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6 Body Image in Advertising Messages

Abstract: Several studies have shown that children build the foundations of their body image
between the ages of 5 and 10 and that the development of the body image is affected by
audiovisual advertising. The literature has criticized some advertising portrayals for promoting
behaviors that harm children’s body image. Such effects warrant scholarly attention, as research
has shown that about 40 to 50 percent of children are unsatisfied with their physical appearance.
This chapter analyzes the most frequent stereotypes present in audiovisual advertising that
focuses on children in primary school and the effects of these stereotypes on the construction of

children’s body image.

Keywords: Advertising, body image, children, television, stereotypes, advertising literacy.
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Body Image in Advertising Messages

The Influence of Television Advertising on the Construction
of Children’s Body Image

Monika Jiménez, Orpha de Lenne, Mireia Montaiia, and Laura Vandenbosch

Introduction

Audiovisual advertising portrays models, values, and roles that children internalize and use in the
construction of their identities, including their body image. Several studies affirm that between
the ages of 5 and 10, children build the foundations of their body image that will accompany
them throughout their lives. In fact, research reported that approximately 40 to 50 percent of
children between 6 and 12 years old felt dissatisfied with their physical appearance. The
literature has pointed at the media as one of the main causes for developing these dysfunctional
body image outcomes. In particular, television is believed to play an important role in the
relationships between media use and body image among children, especially in preadolescent
ages.

This chapter examines which kinds of messages children receive through exposure to
television advertising and which roles such messages play in children’s development of an
unhealthy body image. Two types of detrimental advertising content will be discussed, as
research has shown that they both lead to negative body image outcomes: television ads

promoting unrealistic appearance standards on the one hand and content promoting unhealthy
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food on the other hand. The chapter also focuses on how advertising literacy can be used as a

tool to prevent body image disorders among children.

Children and Body Image

Body image is a complex construct comprising thoughts, feelings, evaluations, and behaviors
related to one’s body. Its construction is the result of neurological, psychological, and
sociocultural elements (_). Children begin to build their body image
around the age of five. Within the current literature, children’s body image is often studied from
two perspectives: 1) dysfunctional body image outcomes as a result of beauty ideals and 2)
dysfunctional body image outcomes as a result of unhealthy eating behaviors.

First, a large body of literature has studied how appearance ideals harm the body image
of children. Girls and boys already show signs of a dysfunctional body image at a very young

age. Research has reported that approximately 40 to 50 percent of children between 6 and 12

years old felt dissatisfied with their physical appearance (_; -
HCHPSORNS004; SKEHPUATIRESSIVIRGIEASEERAEHNg006). For instance, some studies
showed that young girls reported levels of self-objectification that were similar in strength to
those observed among older girls and women (EEOWISSIIUSRISEO0N; IORECISISIBYNENS
EEHSIS00 . FCHBEANeVSHNZCCeViCNENNARVISISIo0N). Self-objectification implies that

girls observe their body from the perspective of an observer and thus apply a gaze at their own
appearance. Just like girls, boys have also been found to worry about their appearance. One study
indicated that boys want to increase the size of their muscles in order to attain the male muscular

body ideal (RiCCiardeli e MECaBEN200). Furthermore, research has noted that the number of

children diagnosed with restrictive eating disorders has increased alarmingly (_

_; _). According to the World Health Organization (WHO),
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about 10 percent of eating disorders occur before the age of ten years. Scholars (McCabe,
Connaughton, Tatangelo. & Mellor, 2017; Sand. Lask. Heie, & Stormark, 2011) have argued that
a dysfunctional body image in children has adversarial implications for their physical health
(reduced physical activity and lack of healthy behavior patterns) and psychological well-being
(depression, anxiety, interpersonal relationship problems).

The occurrence of these dysfunctional body image outcomes is rooted within society’s
emphasis on appearance ideals. It is important to note that these appearance ideals are
multidimensional and gender specific. First, appearance ideals not only include components
regarding ideal body weight but also regarding other aspects of the body such as hair (e.g., long
hair for girls), tan (e.g., a tanned skin for Caucasians, lighter skin for darker individuals), and
clothing (e.g., clothes emphasizing one muscular or thin body shape), among others (SARCheZ
_). Second, appearance ideals differ according
to gender. A slim body is promoted for girls, while boys are expected to strive for a muscular
physique with a minimum of body fat (_; _
Paxton, 2018; Veldhuis, Poel, Pepping. Konijn, & Spekman, 2017: Vizoso Gémez, Vega-
Sanchez, & Fernandez-Fernfndez, 2018; Worobey & Worobey. 2014).

