Dunn 2004). A possible consequence of upward 

comparisons (Suls & Wheeler 2000). 

Non-ideal models: Models portrayed in body positive advertisements. Non-ideal 

models have more realistic body size, complexion, and overall appearance than 

traditional ideal models, and they might represent diverse age and race groups (Bower & 

Landreth 2001). 

Positive body image: An individual’s appreciation for, protection and acceptance of, 

and connection with his/her physical self (Tylka 2011). Strongly linked with good media 

imagery literacy, healthy body-related behaviors, and high level of self-esteem and social 

support (Wood-Barcalow et al. 2010). A possible consequence of downward comparisons 

(Wills 1981; Collins 1996). 

Perceived viewer-model similarity: The degree of perceived similarity of the source 

to the recipient, for example, how similar the viewer of an advertisement perceives the 

portrayed model to be in terms of physical characteristics and demographics 

(Munnukka, Uusitalo, & Toivonen 2016). 

Social comparison theory: A theoretical reasoning to the effects that media imagery 

might cause to body images of consumers. People have an innate tendency to compare 

themselves with others in order to evaluate their identity, appearance, and beliefs 

(Festinger 1954). When making social comparisons, an individual compares his/her 

standing on a dimension to that of another (ibid). Festinger (1954) states that social 

comparisons may take two distinct directions: upward (negative effect) or downward 

(positive effect). In upward comparisons people compare themselves with more 

successful others, which might lead to negative effects on body image (Suls & Wheeler 

2000). In downward comparisons people compare themselves with similar or lower 
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status individuals, which might influence body image positively (Wills 1981; Collins 

1996). 

 

1.5 Structure 

This paper is structured into five major areas: introduction, theoretical background, 

research method, empirical findings, and discussion. The introductory chapter presents 

the context of the study together with the identified research problem. In addition, aim 

of the study and research questions are specified. Key definitions are presented, and the 

structure of the paper is defined.  

The introductory chapter is followed by a presentation of the theoretical background of 

the study which is based on relevant prior literature. In the end of the theoretical 

background chapter, hypotheses are formulated, and a theoretical framework is created 

based on findings from previous literature. 

The theoretical background is followed by a method chapter that motivates the 

methodological choices of the study. More specifically, the chapter presents research 

design, sample, ethical considerations, and the data collection process. Measures used in 

the data collection are specified and the survey questionnaire is presented. Also, the 

method chapter briefly explains how the data analysis was conducted. 

After the method chapter, empirical findings are presented together with the different 

phases of statistical data analysis. Lastly, the contribution and implications of the study 

are presented in a conclusive manner from both the researcher’s and practitioner’s 

perspectives. The limitations of the study are discussed and ideas for future research 

opportunities are presented. Concluding remarks will finalize the thesis. 
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2 THEORETICAL BACKGROUND 

This chapter reviews previous literature in relation to the proposed research questions, 

laying a theoretical background for the empirical study. First, the role of advertisements 

in shaping body image is discussed in order to understand the possible psychological 

consequences that traditional advertisements featuring ideal models can cause to 

consumers. Then the discussion moves on to cover the topic of body positive 

advertisements with relevant real-life examples, while also explaining why many 

marketing professionals are still hesitant about using non-ideal models in 

advertisements. Further, advertisement effectiveness of body positive advertisements is 

discussed, and emphasis is put on key factors that explain why using non-ideal models 

in advertisements might be effective according to previous studies. Finally, to conclude 

the chapter, findings are summarized, hypotheses are presented, and a theoretical 

framework is developed based on the discussion. 

 

2.1 The Role of Advertisements in Shaping Body Image 

Body image, which refers to a person’s attitude towards his or her body (Dittmar 2009), 

develops throughout life. This development can be based on sensory and behavioral 

experience, physical appearance, and social influence (Chrisler & Ghiz 1993). Thus, the 

psychological concept of body image is constructed differently for each individual, 

making it highly subjective (Tylka & Wood-Barcalow 2015). According to previous 

studies that have analyzed the development of body image, it seems that environmental 

and sociocultural factors belong to the strongest influencers of body image (McCabe & 

Ricciardelli 2004; Grogan 2006; Grabe, Ward, & Hyde 2008; Vartanian 2009). 

Exposure to media includes both environmental and sociocultural elements, which 

explains its power in shaping body image. It is therefore not surprising that a large body 

of media research in the 21th century has explored how different forms of media affect 

body image evaluations of mass audiences (e.g. Barlett, Vowels, & Saucier 2008; Grabe, 

Ward, & Hyde 2008; Gültzow et al. 2020; Antioco, Smeesters, & Le Boedec 2012; 

Diedrichs & Lee 2010; Barry 2014). 

Advertisements cover a major part of the media images consumers are exposed to in their 

daily lives. As images shape understandings of the world and the identities of its people, 

advertising images contribute to the “reality” that contemporary consumers perceive 

(Schroeder & Borgerson 2005). The reality illustrated in advertisements, however, is 
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often quite distant from the real world as idealization is a typical convention within 

marketing communication (ibid). In idealized advertisement imagery, the portrayed 

models represent an ideal human type, an unobtainable “aesthetic perfection” that is far 

from biological reality (Paraskeva et al. 2017). Advertisement images of ideal models are 

also often retouched with computer manipulation techniques, such as airbrushing, for 

an even better representation of perfection (ibid). For men, the preliminary determinant 

of an ideal body is a muscular V-shaped torso (e.g. Pope, Phillips, & Olivardia 2000; 

Crossley, Cornelissen, & Tovée 2012; Gültzow et al. 2020). Age and race have also been 

specified for the ideal men portrayed in advertisements. More precisely, advertisements 

present the ideal male body as Caucasian, young, and lean but still muscular 

(Ricciardelli, Clow, & White 2010). 

Even uncommon things portrayed in advertisement images may start to seem as normal, 

if the exposure to them is repetitive (Gerbner & Gross 1976). This is a sign of 

internalization of the visual message. Internalization refers to adopting the ideal 

sociocultural body figure as a personal goal and standard (Jones 2004). This means that 

constant exposure to idealized advertisement images may result in consumers eventually 

taking the images as examples of what they should look like in order to fit the 

sociocultural scheme. A well-spread theory that has been used to explain the media-

driven internalization of sociocultural ideals is the cultivation theory by Gerbner and 

Gross (1976). The theory was originally created for TV exposure, but it functions equally 

well to other sources of mass media, such as advertisements (Stein et al. 2021). The 

cultivation theory posits that if exposed repeatedly on media imagery, audiences will 

absorb the broadcast information into their worldview and believe it is true (Gerbner & 

Gross 1976). 

Constant exposure to the ideal model imagery and, consequently, internalization of 

sociocultural ideals have set the current standards of attractiveness. Compared to the 

body ideal imposed on women, sociocultural standards of ideal body type are more 

versatile and less rigid for men (Buote et al. 2011). Yet, research reveals that the majority 

of young Western adult males wish to increase their muscularity levels in order to feel 

socially and sexually accepted by the society (Munroe-Chandler, Loughead, & Kossert 

2012; Pope et al. 2000; Cafri & Thompson 2004; Frederik et al. 2007; Karazsia & 

Crowther 2009). In addition to increasing muscle mass, studies show that men might 

feel social pressure to decrease body fat (Olivardia et al. 2004) or to be taller (Ridgeway 

& Tylka 2005). The pressure to achieve an ideal muscular body can be even explained 
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from an evolutionary perspective: attractive men that are in shape signal high potential 

for reproductive success and increased mating opportunities for women (Sundie et al. 

2011). 

Thus, according to previous studies, also men suffer from pressure imposed by 

sociocultural ideals. However, the majority of studies examining the relationship 

between media exposure and its effects on body image have been focusing on the female 

perspective (see Grabe, Ward, & Hyde 2008 for a meta-analysis; Antioco, Smeesters, & 

Le Boedec 2012; Borau & Bonnefon 2016; Jung & Heo 2018; Kwan et al. 2018; Lou, Tse, 

& Lwin 2019). One reason for this might be that women are generally addressed more 

messages implying the attainability of the ideal look, while the messages directed to men 

have not been equally loud (Buote et al. 2011; Stein et al. 2021). As society sees body 

dissatisfaction as a rather feminine concern, it has been argued that it is generally not 

acceptable for men to acknowledge negative feelings toward their bodies (Pope, Phillips, 

& Olivardia 2000). Socially acceptable or not, it is equally important to study the possible 

negative impacts that idealized advertisements can cause to the body images of the male 

audience. 

Literature on the impact of media imagery on men’s body image has started to become 

more popular only in the past decades (Ridgeway & Tylka 2005), which explains why the 

area of research has remained greatly under-documented (Jung 2011). Hence, relatively 

few studies thus far have paid attention to the male perspective (see Barlett, Vowels, & 

Saucier 2008 for a meta-analysis; Johnson, McCreary & Mills 2007; Diedrichs & Lee 

2010; Jung 2011; Galito & Crowther 2013; Barry 2014; Gültzow et al. 2020) and results 

from these past studies vary. For example, while the results from the study of Barry 

(2014) and conclusions of the meta-analysis of Barlett, Vowels, & Saucier (2008) indicate 

that men feel worse about their bodies after exposure to muscular images, some other 

studies have reported null effects between exposure to ideal and non-ideal models 

(Diedrichs & Lee 2010; Johnson, McCreary, & Mills 2007). Variety in the existing 

findings calls for more studies to investigate the link between male model type and its 

possible effect on men’s body image. 

It is important to clarify the link between model type and the effects it may have on body 

image of the male viewers because prior research identifies social appearance standards 

to be one of the strongest predictors of a range of potentially unhealthy body image 

attitudes and obsessive body-related behaviors (McCabe & Ricciardelli 2004; Diedrichs 

& Lee 2010). For men, internalization of the muscular ideal has been identified as a key 
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risk factor for body dissatisfaction, muscle dysmorphia symptoms, eating disorders, 

intention to use steroids, and excessive exercise (Galito & Crowther 2013; Parent & 

Moradi 2011; Vartanian 2009). All of these negative consequences can cause 

considerable undesirable effects not only on the lives of the suffering individuals, but 

also on the public health system in the bigger picture. Due to the possible negative effects 

that continuous exposure to idealized media imagery might cause in individuals, it can 

be considered as important to find innovative ways to challenge the traditional idealized 

way of advertising. 

In order to improve understanding of how internalization of culturally endorsed ideals 

is formed in individuals, it is necessary to zoom into singular momentary experiences 

that can ultimately lead to internalization of appearance ideals in the long run (Karazsia 

& Crowther 2009). For this reason, social comparison theory by Leon Festinger (1954) 

is highlighted. According to Festinger (1954), people have an innate tendency to compare 

themselves with others to get accurate knowledge of themselves, their appearances, and 

their beliefs. This claim serves as a foundation for the influential social comparison 

theory. When making social comparisons, an individual compares his/her standing on a 

dimension to that of another (ibid). When social comparisons take place in an 

advertisement setting, the viewer compares himself/herself to the model portrayed in an 

advertisement. As the primary determinant of an ideal male model is muscularity, body 

comparisons by males are often focused on muscle-related dimensions (Gokee-LaRose, 

Dunn, & Tantleff-Dunn 2004; Ridgeway & Tylka 2005). 

The process of social comparison can take two distinct directions (Festinger 1954). In the 

case of upward comparisons, people compare themselves with more successful or 

superior others, which might lead to negative effects including feeling of lower body 

image and reduced psychological well-being (Suls & Wheeler 2000). Bower and 

Landreth (2001) state that in the context of advertising, upward comparisons also have 

a negative impact on advertising effectiveness. Given that the looks of the majority of 

men differ from the culturally desired muscular-ideal (see Spitzer et al. 1999), ideal male 

models are a likely target for upward social comparisons for most men (Agliata & 

Tantleff-Dunn 2004; Barlett, Vowels, & Saucier 2008; Barry 2014; Karazsia & Crowther 

2009). 

On the contrary, in the case of downward comparisons, people focus their comparisons 

on lower status individuals, which can reinforce self-esteem and lead to more positive 

perceptions of the self (Wills 1981; Collins 1996). Collins (1996) continues by suggesting 
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that the comparison target does not necessarily need to be a lower status individual as 

even perceived similarity between the person making the comparison and the 

comparison target might lead to downward comparisons. This implies that when the 

person making the comparison identifies with the comparison target, he/she might feel 

better off after the comparison process compared to the initial phase. In other words, 

perceived similarity between the person making the comparison and the comparison 

target might lead to positive body image state evaluations. Thus, perceived similarity 

might not only eliminate the negative effects of upward comparison but even increase 

positive thoughts, beliefs, and behaviors within the person making the social 

comparison. As Wills (1981) summarizes, downward comparisons are an important 

building block of subjective well-being. 

Identifying similarities is thus a critical feature of Festinger’s social comparison theory. 

Since Festinger established the theory in 1954, the majority of comparison researchers 

have supported this notion by recognizing interpersonal similarity as essential for 

comparison processes to unfold (Krueger 2000). Therefore, perceived similarity divides 

the simple illustration of social comparison theory into two distinct areas in the figure 

below (see Figure 1). Arrows in the figure depict possible directions for social 

comparisons. As described in the earlier discussion, upward comparisons happen always 

toward more successful or superior others, such as ideal models portrayed in traditional 

advertisements. On the contrary, downward comparisons may be directed toward either 

lower status individuals or similar others, such as non-ideal models featured in body 

positive advertisements. 

