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ABSTRACT
My thesis is an analysis of advertisements in Vogue, Vogue Italia, and Vogue España in
the context of each nation’s legal framework, high fashion as an industry, and the implication of
body image. In relation to the ban of “too-thin” models on runways in European countries and by
certain designers, I sought to see if this might translate and affect what advertisements are printed
in international Vogue magazines. I collected Vogue, Vogue Italia, and Vogue España for one
year, to form a sample of over 2,300 advertisements. I categorized the sample by country,
designer, and type of product being sold. I analyzed the data using a process called Ethnographic
Content Analysis, and extracted focal codes and themes in the advertisements. Using this
information, I looked to see if there was any differences or trends between countries, designers, or
the fashion industry as a whole.

ii

TABLE OF CONTENTS
List of Figures .......................................................................................................................... iii
List of Tables ........................................................................................................................... iv
Acknowledgements .................................................................................................................. v
Chapter 1 Introduction ............................................................................................................. 1	
  
Chapter 2 Review of Literature ................................................................................................ 6	
  
High Fashion .................................................................................................................... 6	
  
Fashion Industry ....................................................................................................... 6	
  
Runway Shows ......................................................................................................... 8	
  
Fashion Magazines ................................................................................................... 9	
  
Body Image ...................................................................................................................... 11	
  
Legal Framework ............................................................................................................. 17	
  
Press Systems ........................................................................................................... 17	
  
Advertising Regulations ........................................................................................... 19	
  
Fashion Regulations ................................................................................................. 21	
  
Chapter 3 Methodology ........................................................................................................... 23	
  
Chapter 4 Key Findings ........................................................................................................... 28	
  
Chapter 5 Discussion ............................................................................................................... 42	
  
BIBLIOGRAPHY ............................................................................................................ 48	
  
ACADEMIC VITA .......................................................................................................... 53	
  

iii

LIST OF FIGURES
Figure 1.1 Louis Vuitton Advertisement ................................................................................. 29	
  
Figure 2.1 Versace Model Advertisement ............................................................................... 30	
  
Figure 2.2 Versace Product Advertisement ............................................................................. 31	
  
Figure 3.1 Armani Advertisement 1 ........................................................................................ 32	
  
Figure 3.2 Armani Advertisement 2 ........................................................................................ 33	
  
Figure 4.1 Prada Advertisement .............................................................................................. 34	
  
Figure 5.1 Detachment: Hermes .............................................................................................. 35	
  
Figure 5.2 Detachment: Chanel ............................................................................................... 36	
  
Figure 6.1 Anxiety: Miu Miu ................................................................................................... 37	
  
Figure 7.1 Superiority: Bulgari ................................................................................................ 38	
  
Figure 8.1 Objectification: Omega .......................................................................................... 39	
  
Figure 8.2 Objectification: Dior ............................................................................................... 40	
  

iv

LIST OF TABLES
Table 1 Monthly Vogue Issue Information .............................................................................. 10	
  
Table 2 Monthly Glamour Issue Information .......................................................................... 10	
  
Table 3 Monthly Vanity Fair Issue Information ...................................................................... 10	
  
Table 4 Numbers of Advertisements ....................................................................................... 25	
  

v

ACKNOWLEDGEMENTS
Before beginning this thesis, there are a few people I would like to thank. These people
are part of the reason I could even complete this work, and am I so grateful to have them in my
life.
Firstly, I would like to thank my parents. My mother, Christine Twillmann, and my
father, Bob Twillmann, have been my rock for my entire life. Both my parents pushed me to go
above and beyond my academic abilities in my first two years at Penn State University. Through
their encouragement, I was able to meet the requirements and apply to the Schreyer Honors
College in the spring of my sophomore year. Upon acceptance into the Schreyer Honors College,
my parents continued to support me in pursuing this honors degree. Without their love and
support, I would not be the person I am today. They are generous enough to help pay for my
education, and without them I would not be at Penn State University. I am so appreciative of their
support.
I would also like to thank my grandmother, Elizabeth Twillmann, who has also made
generous financial contributions to my education. My grandmother is so selfless, and always puts
my sisters and I first. I am so lucky to have a woman like her in my life. My grandmother is
incredibly special to me, and I cherish the loving time I get to spend with her.
Next I would like to thank my honors advisor, Professor Susan Strohm, and my thesis
supervisor, Dr. Colleen Connolly-Ahern. Susan has been with me from day one in my thesis
process. Together, we came up with the idea of my thesis topic and determined that Dr. ConnollyAhern would be an ideal fit as my thesis supervisor. In addition, Susan has made a point to check
in on me, always willing to help with any roadblocks along the way.
Dr. Connolly-Ahern has worked closest with me on this thesis, meeting as often as we
saw fit for two semesters now, to progress on my final thesis. Without Dr. Connolly-Ahern’s

vi
expertise in the field of advertising and research, I surely would not have been able to complete
this thesis. She has encouraged me every step of the way in this process, I cannot thank her
enough. I am so appreciative of her constant help and guidance.
Lastly, I would like to thank my family and friends, for being there for me not only in the
creation of this thesis, but for my entire college career. I cannot even begin to express how lucky I
am to have such an amazing support system in my life. Even during time spans of stress and
frustration while researching and writing my thesis, my family and friends have been there
through the good and the bad. Thank you!