Another realm of the literature has studied how unhealthy eating behaviors are related to
children’s body image. Childhood obesity has increased over the past decades. Research has

reported that approximately 17 percent of children are obese (_). Such

obesity problems are caused by unhealthy eating behaviors. More precisely, literature has

indicated that the preference for sweets peaks during childhood _) and

that the food that is produced for a child audience typically exceeds the recommended daily
amounts of sugar, fat, and salt _). As such, it is not
surprising that a substantial amount of children struggle with obesity. Apart from physical health
risks, obesity also has negative effects on children’s body image. Research has shown that obese

children are more likely to be concerned about their weight and to be dissatisfied with their body

(Vander Wal & Thelen, 2000).
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The literature has pointed at the media as one of the main causes for developing these
dysfunctional body image outcomes. Television is believed to play an important role in the
relationships between media use and body image among children (_;
Tiggemann, 2003), especially in preadolescent ages. Specifically, television advertising, often

displaying highly unrealistic appearance ideals but at the same time also promoting unhealthy

food choices, is criticized heavily (DEEHNCIIBEESINIP006; HEPEZGHNCNICTInCNSaHCEs:
CHSCEIoNSIGHEHP0I0; FREISDEIHESIP0M). The next section examines which

kind of messages children receive through exposure to television advertising and which roles

such messages play in children’s development of an unhealthy body image.

Television Advertising: Which Messages Do Children
Receive Through Watching Television
Advertisements?

Children watch television on a daily basis (_). Although streaming services

are available, research indicates that the majority of children still watch two hours of television
or more per day though broadcast channels (_). Interestingly one study in
Spain showed that children also watch television at time periods in which no child-targeted
content is broadcasted. The largest audience was placed in prime time, between 10 p.m. and 12
p.m., reaching 18.3 percent of this target audience. This percentage indicates that more than
1,200,000 Spanish children are exposed to television after 10 p.m. During that period, no
protection schedule is active.

It is likely that some of this television content is consumed by the child alone, as up to
32.2 percent of minors in the Spanish study consumed television without the company or
supervision of an adult (_). Apart from traditional
broadcast channels, children also use Internet tools like YouTube to watch online videos

regularly. One study found, for instance, that one in six children watched YouTube videos
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multiple times a week (_). Similar results emerged in other studies (_
Morton, 2019: Aragjo et al., 2017).

When watching television content (which may or may not be intended for a child
audience), either online or through broadcast channels, children are likely to frequently
encounter television advertisements. Television advertisements typically appear in the
commercial blocks on broadcasted channels or are inserted at the beginning of a YouTube clip.
Television advertisements tell short stories that are shaped in such a way that they are highly
attractive for children. Music, color, and the use of attractive characters are some of the strategies
that advertisers use to captivate viewers’ attention. The content of advertisements has been
criticized regarding its impact on body image for two reasons: the emphasis on appearance

stereotypes and the promotion of unhealthy food.

Appearance Stereotypes

Given the format of narrative simplification in advertisements, it is not surprising that
stereotypes abound in advertising. These stereotypes present simplified ideas that can reinforce
existing prejudices. A rich body of literature has documented the prevalence of stereotypes in
advertising. Moreover, as for body image, the literature that has documented the prevalence of
beauty stereotypes seems especially relevant.

Research on advertisements targeting adults have shown TV ads often focus on models’
appearance by portraying them (partly) nude (_; see also Chapter 7 of this
book for further details on the use of sex appeals in advertising). Another study, although
investigating magazine ads, reported that ads often present women in a sexualized way to
advertise appearance-related products, such as makeup and hair care products (VOIS G NICHOIS
-). Although these ads target adults, the research discussed earlier showed that children also
consume such content from time to time. Scarce research has further examined the role of

appearance in advertisements targeting children. A rather old content analytical study has
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reported that 22 percent of children’s television commercials included references regarding how
one could improve one’s appearance (DEICHCCRNIIIAMSNRATCIINVIASONN S TICkeNI000). A
second study that investigated television commercials aimed at teenage girls found that 61
percent of these ads presented appearance-related products such as toiletries and makeup
(_). Such messages hint at the importance of beauty for one’s self-value. Another
recent study analyzing television ads (VaSpbedelor e bareand018) targeting children found that
most characters presented in these ads have a white skin color (88 percent) and a slim body
posture (75.2 percent). In addition, most characters were happy (65.6 percent) and part of a high
social class (34.4 percent). Such messages teach children what an ideal appearance looks like and

encourage them to comply with these beauty stereotypes.