 

 

 

 

 

Figure 1 Illustration of social comparison theory 
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2.2 Body Positive Advertisements 

Many consumers as well as policymakers have acknowledged the possible negative 

effects of physical appearance ideals and, as a consequence, have expressed their 

concerns related to the use of narrowly defined ideal models in advertisements (Halliwell 

2015; Cohen et al. 2019). Even though the public call for more diverse models has been 

mainly focusing on women, there have been some careful voices calling for more variety 

within male models as well. Thus, it can be stated that the body positivity movement has 

hit the advertising industry. Advertisement professionals are facing increased pressure 

as more and more people now question the portrayal of traditional ideal models in 

advertisement imagery. 

The history of body positivity dates all the way back to the 1960s human rights 

movements (Afful & Ricciardelli 2015) but it has been re-gaining momentum in popular 

culture since 2010s (Cohen et al. 2019). Voices supporting body positivity call for a more 

inclusive and positive conceptualization of body image by challenging the dominant ideal 

messages (Cohen et al. 2019). In the case of advertisements, supporters of body positivity 

require a change in advertising practices by encouraging industry professionals to use 

more realistic, non-ideal models in advertisement imagery. Models that are easier to 

identify with in terms of body size, complexion and overall appearance (Bower & 

Landreth 2001). For men this means that one can be something else than Caucasian, 

young, and muscular (see Ricciardelli, Clow, & White 2010) in order to feel accepted by 

the society and good about oneself. The supporters of body positivity believe that using 

non-ideal models in advertising would be an effective way to increase tolerance and 

acceptance toward all kinds of flaws that somehow differ from the sociocultural ideal 

(Cwynar-Horta 2016), such as being over-weight, having wrinkles or pimples, being bald 

or more hairy than usual, or being old. 

Ultimately, body positivity movement and body positive advertisements aim to 

transform the prevailing idealized body culture toward a more inclusive one (Cwynar-

Horta 2016; Cohen et al. 2019). An inclusive body culture would allow more and more 

individuals to achieve a positive body image (ibid). A positive body image refers to an 

individuals’ appreciation for, protection and acceptance of, and connection with their 

physical selves (Tylka 2011). A person with a positive body image has favorable opinions 

of one’s body and its functions, respects the body by listening to its needs and acting 

accordingly, and protects the body by rejecting unrealistic ideals (Wood-Barcalow et al. 

2010; Tylka & Wood-Barcalow 2015). Thus, a positive body image protects against 
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negative stimuli and promotes well-being in various ways. According to Wood-Barcalow 

et al. (2010), a positive body image can also improve media literacy. In the context of 

advertisement exposure, this would mean that a positive body image helps to protect 

against the negative impact of ideal images portrayed in media due to reduced self-

objectification and increased body acceptance. 

However, the main motivation for advertising professionals is not to support the public 

health system but to boost business performance, in other words, to increase profitability 

of the business (Kim & Ko 2012). Therefore, advertising professionals are especially 

interested in attaining the highest possible economic effectiveness for the produced 

advertisements. Thus, many professionals within the field of advertising have been 

relatively careful about using non-ideal models in advertisements due to doubts 

concerning the performance of natural and realistic non-ideal models (Borau & 

Bonnefon 2016). This explains why most advertising professionals are still interested in 

advertising with traditional ideal models (Jung & Heo 2018). Thinking in practical terms, 

it is still more probable to bump into ideal rather than non-ideal models when reading a 

magazine, watching television, or browsing the Internet. Particularly for men, most 

brands still continue to display traditional ideal models in their advertisements, while 

using digital manipulation techniques to create an even more improved appearance 

(Barry 2014). 

Even though using non-ideal models in advertisements has not yet become an industry 

standard, there are an increasing number of companies that have started to employ body 

positivity as a marketing strategy as a response to the ever-increasing critique from 

consumers as well as policymakers. A benchmark example of body positive advertising 

was created by Dove in 2004 when the brand launched the “Real Beauty” campaign series 

that features realistic women and questions the use of unattainable ideal bodies in 

advertisements (Dove 2020). On one hand, this successful campaign has greatly 

improved the brand image of Dove (Pounders 2018), as hypothesized by Craddock et al. 

(2019) who stated that firms can consider fostering positive body image as an effective 

part of their corporate social responsibility strategies. On the other hand, the campaign 

has had a great impact on the sustained sales success of the Dove products (Pounders 

2018). Encouraged by the example of Dove, also several other brands, such as Lindex 

(Lindex 2016), Monki (Gil 2018), and Aerie (Melisani 2020), have employed body 

positive advertising to attract female consumers. 



 18 

Probably due to the female centricity of the body positivity movement, most of existing 

body positive advertisements have been directed to the female audience with the goal of 

empowering women by breaking stereotypical body image ideals (Drake 2017). Male 

body positivity has received much less attention from marketing professionals and 

advertisements enhancing non-ideal male bodies have not become a marketing 

phenomenon to a similar degree. Yet, some great examples of male body positive 

advertisements do exist, like the “Underwear for Perfect Men” campaign by Dressmann 

(Forsman & Bodenfors 2015) and the “Men in Progress” campaign by Lynx (Lynx 2020). 

These advertisements portray realistic male models in a positive light, without relying on 

humor and parody (see The Other Danish Guy 2021; ABC News 2016), making them 

comparable with the body positive advertisements directed to women. 

The advertising industry is one of the parties with the greatest capacity to effect change 

in media imagery (Diedrichs & Lee 2010). However, there is currently little evidence to 

address the questions raised by this industry as to whether non-ideal male models are an 

effective alternative to ideal male models (ibid). The reason for this is that most previous 

studies have focused only on finding out how ideal models in advertisements affect 

customers, instead of also paying attention to how advertisers might be persuaded to 

change course (Jung & Heo 2018). Hence, scientific reasoning is needed to justify 

whether male body positive advertising is a marketing strategy worth following before 

more companies will possibly take action and start using non-ideal male models in 

advertising. It is necessary to clarify the relation between the choice of models and 

possible business-related consequences for the promoting companies. In other words, is 

portraying non-ideal male models in advertisements a strategy that may potentially 

increase advertisement effectiveness? 

 

2.3 Advertisement Effectiveness of Body Positive Advertisements 

Advertisement effectiveness can be defined as “the extent to which advertising generates 

a certain desired effect on the formulation process of attention, memory, attitude and 

behavior” (Mansour & Diab 2013, p. 152). This means that advertisement effectiveness 

is associated with the way consumers process the content of an advertisement (Ducoffe 

1996). There are many tools for measuring advertisement effectiveness but the two 

components that have been used extensively in several previous studies are attitude 

toward advertisement and purchase intention (see Halliwell & Dittmar 2004; Diedrichs 
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& Lee 2010; Borau & Bonnefon 2016; Jung & Heo 2018). In addition to attitude toward 

advertisement and purchase intention, many previous studies also pay attention to a 

third component, attitude toward brand, when measuring advertisement effectiveness 

(see Halliwell & Dittmar 2004; Diedrichs & Lee 2010; Borau & Bonnefon 2016). 

However, as the brand is not visible in the advertisements used in the experiments of the 

study and as it was not revealed to the participants in other ways, attitude toward brand 

is not analyzed as a measure of advertisement effectiveness. 

Hence, for this study it is relevant to assess advertisement effectiveness based on a) 

attitude toward advertisement, and b) purchase intention. Attitude toward 

advertisement refers to the predisposition to respond favorably or unfavorably to a 

certain advertisement's stimulus during a particular exposure situation (MacKenzie, 

Lutz & Belch 1986), while purchase intention refers to the possibility that consumers will 

plan or be willing to purchase a certain product or service in the future (Wu, Yeh & Hsiao 

2011). According to Kim and Ko (2012), measuring purchase intention assumes future 

behavior of consumers based on their attitudes.  This is in line with earlier studies that 

suggest a causal sequence where an advertisement stimulus affects advertisement related 

attitudes, which in turn influence purchase intention (Goldsmith, Lafferty, & Newell 

2002; Mitchell & Olson 1981). In the context of this study, one would thus assume that 

the viewer’s attitude toward advertisement would mediate the relationship between 

model type and purchase intention. 

Thus far, only a handful of scholars have investigated what effects the use of non-ideal 

male models may have on advertisement effectiveness in the eyes to male consumers (see 

Barry 2014; Diedrichs & Lee 2010). Due to the very limited number of existing studies 

concerning the subject, it still remains unclear whether the choice of ideal or non-ideal 

male models significantly affects advertisement effectiveness, and consequently business 

performance of the promoting company. Furthermore, findings from the existing studies 

analysing the topic are somewhat contradictory. Barry (2014) found in his qualitative 

study that men feel aversion towards ideal bodies, and instead express positive 

advertising evaluations when they identify with the models’ characteristics. On the 

contrary, Diedrichs and Lee (2010) stated in their quantitative study that advertisements 

using ideal models or non-ideal models perform equally well, meaning that there was a 

lack of effect in the study. Diedrichs and Lee (2010) considered this null effect as good 

news and framed it as a positive signal to advertising professionals, encouraging them to 

use non-ideal models, instead of muscular ideal models. 
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All in all, however, it is promising that both the study of Barry (2014) as well as the study 

of Diedrichs and Lee (2010) indicated that when advertisements feature non-ideal male 

models, they might perform equally well as advertisements featuring ideal male models, 

or even significantly better. According to Barry (2014), the lack of effect in the study of 

Diedrichs and Lee (2010) might depend on the fact that Diedrichs and Lee (2010) did 

not pay attention to perceived similarity between the models and the male participants 

in their experiment. Therefore, Barry believes that non-ideal models could prove to be a 

better alternative also when measured quantitatively if perceived viewer-model 

similarity was taken into account in the experiments. 

Perceived viewer-model similarity refers to the degree of resemblance of the source to 

the recipient, for example, how similar the viewer of an advertisement perceives the 

portrayed model to be in terms of appearance and demographics (Munnukka, Uusitalo, 

& Toivonen 2016). Prior studies analyzing the use of non-ideal models in advertisements 

have acknowledged viewer-model similarity to play a crucial role in relation to 

advertisement effectiveness (Munnukka, Uusitalo, & Toivonen 2016; Barry 2014). 

Munnukka, Uusitalo, and Toivonen (2016) even highlighted similarity to be the strongest 

influencer of advertisement effectiveness for body positive advertisements with non-

ideal models. As the ideal male body of the new millennium is increasingly unattainable 

(Pope et al. 1999; Spitzer et al. 1999), men in general should perceive more similarity 

with non-ideal models than with ideal models. This means that when male viewers 

perceive similarity between themselves and the portrayed male models in terms of body 

size, complexion, or overall appearance, they should consider the advertisements as 

more effective than advertisements with models that are hard to identify with. 

What might explain the connection between similarity and advertisement effectiveness 

of body positive advertisements, is the fact that people experience increased liking 

toward those people that appear similar to themselves (Berscheid & Hatfield 1969; Lynch 

& Schuler 1994). Scholars also suggest that relating information to oneself increases 

advertisement recall and can generate more favorable advertisement evaluations 

(Meyers-Levy & Peracchio 1996; Krishnamurthy & Sujan 1999). Additionally, due to 

downward comparisons (see social comparison theory by Festinger 1954), perceived 

viewer-model similarity might also be advantageous in terms of viewers’ body image 

state. In other words, perceived viewer-model similarity could mediate the relationship 

not only between model type and experienced advertisement effectiveness (measured 
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with attitude toward advertisement and in turn purchase intention), but also between 

model type and body image state evaluations of the viewers. 

In addition to similarity, another concept that has been proved to have a clear link to 

advertisement effectiveness of body positive advertisements in previous studies is 

trustworthiness (Antioco, Smeesters, & Le Boedec 2012; Munnukka, Uusitalo, & 

Toivonen 2016). Munnukka, Uusitalo, and Toivonen (2016) found that trustworthiness 

was the second strongest influencer of advertisement effectiveness for body positive 

advertisements, just after similarity. Trustworthiness is defined as “the honesty, sincerity 

and truthfulness of the source, or in other words, the receiver’s perception of the 

probability that an endorser communicates the claims that he/she considers most 

truthful” (Munnukka, Uusitalo, & Toivonen 2016, p. 184). Priester and Petty (2003) 

explain that consumers have a strong tendency to judge the trustworthiness of 

advertising sources. In print advertisements, this trustworthiness is rated based on 

nonverbal cues, such as physical attributes of the model (Wood et al. 2008). Higher 

trustworthiness of an advertising source generally increases positive attitudes toward 

advertisement and thus, has a positive influence on advertisement effectiveness (Priester 

& Petty 2003).  

Trustworthiness does not only have a connection to advertisement effectiveness but it is 

also strongly linked with the above-described concept of similarity. When an individual 

perceives interpersonal similarity, he/she usually considers the other person to be 

trustworthy (Deshpandé & Stayman 1994). Hence, as the level of perceived similarity 

increases, the experienced level of trustworthiness should increase as well. The same 

should apply to models portrayed in advertisements: the more the viewer perceives 

similarity between himself and the portrayed model, the higher the level of model 

trustworthiness should be. Model trustworthiness should therefore increase when 

perceived viewer-model similarity increases. This explains why easily identifiable non-

ideal models have been considered as more trustworthy than unattainable ideal models 

in previous studies (see Antioco, Smeesters, & Le Boedec 2012; Munnukka, Uusitalo, & 

Toivonen 2016). 

According to the discussion above, perceived viewer-model similarity and model 

trustworthiness are important concepts when considering the effectiveness of body 

positive advertisements. More specifically, the more the viewer perceives similarity and 

in turn, considers the model to be trustworthy, the more favorable should his attitudes 

toward the advertisement be. Further, the more favorable the viewer’s attitude toward 
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the advertisement, the higher the purchase intention to the advertised product should 

be.  