1

Chapter 1
Introduction
In August 2006, after the death of Luisel Ramos from anorexia on the catwalk, the world
could no longer ignore that the fashion industry had a problem. Luisel was a 22-year-old
Uruguayan model who died on the runway in Montevideo, Uruguay from heart failures directly
related to her struggle with anorexia. At the time of her death, Luisel was 5 feet 9 inches and
weighed 96 pounds, giving her a Body Mass Index (BMI) of 14.2 (“This is the,” 2006).
Madrid Fashion Week banned ‘too-thin’ models one month later, in an effort to take a
stand against the anorexia epidemic. Following suit in Italy, Milan Fashion Week made the same
bans later that year (“Madrid bans waifs," 2006).
In the following February of 2007, British reporter Dawn Porter decided to delve deeper
into what could potentially be happening in the lives of these ‘too-thin’ models. She was given a
challenge, drop to a size zero in 8 weeks by implementing a strict diet and lifestyle regimen,
mirroring the ones held by high fashion models.
Porter (2007) wrote, “These women are starving themselves to the brink of death.
Ultimately, that's their business - but when their choices send a signal that this is the way young
girls should look, it becomes everyone's concern.” Weeks into her project, Porter was seeing
results, but not enough. During a shopping trip in Hollywood, she discovered that the trend of
unrealistically thin models is not just on the runways, but in designer shops as well. When trying
on clothes on Rodeo Drive, she discovered she “couldn't fit into any clothes - the biggest size the
designers Prada and Gucci stocked was as U.S. size 6.” She continued to pose the following
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question: “How can anyone think this is normal? Are the designers telling us if we're bigger than
a size 10, we don't deserve to wear their clothes?” (Porter, 2007).
In a study by Lovett (2012), it was found that “the average supermodel weighs 23% less
than the average woman” and that “most runway models meet the BMI criteria for anorexia.” The
average runway model is a size zero, while the average American woman is a size eight (Porter,
2007). These supermodels are not the face of the average woman; yet society continues to
idealize their thin frames.
To combat this, certain countries are putting regulations on ‘too-thin’ catwalk models,
setting baseline BMIs that a model must reach to walk in a runway show. Some fashion designers
have also pledged to address the problem of ‘too-thin’ models. Armani, Prada, and Versace
banned ‘too-thin’ models from their catwalks in December 2006 (“Italian fashion designers,”
2006). Catwalks, however, are just a small part of the problem. Far more young women are
exposed to fashion messages through magazines.
While the death of models like Luisel has made the fashion world take note of the
industry’s anorexia problem, a bigger problem remains. In developed nations around the world,
women are faced with pressure from society to be thin. The issue of anorexia and other eating
disorders is a problem that is far more widespread than just throughout the world of high fashion.
In 2006, it was reported that “approximately 50% of girls and young women report being
dissatisfied with their bodies. These dissatisfactory feelings can play a major role in the
development of low self-esteem, depression, and eating disorders” (Bearman, Martinez, & Stice,
2006).
Across the world, some women have low self-esteem and develop eating disorders in an
attempt to conform to this cultural ‘norm’. In the United States alone, eleven million women
suffer from eating disorders (Stephens, Hill, & Hanson, 1994). The cultural ‘norm’ of thinly
portrayed supermodels does not portray reality. “The average US woman is 5'4" and weighs 140
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pounds. In contrast, the average US model is 5'11" and weighs 117 pounds” (“Media and eating
disorders,” 2006). What is really of concern here is a societal problem that needs to be addressed.
“During the past 30 years female fashion models and beauty pageant contestants have grown
steadily thinner... [while] the average weight of real women has increased, thus widening the gap
between the cultural norm and the biological reality” (D'Alessandro & Chitty, 2011). With
women being constantly exposed to the images of ‘too-thin’ fashion models, their perception of
what is ‘normal’ is skewed.
The constant exposure of the female population to these ‘too-thin’ models may spiral into
not only negatives feelings about themselves, but also into the adoption of eating disorders.
According to a study by Bissell and Rask (2010), “when female university students were exposed
to idealized images of women in advertisements, appearance anxiety and body shame increased.”
In addition, it was found that “girls and young women have been shown to be extremely
influenced by mediated images showing exceptionally thin female models, and have been led
down destructive paths filled with low self-esteem, body image dissatisfaction, anorexia, bulimia
and depression” (Bissell & Rask, 2010). When ‘too-thin’ models are portrayed in fashion
magazines, this creates a dangerous environment for girls and young women in terms of their own
body image and health.
But is advertising to blame? According to a study by Stephens, Hill, and Hanson (1994),
“advertising has been vilified for upholding – perhaps even creating – the emaciated standard of
beauty by which girls are taught from childhood to judge the worth of their own bodies.” With
thinner and thinner women appearing in advertisements, the thin ideal is at the forefront of
society. Especially with America’s obsessive quest for perfection, the ideal body “is both
reflected and promoted by advertising” (Stephens, Hill, & Hanson, 1994).
My study is important because it has been established that the “exposure to the thin ideal
can and does lead to short-term decreases in body image” (Irving, 1990). We need to take notice
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of what images are being fed to the female population around the world via fashion magazines.
Designers can place regulations on their models and countries can ban ‘too-thin’ women from
walking the catwalk, but if this movement does not translate into high fashion magazines, does
society benefit?
With this societal problem in place, and the influence magazines have on girls and
women alike, I set out to see what the landscape was like in Vogue magazines in the United
States, Italy, and Spain. I began my research with the following research questions:

RQ 1: Is there a difference in the advertisements between countries that have their
runway models regulated, and those who do not?
I anticipated that there would be a difference between the advertisements in Vogue,
Vogue Italia, and Vogue España. I anticipated that the models in Vogue España advertisements
would look the most like ‘average’ women. As Madrid lead the trend of banning ‘too-thin’
models, I thought this would translate into more reasonable sizes in the models used in the
magazine advertisements. I lastly anticipated the United States edition of Vogue to show the least
amount of change in the size of models used in advertisements. With the predisposition of the
United States as being detached from the rest of the world and having no regulations set in place
on runway shows, I thought I would surely see the least progress in this country.

RQ 2: Do designers avoid using ‘too-thin’ models in advertising if they have made a
pledge to do so on the runway?
Since Armani, Prada, and Versace had outwardly banned ‘too-thin’ models on the
runway, I wanted to know if this trend would carry over into their magazine advertisements. In
this case, there was reason to believe there would be a change. I think it was reasonable to believe
they would follow through in all areas, including advertisements.

5

RQ 3: What themes are developed by visual images of models in international
fashion magazines?
Since this is a qualitative study, themes are important in the context of studying different
cultures. “Culture is difficult to study because its most significant features are subtle, taken for
granted, and enacted in everyday life routines” (Altheide, 1996). Because of this, I did not want to
code with set themes from the beginning of my research, but rather let the themes emerge as they
presented themselves. To do so, I utilized a method called Ethnographic Content Analysis.
Ethnography refers “to the description of people and their culture” (Altheide, 1996). Through this
process, I hoped to gain a better understanding of how different cultures in The United States,
Spain and Italy, portrayed women.
In order to answer these questions, I first had to delve deeper into three topics: high
fashion as a global industry, the idea of body image, and the legal framework in each country.
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Chapter 2
Review of Literature

High Fashion

Fashion Industry
Fashion is defined as something that “surrounds you constantly in the things you see, use,
wear, watch, and do” (Rath, Petrizzi, & Gill, 2012). Fashion is not just the clothes we wear or the
accessories we buy, fashion is a way of life. People identify themselves with a brand, and form
loyalties to companies, creating a sense of worth for luxury items.
“There is growing interest in fashion products on a worldwide scale” and by creating an
overarching, global campaign, fashion designers can be recognized across the world under one
common thread (Rath, Petrizzi, & Gill, 2012). In order to succeed in the fashion industry, brands
must stress the importance and application of global marketing.
According to a study by Rotondo, Hoffman, and Barringer (2010), high performance
companies in the fashion industry have a commonality of five metrics; “profitability, growth,
positioning for the future, longevity, and consistency.”
The study highlighted that all five metrics tied back to an idea of being ‘global.’ In order
to profit and grow, brands take on emerging markets and expand their reach. In regards to
positioning for the future and longevity, brands too must make an impact on a global scale to
have staying power. And lastly, if not most importantly, brands must be consistent globally to
develop a unified following by its consumer base.
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The fashion industry is “merchant-led rather than consumer-led” (Rotondo, Hoffman, &
Barringer, 2010). High performers in the fashion industry are created when they “have
successfully navigated a volatile global economy and won their customers’ trust,” causing a
demand for their products (Rotondo, Hoffman, & Barringer, 2010). By being a global brand,
companies can have more power in the ‘merchant-led’ economy. It is critical to have a high sense
of brand realization when striving to succeed in the fashion industry. Brand realization “aligns
customer expectations with the brand promise” (Rotondo, Hoffman, & Barringer, 2010). With the
alignment of the brand internationally and brand realization, this forces companies to create
global campaigns, rather than targeting niche markets.
Brands who have conquered the fashion industry on a global scale are now household
names. Louis Vuitton ranked as the number one World’s Most Valuable Luxury Brands last year
on the Millward Brown Optimor, a company that does brand analysis for advertising firms, study
(Sherman, 2010). Louis Vuitton is at the top of the food chain when it comes to global high
fashion, as the company focuses on its heritage as a travel brand, and is worth $25.9 billion
(Roberts, 2012).
Behind Louis Vuitton is Hermes, which is worth $19.1 billion. Over the years, the still
family-owned brand has expanded overseas and into emerging markets like China (Sherman,
2010). Chanel ranks fourth in the line up, and is worth $6.68 billion, with fifth ranked Gucci close
behind with a net worth of $6.42 billion (Roberts, 2012). All brands listed are marketed
throughout the world, with stand-alone boutiques in the world’s fashion capitals and beyond.
Thus, brands strive to have a global presence by creating awareness for themselves as
international fashion brands, allowing the companies to continue to grow.
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Runway Shows
The history of runway shows dates back 1903 in New York City. Ehrich Brothers, a
specialty store in Manhattan, “put on what was likely the first fashion show, in an effort to lure
middle-class female customers into the store” (Fortini, 2006). As a way to promote their
businesses, “many big department stores were holding shows of their own” by 1910 (Fortini,
2006). Fashion shows took, off and were thought to be ‘mainstream’ by the 1920s. From these
promotional shows, Fashion Week as we know it today was born. New York Fashion Week “got
its start in 1943, when a well-know fashion publicist names Eleanor Lambert organized
something called ‘Press Week’” (Fortini, 2006).
As an attempt to compete in the fashion industry globally, Lambert “hoped to give
[fashion magazine] editors a chance to see – and more importantly to write about – the work of
American designers” (Fortini, 2006). What began as a publicity stunt expanded exponentially in
years to follow as “magazines like Vogue and Harper’s Bazaar, whose editors were besotted with
French fashion, began to feature more work by American designers” (Fortini, 2006). Designers
now attend shows around the world for the same reason Lambert began Press Week in 1943, for
publicity.
Today, fashion shows and Fashion Weeks around the world are common. A study done
by research firm Grail Research identified the United States and Italy as two of the fashion hubs
of the world, noting that “the United States hosts more fashion events than any other country in
the world,” hosting 44 large fashion events annually (“The global fashion,” 2009). Milan Fashion
Week “is considered one of the most highly regarded fashion events globally” (“The global
fashion,” 2009). During Fashion Weeks around the world, designers thrive to fill their shows, and
inspire purchases of their products.