Unhealthy Food

While the characters appearing in television advertisements comply with ideal body standards,
these commercials typically promote food that is perceived as unhealthy and a causal factor in
obesity. Research has found that 43.8 percent of advertisements displayed in between children’s
television programs include candy, sweets, or soft drinks. Moreover, 34.2 percent of
advertisements included fast food (_). These unhealthy foods were often
also presented as a snack (58.4 percent) and thus encouraged unhealthy snacking behavior. More

healthy foods, such as fruits and vegetables, are typically underrepresented in television

advertisements (_). A recent study conducted in Spain also reported on
the nutritional value of the promoted food _). This study concluded

that foods that are poor in nutrients but high in sugar are especially prevalent in advertisements

aimed at children. Moreover, these unhealthy foods are also presented in a positive discourse by
linking them to positive states and experiences. This research found that the lower the nutritional
value of the advertised products, the higher the number of verbs and adjectives linked to positive

states and experiences. As such, positive emotions are linked to consuming unhealthy products.
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NG ER e VIGRISSISNANAZGUEAP0I0) highlight that such portrayals are problematic

and warn against the risk of using arguments such as happiness or other positive feelings to
advertise products aimed at audiences as sensitive as children.

In sum, the current literature showed that the ads that children see on television present
appearance-related products and/or stereotyped beauty characters, encouraging children to attain

these beauty standards, as well as unhealthy food choices promoting unhealthy eating behaviors.

The Effects of Television Advertising on Children’s
Body Image

The biased elements that characterize advertisements targeted at children deserve attention. More
precisely, the literature has argued that advertising plays a relevant role in the construction of
body image (Halliwell & Diedrichs. 2014: Sanchez-Reina et al.. in press).

As for the biased messages on appearance ideals, the literature explains that children can
develop an unhealthy body image through three routes.

First, in the advertising discourse, thinness is synonymous with beauty and social success
(_). Research argues that such messages evoke the internalization of
appearance ideals, which can be defined as the development of an intrinsic motivation to comply
with socially defined beauty ideals. Such internalization can occur at a very early age (-
KaZmaneong). one study showed that girls who were regularly exposed to television content

that promotes narrowly defined appearance ideals reported higher levels of internalization and

thus mainly valued themselves for their physical attractiveness (_). This
internalization was, in turn, linked to a negative body image (_). Other
studies have reported similar relationships (Arcan, Bruening, & Story, 2013; _;
Rodgers. Damiano, Wertheim, & Paxton, 2017).

Second, the presentation of models can trigger comparison processes. Social comparison

theory notes that individuals have a tendency to compare themselves to others (_).
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By comparing oneself with others, individuals aim to determine how they perform in comparison
with the model. If the model is perceived as superior, the comparison process is labeled an
upward comparison process. Young children already engage in upward comparison processes
regarding their appearance. Such comparison processes can be harmful. In this view, one study
showed that children who regularly engaged in appearance-related comparisons with media
figures were more likely to report negative feelings about their own bodies (IAlaNSeI0RE
_). The same process seems to occur when exposed to biased messages in TV
advertising: the emphasis on physical appearance in TV advertising has been linked to body
dissatisfaction and potential eating disorders among young children (_).

Third, the self-discrepancy theory of HISEINSIIO8]) explains that there are several
domains of self-including. “Self” and “including” are two different words, so “including” refers
to those two elements (actual and ideal self) of which the self consists. Following -
-), these are the domains of self-including: 1) one’s actual self (i.e. what someone actually
looks like) and 2) ideal self (i.e. what someone ideally would look like). Children have been
shown to have already developed a sense of who they are and should be. One study showed that
52 percent of girls and 44 percent of boys desired a thinner body and thus experienced
discrepancies between their actual self and their ideal self (_). When
children are regularly exposed to ideal appearances in television commercials, it is likely that the
discrepancy between their actual self and their ideal self increases. Support for such media
effects have been reported in adolescent samples (_), yet research among children
is lacking.

For the biased messages on unhealthy food, literature indicates that ads can prime
positive expectancies of an unhealthy diet (_). Priming literature
further explains that such positive expectancies will be more powerful when children are more
frequently exposed to the advertising messages on unhealthy food. Moreover, the priming effects

will be stronger when a child has recently watched a television advertisement promoting

unhealthy food (_) Because of the reward cognitions that are primed
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through exposure to television advertisements on unhealthy foods, children will long more
strongly for such food and accordingly consume them more frequently. Studies have supported

this reasoning and repeatedly found that exposure to television food commercials increases

children’s food intake (B ISHGSIRINO0NG: HElOHNGHIESHENB WP OHHNDOVEVID00d .

Advertising Literacy as a Body Dissatisfaction
Prevention Tool

According to _) the literature suggests that children and adolescents are

particularly vulnerable to messages conveyed through the mass media. Many children cannot
discriminate between what they see on television and what exists in the real world.