 

2.4 Summary and Hypotheses Development 

Constant exposure to ideal models portrayed in advertisements has set the current 

standards of attractiveness, putting pressure on both men and women to continuously 

improve their looks and shape (McCreary & Sasse 2000; Barry 2014). Further, 

internalization of social appearance standards has been identified as one of the strongest 

predictors of body image concerns (Diedrichs & Lee 2010). Problems with body image 

have again been proved to be closely associated with serious health consequences, such 

as depression, various eating disorders, and low self-esteem (Galito & Crowther 2013; 

Olivardia et al. 2004; Agliata & Tantleff-Dunn 2004). It is thus not surprising that many 

consumers and policymakers have now expressed their concerns related to the extensive 

use of narrowly-defined ideal models in advertisements (Halliwell 2015; Cohen et al. 

2019). 

As a response to the increasing public concern about portraying ideal models in 

advertisements, some brands have started to create realistic body positive 

advertisements (see e.g. Pounders 2018; Gil 2018; Melisani 2020; Forsman & Bodenfors 

2015; Lynx 2020). What is noteworthy in the existing body positive advertisements, is 

that a grand majority of them has been directed to the female audience, while only a 

handful of male body positive advertisements currently exist. Yet, also men suffer 

increasingly from pressure imposed by ideal models (Jung 2011; Barry 2014). In 

addition, most scientific studies examining the relationship between media exposure and 

its effects on body image have been focusing on the female perspective, while the male 

audience has received much less attention (ibid). The imbalance between the two 

genders justifies why male consumers are in the focus of this study. 

In body positive advertisements, traditional ideal models are replaced with more realistic 

non-ideal models that, according to previous studies, are easier to identify with for most 

people in terms of body size, complexion and overall appearance (Bower & Landreth 

2001). Referring to social comparison theory by Festinger (1954), perceived similarity 

between the viewer and the model should lead to downward comparisons that may 

trigger positive body image evaluations within the viewer. Hence, people should report 
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more favorable body image states when being exposed to non-ideal models that resemble 

themselves than when seeing unattainable ideal models. 

Even though using non-ideal models in advertisements is a rising trend, many marketing 

professionals have still been relatively careful about promoting with non-ideal models 

due to doubts concerning their performance in terms of advertisement effectiveness 

(Borau & Bonnefon 2016). The potential impact that non-ideal models might have on 

advertisement effectiveness (attitude toward advertisement and purchase intention) 

needs to be investigated more thoroughly before more companies may become interested 

to change course. When it comes to the male audience, only two studies thus far have 

studied the topic (see Barry 2014; Diedrichs & Lee 2010), with somewhat contradicting 

findings. While Diedrichs & Lee (2010) believe that using non-ideal models in 

advertisements might be equally effective as using ideal models, Barry (2014) states that 

using non-ideal models might function even better in terms of advertisement 

effectiveness. 

According to previous studies, two concepts that have been strongly linked with 

advertisement effectiveness of body positive advertisements are perceived viewer-model 

similarity (Munnukka, Uusitalo, & Toivonen 2016; Barry 2014) and model 

trustworthiness (Antioco, Smeesters, & Le Boedec 2012; Munnukka, Uusitalo, & 

Toivonen 2016). This implicates that these two concepts should have a positive influence 

on the viewer’s attitude toward advertisement which again should increase purchase 

intentions. In addition to this connection, previous studies have also found a link 

between perceived similarity and trustworthiness: similar individuals are usually 

considered as more trustworthy than individuals that are hard to identify with 

(Deshpandé & Stayman 1994). In other words, perceived similarity should have a 

positive effect on trustworthiness. 

Based on the theoretical background inspired by relevant previous literature, eight 

hypotheses were developed. The first five (H1-H5) investigate the total effects that the 

independent variable (Model Type) is expected to have on the dependent variables 

(Perceived Viewer-Model Similarity, Model Trustworthiness, Attitude toward 

Advertisement, Purchase Intention, and Body Image State Scale). The last three (H6-

H8) study the mediating effects that are derived from existing theory. Finally, in order 

to summarize the key take-aways from theory and to illustrate the hypotheses, a 

theoretical framework (see Figure 2) was created. The hypotheses will be tested and the 

framework further developed in chapter 4 called Empirical Findings. 
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Total effects: 

H1: Exposure to non-ideal models leads to higher level of perceived viewer-model similarity than 
exposure to ideal models. 

H2: Exposure to non-ideal models leads to higher level of model trustworthiness than exposure to 
ideal models. 

H3: Exposure to non-ideal models leads to more favorable attitudes toward advertisement than 
exposure to ideal models. 

H4: Exposure to non-ideal models leads to higher purchase intention than exposure to ideal 
models. 

H5: Exposure to non-ideal models leads to more positive body image state than exposure to ideal 
models. 

Mediating effects: 

H6 a/b: The relationship between model type and attitude toward advertisement is mediated by 
a) perceived viewer-model similarity, and in turn b) model trustworthiness. 

H7: The relationship between model type and purchase intention is mediated by attitude toward 
advertisement. 

H8: The relationship between model type and body image state is mediated by perceived viewer-
model similarity. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2 Theoretical framework 
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3 RESEARCH METHOD 

This chapter explains the research approach and research design. As Silverman (2006) 

recommends, the methodology chapter explains the methods that have been used, 

motivates the choices of these methods, and clarifies how the data has been collected and 

analyzed. The chapter begins with a discussion about the research design and then moves 

on to present the data collection process. In the end, a brief discussion about the data 

analysis process will finalize the chapter.  

 

3.1 Research Design 

The study aims to compare consumer perceptions of traditional advertisements featuring 

ideal male models and body positive advertisements featuring non-ideal male models in 

order to evaluate how model type affects advertisement effectiveness (attitude toward ad 

and purchase intentions), and body image states of the male viewers. As this aim allows 

a quantitative research method to be applied, this approach was adopted. The decision 

of using a quantitative method was justified with the fact that it is often used to verify 

theory (Deshpande 1983): one draws hypotheses from existing literature and collects 

information from representatives of particular populations in order to test these 

hypotheses (Saunders & Lewis 2012). As a result, quantitative studies can deliver 

accurate results based on statistical treatments, which enable drawing trustworthy 

conclusions about the studied phenomenon (Silverman 2006). In addition, a 

quantitative approach was also recommended by Barry (2014) who has already executed 

a qualitative study within a similar research context. 

Inductive and deductive approaches are the two general ways of conducting academic 

research (Hyde 2000). Hyde (2000) explains that in inductive studies, the researcher 

moves from data to general theory. In other words, inductive studies are about creating 

theory. On the contrary, in deductive studies the researcher moves from general theory 

to data collection and analysis, meaning that deductive studies are about verifying theory 

(ibid). The research approach should determine whether the study should be conducted 

qualitatively or quantitatively: inductive approach supports qualitative data whereas 

deductive approach supports quantitative data (Hair et al. 2010). The study in question 

was deductive in nature, moving from theory to data, providing further support for 

conducting a quantitative study.  
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Of the different methods for data gathering, experiments were considered as most 

suitable. An experiment can be defined as a research strategy that studies theory-based 

causal links between variables in order to find out whether a change in one independent 

variable leads to a change in another dependent variable (Saunders & Lewis 2012). In 

this study, the objective was to find out whether there were observable differences on a 

set of dependent variables between the manipulated independent variable, model type. 

The manipulation of model type was conducted by presenting the respondents one of 

two alternative advertisements with varying model types, one with ideal models, the 

other with non-ideal models. Johnson, Lewis and Reiley (2016) also highlight the fit of 

experiments especially for evaluating advertisement effectiveness as they allow the 

researcher to study the causal effect of an isolated independent variable (in this case, 

ideal model/non-ideal model) on other variables, which increases the internal validity. 

The reactions resulting from the experiments were measured with numerical survey 

questionnaires.  

 

3.2 Sample 

The population of the study focused on men over 15 years of age who either lived in 

Finland or were Finnish citizens. According to Saunders and Lewis (2012) as well as Hair 

et al. (2010), a sufficiently representative sample is required to make trustworthy 

conclusions about the population. To achieve this end, the goal was to gather at least 200 

sample representatives. The goal was exceeded as the final number of sample 

representatives was 265 with 132 men in Group 1 (ideal model) and 133 men in Group 2 

(non-ideal model). To collect the sample from the population, a random sampling 

strategy was applied (Patton 2015). In the data collection phase, two separate links were 

distributed on three different social media channels of the author. One link directed the 

participants to the experiment with the ideal model treatment, whereas the other link 

took participants to the experiment with the non-ideal model treatment. During the data 

collection, the links were continuously exchanged between the different social media 

channels of the author. This was done to ensure that both surveys would get answers 

from all channels and that a sample representative would be randomly allocated to one 

of the two links. Since the respondents themselves could decide whether to take part into 

the study or not, the random sample was self-selective in nature (Saunders et al. 2009). 
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Answers from two female respondents were eliminated from the database as the study 

focused only on men. In Group 1, 95.4% were white or Caucasian, 2.3% were Asians, and 

2.3% were other ethnicities. In Group 2, all the respondents were white or Caucasian. 

Due to the minimal ethnic variety in the sample, the role of ethnicity in relation to 

advertisement effectiveness and body image evaluations will not be further examined or 

discussed. Age division between the two groups was skewed to 20–29-year-old men in 

both groups. Otherwise, the age division was relatively balanced when comparing the 

two groups (see Table 1). 

Table 1 Age division of sample representatives in percentages and number of people in each 
age group 

Age Group 1 (ideal model) Group 2 (non-ideal model) 

15–19 0.8% (1) 0.0% (0) 

20–29 51.5% (68) 54.9% (73) 

30–39 14.4% (19) 12.8% (17) 

40–49 9.1% (12) 12.0% (16) 

50–59 11.4% (15) 12.0% (16) 

60–69 11.4% (15) 7.5% (10) 

over 70 1.5% (2) 0.8% (1) 

 

The experiment and the survey questionnaire were self-administered and Internet-

mediated (i.e. completed by each respondent online) to ensure a convenient way to 

collect data for the author, and an easy way to participate for the sample representatives 

(Saunders et al. 2012). The self-administrated design enabled respondent anonymity and 

ease of data collection. However, as is typical for survey studies, it was not possible to 

control for non-response bias. Berg (2010, p. 3) describes that “non-response bias refers 

to the mistake one expects to make in estimating a population characteristic based on a 

sample of survey data in which, due to non-response, certain types of survey respondents 

are under-represented”. For example, in surveys related to health, respondents generally 

report better health status and more positive health-related behaviors than non-

respondents (Cheung et al. 2017). This indicates that people with poorer health tend to 

avoid participating in surveys dealing with health (ibid). As the survey of this study 

focused on body portrayal and the psychological concept of body image, the data 

collection was strongly related to psychological health. Therefore, it is possible that this 

has to some degree led to non-response bias in men with poorer body image. 
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3.3 Ethics of the Study 

It is important to be aware of research ethics when conducting scientific studies. 

Research ethics refer to “the appropriateness of the researcher’s behaviour in relation to 

the rights of those who become the subject of a research project, or who are affected by 

it” (Saunders & Lewis 2012, p. 74). Important considerations in relation to research 

ethics are (1) whether the participation was voluntary, (2) how the confidentiality of the 

collected data is secured, and (3) protection of participants from harm (ibid). 

First, the voluntary participants could choose whether or not to take part into the study. 

Participants were informed about the purpose of the study and their role in it, and an 

official consent was obtained from each participant before the data collection. Second, it 

was made clear to the respondents that their participation would be completely 

anonymous. Anonymity would also be an effective way to get honest responses from the 

participants. The confidentiality of the collected data was secured following the 

guidelines of Hanken School of Economics. Third, protection of participants from harm 

was taken into careful consideration. It was acknowledged that exposing participants to 

advertisements with ideal models may cause negative psychological consequences (see 

e.g. Galito & Crowther 2013; Parent & Moradi 2011; Vartanian 2009). However, it was 

reasoned that as consumers are exposed to ideal male models constantly in their 

everyday lives, the experiment of the study would not differ from a traditional 

advertisement exposure setting. Thus, the participants were protected from any 

additional harm while taking part into the experiment. 

In addition to these main considerations, the experiment was conducted through the 

trustworthy online platform of Webropol, and the participants could take part into the 

experiment when and where best suited for them. The participants were also given an 

opportunity to contact the author via email in case they wanted to know more details 

about the use of their data, the purpose of the study, or the research findings. Due to 

ethical reasons, all the participants were above 15-years-of-age. Respondents younger 

than this were not allowed to participate due to their vulnerability. To conclude, no 

considerable issues in relation to ethics of the study were detected. 
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3.4 Data Collection 

The survey questionnaire was checked by the thesis supervisor and the experiment 

functionality was tested with two pilot study participants prior to the actual data 

collection. Small adjustments were made to the questionnaire and the experiment design 

according to obtained comments, for example, the order of the items in the questionnaire 

was restructured. In addition, to show commitment towards secure data collection and 

management, the official record of data processing activities of Hanken School of 

Economics was filled in prior to collecting data. After these important preliminary steps, 

the actual data collection could begin. The data collection took place during week 12 in 

April 2021 when experiment participants were recruited through social media channels 

of the author. These social media channels included Instagram, Facebook, and LinkedIn. 

The voluntary participants were randomly assigned to one of the two Webropol links 

with different model types. Participation in the experiment took approximately five to 

ten minutes per respondent. 

