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Introduction

The media plays an influential role in 
the socialization of adolescents 
(Arnett, 1995)

Media provide adolescents a wide 
range of ideal gender images (Arnett, 
1995)
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Theories
 According to the theory of self-

socialization, adolescents model the 
behaviors of ideal role models on media

 They seek out information actively to 
monitor and change their own behaviors 
to fit in with their ideal gender images 
(Arnett, 1995; Brown, 2000)
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Hirschman and Thompson (1997)’s 
three interpretive strategies of 
media images

 Aspiring: a media image is interpreted as 
an ideal self-image that media users can 
aspire to

 Media users will build a desired and ideal 
self-concept, value, belief and 
characteristics similar to the ideal image
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Hirschman and Thompson (1997)’s 
three interpretive strategies of 
media images

 rejecting: separating the self-concept and 
the undesired media image

 Media users criticizing the value, belief 
and characteristics of the media image 
and expressing how it differs from his/her 
own self-concept
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Hirschman and Thompson (1997)’s 
three interpretive strategies of 
media images

 identifying: a media image is interpreted as 
images that media users can relate their 
self-concept to 

 Media users reflect and personalize their 
own values, beliefs, and interests and 
conceive them to be united with the 
person portrayed in the media
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Research question

 how Chinese adolescent girls and boys 
aspire, reject, or identify the female 
images in advertisements?
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Why we choose advertisements?

 They are of high visibility
 They are repeated frequently
 They are produced skillfully by 

communication professionals to appeal to 
the audience
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How females are portrayed in HK 
advertisements
 Female characters were classified into 

four beauty types including classic, sexy, 
cute/girl-next-door and trendy (Chan and 
Cheng, 2012; Frith et al., 2004)

 Classic beauty type occurred most 
frequently in Hong Kong magazine 
advertising (Chan and Cheng, 2012)

 Sexy and trendy: Caucasian models
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Classic
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Sexy
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Cute/
girl-next-door
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Trendy
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Female beauty types in HK ads
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RESEARCH METHOD 

 A focus group study
 48 Hong Kong Chinese adolescents (24M, 24F) 

studying in secondary forms 3-6 and freshman 
(equivalent to grade 9-12 and freshman)

 Eight same sex group with 6 interviewees 
each

 Two university students served as 
moderators
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PROCEDURE
 Show four TVC one by one in the same order
 Invite interviewees to discuss (1) appearance, 

(2) personality (3) work and family life of 
female images in the commercial

 Ask if any of the four females in the TVC are 
close to their ideal female image

 Conducted in Jan-Feb 2014
 Inspired by a previous study (Chan and Ng, 

2014)
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4 TVCs using focus-group method

 Canon “urban sophisticated”
 Coco Chanel “strong woman”
 Kellogg’s “flower vase”
 Kinder Joy “cultured nurturer”

Classification used by Hung et al., (2007)
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Show TVCs

Validity
1. Face validity: judged by both authors
2. Using the operational definition of the 

four types descibed in Hung et al 
(2007)’s paper
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Results: appearance
type descriptions

Urban 
sophisticated

Agreeable, cute, casual, dressed
according to her age

Strong woman Cool, elegant, the right body for a 
model; heavy make-up; fashionable 
clothing, a bit muscular

Flower vase Tall, tin, sweet

Cultured
nurturer

Hair style (a bun) appropriate for 
housework, cannot wear beautiful 
clothing, not much description about 
her
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personality
type descriptions

Urban 
sophisticated

Outgoing, active, kind, enthusiastic, 
curious about new things, warm, 
cheerful

Strong woman Wild, confident, unique, strong, 
independent

Flower vase Showy, confidence in her beauty

Cultured
nurturer

Kind-hearted, caring (nothing said about 
her intelligence or ability)
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Work/family life
type descriptions

Urban 
sophisticated

From a rich family, not in steady relation, 
having an easy job, may be working in 
the creative industry, worry-free

Strong woman Single, career-minded, despises men 
who dates her, having a high-pay job

Flower vase Single, keen to be attractive to the 
other sex, no need to work, easy life

Cultured
nurturer

Full-time homemaker, full concentration 
on taking care of kids
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Your ideal female image
type Freq

Urban sophisticated 29

Strong woman 5

Flower vase 3

Cultured nurturer 5

None of them 6
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Urban sophisticated

 13 females and 16 males chose her to be 
the ideal female image

 Female interviewees aspired to her for 
her freedom and enjoying life when young. 
Some identified with her for her passion 
for travel and reaching out

 “Her life looks free. She can go to 
difference places to explore”
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Urban sophisticated

 Male interviewees aspired to have active 
females to be their ideal female images for 
her friendliness and outgoingness

 “ I think girls don’t need to be gentle and 
quiet.  A bit adventurous, like boys, is 
better”
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Strong woman

 Only 3 females and 2 males selected her 
as their ideal female image

 Aspired to her coolness and uniqueness 
 “She is cool when she is riding the 

motorcycle. I like her because she doesn’t 
care about others and she has her unique 
personality”

 Males found her attractive and sexy
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Flower vast

 3 females and no male chose her
 Female interviewees aspired to her 

healthiness and her fit body
 “She has a good body image. This is my 

goal”
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Cultured nurturer

 5 females and no male chose her
 Females considered her the ideal female 

image in the future or because family is of 
utmost importance

 “I think the final goal of being a woman is 
to be a good mom, and have children. 
When we get old, we have children to 
stay with us.”
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conclusion

 The ideal female image among 
adolescents is far away from the 
endorsement of traditional female traits 
of gentleness, nurturing, and 
submissiveness

 Advertisers should be aware of this 
change
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implications

 Among adolescents, the ideal female 
image demonstrated through an active 
lifestyle, interaction with others, freedom 
from locality, and have sufficient economic 
means to pursue her dreams

 Not only a beautiful face, perfect skin, or 
a thin body
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Limitations 

 Results not able to generalize to the 
population

 Advertising stimulus not compatible in 
execution styles or level of persuasiveness

 Brand image may interfere
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Future studies

 Laboratory design by constructing 
different female images and test their 
effectiveness

 Autovideography method: asking 
participants to construct a collage of ideal 
female (or male) images from the media 
images

 Repeat the same study with prompts of 
different male images
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Further reading

 Ng, Y. L. and Chan, K. (2014) Do females in 
advertisements reflect adolescents’ ideal 
female image?, Journal of Consumer 
Marketing, 31(3), 170-176.
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Q & A
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