In this sense, research has pointed to the need to give children critical tools in order to

e —
S, E SRS ENRGRHR00S . .1 crtica] kills are typically

developed through media literacy trainings.
Advertising literacy includes the skills of recognizing, analyzing, and evaluating
persuasive messages across a variety of contexts and media formats (_). This concept

thus refers to in-depth knowledge about the advertising discourse and implies that a media user

has the skills necessary to critically cope with advertising messages (DEJansvande Sompel
Hudders, & Cauberghe, 2019).

_) points out that there are three phases in how children learn to comprehend
and cope with advertising messages. The first phase is called the “perceptual phase” and involves
children aged three to seven years old. In this phase, children are positive about advertising and
have difficulties understanding the persuasive intentions of the ads. As described by
VARWESEHBECEREIBalN@016), children in this phase “have a positive but naive attitude towards
advertising, a limited understanding and a very limited ability to develop deep though on

appropriateness and fairness”.
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The second phase is the “analytical phase” and includes children from 7 to 11 years old.
These children have more advanced knowledge about how advertising works. They recognize
commercial content and have developed more critical thoughts about advertising. The third
phase is called the “reflective phase” and corresponds to the preadolescence stage (age 11 to 16).
Children are more critical at this age and usually show a negative attitude towards advertising.

Although children typically have different levels of advertising literacy according to their
age, it is relevant to stimulate such skills in children. _
_) argued that educational programs are needed to improve children’s ability to
recognize the persuasive intent of advertising. Research has indeed demonstrated that such

programs increase children’s understanding of messages, the selling intent, and the persuasive

strategy of the advertisements (MEISORID0NS; SERSIISCHARCROIRIORINNEAHoH]
-). According to _), possessing skills to deconstruct such images would

enable children to challenge the myths and beliefs about physical stereotypes depicted in
advertising. As such, advertising literacy could be used as a tool to prevent disturbing body
image outcomes, even at early ages (O’Dea, 2005: _).
Research on food advertising literacy, for example, found that participation in a media literacy
intervention increased children’s nutritional knowledge and prevented them from making
purchasing decisions based on superficial elements, such as the color of the packaging or the

spokesperson used in the ad (_). Similarly, research on body image

has found that media literacy lessons helped to reduce the internalization of body ideals among

early adolescent boys and girls (WilKSCHNTISeemants e Wades2006).

Overall, the processes described earlier between TV advertising and body image can be

visualized in Figure 6.1.

F Relations between promotion of beauty ideals and unhealthy food choices in
t

elevision ads, literacy skills, and body image
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Conclusion

This chapter analyzed the most frequent stereotypes that children encounter in television
advertising and how such media content affects their body image. We indicated that television
advertising includes contradictory content. The literature demonstrates that television advertising
promotes appearance ideals but at the same time also encourages unhealthy snacking behavior.
So, while the advertising discourse pushes children to consume products that lead to obesity,
they also remind them of the need to be thin or muscular to succeed in life. This combination of a
focus on unhealthy foods and on beauty and thinness in advertising leads to confusion and
dissatisfaction among children. More specifically, these dual messages may trigger children to
develop obesity (because of the promotion of unhealthy food) and body dissatisfaction (because
of deviating from the promoted appearance ideals). Both obesity and body dissatisfaction
enhance the development of eating disorders and other disturbing body image outcomes. With
regard to these adversarial outcomes of TV ads, research has pointed at advertising literacy skills
to protect children from such outcomes and teach them how to critically evaluate advertisements.
An adequate educational base that trains in media literacy from an early age would thus give
children useful tools to interpret the persuasive messages they receive daily. Besides advertising
literacy, we consider that more efforts should be made to ensure children’s well-being. Taking
into consideration that television viewing by children is not limited to child-protection hours,

both the advertised products and their persuasive strategy should be more regulated.

References

Abramovitz, B. A., & Birch, L. L. (2000). Five-year-old girls’ ideas about dieting are predicted
by mothers’ dieting. Journal of the American Dietetic Association, 100(10), 1157-1163.
https://doi.org/10.1016/S0002-8223(00)00339-4



6 Body Image in Advertising Messages

Adikey, A., Kaushal, M., & Stevens, L. (2018). 1.66 “To the bones:” A review of the medical
and psychiatric complications of eating disorders. Journal of the American Academy of
Child & Adolescent Psychiatry, 57(10), S157. https://doi.org/10.1016/j.jaac.2018.09.081

Ambrosi-Randi¢, N. (2000). Perception of current and ideal body size in preschool age children.
Perceptual and Motor Skills, 90(3), 885—-889. https://doi.org/10.2466/pms.2000.90.3.885

Aratjo, C. S., Magno, G., Meira, W., Almeida, V., Hartung, P., & Doneda, D. (2017).
Characterizing videos, audience and advertising in Youtube channels for kids. In G.
Ciampaglia, A. Mashhadi, & T. Yasseri (Eds.), Social informatics: SocInfo 2017

(pp. 341-359). Lecture Notes in Computer Science, 10539. Cham, Switzerland: Springer.