The experiments were based on two real-life male underwear advertisements from 

Dressmann, the leading fashion chain for menswear in the Nordic region (Dressmann 

2021). However, the brand was not revealed to the participants so that prior brand 

perceptions would not affect the answers. Respondents were exposed to these particular 

underwear advertisements as these advertisements were clearly directed to the male 

consumers themselves and the different body types could easily be detected. Sample 

representatives in Group 1 were exposed to a traditional underwear advertisement with 

ideal male models (see Figure 3) whereas sample representatives in Group 2 were 

exposed to body positive advertisements with non-ideal models (see Figure 4). 

Both advertisements were real-life examples from a male fashion brand, Dressmann, 

which is relatively well established and well-known in Finland. In terms of other 

qualities, the advertisements were similar. Both were black and white images, featuring 

men in a row wearing only underwear. The underwear type was boxer briefs in both 

advertisements, aligning the promoted products. In the advertisement featuring ideal 

models, the waistbands of the boxers briefs were modified by removing the 

“menunderwear” text from them so that the products would be even more comparable. 

What differed in the advertisements was that in the advertisement featuring ideal 

models, one man was portrayed in four different poses, whereas in the advertisement 

featuring non-ideal models, there were seven heterogeneous men. 
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Figure 3 Advertisement A: Traditional advertisement with ideal models (Olsson 
2020) 

 

 

Figure 4 Advertisement B: Body positive advertisement with non-ideal models 
(Forsman & Bodenfors 2015) 

 

After exposure to either Advertisement A or Advertisement B, participants were asked to 

fill in a brief survey which had the same questions for all participants across the two 

experiment groups. Measures in the survey will be discussed thoroughly in the following 

section. 



 31 

3.4.1 Questionnaire Design 

The survey questionnaire was designed and structured on the five dependent measures 

presented in the theoretical framework (see Table 2). These dependent variables were 

Perceived Viewer-Model Similarity (SIMIL), Model Trustworthiness (TRUST), Attitude 

toward Advertisement (AAD), Purchase Intention (PI), and Body Image State Scale 

(BISS). All the measures included at least three constructs in order to make sure that the 

measures were reliable and generalizable (Hair et al. 2010). Next, each of the dependent 

constructs will be presented. 

Perceived viewer-model similarity was assessed using three seven-point Likert items 

from a scale suggested by Munnukka, Uusitalo, and Toivonen (2016). The scale these 

scholars used was a modified version of an original scale created by Bower and Landreth 

(2001). Questions on the scale (Q4-Q6, see Appendix 1) were related to how well the 

participants identified and felt appearance-related similarity with the models. 

Trustworthiness of the models was measured with a trustworthiness scale provided by 

Munnukka, Uusitalo, and Toivonen (2016). This scale was a simplified version of the 

longer original version created by Ohanian (1990). The seven-point Likert scale 

consisted of three statements (Q7-Q9, see Appendix 1) related to the felt trust toward the 

models portrayed in the advertisements. 

A seven-point Likert scale with five items (Q10-Q14, see Appendix 1) created by Lee and 

Mason (1999) was used to measure attitude toward advertisement. Attitude toward 

advertisement was one of the two components used to assess overall advertisement 

effectiveness (similarly to Jung & Heo 2018). Construct 14 was reverse coded to help 

prevent response bias (Pallant 2020). 

A seven-point Likert scale with three items (Q15-Q17, see Appendix 1) was used to 

measure purchase intention. The scale was a slightly modified version of the one created 

by Bower and Landreth (2001). Purchase intention was the other one of the two 

components used to assess overall advertisement effectiveness (similarly to Jung & Heo 

2018). 

The six-item (Q18-Q23, see Appendix 1) Body Image States Scale (Cash et al. 2002) was 

used to measure the impact of advertisement exposure on body image evaluations of the 

male viewers. Body Image State Scale is a sound measure of momentary evaluative and 

affective body image experiences, and the scale is particularly suitable for short-term 
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experimental body image studies (ibid). Therefore, Body Image State Scale was 

considered to be relevant for the current experiment-based study. Additionally, instead 

of focusing on different body parts separately, as many other measures do, the Body 

Image State Scale assesses broader experiences related to one’s overall appearance 

(ibid). A nine-point Likert scale was used for the BISS items. 

In addition to these five dependent measures, the questionnaire included a consent 

question and three control questions of which one functioned as a filler question (Q1) 

and two were used to conduct a manipulation check (Q2-Q3). These questions were 

presented in the beginning of the survey. Toward the end of the survey, three 

demographic questions (Q24-Q26) were presented to get more information about the 

anonymous respondents. All the questions in the survey questionnaire were mandatory. 

Thus, every respondent completed the entire questionnaire.  The simplified version of 

the questionnaire is presented in Table 2, while the complete version with response 

scales is attached in Appendix 1. 

 

Table 2 Questionnaire with measures and statements 

 

Measures Construct Sources 

Consent question I am over 15 years old and participate voluntarily in this 

study. I accept that my anonymous answers will be 

saved in a database and used for academic research. 

 

Control questions 1. Have you seen the advertisement before this 

experiment? 

 

2. The ad portrays realistic bodies. 

3. The ad portrays models of diverse sizes, ages, 

ethnicities, and appearances. 

 

Perceived Viewer-

Model Similarity 

(SIMIL) 

4. The models and I have a lot in common. Munnukka, Uusitalo, & 

Toivonen (2016) 5. The models and I are a lot alike. 

6. I can easily identify with the models. 

 

Model 

Trustworthiness 

(TRUST) 

7. I feel the models are honest. Munnukka, Uusitalo, & 

Toivonen (2016) 8. I consider the models to be trustworthy. 

9. I feel the models are truthful. 

 

Attitude toward ad 

(AAD) 

10. I like the ad. Lee & Mason (1999) 

11. The ad is appealing to me. 

12. The ad is attractive to me. 

13. The ad is interesting to me. 

14. I think the ad is bad.* 
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Purchase intention 

(PI) 

Think about a situation in which these products were 

launched in your local market. Would you... 

15. …intend to buy the product? 

Bower & Landreth (2001) 

16. …plan on buying the product? 

17. …think about buying the product? 

 

Body image state 

scale (BISS) 

Right now I feel… 

18. … with my physical appearance. 

Cash et al. (2002) 

19. … with my body size and shape. 

20. ... with my weight. 

21. ... physically attractive. 

22. ... about my looks than I usually feel. 

23. that I look ... than the average person looks. 

 

Demographics 24. Age  

25. Ethnicity 

26. Gender 

 

Note: The abbreviations of the constructs will be used in the tables presenting the data analysis results. 

 

3.5 Data Analysis 

The dependent constructs of the study were Perceived Viewer-Model Similarity (SIMIL), 

Model Trustworthiness (TRUST), Attitude toward Advertisement (AAD), Purchase 

Intention (PI), and Body Image State Scale (BISS). The quantitative scales used to assess 

the dependent measures were adapted from existing studies. According to Pallant 

(2020), factor analyses are necessary if the aim is to create completely new measurement 

scales that have not been used before. As this study used scales derived from past 

literature, no exploratory factor analyses were conducted to the measurement scales. 

Instead, to check if the existing scales were reliable also for the current study, Cronbach’s 

alpha coefficients of the dependent variables and component loadings of each scale 

components were counted and proved acceptable. The dependent variables were 

internally consistent, and each construct converged on its assigned factor (see section 

4.1.3 Measurement Invariance for more details). In the data analysis, the dependent 

variables were treated as means of their assigned scale constructs.  

The data collection was followed by analysis of the collected data. The data analysis was 

divided into two distinct areas: a four-step preliminary analysis and a two-step main 

analysis. First, a preliminary analysis was conducted to judge suitability of the data for 

further analysis. To start with, a manipulation check based on independent samples t-

tests was conducted to see if the advertisement manipulation was successful according 

to the respondents. Second, the dataset was screened to verify that the basic assumptions 
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for statistical analysis were met. Third, measurement invariance was confirmed by 

conducting reliability tests based on Cronbach’s alphas and component loadings, validity 

tests based on composite reliability and average variance extracted, as well as 

confirmatory factor analysis to test model fit. Finally, the data was controlled for eventual 

common method bias. The basic IBM SPSS Statistics 26 software package was used for 

all the areas of the preliminary analysis, except for the confirmatory factor analysis that 

was a part of the measurement invariance confirmation. To perform the confirmatory 

factor analysis, the IBM SPSS Amos 26 Graphics software was used. 

The preliminary analysis was followed by a main analysis that would aim to test the 

proposed hypotheses. The first step of the main analysis was a one-way MANOVA 

performed with the basic IBM SPSS Statistics 26 software package. This step was run in 

order to see how the means of the five dependent variables, Perceived Viewer-Model 

Similarity (SIMIL), Model Trustworthiness (TRUST), Attitude toward Advertisement 

(AAD), Purchase Intention (PI), and Body Image State Scale (BISS), differed between 

the two treatment groups (Pallant 2020). One-way MANOVA was chosen instead of a 

series of ANOVAs in order to lower the risk of type 1 errors (ibid). 

The second step of the main analysis was a PROCESS macro analysis conducted with an 

IBM SPSS add-on called PROCESS macro v3.5 by Hayes (2013). Based on logistic 

regression techniques, PROCESS macro analysis provides a reliable estimation of direct 

effects as well as conditional indirect effects, caused by either mediation or moderation 

(Hayes 2013). Thus, this step was conducted to provide support to the total effects 

calculated with one-way MANOVA as well as to test the three mediating effects of the 

theoretical framework (see Table 2). According to the theoretical framework and the 

proposed hypotheses, there were three mediating effects to be tested with the PROCESS 

macro analysis. First, the serial mediation with perceived viewer-model similarity and 

model trustworthiness as mediators between model type and attitude toward 

advertisement. Second, the simple mediation with attitude toward advertisement as 

mediator between model type and purchase intention. The final mediation to be tested 

was the simple mediation with perceived viewer-model similarity as mediator between 

model type and body image state. 

When conducting PROCESS macro analyses, it is necessary to select the appropriate 

conceptual model from the list of model templates provided by Hayes (2013). The list of 

model templates covers altogether 74 different alternatives of which one should choose 

the ones that illustrate the mediations or moderations one is willing to test with the 
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PROCESS macro analysis. The entire list of model templates can be accessed here: 

http://dm.darden.virginia.edu/ResearchMethods/Templates.pdf. In this study, two 

different model templates were employed. In the case of serial mediation, model number 

6 had to be used, whereas in the case of simple mediation, model number 4 was the right 

choice (Hayes 2013). 

http://dm.darden.virginia.edu/ResearchMethods/Templates.pdf


 36 

4 EMPIRICAL FINDINGS 

The aim of the study is to compare consumer perceptions of traditional advertisements 

featuring ideal male models and body positive advertisements featuring non-ideal male 

models in order to evaluate how model type affects advertisement effectiveness (attitude 

toward advertisement and purchase intention), and body image states of the male 

viewers. With this aim in mind, the collected data was first screened through with the 

preliminary analysis and then further analyzed in with the main analysis. This chapter 

discusses in detail how the data was analyzed and examines the empirical findings. 

 

4.1 Preliminary Analysis 

The data analysis started off with a four-step preliminary analysis to judge the suitability 

of the collected data for further screening. The preliminary analysis consisted of four 

distinct steps: manipulation check, assumption checks, measurement invariance testing, 

and common method bias testing. Each of these steps will be discussed separately in the 

following sections. 

4.1.1 Manipulation Check 

Conducting a manipulation check was the first step of the preliminary analysis. 

Questions 2 and 3 from the survey questionnaire were used for the purpose of 

manipulation check, aiming to find out whether the respondents thought that 

Advertisement B represented a body positive advertisement with non-ideal models and 

Advertisement A a traditional advertisement with ideal models. Using IBM SPSS 

Statistics 26 software, independent samples t-tests were conducted to find out how 

responses of the two treatment groups differed on questions 2 and 3. 

Table 3 presents the results from the manipulation check. According to these results, 

non-ideal models portrayed in Advertisement B were perceived as more realistic than 

ideal models featured in Advertisement A (5.9 VS 3.9, t(263) = -12.8, p < .001). 

Respondents also confirmed that Advertisement B portrayed models that were more 

diverse in terms of size, age, ethnicity, and appearance, compared to the traditional 

Advertisement A (5.4 VS 1.6, t(263) = -22.8, p < .001). Consequently, Advertisement B 

was confirmed to be a body positive advertisement with non-ideal models and 

Advertisement A a traditional advertisement with ideal models, indicating successful 

manipulation. 
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Table 3 Manipulation check summary 

Measure 

 

Ad treatment n M SD t df p 

The ad portrays 

realistic bodies. 

Ad A (ideal) 132 3.6 1.7 -12.81 232.98 .000 

Ad B (non-ideal) 133 6.0 1.2 

The ad portrays models 

of diverse sizes, ages, 

ethnicities, and 

appearances. 

Ad A (ideal) 132 1.6 1.2 -22.83 247.96 .000 

Ad B (non-ideal) 133 5.4 1.5 

 

4.1.2 Assumption Checks 

The second step of the preliminary analysis covered assumption checks. Before moving 

on to the statistical analysis, it is essential to check that one is not violating any of the 

assumptions made by the individual tests (Pallant 2020). In this study, both one-way 

MANOVA and PROCESS macro analyses were conducted as parts of the main analysis. 

Therefore, assumptions related to both of these were aligned before the actual analysis. 

This section first discusses the underlying assumptions related to one-way MANOVA and 

then moves on to the assumptions related to PROCESS macro. 