9
In the United States, Spain, and Italy alike, fashion giants prepare months for two short
weeks out of the year, Autumn/Winter Fashion Week and Spring/Summer Fashion Week.
Autumn/Winter Fashion Week begins in February, and kick offs with the New York show.
Spring/Summer Fashion Week begins in September, again kicking off in New York.
However, these prestigious events are not easy to attend. A front row seat for the
September 2013 New York Fashion Week costs $125 for a Thursday night show, $150 for a
Friday night show, and $220 for a Saturday night show (“Couture fashion week,” 2012). In
addition to the expensive prices of tickets, runway shows are often reserved for fashion elites and
celebrities.
The top three designer runway shows, earning the most revenue, for the February 2013
Autumn/Winter Fashion Week were Miu Miu, Louis Vuitton, and Elie Saab (“The cut,” 2013).
Miu Miu, the most popular show of that season, is a sister company of Prada and was started in
1993 by designer Miuccia Prada. “The label can count stand-alone boutiques in over a dozen
cities, major names for advertising campaigns, and lucrative sales: a reported $161.25 million in
2005” (“The cut,” 2013). The looks seen on the runway can be purchased in these boutique
stores, anywhere around the world.

Fashion Magazines
While runway shows are prestigious, the number of attendees is dwarfed by the number
of fashion magazines that circulate around the globe monthly. Vogue magazines have a much
broader reach than runway shows do. With the three editions combined, Vogue, Vogue Italia, and
Vogue España, the magazines have a paid circulation of 523,794 issues monthly (see Table 1).
But their reach is even far greater than that, as multiple people will read each issue, creating a
total readership of over 6.6 million monthly by the three editions combined.
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Table 1 Monthly Vogue Issue Information
The United States

Italy

Spain

Total

Paid Circulation

300,955

100,346

122,493

523,794

Readership

4,807,000

916,000

889,000

6,612,000

Readers per Copy

~ 15

~9

~7

(“Condé Nast International,” 2013) and (NHCS Adult Study, 2013)

But Vogue is not the only powerhouse fashion magazine in the industry. Glamour and
Vanity Fair both have editions that run in Spain and Italy as well. Monthly circulation and
readership numbers for Glamour and Vanity Fair can be see in Tables 2 and 3 respectively.

Table 2 Monthly Glamour Issue Information
The United States

Italy

Spain

Total

Paid Circulation

422,868

280,484

226,220

929,572

Readership

3,877,000

1,131,000

561,000

5,569,000

Readers per Copy

~9

~4

~2

(“Condé Nast International,” 2013) and (NHCS Adult Study, 2013)

Table 3 Monthly Vanity Fair Issue Information
The United States

Italy

Spain

Total

Paid Circulation

283,938

278,084

41,235

603,257

Readership

7,320,000

1,498,000

150,000

8,968,000

Readers per Copy

~25

~5

~3

(“Condé Nast International,” 2013) and (NHCS Adult Study, 2013)
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With their three editions combined, Glamour has a paid circulation of 929,572 issues
monthly and a readership of over 5.5 million people monthly. With their three editions combined,
Vanity Fair has a paid circulation of 603,257 issues monthly and a readership of over 8.9 million
people monthly. That means, that Vogue, Glamour, and Vanity Fair combined are read by over
21.1 million people every month in just the United States, Italy, and Spain alone. With these
numbers generated from just three magazines in only three countries, it is clear that the reach and
potential impact of fashion magazines is immense.