Arcan, C., Bruening, M., & Story, M. (2013, September). Television (TV) and Tv
advertisements influences on children’s eating behavior. Encyclopedia on Early
Childhood Development. Retrieved from www.child-encyclopedia.com/child-
nutrition/according-experts/television-tv-and-tv-advertisement-influences-childrens-
eating

Batada, A., Seitz, M. D., Wootan, M. G., & Story, M. (2008). Nine out of 10 food
advertisements shown during Saturday morning children’s television programming are
for foods high in fat, sodium, or added sugars, or low in nutrients. Journal of the
American Dietetic Association, 108(4), 673—678.
https://doi.org/10.1016/j.jada.2008.01.015

Boyland, E. J., Nolan, S., Kelly, B., Tudur-Smith, C., Jones, A., Halford, J. C., & Robinson, E.
(2016). Advertising as a cue to consume: A systematic review and meta-analysis of the
effects of acute exposure to unhealthy food and nonalcoholic beverage advertising on
intake in children and adults. American Journal of Clinical Nutrition, 103(2), 519-533.
https://doi.org/10.3945/ajcn.115.120022



6 Body Image in Advertising Messages

Brown, F. L., & Slaughter, V. (2011). Normal body, beautiful body: Discrepant perceptions
reveal a pervasive “thin ideal” from childhood to adulthood. Body Image, 8(2), 119-125.
https://doi.org/10.1016/j.bodyim.2011.02.002

Buzzi, M. (2011). What are your children watching on YouTube? In V. F. Cipolla, K. V. Ficarra,
& D. Verber (Eds.), Advances in new technologies interactive interferences and
communicability (pp. 243-252). Berlin, Germany: Springer.

Chassiakos, Y., Linda, R., Radesky, J., Christakis, D., Moreno, M. A., Cross, C., & Council on
Communications and Media. (2016). Children and adolescents and digital media.
American Academy of Pediatrics, 138(5), €20162593.

Davison, K. K., Markey, C. N., & Birch, L. L. (2003). A longitudinal examination of patterns in
girls’ weight concerns and body dissatisfaction from ages 5 to 9 years. International
Journal Eating Disorders, 33(3), 320-332. https://doi.org/10.1002/eat.10142

De Jans, S., Van de Sompel, D., Hudders, L., & Cauberghe, V. (2019). Advertising targeting
young children: An overview of 10 years of research (2006-2016). International Journal
of Advertising, 38(2), 173-206. https://doi.org/10.1080/02650487.2017.1411056

Derenne, J. L., & Beresin, E. V. (2006). Body image, media, and eating disorders. Academic
Psychiatry, 30(3), 257-261. https://doi.org/10.1176/appi.ap.30.3.257

Fenton, C., Brooks, F., Spencer, N. H., & Morgan, A. (2010). Sustaining a positive body image
in adolescence: An assets-based analysis. Health & Social Care in the Community, 18,
189-198. https://doi.org/10.1111/j.1365-2524.2009.00888.x

Festinger, L. (1954). A theory of social comparison processes. Human Relations, 7(2), 117-140.
https://doi.org/10.1177/001872675400700202

Halford, J. C., Gillespie, J., Brown, V., Pontin, E. E., & Dovey, T. M. (2004). Effect of television
advertisements for foods on food consumption in children. Appetite, 42(2), 221-225.
https://doi.org/10.1016/j.appet.2003.11.006

Halliwell, E., & Diedrichs, P. C. (2014). Testing a dissonance body image intervention among

young girls. Health Psychology, 33(2), 201-204. https://doi.org/10.1037/a0032585



6 Body Image in Advertising Messages

Hansen, C. H., & Hansen, R. D. (1988). How rock music videos can change what is seen when
boys meets girls: Priming stereotypic appraisal of social interactions. Sex Roles, 19, 287—
316. https://doi.org/10.1007/BF00289839

Harris, J. L., Bargh, J. A., & Brownell, K. D. (2009). Priming effects of television food
advertising on eating behavior. Health Psychology, 28(4), 404-413.
https://doi.org/10.1037/a0014399

Harrison, K. (2000). Television viewing, fat stereotyping, body shape standards, and eating
disorder symptomatology in grade school children. Communication Research, 27(5),
617-640. https://doi.org/10.1177/009365000027005003

Harrison, K. (2001). Ourselves, our bodies: Thin-ideal media, self-discrepancies, and eating
disorder symptomatology in adolescents. Journal of Social and Clinical Psychology,
20(3), 289-323.