First, in the case of one-way MANOVA, the basic assumptions were related to sample 

size, normality, outliers, linearity, multicollinearity, as well as homogeneity of variance-

covariance (Pallant 2020). According to Pallant (2020), one should have more cases in 

each cell than one has dependent variables in order to proceed with the MANOVA 

analysis. As the sample size for the study was 265 with 132 men in Group 1 (ideal model) 

and 133 men in Group 2 (non-ideal model), this was not a problem. Neither did severe 

problems occur when focusing on univariate normality. Normal Q-Q plots demonstrated 

a rather normal distribution for both treatment groups with most cases lying on the 

normal distribution line. However, three outliers were detected from the boxplots: two 

of them in the Model Trustworthiness Scale (TRUST) for Group 1 and one of them in the 

Body Image State Scale (BISS) for Group 2. To see how much of a problem these outlying 

cases would cause, the 5% Trimmed Mean values were compared with regular mean 

values for the scales in question, as advised by Pallant (2020). As these two means were 

very similar both for Model Trustworthiness (3.47 and 3.46) and Body Image State Scale 

(5.97 and 6.03), the outlying cases were retained in the data file (Pallant 2020). Similarly 

to univariate normality, multivariate normality was on an acceptable level. Multivariate 

normality was checked with Mahalanobis distance with five dependent variables and 

comparing its maximum value to commonly acknowledged critical values (Pallant 2020). 

The maximum value (19.90) for Mahalanobis distance in the sample was below the 



 38 

critical value (20.52) proposed by Pallant (2020), indicating no severe violations from 

multivariate normality. 

Further, to assess linearity, a scatterplot matrix between each pair of variables was 

created to ensure some form of straight-line relationship between the constructs, as 

advised by Pallant (2020). A scatterplot matrix was created both for Group 1 (ideal 

model) and Group 2 (non-ideal model) separately. Neither of these two scatterplot 

matrices indicated any major observable evidence of non-linearity. The basic assumption 

of linearity was thus satisfied. Also, multicollinearity was inspected by paying attention 

to the correlations between independent variables in the correlation matrix. According 

to Pallant (2020), one should be concerned about correlations above 0.70. The highest 

score in the correlation matrix of the study was 0.611, which indicates that no 

multicollinearity was detected among the variables and the assumption was satisfied. 

Finally, to see if the data violated the assumption of homogeneity of variance-covariance 

matrices, attention was shifted to the Box’s test of equality of covariance matrices. The 

result from this test was p = .001, which was just at the borderline (Pallant 2020). 

However, as the value was not under .001, the assumption of homogeneity of variance-

covariance matrices was not considered to be violated. 

Next, assumptions related to PROCESS macro needed to be fulfilled as well. For 

PROCESS macro, the underlying assumptions were related to linearity, 

homoscedasticity, normality of estimation error, and independence of observations 

(Hayes 2013). According to Hayes (2013), there should be a linear relationship between 

the variables that are being analyzed in PROCESS macro in order to minimize error. As 

there are no guidelines on how to assess overall model linearity in mediation, one needs 

to assess linearity by breaking the mediation down into simple and multiple regressions 

(Kane & Ashbaugh 2017). Hence, each of the simple and multiple regressions needs to 

fulfil the assumption of linearity. This means that it is necessary to plot residuals against 

predicted values in all the regressions of the analyzed model. Looking at the scatterplots 

obtained as part of the regression analyses, they all appeared fairly linear with most of 

the cases lying close to zero along the X axis (Kane & Ashbaugh 2017).  

To check for homoscedasticity, attention was again paid to the scatterplots that were 

created to check linearity. As the data was spread rather equally across the Y axis in all 

of the regressions, forming a rectangle shape, the assumption of homoscedasticity was 

fulfilled (Kane & Ashbaugh 2017). This means that the estimation error was somewhat 

equal across all predicted Y values (Hayes 2013). In addition, looking at the Q-Q plots 
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with the residuals that were saved from the regression analyses, it was concluded that 

the estimation error was more or less normally distributed because the data seemed to 

fit the diagonal line reasonably well (Hayes 2013; Kane & Ashbaugh 2017). However, in 

some of the Q-Q plots, there were some minor violations to the assumption as a few cases 

were not located on the diagonal line. Hayes (2013) explains that these minor violations 

should not affect the results of the analysis when the sample size is reasonably big. 

Finally, independence of observations was taken into account so that the error associated 

with each case was independent from the error of other cases in the study (Hayes 2013). 

This assumption was kept in mind already when planning the research design: to ensure 

independence of observations, the data collection was self-administered and Internet-

mediated by each participant individually. 

4.1.3 Measurement Invariance 

In the third step of the preliminary analysis, attention was shifted to measurement 

invariance. Structural equivalence of the measures was confirmed in three phases: first 

by conducting a reliability tests, then by running a validity analysis, and finally by 

executing a confirmatory factor analysis (CFA). 

First, to check internal reliability, tests were conducted for each of the dependent 

variables to see if the constructs in each effectively load on the expected constructs. The 

adopted method to evaluate internal consistency was Cronbach’s alpha coefficient. 

Cronbach’s alpha was 0.85 for Perceived Viewer-Model Similarity, 0.95 for Model 

Trustworthiness, 0.91 for Attitude toward Advertisement, 0.93 for Purchase Intention, 

and 0.89 for Body Image State Scale. Cronbach’s alpha levels for all constructs exceeded 

the threshold of 0.60 (Fornell & Larcker 1981). In addition, attention was paid to 

component loadings: loadings for each item varied between 0.42 and 0.99, exceeding the 

typical lower limit of 0.40 (Guadagnoli & Velicer 1988). These results indicated that the 

dependent variables were reliable and that each construct converged on its assigned 

factor. Table 4 summarizes the results from the reliability tests by presenting the 

Cronbach’s alphas for each dependent variable and the component loadings for each 

scale construct. 
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Table 4 Results from the reliability tests 

Dependent 

variable 

 

Construct Component loading 

SIMIL (α = .85) The models and I have a lot in common. 

 

.82 

The models and I are a lot alike. 
 

.84 

I can easily identify with the models. .77 

TRUST (α = .95) I feel the models are honest. .92 

I consider the models to be trustworthy. 
 

.94 

I feel the models are truthful. .94 

AAD (α = .91) I like the ad. .91 

The ad is appealing to me. 
 

.88 

The ad is attractive to me. 
 

.79 

The ad is interesting to me. 
 

.81 

I think the ad is bad.* .75 

PI (α = .93) Would you intend to buy the product? 

 

.86 

Would you plan on buying the product? 
 

.94 

Would you think about buying the product? .91 

BISS (α = .89) Right now I feel … with my physical appearance. 

 

.90 

Right now I feel … with my body size and shape. 
 

.99 

Right now I feel ... with my weight. 
 

.82 

Right now I feel ... physically attractive. 
 

.72 

Right now I feel ... about my looks than I usually feel. 
 

.48 

Right now I feel that I look ... than the average person looks. .49 

Note 1: SIMIL = Perceived Viewer-Model Similarity; TRUST = Model Trustworthiness; AAD = Attitude toward 
Advertisement; PI = Purchase Intention; BISS = Body Image State Scale 

 

Next, attention was paid to validity. Convergent validity, which measures internal 

consistency of each construct, was assessed by paying attention to composite reliability 

(CR). CR statistics varied between 0.80 and 0.95. Hence, they were all above the 

threshold of 0.70, indicating good convergent validity (Fornell & Larcker 1981). 

Discriminant validity, which evaluates the extent to which each construct used in the 

model differs from the others, was measured with average variance extracted (AVE). AVE 

statistics varied between 0.57 and 0.87, meaning that all constructs exceeded the 

threshold of 0.50 (Fornell & Larcker 1981). Moreover, the correlations between the 
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constructs varied between -0.018 and 0.611. This means that all correlations were below 

the threshold of 0.70 and below the square roots of the AVEs (expressed in italics in the 

correlation matrix), providing further support for the discriminant validity of the 

constructs (ibid). Table 5 summarizes results from the validity tests by presenting the CR 

and AVE statistics for each dependent variable, and the correlations between dependent 

variables. 

Table 5 Results from the validity tests 

 

 

CR AVE 1 2 3 4 5 

 

1 SIMIL .80 .66 .812     

2 TRUST .95 .87 .580** .933    

3 AAD .88 .69 .488** .550** .831   

4 PI .92 .82 .441** .409** .611** .906  

5 BISS .82 .57 .206** .111 .056 -.018 .755 

Note 1: ** p <.01 
Note 2: SIMIL = Perceived Viewer-Model Similarity; TRUST = Model Trustworthiness; AAD = Attitude toward Ad; PI = 
Purchase Intention; BISS = Body Image State Scale 
Note 3: significant correlations in bold in the correlation matrix 
Note 4: square roots of AVEs in italics in the correlation matrix 

 

Finally, by using the IBM SPSS Amos 26 Graphics software, a confirmatory factor 

analysis (CFA) was conducted to test model fit. CFA results indicated that the 

measurement model had good fit with the data (χ2 (160) = 361.603, χ2 /df = 2.260). The 

fit indices comparative fit index (CFI) = 0.953, Tucker-Lewis index (TLI) = 0.944, 

Bentler-Bonett normed fit index (NFI) = 0.919, relative fit index (RFI) = 0.904, and 

incremental fit index (IFI) = 0.953, were all above the threshold of 0.90 (Byrne 2001). 

The root mean square error of approximation (RMSEA) was 0.069 and thus below the 

threshold of 0.08 (Byrne 2001). 

4.1.4 Common Method Bias 

The fourth and final step of the preliminary analysis was to test for eventual common 

method bias. Cross-sectional studies that measure independent and dependent variables 

simultaneously with self-reported responses may entail bias (Podsakoff et al. 2003). 

Therefore, for this kind of studies, it is of interest to verify for common method variance 

(CMV) by conducting a Harmon one-factor test (ibid). The analysis showed the presence 

of five factors with an eigenvalue greater than 1.0. Their variances were 37.35%, 19.63%, 

8.89%, 6.40%, and 5.26%. Hence, as the test identifies more than one factor and the 

factor with the highest variance accounts for less than 50% of the total variance, common 

method bias was not a serious concern (ibid). Podsakoff et al. (2003) state that 
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experimental studies that are able to show that the relationships between the variables 

of interests are significant after controlling for method biases give more compelling 

evidence than those who do not. 

 

4.2 Main Analysis 

The four steps taken in the preliminary analysis proved that the collected data was 

suitable for further analysis. Hence, the preliminary analysis was followed by a main 

analysis that included two steps: first, a one-way MANOVA test performed with the basic 

IBM SPSS Statistics 26 software to see how the means of the dependent variables differed 

between the two treatment groups. The first step was followed by the second and final 

step of the main analysis. In this last step, a PROCESS macro test was conducted with an 

IBM SPSS add-on called PROCESS macro v3.5 to give support to the total effects 

calculated with one-way MANOVA and to test the theory-based mediating effects 

between the variables. Next, the two steps of the main analysis will be presented in a 

chronological order. 

4.2.1 One-way MANOVA 

The main analysis started with conducting a one-way MANOVA test.  The purpose of this 

first step was to see how the means of the five dependent variables differed between the 

two treatment groups. With this purpose in mind, one-way MANOVA was considered as 

a suitable technique since it can compare different groups on more than one dependent 

variable (Pallant 2020).  

On an overall level, the multivariate tests showed that there was a statistically significant 

difference among the two treatment groups on the combined dependent variables, F(5, 

259) = 15.57, p = .000; Wilks’ Lambda = .77; partial eta squared = 0.23. Hence, not only 

was the difference between groups significant but also relatively important as indicated 

by the partial eta squared: 23% of the variance in dependent variables can be explained 

by the type of models in the advertisement. In addition to looking at the results on an 

overall level, the impact of the independent variable (model type) on each of the 

dependent variables was analyzed separately. For this analysis, a Bonferroni adjustment 

was applied to attain a higher alpha value that would help in mitigating chances of a Type 

1 error (Pallant 2020). The adjusted alpha level was 0.01, meaning that results would be 
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significant only with a value under this score. Descriptive statistics and results from the 

test of between-subject effects are presented in Table 6. 

Table 6 Preliminary analysis based on one-way MANOVA 

 

 

Group 1: 

ideal 

 

Mean (STD) 

 

Group 2: 

non-ideal 

 

Mean (STD) 

 

F Sig. R2 

1 SIMIL 3.2 (1.4) 4.1 (1.4) 29.19 .000 .10 

2 TRUST 3.5 (1.3) 4.8 (1.3) 69.12 .000 .21 

3 AAD 3.5 (1.4) 4.1 (1.4) 12.45 .000 .05 

4 PI 3.1 (1.4) 3.4 (1.5) 1.77 .184 .01 

5 BISS 5.8 (1.4) 6.0 (1.4) 1.41 .236 .01 

Note: SIMIL = Perceived Viewer-Model Similarity; TRUST = Model Trustworthiness; AAD = Attitude toward 
Advertisement; PI = Purchase Intention; BISS = Body Image State Scale 

 

An inspection into the mean scores indicated that male viewers perceived significantly 

more similarity when being exposed to a body positive advertisement with non-ideal 

models than when seeing a traditional advertisement with ideal models (M_nonideal = 

4.1, SD_nonideal = 1.4 VS M_ideal = 3.2, SD_ideal = 1.4, F(1, 263) = 29.19, p < .000). 

Further, men considered non-ideal models to be significantly more trustworthy than 

ideal models (M_nonideal = 4.8, SD_nonideal = 1.3 VS M_ideal = 3.5, SD_ideal = 1.3, 

F(1, 263) = 69.12, p < .000). Ultimately, male consumers showed significantly more 

favorable attitudes toward body positive advertisements that portrayed non-ideal 

models than traditional advertisements that presented ideal models (M_nonideal = 4.1, 

SD_nonideal = 1.4 VS M_ideal = 3.5, SD_ideal = 1.4, F(1, 263) = 12.45, p < .000). 