Body Image
In order to better understand the idea of body image, I looked to multiple academic
studies. Each study provided insight on the effect advertising can have on individuals and their
sense of their own personal body image.
D’Alessandro and Chitty investigated the relationship between the body shape of models
prevalent in advertisements and the consumers’ opinion of the brand. The study then delved a
step deeper, and looked at the respondents’ own body image to draw conclusions about the types
of emotions experienced by exposure to different models in given advertisements.
According to D’Alessandro and Chitty (2011), “idealized body shapes are used in
Western media because they are [thought to be] linked to attractiveness and the source credibility
of the model or endorser.” In conjunction with this claim, “the constant portrayal of thin models
may cause these consumers to regard a thin body shape as being the ideal body shape”
(D'Alessandro & Chitty, 2011).
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This cultural ‘norm’ holds true in Western society, and is spreading to other areas of the
world. According to the study, “research does show an increased prevalence of eating disorders in
countries such as China, Taiwan, India, and Singapore. All of these countries have recently
experienced significant Western economic development in recent times” (D'Alessandro & Chitty,
2011).
I found these truths to be troubling, as several studies have shown that women are
constantly comparing themselves to the models in the advertisements. D’Alessandro and Chitty
(2011) used the Social Comparison Theory, which posits, “that people have a need to evaluate
their abilities and opinions which can be satisfied by social comparisons with other people. This
comparison can occur consciously or subconsciously.” D’Alessandro and Chitty found that after
comparing themselves to these unattainable models, women experience dissatisfaction with their
own body image and physical attractiveness. Yet no differences in opinions on the brands were
significant when looking at differing body shapes of chosen models.
The study found that the size and attractiveness of the model portrayed had no impact on
the credibility of the brand itself. In fact the opposite is true. “Women identify more with media
representations of an obtainable body shape” (D'Alessandro & Chitty, 2011). So why do
advertisers continue to use images of models portraying body types that are visually ‘too-thin?’
Bissell and Rask focused on Dove’s Campaign for Real Beauty in another study. Bissell
and Rask set out to create their own experiment, utilizing the Dove campaign, hoping to measure
women’s reactions to advertisements as it relates to feelings about their own bodies. In the
experiment, one model from Dove’s Campaign for Real Beauty was manipulated into three
images: a real depiction, a thinner depiction, and fatter depiction. The variations of the image
were used to assess how women would develop self-discrepancy, internalization, and create
perceptions of their own attractiveness.
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Bissell and Rask believed that women fall into the trap of the self-discrepancy theory,
where women compare themselves to societal images in the media and internalize feelings of
dissatisfaction. “The underlying premise of this theory suggests that specific types of selfdiscrepancy can be related to distinct types of emotional distress which then can be related to
affective, cognitive or behavioral outcomes,” such as eating disorders (Bissell & Rask, 2010).
The results of this study concluded that advertisements that utilized thinner models were
“related to greater body dissatisfaction, lower body self-esteem and self-objectification” among
their audience (Bissell & Rask, 2010).
Through the study, Bissell and Rask found that women were experiencing these negative
feelings about their own body image, and internalizing the sensations. Feelings of inadequacy
arise in women as they yearn to be the same size as the models they see before then in advertising
campaigns. “Women are ‘culturally conditioned’ to believe thinness is the ultimate ideal” (Bissell
& Rask, 2010). The pictures of thin models were more powerful than the positive Dove message.
The production and internalization of low self-esteem is a dangerous combination in
young women in the United States. According to Bissell and Rask (2011), 25% of college women
are at risk of developing an eating disorder because of this unrealistic expectation set by society
to be thin. Through their study, it is clear that advertising is influential in the lives of the female
population, enabling negative feelings about one’s own body image due to the exposure to these
‘too-thin’ advertisements.
Another study by Smeesters, Mussweiler, and Mandel (2010) looked at the effect of four
models in advertisements (extremely thin, moderately thin, moderately heavy, and extremely
heavy) and how women of different BMI's would be affected. The experiment sought to show
that not only did the size of the model have an impact on the resulting feelings of the consumer,
but the consumers own weight played a role as well.
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The study was based Selective Accessibility Model (SAM) in which “during a social
comparison a person may engage in one of two alternative hypothesis-testing mechanisms:
similarity testing or dissimilarity testing” (Smeesters, Mussweiler, & Mandel, 2010). The theory
takes states that during a comparison; the individual subconsciously absorbs “information about
the self and about the standard” (Smeesters, Mussweiler, & Mandel, 2010).
The research was conducted without asking the sample women to compare themselves to
the models in the advertisements, but knowing a comparison would be made due to the SAM
theory. The researchers performed a series of three studies, the first study compared women of
varying BMIs to “models that vary in size (thin v. heavy) and the extremity of the size”
(Smeesters, Mussweiler, & Mandel, 2010).
The second study collected evidence from the first study to see what level and kind of
self-esteem participants experienced in relation to the SAM theory. The third study examined
how changes in this self-esteem would affect participants’ “eating behavior, dieting intentions,
and exercise intentions” by following up with a survey (Smeesters, Mussweiler, & Mandel,
2010).
Overall, the study showed that “self esteem and body satisfaction decrease when females
are exposed to thin media images” (Smeesters, Mussweiler, & Mandel, 2010). However, these
results were much more drastic when women with normal BMIs viewed both extremely thin and
extremely heavy models. This showed that not only did the size of the model matter, but the
absolute difference of that size as well.
The study found that “women compare themselves spontaneously with advertising
models, regardless of size. Many women find it difficult to escape the effects of social
comparison processes that are spontaneous and automatic” (Smeesters, Mussweiler, & Mandel,
2010). Most importantly, their study found that participants’ behaviors were effected too as they
“ate less and were more inclined to diet and exercise when their self-esteem shifted downward”
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compared to when their self-esteem did not (Smeesters, Mussweiler, & Mandel, 2010). This study
is important because it not only shows how low self-esteem can changes attitudes, but it can also
change behaviors.
But is it really necessary to use thin models in advertising to create effective campaigns?
In a study done by Halliwell and Dittmar (2004), the researchers sought to determine the
“influence of a model’s body size on advertising effectiveness.” The study exposed women to
three different deodorant advertisements: one with no model, one with a thin model, and one with
the same model from exposure two, photo shopped to make her appear heavier.
Halliwell and Dittmar utilized the theory of sociocultural analysis to investigate two
themes, awareness and internalization. “Awareness of sociocultural ideals of thinness and
attractiveness is assessed through the endorsement of statements such as ‘In our society, fat
people are regarded as un- attractive.’ Internalization is assessed using statements such as ‘I
believe that clothes look better on thin models’” (Heinberg & Thompson, 1995). The experiment
used a Likert-like scale called the Sociocultural Attitudes Toward Appearance Questionnaire to
measure three components: attitude to the advertisement, attitude to the brand, and purchase
intent (Halliwell & Dittmar, 2004).
The study found that “body sizes did not influence advertising effectiveness,” however,
they did find that there was a difference in effectiveness “between ads that showed models and
ads that did not” (Halliwell & Dittmar, 2004). The study also found that there was no significant
correlation between the size or existence of a model in the advertisement and the attitude toward
the brand or intent to purchase. This research is paramount in my study because it demonstrates
that no matter the size of the model utilized in an advertisement, the effectiveness is not impacted.
In a study by Lopez-Guimera, Levine, Sanchez-Carracedo, and Fauquet (2010), the level
of influence fashion magazines have in the lives of young women, in terms of having a lasting
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effect on their views of their own body image and susceptibility to eating disorders, was
researched.
The study found that “the greater use of the mass media – specifically fashion
magazines– is significantly correlated with higher levels of body dissatisfaction and with higher
scores on eating disorder components in females” (Lopez-Guimera, Levine, Sanchez-Carracedo,
& Fauquet, 2010). The study shows that satisfaction with one’s own body was immediately
lowered after viewing images of thin models in fashion magazines.
Such feelings developed into action in the long term as participants who felt
dissatisfaction initially also had “the highest levels of ‘trait’ body dissatisfaction and of desire for
thinness 2 years later” (Lopez-Guimera, Levine, Sanchez-Carracedo, & Fauquet, 2010). In
addition, these girls showed an increase in dieting and bulimic symptoms.
The study’s paramount finding is the fact that the “mass media are an extremely
important source, if not the principal source, of information and reinforcement in relation to the
nature of the thin beauty ideal, its importance, and how to attain it” (Lopez-Guimera, Levine,
Sanchez-Carracedo, & Fauquet, 2010). This established that magazines can have an integral
impact on the lives, attitudes, and behaviors of the female population.
Overall, the studies I examined in my review of literature showed important trends in
attitudes, behaviors, and the impact of advertisements. Firstly, the studies showed
overwhelmingly that the size of the model portrayed in advertisements, had no influence on the
effectiveness of the advertisement or the credibility of the brand itself. This generates the notion
that models do not need to be thin to create influential campaigns. All pieces of literature showed
that exposure to thin models in advertisements increased body dissatisfaction, lowered selfesteem, and created self-objectification. In addition, the severity of thinness of models depicted
created an even more drastic feeling of negativity among women.
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Due to these negative feelings of self-worth, it was found that these women were at a
greater risk for symptoms of eating disorders. Participants in one study even “ate less and were
more inclined to diet and exercise when their self-esteem shifted downward,” compared to when
their self-esteem did not (Smeesters, Mussweiler, & Mandel, 2010).
Lastly, and arguably most importantly, the studies showed that women are highly
influenced by these advertisements. Lopez-Guimera, Levine, Sanchez-Carracedo, and Fauquet
(2010) specifically found that “the greater use of the mass media – specifically fashion
magazines– is significantly correlated with, with higher levels of body dissatisfaction and with
higher scores on eating disorder components in females.” All articles showed what an influential
source media is on women regarding the topic of beauty and self-worth.
In the context of my study it is critical to understand that, from this research,
advertisements have shown to be an influential part of women’s lives. Advertisements have been
shown to affect women’s attitudes of themselves and others as well as their behaviors and
susceptibility to eating disorders. With anorexia as a growing problem in both the fashion
industry and the world at large, the exposure of ‘too-thin’ models in advertisements is enabling
this epidemic. It appears to be a far greater problem, internationally, than the issue of runway
models suggests.

Legal Framework

Press Systems
In order to better understand the media landscape that Vogue, Vogue Italia, and Vogue
España exist in, I first looked to each country’s respective degrees of press freedom.