Harrison, K., & Marske, A. L. (2005). Nutritional content of foods advertised during the
television programs children watch most. American Journal of Public Health, 95(9),
1568-1574.

Harrison, S., & Rowlinson, M. (2016). “No fat friend of mine”: Young children’s responses to
overweight and disability. Body Image, 18, 65-73.
https://doi.org/10.1016/j.bodyim.2016.05.002

Hendy, H. M., Gustitus, C., & Leitzel-Schwalm, J. (2001). Social cognitive predictors of body
image in preschool children. Sex Roles, 44(9), 551-569.
https://doi.org/10.1023/A:1012291008803

Higgins, E. T. (1987). Self-discrepancy: A theory relating self and affect. Psychological Review,
94(3), 319-340. https://doi.org/10.1037/0033-295x.94.3.319

Hosseini, S., & Padhy, R. (2019). Body image distortion. StatPearls. Retrieved from
www.ncbi.nlm.nih.gov/books/NBK 546582/



6 Body Image in Advertising Messages

Jiménez-Morales, M., Montana, M., & Vazquez, M. (2019). Discursive strategies in child-
directed audiovisual advertising of low nutritional value products: Happiness, courage
and obesity. Palabra Clave, 22(3), €22310. https://doi.org/10.5294/pacla.2019.22.3.10

John, D. R. (1999). Consumer socialization of children: A retrospective look at twenty-five years
of research. Journal of Consumer Research, 26(3), 183-213.
https://doi.org/10.1086/209559

Jongenelis, M., Byrne, S., & Pettigrew, S. (2014). Self-objectification, body image disturbance,
and eating disorder symptoms in young Australian children. Body Image, 11(3), 290-302.
https://doi.org/10.1016/j.bodyim.2014.04.002

Liao, L. L., Lai, I. J., Chang, L. C., & Lee, C. K. (2016). Effects of a food advertising literacy
intervention on Taiwanese children’s food purchasing behaviors. Health Education
Research, 31(4), 509-520. https://doi.org/10.1093/her/cyw025

Liem, D., & de Graaf, C. (2004). Sweet and sour preferences in young children and adults: Role
of repeated exposure. Physiology & Behavior, 83(3), 421-429.
https://doi.org/10.1016/j.physbeh.2004.08.028

Lopez-Guimera, G., Levine, M. P., Sanchez-Carracedo, D., & Fauquet, J. (2010). Influence of
mass media on body image and eating disordered attitudes and behaviors in females: A
review of effects and processes. Media Psychology, 13(4), 387-416.
https://doi.org/10.1080/15213269.2010.525737

Mancilla, A., Vazquez, R., Mancilla, J. M., Amaya, A., & Alvarez, G. (2012). Body
dissatisfaction in children and adolescents. A Systematic review. Revista Mexicana de
Trastornos Alimentarios, 13(1), 62—69. https://doi.org/10.20960/nh.455

Mas, L., Fedele, M., & Larrea, O. (2018). Characters’ portrayal in the television ads consumed
by 5-8 year-old children in Spain. In V. Tur-Viiies, I. Garcia Medina, & T. Hidalgo Mari
(Eds.), Creative industries global conference (pp. 233—-246). Alicante, Spain: Libro de

Actas.



6 Body Image in Advertising Messages

McCabe, M. P., Connaughton, C., Tatangelo, G., & Mellor, D. (2017). Healthy me: A gender-
specific program to address body image concerns and risk factors among preadolescents.
Body Image, 20, 20-30. https://doi.org/0.1016/j.bodyim.2016.10.007

McCabe, M. P., & Ricciardelli, L. A. (2005). A longitudinal study of body image and strategies
to lose weight and increase muscles among children. Applied Developmental Psychology,
26, 559-577. https://doi.org/10.1037/0278-6133.22.1.39

McLean, S. A., Wertheim, E. H., & Paxton, S. J. (2018). Preferences for being muscular and thin
in 6-year-old boys. Body Image, 26, 98—102.
https://doi.org/10.1016/j.bodyim.2018.07.003

Montafia, M., Jiménez-Morales, M., & Vazquez, M. (2019). Food advertising and prevention of
childhood obesity in Spain: Analysis of the nutritional value of the products and
discursive strategies used in the Ads most viewed by children from 2016 to 2018.
Nutrients, 11(12), 2873. https://doi.org/10.3390/nul 1122873