In addition to these significant effects, also two non-significant effects between the two 

treatment groups were detected. First, the effect of different model types on purchase 

intention was non-significant (M_nonideal = 3.4, SD_nonideal = 1.5 VS M_ideal = 3.1, 

SD_ideal = 1.4, F(1, 263) = 1.77, p = .184). This was the case also for body image state: 

the reported body image states did not differ significantly between the two treatment 

groups (M = 6.0_nonideal, SD_nonideal = 1.4 VS M_ideal = 5.8, SD_ideal = 1.4, F(1, 

263) = 1.41, p = .236). Although the differences were not significant, looking at the mean 

scores of the two treatment groups, it can still be conducted than men who were exposed 

to body positive advertisements with non-ideal models reported somewhat higher scores 

on both of these dependent variables than men who were exposed to traditional 

advertisements with ideal models. 
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4.2.2 PROCESS macro 

The second and final step of the main analysis was to conduct a PROCESS macro analysis 

conducted with the IBM SPSS add-on tool called PROCESS macro v3.5 by Hayes (2013). 

This analysis was run to give support to the total effects calculated with one-way 

MANOVA as well as to test the three mediating effects of the theoretical framework (see 

Figure 2). With PROCESS macro analysis, it is possible to obtain a reliable estimation of 

direct effects as well as conditional indirect effects, caused by either mediation or 

moderation (Hayes 2013). Conducting a PROCESS macro analysis would result in a 

profound understanding of how the different variables in the proposed theoretical 

framework are connected to each other (Hayes 2013). 

The PROCESS macro analysis was conducted with 5,000 bootstrap samples. The 

bootstrapping procedure was chosen instead of alternative evaluations of mediating 

effects because it is widely accepted across different fields of research (Gardner, Wright, 

& Moynihan 2011), and in addition, it requires fewer assumptions to be fulfilled than the 

more old-fashioned Baron and Kenny (1986) causal steps strategy approach. For 

example, the bootstrapping procedure does not assume normal distribution (Preacher & 

Hayes 2008). In brief, the bootstrapping procedure delivers an analysis of main effects 

of the independent variable on the dependent variables, as well as indirect effects of the 

independent variable on the dependent variables taking mediators into account (ibid). 

For each path, the bootstrapping procedure gives a bootstrap 95% confidence interval, 

which is detected to be significant if the confidence interval does not include zero (Hayes 

2013). 

A visual representation of the results from the mediation analysis is shown in Figure 5.  

The path coefficients are unstandardized. Using unstandardized regression coefficients 

is more common in mediation analyses than using standardized regression coefficients 

(Hayes 2013), justifying the choice. Straight lines in the model demonstrate significant 

relationship and dashed lines illustrate non-significant relationships. Numbers on the 

lines stand for path coefficients. On the lines with numbers in both parentheses and 

without parentheses, the numbers without parentheses describe the total effect, whereas 

the numbers in parentheses describe direct effect which takes mediation into account. 

According to Hayes (2013), the direct effect should be smaller than the total effect to 

ensure valid mediation. As seen from the figure below, this was the case in all of the three 

proposed mediating effects. 
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Note 1: *** p ≤ .001, ** p ≤ .01 
Note 2: dummy coding was 1 = ideal model, 2 = non-ideal model 
 
 

Figure 5 Visual representation of the results from the PROCESS macro analysis 

 
 

To ease the reading process, results from the PROCESS macro analysis are also 

presented in Table 7 with the respective hypotheses and path coefficients. The first five 

hypotheses concerned the total effects from the independent variable to the dependent 

variables, whereas the last three hypotheses were about the suggested mediating effects. 

 

Table 7 Hypotheses with their respective path coefficients 

 Path Estimate SE CI Lower CI Upper R2 

H1 Model → SIMIL .929*** .172 .590 1.27 .10 

H2 Model → TRUST .912*** .149 .618 1.21 .21 

H3 Model → AAD .608*** .172 .269 .947 .05 

H4 Model → PI .240 .180 -.115 .594 .01 

H5 Model → BISS .204 .171 -.134 .541 .01 

H6 

a/b 

Model → SIMIL → TRUST 

→ AAD 

.188*** .049 .100 .291 .35 

H7 Model → AAD → PI .387*** .116 .172 .627 .38 

H8 Model → SIMIL → BISS .178*** .071 .056 .330 .04 

 
Note 1: *** p ≤ .001, ** p ≤ .01 
Note 2: SIMIL = Perceived Viewer-Model Similarity; TRUST = Model Trustworthiness; AAD = Attitude toward 
Advertisement; PI = Purchase Intention; BISS = Body Image State Scale 

 
 
 

Model type 

Attitude 
toward ad 

.912*** 

.496*** 

.253*** 

.408*** 
.929*** 

.608*** (-.186) 

Body 
image state 

.192** 

Purchase 
intention 

.637*** 

.204 (.025) 

.240 (-.147) 

Perceived 
viewer-
model 

similarity 

Model 
trust-

worthiness 
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To start with, attention was paid to the total effects (H1-H5) that describe the 

relationship between an independent variable and a dependent variable without 

controlling for any mediating variables. In other words, total effects of the PROCESS 

macro analysis should give support to the results obtained from the one-way MANOVA 

analysis. As expected, the total effects of model type on perceived viewer-model 

similarity (b = .929, t(263) = 5.4, p < .000, CI [.59, 1.3]), model trustworthiness (b = 

.912, t(262) = 3.9, p < .001, CI [.62, 1.2]), and attitude toward advertisement (b = .608, 

t(263) = 3.5, p < .001, CI [.27, .95]) were all significant. As the group exposed to ideal 

models was coded as 1, and the group exposed to non-ideal models was coded as 2, this 

indicates that men exposed to non-ideal models scored significantly higher on these 

dependent variables than men seeing ideal models. Hence, H1, H2, and H3 were 

supported. 

On the contrary, as expected based on the one-way MANOVA analysis conducted earlier, 

the total effect of model type on purchase intention was not significant (b = .240, t(263) 

= 1.3, p = .184, CI [-.11, .59]), and neither was the total effect of model type on body image 

state (b = .204, t(263) = 1.2, p = .236, CI [-.13, .54]). This means that the scores of the 

two treatment groups did not differ significantly in the case of purchase intention and 

body image state. Hence, H4 and H5 were not supported. 

Next, focus was shifted on the mediating effects. First, the theoretical framework (see 

Figure 2) states that the relationship between model type and attitude toward 

advertisement should be mediated by perceived viewer-model similarity, and in turn 

model trustworthiness, as proposed by H6 a/b. To test this serial multiple mediation, 

model number 6 was chosen from the list of model templates provided by Hayes (2013). 

The results showed that both perceived viewer-model similarity (b = .253, t(261) = 4.2, 

p = .000, CI [.13, .37]) and model trustworthiness (b = .408, t(261) = 6.5, p < .001, CI 

[.28, .53]) were positively related to attitude toward advertisement. Also, the path from 

perceived viewer-model similarity as the first mediator to model trustworthiness as the 

second mediator was positive and significant (b = .496, t(262) = 9.8, p < .001, CI [.40, 

.60]). 

Looking at the indirect effects, all the mediating paths in the serial mediation model were 

significantly positively related to attitude toward advertisement as none of their 

confidence intervals included zero. Significance was thus demonstrated for the path with 

only perceived viewer-model similarity as a mediator (b = .235, CI [.10, .41]), the path 

with only model trustworthiness as a mediator (b = .372, CI [.21, .56]), as well as for the 
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path with both perceived viewer-model similarity and model trustworthiness as 

mediators (b = .188, CI [.10, .29]). Additionally, the direct effect that describes the 

relationship between the independent variable and the dependent variable with the 

mediating variables (Hayes 2013) was clearly reduced in comparison with the total effect 

and was no longer significant (b = -.186, t(261) = -1.2, p = .248, CI [-.50, .13]). 

Results from the serial mediation model indicate that the variables perceived viewer-

model similarity and model trustworthiness mediated positively the relationship 

between model type and attitude toward advertisement. The more the viewer identifies 

with the models’ characteristics and the more he feels the models are trustworthy, the 

more favorable are his attitudes toward the advertisement. This indicates that both H6 a 

and H6 b were supported. Importantly, the tested serial mediation model had significant 

explanatory power for the formation of attitude toward advertisement (R2 = .35, p < 

.001). 

Further, looking at the theoretical framework (see Figure 2) and H7, attitude toward 

advertisement should mediate the relationship between model type and purchase 

intention. As it was a question of simple mediation, model number 4 was chosen from 

the list of model templates provided by Hayes (2013). According to the obtained results, 

attitude toward advertisement was positively related to purchase intention (b = .637, 

t(262) = 12.4, p = .000, CI [.54, .74]). Also, the indirect effect leaving from model type 

passing through attitude toward advertisement, and ultimately arriving into purchase 

intention was significant (b = .387, CI [.17, .63]). The direct effect was clearly reduced in 

comparison with the total effect highlighted earlier in this section (b = -.147, t(262) = -

1.0, p = .315, CI [-.44, .14]). These results indicate that mediation took place and H7 was 

supported. When the viewer is exposed to an advertisement with non-ideal models, he 

experiences more favorable attitudes toward the advertisement, which in turn positively 

affect purchase intentions. The simple mediation model had significant explanatory 

power for the formation of purchase intention (R2 = .38, p < .001). 

Finally, according to the theoretical framework (see Figure 2), the relationship between 

model type and body image state should be mediated by perceived viewer-model 

similarity, referring to H8. Here again, the mediation of interest was simple and 

therefore, model number 4 was chosen from the list of model templates by Hayes (2013). 

The results showed that perceived viewer-model similarity was significantly positively 

related to body image state (b = .192, t(262) = 3.2, p = .002, CI [.07, .31]) and that the 

indirect effect leaving from model type passing through perceived viewer-model 
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similarity, and ultimately arriving into body image state was also significant and positive 

(b = .178, CI [.06, .33]). Compared with the total effect, the direct effect was clearly 

smaller (b = .025, t(262) = .14, p = .888, CI [-.32, .37]). These results tell that perceived 

viewer-model similarity mediates the relationship between model type and body image 

state: the more the viewer identifies with the models’ characteristics, the more favorable 

are his body image state evaluations. Hence, H8 was supported. This simple mediation 

model had significant but relatively small explanatory power for the formation of body 

image state (R2 = .04, p = .004). 
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5 DISCUSSION 

In this final chapter, the main findings of the empirical study are discussed and 

connected to past research. In addition, the results are reviewed from both theoretical 

and managerial perspectives. The limitations of the study and the opportunities for 

future research are presented to encourage new discoveries. In the end, the concluding 

remarks of the study are summarized. 

 

5.1 Key findings 

The aim of the study was to compare male consumer perceptions of traditional 

advertisements featuring ideal male models and body positive advertisements featuring 

non-ideal male models in order to evaluate how model type affects advertisement 

effectiveness (attitude toward advertisement and purchase intention) and body image 

states of the viewers. Hence, the study was designed around two objectives. On one hand, 

to outline whether using non-ideal male models instead of ideal male models in 

advertisements can boost business performance (RQ1), and on the other hand, to find 

out whether portraying non-ideal male models instead of ideal male models leads to 

significantly different body image state evaluations in male consumers (RQ2). In the 

following sections, results concerning both of these objectives are reviewed and reflected 

against findings from previous literature.  

5.1.1 Impact of Model Type on Advertisement Effectiveness 

The first research question was specifically designed to describe the relationship between 

male model type (ideal VS non-ideal) and advertisement effectiveness. By finding 

answers to the first research question, the study aimed to clarify to advertising 

professionals whether using non-ideal models in advertisements is a strategy worth 

following. Currently, many advertising professionals are still hesitant about portraying 

models that differ from the sociocultural ideal due to doubts concerning their 

performance (Borau & Bonnefon 2016; Jung & Heo 2018; Barry 2014). Hence, there is 

currently a need for more studies examining the influence of model type on 

advertisement effectiveness, particularly for the male audience (Barry 2014; Diedrichs & 

Lee 2010). 

In this study, advertisement effectiveness was measured with two components widely 

used in relevant previous studies: attitude toward advertisement and purchase intention 
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(see Halliwell & Dittmar 2004; Diedrichs & Lee 2010; Borau & Bonnefon 2016; Jung & 

Heo 2018). The empirical results showed that model type does affect advertisement 

effectiveness. Similarly to the findings of Barry (2014), advertisements with non-ideal 

models were considered significantly more effective than advertisements with ideal 

models. However, the difference was significant only when it comes to attitude toward 

advertisement: men who were exposed to non-ideal models reported significantly more 

favorable attitudes toward advertisement than men who saw the advertisement with 

ideal models. Purchase intentions of men seeing non-ideal models versus men seeing 

ideal models did not differ significantly. 

Yet, many previous studies have found that purchase intentions are often biased 

measures that in some conditions overstate and in other conditions understate actual 

purchase rates (Kalwani & Silk 1982). Also, it can be difficult for consumers to accurately 

evaluate their possible purchase intention based on a single advertisement image since 

there is usually several factors that influence purchase intent, such as quality, price, fit, 

and availability of the product. Hence, more significant results could have been obtained 

by forming the questions about purchase intention in a softer manner, for example: 

“Think about the next time you are about to buy underwear. The high-quality 

underwear portrayed in the advertisement would be within your price range and they 

would be available in the store close to you. Would you consider buying them?” 