18
The United States is considered a ‘free’ nation according to Freedom House. This means
that freedom of speech and press is largely protected. Due to the enforcement of the First
Amendment, “the United States has one of the world’s strongest systems of legal protection for
freedom of the press” ("Freedom of the press: United States," 2012). There are few to no attacks
against journalists, as the right of free speech is widely protected. Print media, such as magazines,
“is overwhelmingly under private ownership” in the United States ("Freedom of the press: United
States," 2012). The benefit of this private ownership is that the government cannot heavily
regulate print media.
Spain is also considered a ‘free’ nation according to Freedom House. Freedom of
expression in Spain is “guaranteed in Section 20 of the constitution, and press freedom is
generally respected in practice” ("Freedom of the press: Spain," 2012). Similar to the United
States, free press and free speech is widely protected in Spain. The country generally provides a
“free and robust media environment,” fostering a positive environment for print media sources
such as magazines ("Freedom of the press: Spain," 2012).
Italy is considered a ‘partly free’ nation according to Freedom House. In Italy, freedom of
the press is “constitutionally guaranteed and generally respected in practice, despite ongoing
concerns regarding concentration of media ownership” ("Freedom of the press: Italy," 2012).
Italy is given this ranking of ‘partly free’ because a select few media conglomerates, which are
regulated by the government, own much of its media. However when it comes to magazines, “the
print sector is much more diverse in both ownership and content” ("Freedom of the press: Italy,"
2012). This diversity of ownership creates a more positive environment for magazines such as
Vogue Italia.
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Advertising Regulations
United States.
I then looked to laws each nation set in place in regards to the regulation or ban of
commercial speech. In the United States, “advertising itself still does not enjoy full First
Amendment protection … the Supreme Court has permitted many regulations on commercial
speech” (Middleton & Lee, 2007). In the most influential commercial speech ruling, Virginia
State Board of Pharmacy v. Virginia Citizens Consumer Council in 1976, the Supreme Court set
standing precedents in the world of commercial speech. In this ruling, Virginia Pharmacy actually
won the case, in which “the Supreme Court struck down a Virginia statute prohibiting licensed
pharmacists from advertising the prices of prescription drugs” (Middleton & Lee, 2007).
However, within this ruling, legislation was made stating “the government may constitutionally
ban commercial promotions that are false or misleading in any way” (Middleton & Lee, 2007).
In addition, it is easier for the government to regulate commercial speech than other
forms of speech. This is so because “the government needs to demonstrate a lesser ‘substantial’ or
‘important’ need to justify restraints on commercial advertising” than for example on political
advertisements (Middleton & Lee, 2007).
Advertising can be protected under the constitution if it is commercial speech that is
“accurate and advertises a lawful product or service…. False and misleading advertising and
advertising for illegal products and services are not eligible for constitutional consideration”
(Middleton & Lee, 2007).
In addition to these regulations set by the Supreme Court, The Federal Trade Commission
(FTC) also regulates advertisements. “The FTC’s primary mission is to protect consumers from
unfair or deceptive market practices” (Middleton & Lee, 2007). The FTC’s control over unfair or
deceptive advertisements “was broadened to provide protection for consumers as well as
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competitors” in the Federal Trade Commission Act of 1938 (Middleton & Lee, 2007). Thus, the
FTC has the authority to ban or regulate advertisements if they are deemed unfair or deceptive.
The United States government also has the power to regulate advertising of porducts that
create potential health threats. For example, advertising restrictions on cigarettes changed the
tobacco industry “in 1964 when the U.S. Surgeon General, Luther Terry, released his Advisory
Committee Report on Smoking and Health. The staggeringly comprehensive report was based on
more than 7,000 scientific studies linking smoking with lung cancer, emphysema and other
diseases” (James & Olstad, 2009). Because a clear threat to public health is present, the Food and
Drug Administration (FDA) has the power to restrict advertising cigarettes. Since the report in
1964, there has been “a surge in restrictive legislation, including mandatory warning labels on
packages and a ban on advertising on radio or television” (James & Olstad, 2009). Today, all
public advertisements of cigarettes are banned and children under the age of 18 cannot purchase
cigarettes. In the context of this restriction, the United States government should be able to
restrict magazine advertisements featuring ‘too-thin’ models if a connection with eating disorders
and clear health threat is present.

Spain and Italy.
Although Spain is regarded as a ‘free’ nation in terms of press, there do exist laws that
inhibit what can be advertised in Vogue España, similar to the laws enact in the United States. In
regards to magazine laws specifically, Spain has stricter regulations than most countries.
According to the Unfair Competition Act of 2009, Spain regulates against “unfair competition
and advertising for consumer and user protection” (Méndez, 2009).
Traders are now obligated to inform consumers where the commercial practices
include information on the characteristics of the good or service and its price,
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thereby enabling the consumer or user to make a decision on whether to buy or
engage it (Méndez, 2009).
In advertisements, companies must show the existence or nature of the product to run the
advertisements through the enforcement of the misleading act (Méndez, 2009). In short, if
promoting a product, the advertisement must include that product in the image. This act should
impact what Vogue España can and cannot promote in their issues.
There are no current laws or regulations on commercial speech in Italy, as the
government “constitutionally guarantees free speech” in all realms (“Freedom of the press: Italy,
2012). As the government is hard pressed to protect the private sector, no laws of this sort are in
place.

Fashion Regulations
While runways are a crucial part of the fashion industry, there are limitations set by some
governments on the models that can walk the catwalk. In the United States, there are no current
bans or regulations on ‘too-thin’ models on catwalks from the United States government.
However, in Spain, laws exist in regards to ‘too-thin’ models. Following the death of
Luisel Ramos, Spanish officials “demanded models have a BMI above 18 to participate in shows”
(“Madrid bans waifs," 2006). The Spanish have led the trend of banning ‘too-thin’ models, a
trend that has spread around the world since 2006. Spain was the first nation to have their
government step in with these regulations. “Madrid's local government says it wants to set a more
positive, healthy image of beauty for teenagers to follow” (“Madrid bans waifs,” 2006). Since this
ban, designers have been required to utilize models with a BMI above 18, or they cannot
participate in fashion shows in Madrid.
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In Italy, the legal landscape is growing stricter in terms of bans on ‘too-thin’ models. In
February 2009, the Italian “government and fashion industry officials joined forces … in a
campaign against anorexic models” (Italie, 2012). Because of the highly competitive nature of the
Italian fashion culture, the government and fashion industry thought it necessary to form an
alliance, that had been in talk since the death of 21-year old Brazilian model, Ana Carolina
Reston, from anorexia in 2006 (Italie, 2012).
Those signing on to the campaign pledge said that the fashion world will start
giving importance to "a model of healthy, sunny, full-bodied Mediterranean
beauty that Italy has historically contributed" to the international scene (Italie,
2012).
Because of this voluntary regulation in Italy, the legal framework creates an environment
in which one would assume designers and advertisers are following suit in the fight against
anorexia in the fashion industry.
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Chapter 3
Methodology
The method I used to execute my thesis is an Ethnographic Content Analysis (ECA). “In
general, ethnography refers to the description of people and their culture” (Altheide, 1996). An
ECA is the correct method to utilize when studying magazines because magazines provide a
collection of documents, through their stories and advertisements, which help explain the culture
of a certain area. The aim of content analysis is “to transform unedited texts or original images
into analyzable representations” (Krippendorff, 2013). According to Altheide (1996), “documents
provide another way to focus on yet another consideration of social life.” Because ECA is
focused on collecting data to produce themes and correlations, a better landscape of culture can
be seen.
The goal of ECA “is to understand the process, to see the process in the types and
meanings of the documents under investigation, and to be able to associate the documents with
conceptual and theoretical issues” (Altheide, 1996). This process allowed me to show a
relationship between the countries studied, designers’ present, and models utilized in the
advertisements.
Through the use of ECA, I was able to better understand the culture of each nation and
the high fashion industry as a whole via the three Vogue editions as documents, through
emergence. “Emergence refers to the gradual shaping of meaning through understanding and
interpretation. We use documents to help us understand the process and meaning of social
activities” (Altheide, 1996).
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According to Altheide (1996), “the challenge for qualitative document analysis of news
photos is to capture the meaning, essence, organization, and relevance of the photo.” As in
document analysis of news photos, the visuals of the advertisements in these three magazines to
portrayed similar characteristics.
Ethnographic Content Analysis (ECA) follows a recursive and reflexive
movement between concept development-sampling-data, collecting-data, codingdata, and analysis-interpretation. The aim is to be systematic and analytic but not
rigid. Categories and variables initially guide the study, but others are allowed
and expected to emerge throughout the study, including an orientation toward
constant discovery and constant comparison of relevant situations, settings,
styles, images, meanings, and nuances (Altheide, 1996).
Ethnographic Content Analysis can also be used to study photographic images such as
photos in magazines:
In qualitative analysis terms, one can say these photos are “reflexive” of the
process that has produced them, including numerous decisions by photographers,
photo editors, caption writers, and city editors. In general, visuals in [magazines]
are not the primary defining feature of what is selected as newsworthy: Photos
are taken to document, illustrate, and support a news story (Altheide, 1996).
The goal of my research was be to look at Vogue, Vogue Italia, and Vogue España, and
draw conclusions from themes I would find about the culture of body image of each country as
shown through the advertisements. Each country’s magazine edition was looked at individually,
and then compared with the other two. Through this method, I was able to find a more in depth
look at the culture of Vogue, Vogue Italia, and Vogue España, the three distinct countries they are
developed in, the designers presented in the advertisements, and the type of advertisements
present.
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Using the strategy of ECA, I was able to discover trends and themes present in my data.
The goal of this thesis is not to prove causation by any means, but to show connections between
the advertisements and the nations in which they appeared. Like photos paired with news stories,
I saw that the advertisements were indicative of both the magazines and the culture of the area in
which they are printed. In content analysis, “the difficulties of recording nonverbal
communications,” such as visuals, is that there is a “need for standardized categories”
(Krippendorff, 2013).
More specifically, I utilized a process called focal coding. Focal coding “takes place
when observers, readers, or analysts interpret what they see, read, or find and then state their
experiences in the formal terms of an analysis” (Krippendorff, 2013). Focal coding bridges the
gap “between distinct images and what people see in them, or between separate observations and
their situational interpretations” (Krippendorff, 2013). This process allowed me to put into words,
and organized categories, the trends I was observing in my data. Through this coding, I had the
freedom to create my own frames and catalog themes as I observed them occurring.
The breadth of my research was vast, as I implemented coding on over 2,300
advertisements over the course of three separate iterations (see Table 1). My sample was
collected during a yearlong time span, in which I collected Vogue, Vogue Italia, and Vogue
España issues from January 2012 to December 2012.