Moriarty, C. M., & Harrison, K. (2008). Television exposure and disordered eating among
children: A longitudinal panel study. Journal of Communication, 58(2), 361-381.
https://doi.org/10.1111/j.1460-2466.2008.00389.x

Morris, A. M., & Katzman, D. K. (2003). The impact of the media on eating disorders in
children and adolescents. Paediatrics & Child Health, 8(5), 287-289.
https://doi.org/10.1093/pch/8.5.287

Morris, P. K., & Nichols, K. (2013). Conceptualizing beauty: A content analysis of US and
French women’s fashion magazine advertisements. Online Journal of Communication
and Media Technologies, 3(1), 49.

Nelson, M. R. (2015). Developing persuasion knowledge by teaching advertising literacy in
primary school. Journal of Advertising, 45(2), 169—182.
https://doi.org/10.1080/00913367.2015.1107871



6 Body Image in Advertising Messages

Nelson, M. R., & Paek, H. J. (2008). Nudity of female and male models in primetime TV
advertising across seven countries. International Journal of Advertising, 27(5), 715-744.
https://doi.org/10.2501/S0265048708080281

O’Dea, J. A. (2005). School-based health education strategies for the improvement of body
image and prevention of eating problems: An overview of safe and successful
interventions. Health Education, 105(1), 11-33.
https://doi.org/10.1108/09654280510572277

Ogden, C. L., Carroll, M. D., Kit, B. K., & Flegal, K. M. (2014). Prevalence of childhood and
adult obesity in the United States, 2011-2012. JAMA, 311(8), 806.
https://doi.org/10.1001/jama.2014.732

Ogletree, S. M., Williams, S. W., Raffeld, P., Mason, B., & Fricke, K. (1990). Female
attractiveness and eating disorders: Do children’s television commercials play a role? Sex
Roles, 22(11-12), 791-797. https://doi.org/10.1007/BF00292061

Phares, V., Steinberg, A. R., & Thompson, K. (2004). Gender differences in peer and parental
influences: Body image disturbance, self-worth, and psychological functioning in
preadolescent children. Journal of Youth and Adolescence, 33, 421-429.
https://doi.org/10.1023/B:JOY0.0000037634.18749.20

Ricciardelli, L. A., & McCabe, M. P. (2001). Children’s body image concerns and eating
disturbance: A review of the literature. Clinical Psychology Review, 21(3), 325-344.
https://doi.org/10.1016/S0272-7358(99)00051-3

Rodgers, R. F., Damiano, S. R., Wertheim, E. H., & Paxton, S. J. (2017). Media exposure in very
young girls: Prospective and cross-sectional relationships with BMIz, self-esteem and
body size stereotypes. Developmental Psychology, 53(12), 2356-2363.
https://doi.org/10.1037/dev0000407

Rozendaal, E., Lapierre, M. A., van Reijmersdal, E. A., & Buijzen, M. (2011). Reconsidering
advertising literacy as a defense against advertising effects. Media Psychology, 14(4),

333-354. https://doi.org/10.1080/15213269.2011.620540



6 Body Image in Advertising Messages

Rozzell, K., Moon, Da Y., Klimek, P., Brown, T., & Blashill, A. (2019). Prevalence of eating
disorders among US children aged 9 to 10 years: Data from the Adolescent Brain
Cognitive Development (ABCD) study. JAMA Pediatrics, 173(1), 100—101.
https://doi.org/10.1001/jamapediatrics.2018.3678
Sanchez-Reina, J. R., Jiménez-Morales, M., & Medina-Bravo, P. (in press). Nifos,
cuerpos y publicidad. La representacion mediatica de la imagen corporal en los anuncios
consumidos por menores en Espaina. In S. Bitencourt & C. Batista (Eds.), Corpo, Género
e Cuidados na contemporaneidade. Cuiaba, Brazil: UFMT.

Sand, L., Lask, B., Haie, K., & Stormark, K. M. (2011). Body size estimation in early
adolescence: Factors associated with perceptual accuracy in a nonclinical sample. Body
Image, 8(3), 275-281. https://doi.org/10.1016/j.bodyim.2011.03.004

Sekarasih, L., Scharrer, E., Olson, C., Onut, G., & Lanthorn, K. (2018). Effectiveness of a
school-based media literacy curriculum in encouraging critical attitudes about advertising
content and forms among boys and girls. Journal of Advertising, 47(4), 362-377.
https://doi.org/10.1080/00913367.2018.1545269