However, even though the difference in purchase intention between the two treatment 

groups was not significant, it can be mentioned that men exposed to advertisements with 

non-ideal models still reported slightly higher purchase intentions than the 

representatives of the ideal model treatment group. 

In addition to studying how model type affects attitude toward advertisement and 

purchase intention as separate constructs, the mediating effect of attitude toward 

advertisement between model type and purchase intention was investigated. Previous 

studies have suggested this causal sequence: an advertisement stimulus influences 

attitudes toward advertisement within the viewer, which again affect purchase intentions 

of the viewer (Goldsmith, Lafferty, & Newell 2002; Mitchell & Olson 1981). Results from 

the mediation analysis support findings from previous studies as attitude toward 

advertisement mediated the relationship between model type and purchase intention. 

Hence, even though no direct causal relationship between the independent variable 

model type and the dependent variable purchase intention was found, the mediation 

model proposed that model type influences attitude toward advertisement, which in turn 
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influences purchase intention. In other words, attitude toward advertisement helps to 

clarify the nature of the relationship between model type and purchase intention. The 

mediating link indicates that if advertising professionals aim to increase consumers’ 

purchase intentions, they should pay careful attention to the attitudes that consumers 

express toward the seen advertisements.  

Two meaningful concepts possibly influencing advertisement effectiveness of body 

positive advertisements were also tested: perceived viewer-model similarity and model 

trustworthiness. These concepts were derived from relevant past literature (see 

Munnukka, Uusitalo, & Toivonen 2016; Barry 2014; Antioco, Smeesters, & Le Boedec 

2012). For example, Munnukka, Uusitalo, & Toivonen (2016) highlighted perceived 

similarity and model trustworthiness to be the two strongest influencers of 

advertisement effectiveness for body positive advertisements with non-ideal models. 

Therefore, it was hypothesized that exposure to non-ideal models would lead to higher 

levels of perceived viewer-model similarity and experienced model trustworthiness than 

exposure to ideal models, and that these two concepts should have a positive influence 

on attitude toward advertisement, the first component of measuring advertisement 

effectiveness. In addition, previous literature suggested a clear link between perceived 

similarity and trustworthiness: when an individual perceives interpersonal similarity 

with the comparison target, he/she usually considers the other person to be trustworthy 

(Deshpandé & Stayman 1994). Hence, the mediating effect of perceived viewer-model 

similarity and, in turn model trustworthiness between model type and attitude toward 

advertisement was expected to happen in series. 

As expected based on the studies of Munnukka, Uusitalo, and Toivonen (2016), Barry 

(2014), and Antioco, Smeesters, and Le Boedec (2012), perceived viewer-model 

similarity and model trustworthiness were found to be two highly relevant components 

explaining the effectiveness of body positive advertisements with non-ideal male models. 

Men exposed to non-ideal models reported significantly higher levels of perceived 

viewer-model similarity and model trustworthiness than men exposed to ideal models. 

Also, as hypothesized, the more the viewer identified with the models’ characteristics, 

the more he felt that he could trust in the models, giving support to the findings of 

Deshpandé & Stayman (1994). Finally, the hypothesized serial mediation was supported 

by the empirical results: perceived viewer-model similarity and, in turn model 

trustworthiness mediated the relationship between model type and attitude toward 

advertisement. The mediating variables perceived-viewer model similarity and model 
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trustworthiness together help in understanding why advertisements with realistic non-

ideal models were rated more favorably and considered more effective than 

advertisements with nearly unattainable ideal models. 

5.1.2 Impact of Model Type on Body Image 

The second research question aimed to describe the relationship between male model 

type (ideal VS non-ideal) and body image states of the male viewers. Previous studies 

show that men suffer to an increasing degree from pressure caused by the idealized 

media imagery (Munroe-Chandler, Loughead, & Kossert 2012; Pope et al. 2000; Cafri & 

Thompson 2004; Frederik et al. 2007; Karazsia & Crowther 2009; Olivardia et al. 2004; 

Ridgeway & Tylka 2005), which might ultimately lead to serious mental and physical 

health problems (Galito & Crowther 2013; Parent & Moradi 2011; Vartanian 2009). 

However, existing studies investigating the impact of media imagery on men’s body 

image have reported varying results: some scholars state that men report better body 

image states after exposure to non-ideal models than ideal models (meta-analysis by 

Barlett, Vowels, & Saucier 2008; Barry 2014), while other scholars indicate that no 

significant difference in body image states can be detected between men exposed to non-

ideal models and men seeing ideal models (Diedrichs & Lee 2010; Johnson, McCreary, 

& Mills 2007). Thus, more studies examining the effect of model type on men’s body 

image are needed. 

According to the empirical results of the study, model type does not significantly affect 

body image states of the male viewers. Against the proposed hypothesis, exposure to 

non-ideal male models does not result in a more positive body image states than 

exposure to ideal models. Hence, the results support the null effect findings of Diedrichs 

and Lee (2010) as well as Johnson, McCreary and Mills (2007). A positive surprise was 

that the means of body image state scale were very high for both Group 1 (ideal model) 

and Group 2 (non-ideal models) (5.8 VS 6.0 respectively). This indicates that the sample 

representatives were on average content with their bodies and looks, and that their 

perceptions were not severely affected by advertising images. This might be due to 

cultural standards of ideal body type being more versatile and less strict for men (Buote 

et al. 2011), decreasing the need to make harmful comparisons. Also, even though men 

might have had negative feelings about their bodies and looks after the advertisement 

exposure to ideal models, it is possible that they might have had difficulties to 

acknowledge it, as body dissatisfaction is generally seen as a rather feminine concern 

(Pope, Phillips, & Olivardia 2000). Still, it is worth mentioning that while the difference 
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in body image states between the two treatment groups was not significant, men exposed 

to the advertisement with non-ideal models reported somewhat higher body image states 

than men seeing the advertisement with ideal models. 

In addition to studying how model type affects body image state as a separate construct, 

the mediating effect of perceived viewer-model similarity between model type and 

purchase intention was analyzed. According to the social comparison theory by Festinger 

(1954), perceived viewer-model similarity might trigger downward comparisons in the 

viewer that has been exposed to an advertisement. Further, downward comparisons can 

lead to more positive perceptions of the self, compared to the initial state before the 

advertisement exposure (Wills 1981; Collins 1996). Therefore, it was hypothesized that 

perceived viewer-model similarity would mediate the relationship between model type 

and body image states of the male viewers, even though no direct causal relationship 

between the independent variable model type and the dependent variable body image 

state was found. The hypothesis concerning the mediation was supported: the more the 

viewer identifies with the models’ characteristics, the more favorable are his perceptions 

about his body image state. Thus, this mediating link indicates that similarity between 

the viewer and the model has a slight positive effect on viewers body image state. 

However, it should be kept in mind that the explanatory power of this link was relatively 

small.  

5.1.3 Table of the Key Findings   

After having discussed the key findings in detail, the key findings are summarized in 

Table 8. The table revises the proposed hypotheses and the empirical results related to 

each of them. As the table demonstrates, support was found for hypotheses H1, H2, H3, 

H6 a/b, H7, and H8, whereas the results did not support hypotheses H4 and H5. 

Table 8 Key findings 

Hypothesis 
 

Results 
 

H1: Exposure to non-ideal models leads to 
higher level of perceived viewer-model 
similarity than exposure to ideal models. 
 

SUPPORTED 

H2: Exposure to non-ideal models leads to 
higher level of model trustworthiness than 
exposure to ideal models. 
 

SUPPORTED 
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H3: Exposure to non-ideal models leads to 
more favorable attitudes toward 
advertisement than exposure to ideal models. 
 

SUPPORTED 

H4: Exposure to non-ideal models leads to 
higher purchase intention than exposure to 
ideal models. 
 

NOT SUPPORTED 

H5: Exposure to non-ideal models leads to 
more positive body image state than 
exposure to ideal models. 
 

NOT SUPPORTED 

H6 a/b: The relationship between model type 
and attitude toward advertisement is 
mediated by a) perceived viewer-model 
similarity, and in turn b) model 
trustworthiness. 
 

SUPPORTED 

H7: The relationship between model type 
and purchase intention is mediated by 
attitude toward advertisement. 
 

SUPPORTED 

H8: The relationship between model type 
and body image state is mediated by 
perceived viewer-model similarity. 
 

SUPPORTED 

 

5.2 Theoretical Contributions 

The present study contributes to two fields of academic literature. First, fresh 

contribution is given to the field of marketing research by outlining how male model type 

portrayed in advertisement affects advertisement effectiveness. Second, by investigating 

how male model type influences body image states of male viewers, the study contributes 

to research within psychology. 

Contribution of the study within the field of marketing is especially important because 

effectiveness of male body positive advertisements has thus far remained a relatively 

unexplored area of research, regardless of it being interesting and important. To the 

author’s knowledge, only two studies have investigated effectiveness of male body 

positive advertisements prior to the execution of the study in hand. One of these being a 

quantitative study executed by Diedrichs & Lee (2010), and the other a qualitative study 

written by Barry (2014). These prior studies indicate that when advertisements feature 

non-ideal male models, they might perform equally well as advertisements featuring 

ideal male models (Diedrichs & Lee 2010), or even significantly better (Barry 2014). The 

results of the current study support the findings of Barry (2014): non-ideal male models 
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are significantly more effective than ideal male models in the eyes of male consumers. 

Thus, this study contributes to the existing literature by being the first one to report that 

non-ideal male models can be more effective than ideal male models also when measured 

quantitatively. 

As Diedrichs and Lee (2010) had simply ignored the important concept of perceived 

similarity, the current study is also the first one to quantitatively measure how perceived 

viewer-model similarity affects advertisement effectiveness depending on model type. 

Paying attention to perceived viewer-model similarity when investigating effectiveness 

of different model types has been encouraged previously by many relevant studies 

(Munnukka, Uusitalo, & Toivonen 2016; Barry 2014). For example, Barry (2014) found 

perceived viewer-model similarity to be a highly relevant concept in his qualitative study, 

thus believing that the null effect in the study of Diedrichs and Lee (2010) was a result of 

the scholars not paying attention to interpersonal similarity. As Barry (2014) predicted, 

when perceived viewer-model similarity was taken into account in the quantitative 

experiments, non-ideal models were proved to be a more effective alternative to ideal 

models. Hence, the study provides an important theoretical implication as it suggests 

that perceived viewer-model similarity plays a crucial role in the performance of body 

positive advertisements with non-ideal male models. 

Another marketing related contribution is that the current study was the first to state 

that model trustworthiness affects advertisement effectiveness depending on model 

type. The link between model trustworthiness and advertisement effectiveness has been 

highlighted in previous studies investigating portrayal of diverse female models in 

advertisements (Antioco, Smeesters, & Le Boedec 2012; Munnukka, Uusitalo, & 

Toivonen 2016), but thus far no studies had analyzed the link in the case of diverse male 

models. Model trustworthiness, which was positively influenced by perceived viewer-

model similarity, was found to be a crucial concept in explaining why non-ideal models 

portrayed in body positive advertisements performed better in terms of advertisement 

effectiveness than ideal models portrayed in traditional advertisements. 

In addition to contributing to marketing research, the study gives an important 

contribution to the field of psychology by examining how an exposure to ideal VS non-

ideal models affects body image states of male consumers. Previous studies have 

reported varying findings about the topic, calling for additional investigation. Some prior 

studies state that models portrayed in advertisements do affect body images of men so 

that non-ideal models increase positive body image evaluations whereas ideal models 
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increase body anxiety (see Barlett, Vowels, & Saucier 2008 for a meta analysis; Barry 

2014). At the same time, other scholars express that body images of men are not affected 

by portrayed models (Diedrichs & Lee 2010; Johnson, McCreary, & Mills 2007). Findings 

of the current study are in line with the latter. Thus, the theoretical contribution within 

the field of psychology is that body images of men are not significantly affected by the 

model type portrayed in advertisements, at least when talking about single short-term 

advertisement exposure. More longitudinal studies are needed in order to find out 

whether model type in advertisement significantly affects body images of male 

consumers in the long run. 

 

5.3 Practical Implications 

From a practical point of view, the subject is highly relevant as an increasing number of 

consumers and policymakers have expressed their concerns related to the use of 

narrowly defined ideal models in advertisements (Halliwell 2015; Cohen et al. 2019). The 

idealized male body is becoming more muscular and slimmer while simultaneously men 

in the general population are becoming larger (Spitzer et al. 1999). Thus, advertising 

professionals need to reconsider to whom they are marketing, with what kind of models, 

and what the impact of model type is on advertising effectiveness and psychological well-

being of the people seeing the advertisement.  

Practical implication of the study is that advertising professionals should not be doubtful 

about portraying non-ideal male models in advertisements because these models seem 

to perform better than ideal models in terms of advertising effectiveness. Thus, by 

employing body positive marketing strategies, promoting companies can achieve better 

results from advertising. In addition to increased advertising performance, companies 

can benefit from body positive marketing in terms of corporate social responsibility 

(Craddock et al. 2019). Even though the empirical results showed that body image states 

of men are not affected by the type of models portrayed in advertisement, companies can 

still communicate that they care about contributing to more inclusive body culture by 

making more diverse casting choices. This could be an effective way to improve brand 

image in the eyes of consumers, while simultaneously benefiting from better 

advertisement performance than with traditional ideal models. 