Table 4 Numbers of Advertisements
The United States

Italy

Spain

1,015

736

584
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Firstly, I needed to familiarize myself with the information of my study. In order to find
some answers to my questions, I immersed myself in the Vogue, Vogue Italia, and Vogue España
issues. I looked at each advertisement presented in these magazines in depth and multiple times.
To do this, I performed a series of three iterations, looking at each advertisement and taking
notes, implementing the process of focal coding to conduct my analysis.
In my first iteration, I took digital photographs of each advertisement in all 36 magazines
I collected, and uploaded them to my computer. This initial exposure to the advertisements
allowed me to familiarize myself with the data I was working with, collecting the content and
cataloging it. By taking the pictures and being initially exposed to the advertisements, I was able
to develop mental notes on what frames I would utilize in my next iteration. “Frames are the
focus, a parameter or boundary, for discussing a particular event. Frames focus on what will be
discussed and how it will be discussed” (Altheide, 1996). This allowed me to guide my research
in a more organized fashion. As a part of this first iteration, I cataloged the advertisements by
recording the three categories: country, designer, and product.
During my second iteration, I was able to see distinct themes starting to emerge. I
recorded further notes on each advertisement guided by the following focal codes: thinness, body
representation, and relationship to others. With these focal codes set in place, I anticipated finding
themes emerge in my next two iterations. “Themes are the recurring typical these that run through
a lot of the reports” (Altheide, 1996).
Now that my second iteration was complete, themes became clearer. I narrowed down the
categorization of my data in my third iteration using the following themes: detachment, anxiety,
superiority, and objectification. This allowed me to narrow my results even more and specifically
looked back to advertisements that stood out in my first two iterations. After this round of
coding, I then compared similarities I found in all three editions, as well as noting differences that
I came across. I aggregated all my findings and started to derive conclusions to my research
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questions in the context of body image, high fashion, and legal frameworks. This process was key
in working toward answering my research questions, as I was able to easily look back to notable
advertisements.
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Chapter 4
Key Findings
After collecting my data and synthesizing the results, I looked back to my original
research questions to draw conclusions.

RQ 1: Is there a difference in the advertisements between countries that have their
runway models regulated, and those who do not?
The varying legal environment in the three nations appeared to have had no effect on the
outcome of the advertisements in Vogue, Vogue Italia, and Vogue España. There still existed
models that appeared to be visibly below a BMI level of 18 in all three editions. What I found
was that all three magazines had the same advertisements with the same models, all of who
appeared visibly ‘too-thin.’
When looking at advertisements from all three countries, I found very little differences in
the content of the advertisements. Across the board, it appeared designers were implementing one
global campaign in all three magazines. The same models and campaigns ran in all three Vogue
editions by nearly every designer.
Take Louis Vuitton, for example. Louis Vuitton, who currently does not have any
regulations placed on models for runway shows except in Madrid, is the most valuable luxury
brand according to the Millward Brown Optimor study (Roberts, 2012). Louis Vuitton ran the
following advertisement in Figure 1.1 in all three magazines:
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Figure 1.1 Louis Vuitton Advertisement

The Louis Vuitton campaign in Figure 1.1 shows these same two models in various poses
in Vogue, Vogue Italia, and Vogue España. It is clearly visible that both models in the campaign
appear dangerously underweight. Their legs can easily be classified as ‘too-thin’, as both models’
upper arms appear to be the same diameter as their thighs. Despite the differing legal frameworks
in the United States, Italy, and Spain, this advertisement ran in all three editions.

The only key difference I did find in the advertisements across the three countries was the
use of product placement. I observed that there was more emphasis on products rather than
models in the advertisements that ran in Vogue España as a result of the Unfair Competition Act
discussed in Chapter 2. Conversely, Vogue Italia overwhelmingly focused its advertisements on
models. I noted two Versace campaigns to illustrate this claim.
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Figure 2.1 Versace Model Advertisement
The campaign in Figure 2.1 ran in Vogue Italia, and appeared at least once in every issue.
The campaign highlights the model completely. The campaign did not run once over the yearlong
time span in Vogue España. The advertisement in Figure 2.1 ran in both the United States Vogue
and in Vogue Italia. Instead, Vogue España ran the following Versace campaign featured in
Figure 2.2.
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Figure 2.2 Versace Product Advertisement
This Versace campaign in Figure 2.2, featuring the perfume as the focus and just the
model’s face, ran in every issue of Vogue España for the yearlong time span. The advertisement
did not appear once in Vogue Italia. The perfume campaign in Figure 2.2 also ran in the United
States Vogue edition. However, this makes sense in the context of the legal framework in Spain.
According to the Unfair Competition Act in Spain, an advertisement for products with the
absence of that product in the image is considered to be unfair to consumers (Méndez, 2009). So
finding more product-based advertisements in Vogue España was no surprise.
The varying Versace campaigns showed how Vogue Italia in Italy is more focused on
models, while Vogue España in Spain is more product focus. The Vogue edition in the United
States proved to be a middle ground, hosting both campaigns in its issues.
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RQ 2: Do designers avoid using ‘too-thin’ models in advertising if they have made a
pledge to do so on the runway?
Designers who banned ‘too-thin’ models from their runways did not reflect an avoidance
of using ‘too-thin’ models in their advertisements. I found ‘too-thin’ models in advertisements of
all previously noted designers, Armani, Prada, and Versace, who adopted BMI regulations for the
models on their catwalks.

Figure 3.1 Armani Advertisement 1
The advertisement in Figure 3.1 shows an Armani campaign. In the advertisement, the
model visually appears thinner than an average woman. In the shot on the right, her collarbones
are protruding. In the shot on the left, her legs look nearly the as thin as her arms. Her breasts
appear to be completely flat. Because of these characteristics, I categorized this model as being
‘too-thin.’ This campaign appeared in all three Vogue editions over the course of the year. Other
renditions of the photo shoot, see Figure 3.2, were also included in Vogue, Vogue Italia, and
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Vogue España, highlighting the models thin physique. Despite the fact that designer Giorgio
Armani pledged regulate the models he works with on runway shows, he chose a model that
visibly looks ‘too-thin’ as the head of a global campaign. This hardly lives up to the ‘sunny, full
bodied’ Mediterranean beauty ideal the designer pledged to exude at runway shows.