Signorielli, N. (1997). Reflections of girls in the media: A content analysis. A study of television
shows and commercials, movies, music videos, and teen magazine articles and ads.
Retrieved from https://eric.ed.gov/?id=ED444214

Skemp-Arlt, K. M., Rees, K. S., Mikat, R. P., & Seebach, E. E. (2006). Body image
dissatisfaction among third, fourth, and fifth grade children. Californian Journal of
Health Promotion, 4(3), 58—61. https://doi.org/10.32398/cjhp.v4i3.1958

Slater, A., & Tiggemann, M. (2016). Little girls in a grown up world: Exposure to sexualized
media, internalization of sexualization messages, and body image in 69 year-old girls.
Body Image, 18, 19-22. https://doi.org/10.1016/j.bodyim.2016.04.004

Tatangelo, G. L., & Ricciardelli, L. A. (2017). Children’s body image and social comparisons
with peers and the media. Journal of Health Psychology, 22(6), 776-787.
https://doi.org/10.1177/1359105315615409



6 Body Image in Advertising Messages

Teletov, A., & Ivanova, T. (2015). The advertising and children’s audience. Marketing and
Management of Innovations, 2, 48—64.

Tiggemann, M. (2003). Media exposure, body dissatisfaction and disordered eating: Television
and magazines are not the same! European Eating Disorders Review, 11(5), 418—430.
https://doi.org/10.1002/erv.502

Tremblay, L., Lovsin, T., Zecevic, C., & Lariviere, M. (2011). Perceptions of self in 3—5-year-
old children: A preliminary investigation into the early emergence of body
dissatisfaction. Body Image, 8(3), 287-292. https://doi.org/10.1016/j.bodyim.2011.04.004

Trevifio, T., & Morton, F. (2019). Children on social media: An exploratory study of their habits,
online content consumption and brand experiences. Journal of Digital & Social Media
Marketing, 7(1), 88-97.

Vander Wal, J. S., & Thelen, M. H. (2000). Eating and body image concerns among obese and
average-weight children. Addictive Behaviors, 25(5), 775-778.
https://doi.org/10.1016/S0306-4603(00)00061-7

Vanwesenbeecket, 1., et al. (2016). Minors’ advertising literacy in relation to new advertising
format. Identification and assessment of the risks. A research report in the framework of
the AdLit SBO Project. Retrieved from
https://webcache.googleusercontent.com/search?q=cache:PpSR82QdBQ4J:https://reposit
ory.uantwerpen.be/

Veldhuis, J., Poel, F., Pepping, R., Konijn, E. A., & Spekman, M. L. C. (2017). Skinny is prettier
and normal: I want to be normal”—Perceived body image of non-Western ethnic
minority children in the Netherlands. Body Image, 20, 74-86.
https://doi.org/10.1016/j.bodyim.2016.11.006

Vizoso Gomez, C., Vega-Sanchez, S., & Fernandez-Fernandez, E. (2018). Body weight
satisfaction and antifat attitudes. Psychology, Society & Education, 10, 275-284.
https://doi.org/10.25115/psye.v10i1.2133



6 Body Image in Advertising Messages

Wilksch, S. M., Tiggemann, M., & Wade, T. D. (2006). Impact of interactive school-based
media literacy lessons for reducing internalization of media ideals in young adolescent
girls and boys. International Journal of Eating Disorders, 39(5), 385-393.
https://doi.org/10.1002/eat.20237

Wiseman, C. V., Sunday, S. R., & Becker, A. E. (2005). Impact of the media on adolescent body
image. Child and Adolescent Psychiatric Clinics of North America, 4(3), 453-471.
https://doi.org/10.1016/j.chc.2005.02.008

Wolf-Bloom, M. S. (1999). Using media literacy training to prevent body dissatisfaction and
subsequent eating problems in early adolescent girls. Dissertation Abstracts
International: Section B: The Sciences and Engineering, 59(8-B), 4515. US: ProQuest
Information & Learning.

Worobey, J., & Worobey, H. S. (2014). Body-size stigmatization by preschool girls: In a doll’s
world, it is good to be “Barbie”. Body Image, 11(2), 171-174.
https://doi.org/10.1016/j.bodyim.2013.12.001

Yamamiya, Y., Cash, T., Melnyk, S., Posavac, H., & Posavac, S. (2005). Women’s exposure to
thin-and-beautiful media images: Body image effects of media-ideal internalization and
impact-reduction interventions. Body Image, 2(1), 74-80.
https://doi.org/10.1016/j.bodyim.2004.11.001

Young, B. (2003). Does food advertising influence children’s food choices? A critical review of
some of the recent literature. International Journal of Advertising, 22, 441-459.

https://doi.org/10.1080/02650487.2003.11072862