The study has also outlined what kind of non-ideal models function best in terms of 

advertising effectiveness, providing an important practical implication to industry 
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professionals. As the power of the mediating variables perceived viewer-model similarity 

and model trustworthiness was found to be highly significant, body positive 

advertisements with non-ideal models could increase their effectiveness even more by 

paying careful attention to these two constructs. Thus, it might not always be the most 

effective strategy to produce body positive advertisements that simultaneously portray 

all kinds of people of different ages and ethnicities, like in the body positive 

advertisement of Dressmann (see Figure 4). Instead, advertising professionals could 

improve the effectiveness of their body positive advertisements by choosing which group 

of people to please with each advertisement. For example, when targeting for Nordic 

middle-aged men, advertisements could depict men of diverse sizes and looks but still so 

that each model would represent an average member of the target audience. In this 

example, that would be a Nordic middle-aged man. On the contrary, if the aim was to 

target young multicultural men, advertisements could again portray men of diverse sizes 

and looks. However, in this example the portrayed models could be young and represent 

a diverse range of ethnicities in order to best imitate the average members of the chosen 

target audience. 

By mindfully targeting the chosen key audience with realistic models that best represent 

average members of that specific target group, promoting companies could benefit more 

of the mediating power of perceived viewer-model similarity and, in turn model 

trustworthiness. This means that if male body positive advertisements were produced 

and distributed to a more limited target group, like for instance Nordic middle-aged men 

or young multicultural men, the advertisements could be perceived as more effective in 

the eyes of the target group representatives than body positive advertisements featuring 

a whole variety of men in different ages and ethnicities. The reasoning for this is that as 

models in the advertisement would have been picked particularly to provide a realistic 

representation of the chosen target group population, members of the target group would 

increasingly perceive the models as more similar to themselves. The perceived viewer-

model similarity would again rise the level of model trustworthiness. These two together 

would then favorably influence attitudes that the viewers express toward the seen 

advertisement. Further, when attitudes toward advertisement increase, purchase 

intentions should increase as well. This means that if male body positive advertisements 

were targeted more carefully based on similarity between the target group 

representatives and the portrayed models, advertisement effectiveness of the body 

positive advertisements could increase even more than the empirical results currently 

indicate. 
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Naturally, careful targeting based on viewer-model similarity would limit the number of 

consumers being exposed to the produced advertisement. However, even though the 

targeted advertisement would be visible for fewer consumers, relevance and quality of 

these viewers could compensate for the loss in the total number of people seeing the 

advertisement. Hence, when producing male body positive advertisements, 

advertisement professionals might achieve higher levels of advertisement effectiveness 

when choosing a carefully defined target audience whose unique characteristics they can 

mimic with the choice of realistic models, instead of trying to please everybody by 

portraying a wide range of models in different ages and ethnicities. 

The targeting strategy based on interpersonal similarity that aims to increase 

advertisement effectiveness of body positive advertisements might also entail some 

potential problems. First, detailed targeting decisions would make the job of the 

advertising professionals somewhat more demanding as they would need to choose 

which group of people to address with the advertisements. This would require deep 

knowledge of the industry so that the most interesting and profitable customer segments 

could be chosen as the aim of targeting. Second, in some cases, targeted advertisements 

based on viewer-model similarity could face ethical issues. For example, if an 

advertisement was directed to the average Nordic middle-aged man, all the portrayed 

models would likely be Caucasian because the majority of members in the target 

population belong to this ethnic group. Hence, even though the advertisement would 

represent different body types and an age group that differs from the typical ideal one, 

the fact that all the models still represent the Caucasian ethnic group could be seen as 

discriminatory. Third, given the sophisticated targeting techniques that today’s modern 

technology enables, the targeting strategy would be easy to implement for online 

advertisements. However, targeting for a narrowly defined group would be harder in 

other forms of advertising, such as print and TV marketing or guerrilla marketing. 

 

5.4 Limitations and Suggestions for Further Research 

The study has certain limitations that most likely have affected the results. These 

limitations pose interesting pathways for future studies within the particular area of 

research. First, as perceived viewer-model similarity and, in turn model trustworthiness 

were found to be important mediators between the relationship of model type and 

attitude toward advertisement, it would be interesting to replicate the experiment for 
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more narrowly defined target audiences. By exposing these target audiences to non-ideal 

models that better mimic their unique characteristics, instead of showing diverse models 

of all kinds as in the current study, the role of the mediating variables could be further 

clarified. In these kind of studies, the focus could be on examining whether a significant 

increase in perceived viewer-model similarity and, in turn model trustworthiness affects 

attitudes toward advertisement to an amount where also purchase intentions become 

significantly higher for those seeing realistic non-ideal models.  

Further, the study focuses on only one product category, underwear. In underwear 

advertisements, attention is easily paid to characteristics related to body type. Thus, 

further studies would help to refine the conclusions by looking at other product 

categories, such as clothes, watches, or cosmetics. Studies focusing on other products 

than underwear would also clarify if body positive advertising suits all product 

categories. 

The brand of the advertised product was not visible in the experiment of the study. 

Future research could therefore pay attention to how portraying non-ideal models in 

advertisements impacts consumers’ attitudes toward the promoting brand and their 

thoughts about the brand persona. This would help in understanding more in depth how 

diversity in casting choices affects brand image of the promoting company. Clarifying the 

impact on brand image would also help in defining how using non-ideal models in 

advertisements affects corporate social responsibility of the promoting company in the 

eyes of consumers. However, if brand was taken into account in the future experiments, 

it would be important to take note on how consumers’ existing opinions about the 

promoting brand impact their responses. 

The study was conducted with people who either lived in Finland or were Finnish 

citizens. As culture influences consumer reactions and behavior, it would be beneficial to 

replicate the study in other cultures with other nationalities. There might also be cultural 

variation according to what is seen as ideal because the ideal human types are shaped by 

the surrounding societies (Chrisler & Ghiz 1993). Hence, gaining knowledge about 

possible geographical variation in how consumers react to ideal and non-ideal models 

would be an interesting idea for future research. 

In addition, thus far body positive marketing is still a rising trend rather than an industry 

standard, especially for the male audience. This calls for researchers to conduct 

longitudinal studies investigating the change within the industry, both from the 
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perspective of advertising professionals as well as male consumers. Long-term studies 

would help in understanding how the attitudes concerning male body positive 

advertising develop throughout the years and how this affects work of advertising 

professionals and opinions of male consumers. In addition, longitudinal studies would 

clarify whether model type portrayed in advertisement significantly affects body images 

of male consumers in the long run. As the current study only focused on finding out how 

body images of men are affected by model type in the short run, paying attention to the 

possible long-term effects would be an interesting avenue for future research.  

Moreover, as body positive marketing has remained a rather female centric 

phenomenon, scholars could investigate more in detail the reasons for the imbalance 

between genders. In addition to studying gender differences, more studies focusing only 

on the male audience would be needed due to the fairly limited number of existing 

studies investigating the use of diverse male models in advertisements. Especially, there 

is a call for additional studies investigating effectiveness of male body positive 

advertisements, as this study is only the third one to focus on the actual issue. More 

research about advertisement effectiveness of male body positive advertisements would 

help advertising professionals to make informed and beneficial decisions about the 

choice of male models portrayed in advertisements. 

 

5.5 Concluding Remarks 

The study presents a systematic investigation of the impact of male model type (ideal VS 

non-ideal) on advertising effectiveness and body image states of male consumers. The 

findings of the study suggest that by portraying non-ideal male models in 

advertisements, advertising professionals can increase advertisement effectiveness as 

consumers express more favorable attitudes toward body positive advertisements with 

non-ideal models than traditional advertisements with ideal models. The increased 

advertisement effectiveness stems from higher level of perceived viewer-model similarity 

and model trustworthiness that male viewers feel toward non-ideal models. Hence, 

advertising professionals creating advertisements for male consumers are strongly 

encouraged to make more diverse casting choices and to cast male models that reflect 

the diversity of their target market. 

In addition to clarifying how the choice of models affects advertisement effectiveness, 

attention was paid to finding out how ideal models versus non-ideal models influence 
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body image states of the male viewers. The results indicate that men report relatively 

positive body image states regardless of the portrayed model type and thus, there is no 

significant psychological benefit of portraying diverse model types, at least in the short 

term. This means that from a psychological point of view, portraying ideal male models 

in advertisements might not be as harmful as some previous studies suggest. 

Hence, somewhat surprisingly, the motivation to increase the number of male body 

positive advertisements does not stem from the male consumers themselves: regardless 

of the advertisement treatment (ideal VS non-ideal), body images of men are generally 

not affected either positively or negatively. Instead, the motivation to produce male body 

positive advertisements should stem from advertising professionals wanting to improve 

the performance of their advertisements: advertisements featuring non-ideal models 

perform significantly better than advertisements portraying ideal model as male 

consumers express significantly more favorable attitudes toward advertisements with 

non-ideal models than those with ideal models. By carefully choosing a limited target 

group whose unique characteristics mimic the chosen models, advertisers could benefit 

of the mediating power of perceived viewer-model similarity and model trustworthiness 

even more. Through this targeting based on similarity, advertisers could possibly 

improve consumers’ attitudes toward body positive advertisements to a degree that 

would further have a significant influence on purchase intentions. 

These findings should decrease the doubts that many advertising professionals currently 

have toward male body positive advertising and increase their interest toward portraying 

more diverse male models in advertisements. By employing body positive marketing 

strategies, promoting companies can not only achieve better results from advertising, 

but also to benefit in terms of corporate social responsibility. Thus, the study provides 

valuable insight into how advertisement campaigns featuring male models should be 

constructed. 
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APPENDIX 1 QUESTIONNAIRE 

In this experiment, you will be exposed to an underwear advertisement and asked to 

answer a short survey. The aim is to gather consumer impressions of the displayed 

advertisement. There are no “right” or “wrong” answers and all answers will remain 

anonymous. By taking part to this experiment, you will help Linnea Erkamo to conduct 

her Master's thesis at Hanken School of Economics. 

 

I am over 15 years old and participate voluntarily in this study. I accept that my 

anonymous answers will be saved in a database and used for academic research. 

• Yes 

 

Take some time to look at this advertisement carefully. When you are ready, you can 

move on to answer the survey. (Here advertisement with ideal models was shown to 

respondents in Group 1 and advertisement with non-ideal models was shown to 

respondents in Group 2). 

 

1) Have you seen the advertisement before this experiment? 

• Yes 

• No 

• Not sure 
 
2) The advertisement portrays realistic bodies. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
3) The advertisement portrays models of diverse sizes, ages, ethnicities, and 

appearances. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
4) The models and I have a lot in common. 

• Strongly disagree 

• Disagree 
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• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
5) The models and I are a lot alike. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
6) I can easily identify with the models. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
7) I feel the models are honest 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
8) I consider the models to be trustworthy. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
9) I feel the models are truthful. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
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10) I like the advertisement. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
11) The advertisement is appealing to me. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
12) The advertisement is attractive to me. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
13) The advertisement is interesting to me. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 
14) I think the advertisement is bad. 

• Strongly disagree 

• Disagree 

• Slightly disagree 

• Neutral 

• Slightly agree 

• Agree 

• Strongly agree 
 

Think about a situation in which these products were launched in your local market. 
Would you... 
15) …buy the product? 

• Very unprobable 
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• Unprobable 

• Slightly unprobable 

• Neutral 

• Slightly probable 

• Probable 

• Very probable 
 
16) …plan on buying the product? 

• Very unprobable 

• Unprobable 

• Slightly unprobable 

• Neutral 

• Slightly probable 

• Probable 

• Very probable 
 
17) …think about buying the product? 

• Very unprobable 

• Unprobable 

• Slightly unprobable 

• Neutral 

• Slightly probable 

• Probable 

• Very probable 
 
18) Right now I feel … with my physical appearance. 

• Extremely dissatisfied 

• Mostly dissatisfied 

• Moderately dissatisfied 

• Slightly dissatisfied 

• Neither dissatisfied nor satisfied 

• Slightly satisfied 

• Moderately satisfied 

• Mostly satisfied 

• Extremely satisfied 
 
19) Right now I feel … with my body size and shape. 

• Extremely dissatisfied 

• Mostly dissatisfied 

• Moderately dissatisfied 

• Slightly dissatisfied 

• Neither dissatisfied nor satisfied 

• Slightly satisfied 

• Moderately satisfied 

• Mostly satisfied 

• Extremely satisfied 
 
20) Right now I feel … with my weight. 

• Extremely dissatisfied 

• Mostly dissatisfied 
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• Moderately dissatisfied 

• Slightly dissatisfied 

• Neither dissatisfied nor satisfied 

• Slightly satisfied 

• Moderately satisfied 

• Mostly satisfied 

• Extremely satisfied 
 
21) Right now I feel … 

• Extremely unattractive 

• Mostly unattractive 

• Moderately unattractive 

• Slightly unattractive 

• Neither unattractive not attractive 

• Slightly attractive 

• Moderately attractive 

• Mostly attractive 

• Extremely attractive 
 
22) Right now I feel … about my looks than I usually feel. 

• Worse 

• Mostly worse 

• Moderately worse 

• Slightly worse 

• Neither worse not better 

• Slightly better 

• Moderately better 

• Mostly better 

• Better 
 
23) Right now I feel that I look … than an average person looks. 

• Worse 

• Mostly worse 

• Moderately worse 

• Slightly worse 

• Neither worse not better 

• Slightly better 

• Moderately better 

• Mostly better 

• Better 
 
24) Age 

• 15-19 

• 20-29 

• 30-39 

• 40-49 

• 50-59 

• 60-69 

• Over 70 
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25) Ethnicity 

• White or Caucasian 

• Black or African American 

• Hispanic or Latino 

• Asian 

• Other 
 
26) Gender 

• Male 

• Female 

• Other 