Figure 3.2 Armani Advertisement 2

The following Prada campaign in Figure 4.1 ran in Vogue, Vogue Italia, and Vogue
España. The campaign highlighted various models, some of which looked ‘too-thin’ to participate
in a runway show.
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Figure 4.1 Prada Advertisement

The model on the right in Figure 4.1 visibly looks thinner than a normal woman. You can
clearly see both her collarbone and her ribs protruding in the image. In addition, her eye sockets
and her cheekbones look sunken in. All characteristics lead me to categorize this model as ‘toothin.’ Prada has also taken action in regulating the size of the models that participate in their
runway shows, but clearly has not made this change in their advertisements.
Overall, I found that there was not a change in the size of the models in the
advertisements in Vogue, Vogue Italia, or Vogue España magazines. Models were visibly thinner
than the average woman. What is disturbing is that so much effort is put to regulate the size of
runway models, yet designers continue to use ‘too-thin’ models in their photo shoots. Overall, the
impact that the ‘too-thin’ bans had in the fashion world have not translated to the regulation of
‘too-thin’ models in advertisements. While some designers chose to regulate the size of their
models in their runway shows, there was no clear evidence that they chose to implement this
practice when creating campaigns that would run in global print advertisements.
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RQ 3: What themes are developed by visual images of models in international
fashion magazines?
Through the process of focal coding, I was able to clearly identify four themes by my
third iteration of observing my data. The themes were detachment, anxiety, superiority, and
objectification. All four themes describe dangerous characteristics that are prevalent in girls and
women, both through their own eyes and society’s.
The first theme I found was detachment. Detachment is defined as the conditioned of
being detached or separated, having no commonality with another being, uninvolved from the
world or others (“Dictionary.com,” 2013). Detachment is portrayed in the following Hermes
advertisement shown in Figure 5.1.

Figure 5.1 Detachment: Hermes
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The advertisement is on the right side of the magazine spread in Figure 5.1. This Hermes
advertisement ran in all three magazines, Vogue, Vogue Italia, and Vogue España. The image
shows detachment, as the model is alone in an unnatural setting. She looks aloof, and she is
gazing into the distance with no real obvious purpose.
In the context of body image, the model appears to be ‘too-thin.’ What first stands out is
that her thighs and her calves appear to be the same diameter, which is not a natural body frame.
Not only can she be categorized as ‘too-thin’ by regulation standards, but she is also displaying
an incredibly unnatural body proportion for a woman.
Detachment is again portrayed in the following Chanel advertisement in Figure 5.2.

Figure 5.2 Detachment: Chanel

Similar to the Hermes advertisement, the Chanel model is completely alone in a bizarre
setting. Not only does she appear to swinging on the mast of a ship, but she is also suspended
over an ocean. She too appears to be gazing into nothingness, very disconnected and alone.
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The second theme I found, anxiety, is defined as “distress or uneasiness of mind caused
by fear of danger or misfortune” (“Dictionary.com,” 2013). One clear example of anxiety can be
seen in Figure 6.1 through the following Miu Miu advertisement.

Figure 6.1 Anxiety: Miu Miu

This Miu Miu campaign ran in all three magazines, Vogue, Vogue Italia, and Vogue
España. The model in this advertisement visually appears very anxious. On the left, she appears
tense and uneasy. On the right, she appears frightened and nervous.
The next theme I observed was superiority. Superiority is the act of being superior, higher
in statue or importance, “above average in excellence [and] showing a consciousness or feeling of
being better than or above other” (“Dictionary.com,” 2013). Superiority is clearly illustrated by
the Bulgari campaign in Figure 7.1 below.
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Figure 7.1 Superiority: Bulgari

This campaign ran in all three magazines, Vogue, Vogue Italia, and Vogue España. The
campaign featured multiple shots of the model/actress, Kirsten Dunst, posing with a lion and
various accessories. Visually, Dunst looks collected and confident from her facial features. She is
also fearlessly stroking and lying against a lion. She is displaying a conscious feeling of
excellence and projecting superiority in the advertisement. By choosing a celebrity like Dunst,
rather than a model that is not a household name, Bulgari is underscoring the superiority of her
celebrity status. In addition to the Dunst exuding superiority, she is pictured with a lion. Lions are
known as the king of the jungle, and at the top of the food chain, they are the epitome of
superiority. Both the expression of Dunst, the selection of her as the model of the campaign, and
the symbolism of the lion, allows this Bulgari advertisement to display the theme of superiority.
The final theme I discovered was objectification. Objectification is presenting something
human as being an object (“Dictionary.com,” 2013). I found one example of objectification in the
advertisement in Figure 8.1, a campaign by Omega.
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Figure 8.1 Objectification: Omega

This advertisement ran in all three editions of Vogue, Vogue Italia, and Vogue España.
What is interesting about this advertisement is that Omega is selling watches, yet has Nicole
Kidman modeling on one page of the spread anyway. Though you can see the small outline of the
watch on Kidman’s wrist, her wearing the watch is not the focus. Rather, the watch is the focus
on the right side while she is the focus on the left. Kidman is objectified in the advertisement in
two different ways, first as an actual object and second as a sex symbol. When placed together in
a two-page spread, Kidman appears the same size as the watch that is being advertised. Since you
can barely see the watch on her wrist, she is being ‘sold’ as much as Omega’s product.
Additionally, Kidman is depicted as a sex symbol in this advertisement, which can be
seen as objectification of women. Kidman is posed in an off-white dress, with her legs spread
apart, and the bottom of her dress ruffling from a breeze. When I observed this advertisement, I
couldn’t’ help compare her stance with the iconic stance of Marilyn Monroe, the original sex
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symbol. Both through the ‘selling’ of Kidman as a product like the watch and her sexual
positioning, Omega is objectifying her in this advertisement. This advertisement also shows the
theme of detachment, as Kidman looks distant and is pictured alone.
Similar to Omega, Dior also objectified Charlize Therone, when they utilized her as the
model for their watch advertisement in Figure 8.2 below.

Figure 8.2 Objectification: Dior

This advertisement also ran in all three editions of Vogue, Vogue Italia, and Vogue
España. Differently than the Omega advertisement, is that you can clearly see the Dior watch on
Therone’s wrist on the left page. However, like in the Omega advertisement, the watch is not the
focus, Therone is. Therone is objectified in the advertisement in two same ways described in the
Omega advertisement, first as an actual object and second as a sex symbol. When placed together
in a two-page spread, Therone also appears the same size as the watch that is being advertised.
Even though the watch is clearly visible on her wrist, what drew my eye in the advertisement is
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the fact that Therone wears nothing but the watch and an oversized men’s suit jacket. By dressing
her this way, Therone is exploited as a sex symbol in this advertisement. Therone is being
objectified in this advertisement by Dior ‘selling’ her as a symbol of sex alongside their product.
This advertisement also displays the themes of detachment, as Therone is pictured alone, and
superiority, and Therone’s expression is confident and pompous.
Detachment, anxiety, superiority, and objectification are all themes that stood out in the
advertisements laid out in Vogue, Vogue Italia, and Vogue España. All of which are not helpful in
combating the problem of eating disorders both in the high fashion industry and throughout the
world.
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Chapter 5
Discussion
What stood out to me the most about these themes were their implications for women,
specifically in the context of body image and eating disorders. Detachment and anxiety are
common emotions fostered by women with eating disorders. “Women who suffer from eating
disorder have been proven to embody higher levels of anxiety and depression” than those who do
not suffer from eating disorders (Torres et al., 2011). Often, women who experience severe eating
disorders experience depression, causing feelings of isolation detachment from the world.
Another commonality among women with eating disorders is to hide their problem because they
“feel fear and shame” (Torres et al., 2011). This further detaches them from not only the world,
but often times close friends and family.
Anxiety is another common side effect of women who experience eating disorders.
Women who suffer from anorexia often have a “high frequency of internally based negative
emotions … resulting in pronounced internal discomfort, concerns about control and a low sense
of efficacy” (Torres et al., 2011). All of the emotions listed can create extreme anxiety.
Superiority and objectification also play key roles in the development of eating disorders
among women. Girls and women who develop anorexia often feel that others are superior to
them, causing them to experience intense emotions of inferiority. Studies have shown that
anorexics are “found to be compliant, approval seeking, self-doubting, conflict avoidant, [and]
excessively dependent,” all emotions that trigger or may be trigger by a sense of inferiority
(Torres et al., 2011).
Objectification of women has also been shown to be a possible factor in the development
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of eating disorders. Maturing and becoming sexual can intimidate many adolescent girls. It has
been shown, that anorexia can develop from “fears of managing sexual relationships with men or
frightening sexual drives” (Johnson, Sansone, & Chewning, 1982). To escape this objectification,
women will go as far as starving themselves, with the notion that by being anorexic, “there is no
longer the look or feel of being sexual” (Johnson, Sansone, & Chewning, 1982). Objectification
of women happens all the time, and can produce unhealthy situations, like eating disorders, for
both the female population.
With the world being so widely exposed to images of ‘too-thin’ models, there exists room
for improvements in the global fashion industry. The regulation of BMI’s for models in runway
shows is just a small start to solving this global problem. Designers need to take a step further,
and place bans on ‘too-thin’ models in their print advertisements as well.
We are now approaching the seven-year anniversary of the death of Luisel Ramos, the
22-year-old Uruguayan model who tragically died of anorexia on the catwalk in August 2006.
Since the fashion industry opened its’ eyes to the epidemic of eating disorders, countries around
the world have banned ‘too thin’ models on their catwalks. As of May 2012, the 19 Vogue editors
around the world made a pact to ban ‘too-thin’ models in their magazines (Italie, 2012). The
change was set to be permanent starting with the June 2012 Vogue issues, right in the middle of
my time span of data. I saw no change in the size of the models in the Vogue magazines. Even if
Vogue were to only utilize average sized women in their own shoots (although it is outside the
area of this thesis), the abundance of advertisements with ‘too-thin’ models will drown out any
positive change this ban may create.
It is not enough to ban models on the catwalks and in Vogue shoots. My study shows that
despite governmental bans in countries, Vogue’s still go to print with advertisements of ‘too-thin’
models. Despite the regulation of models in runway shows, designers still continue to utilize ‘toothin’ models in their global campaigns. With magazines at our fingertips no matter what nation
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you live in, it is far easier to pick up the latest edition of Vogue than to attend the Milan, Madrid,
or New York Fashion Week. All fashion designers need to regulate the size of their models in
both their runway shows and advertising campaigns for the fashion industry to see a real change.
The fashion industry has the opportunity to make an impact in the lives of women and fashion
lovers around the world, but is irresponsible with this power.
However, the problem proves it needs to go beyond the industry as a beacon of change,
as fashion reporters are crying out to governments around the world to intervene. Sarah Boseley
(2012), a British reporter wrote:
Governments are justified in using the law to prevent modeling agencies from
using very skinny women on catwalks and stop magazines from printing adverts
and photographs that suggest extreme thinness is attractive, according to research
from the LSE. The first-ever economic analysis of anorexia, studying nearly
3,000 young women in the UK and the rest of Europe, found that the social and
cultural environment influences decisions by young women to starve themselves
in search of what they perceive to be an ideal body shape. Young women, who
make up 90% of anorexia nervosa cases, are influenced by the size and weight of
their peer group.
From this thesis, I have found that overwhelmingly, models are still ‘too-thin’ in high
fashion advertisements. I recommend that governments pay closer attention to the models used by
individual designers, not just on the catwalk but in shoots as well, because what is currently being
done today is not enough.
In terms of studies of body image, the need for a change in the models in the fashion
industry is even more prevalent. My review of literature in Chapter 2 showed women are highly
influenced by what they see in advertisements. So much so, that advertisements have the power to
change both attitude and behavior in women. The literature all showed that exposure to thin
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models in advertisements increased body dissatisfaction, lowered self-esteem, and created selfobjectification. In addition, the presence of ‘too-thin’ models created even more severe feelings
of negativity among women. From these feelings, behavior can be adopted, as my research has
shown that these women are at a greater risk for symptoms of eating disorders when their selfesteem decreases.
Yet despite their strong influence on the female population, my study found the following
themes prevalent in advertisements: detachment, anxiety, superiority, and objectification. All
negative emotions that can be linked with eating disorders. I recommend that to try and combat
this worldwide epidemic, more needs to be done by both the government and the fashion
industry.
From a governmental standpoint, the steps that are being taken in countries like Spain
and Italy have not proved to be substantial enough. Because anorexia is a severe and growing
health issue, I recommend the government treat ‘too-thin’ models in the fashion industry similar
to how they treat cigarettes in the tobacco industry. While the government cannot ban content that
is protected under commercial speech laws stated in my review of literature in Chapter 2, they do
have the power to pass legislation for the betterment of public health. For example, cigarettes
have been proven to cause health issues, so legally they cannot be advertised or purchased by
anyone under the age of 18 as explained in Chapter 2 (James & Olstad, 2009). I suggest that a
person must be of a certain age to purchase high fashion magazines. Just as a child cannot
purchase a cigarette because it poses a threat to their health, a person should be a certain age to
purchase a high fashion magazine featuring ‘too-thin’ models. As my review of literature in
Chapter 2 has shown, magazines are very impressionable on young girls. In addition, harbored
negative feelings about ones self-esteem or body image has been shown to increase the
susceptibility to an eating disorder. To curtail the growing problem of anorexia and other eating
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disorders around the world, a governmental regulation on the age a person must be to buy a high
fashion magazine, could be a step in the right direction to solve this epidemic.
When looking at high fashion designers directly, self-regulation has proved ineffective in
combating the ongoing problem of ‘too-thin’ models. This results in the industry is ignoring a
Corporate Social Responsibility (CSR) opportunity. According to the Boston College Carroll
School of Management (2013), CSR “refers to efforts by businesses to work with stakeholders in
achieving improved economic, environmental, and social performance.” With a health issue as
severe as anorexia and other eating disorders prevalent and growing in a population of the fashion
industry’s audience, the industry needs to adopt a policy of CSR.
One possible exemplar for future advocacy might be found in the fast food industry. Eric
Schlosser ‘outed’ the industry in his 2001 novel Fast Food Nation and Morgan Spurlock put the
industry on blast by “almost ate himself to death” in the 2004 movie Super Size Me, the industry
made a change (Bittman, 2013). Fast food giants have globally adopted not only healthier eating
options, but vegetarian and vegan options too.
Just as the fast food industry has been sensitized to the problem of childhood obesity, the
fashion industry needs to become more outwardly against eating disorders. If designers will not
make a substantial effort to self-regulate the size of models present in their advertisements, I
recommend they implement a policy of CSR in a different way. The fashion world is a multibillion dollar industry; I suggest that designers and magazine companies alike donate a
percentage of their earnings non-profit eating disorder organizations. For example, the National
Eating Disorders Association (NEDA), that “is the leading non-profit organization in the United
States advocating on behalf of and supporting individuals and families affected by eating
disorders” (“NEDA,” 2013). If the fashion industry were to give back to organizations like this, it
could make a powerful change in the lives of people already struggling with eating disorders.
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All in all, my thesis has shown that anorexia and other eating disorders are not just a
problem in the world of high fashion, but affect women around the world. The fashion industry as
a whole has the opportunity to make a difference in the world, specifically in terms of young
women and the image they have of themselves and others. The governments and fashion industry
alike can no longer glorify ‘too-thin’ models. This means not only keeping ‘too-thin’ models out
of runway shows and advertisements, but also championing health in both the high fashion
industry and the world.
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