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Abstract 

Previous research has shown that mass media stimulate the development of an 

objectified self-concept. However, we know little about the role social networking sites (SNS) 

play in these relationships. The current longitudinal study (N = 1,041) aimed to fill this gap by 

studying adolescents’ frequency of SNS use in general and their use of SNS to monitor 

attractive peers in particular. The results showed that the use of sexualizing mass media was 

associated with considering the appearance ideals promoted in mass media as one’s own 

standards to pursue. This internalization of appearance ideals, in turn, was related to the 

tendency to monitor attractive peers on SNS. Both the use of SNS to monitor attractive peers 

and the use of sexualizing mass media stimulated self-objectification and body surveillance 

over time. The frequency of SNS use played a limited role in the relationship between mass 

media and an objectified self-concept. 

Keywords: adolescence, social networking sites, traditional media, self-objectification, 

body surveillance 

 

 

 

 

 

 

 

 

 

 

 



SOCIAL NETWORKING SITES, TRADITIONAL MEDIA, AND OBJECTIFICATION  3 

 

The Interrelated Roles of Traditional Media and Social Media in Adolescents’ Development 

of an Objectified Self-Concept: A Longitudinal Study 

Contemporary Western society prescribes a thin body for girls and a muscular body 

for boys as principal appearance standards (Aubrey & Frisby, 2011; Ricciardelli, Clow, & 

White, 2010; Vandenbosch, Vervloessem, & Eggermont, 2013). These narrowly defined 

standards are also proposed as conditions for being considered sexually attractive. On 

television, for instance, characters who adhere to such standards are more likely to date 

(Greenberg, Eastin, Hofschire, Lachlan, & Brownell, 2003). Such portrayals suggest a 

disregard of the potential role of one’s personality in attractiveness. The emphasis on and 

promotion of appearance ideals within the context of sexual attractiveness have been referred 

to as sexualization (APA, 2007).  

Scholars (Moradi & Huang, 2008; Vandenbosch & Eggermont, 2012) inspired by 

Fredrickson and Roberts’ (1997) objectification theory have criticized the focus on the body 

as an instrument of sexual attractiveness. These scholars (e.g., Vandenbosch & Eggermont, 

2012, 2014) have claimed that exposure to sexualizing media content relates to a process of 

endorsing the appearance standards promoted by the media as one’s own standards, described 

by Thompson and Stice (2001) as the internalization of appearance ideals. Internalization, in 

turn, is hypothesized (e.g., Vandenbosch & Eggermont, 2012) to trigger the development of 

an objectified self-concept, operationalized as self-objectification (Noll & Fredrickson, 1998) 

and body surveillance (McKinley & Hyde, 1996). Such an objectified self-concept is related 

to various mental and physical health risks, such as depression, eating disorders and sexual 

dysfunction (Moradi & Huang, 2008). 

A large number of studies have linked internalization, self-objectification and body 

surveillance to the use of mass media. Despite this evidence (e.g., Moradi & Huang, 2008; 

Morry & Statska, 2001; Tiggemann, 2005), however, we still know relatively little about the 
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role of social media in these processes. To address this lacuna, the current three-wave panel 

study aims to investigate how adolescents’ use of mass and social media may fit together in 

an explanatory model on developing an objectified self-concept.  

This study contributes to the current literature in at least three ways. First, this study 

addresses the need to learn more about the relationship between mass media use and social 

media use (Prieler & Choi, 2014). Based on prior research on objectification (e.g., 

Vandenbosch & Eggermont, 2012) and recent theory on social media (Perloff, 2014a), we 

examine whether exposure to sexualizing mass media content predicts adolescents’ behavior 

in online social environments over time. Second, this study investigates whether social media 

use affects the development of an objectified self-concept over time. As such, this study aims 

to contribute empirical longitudinal evidence related to the theoretical proposition (Perloff, 

2014a) that social media negatively affect individuals’ body image. Third, this study 

addresses adolescents’ social media behavior in two ways: It examines not only adolescents’ 

use of social networking sites (SNS) in general but also adolescents’ use of SNS to monitor 

attractive “friends” (or peers) in particular. The latter focus answers scholarly calls to 

investigate the role of SNS in the development of body image using specific appearance-

focused measures (Perloff, 2014b; Vandenbosch & Eggermont, 2012) and to devote more 

attention to the importance of focusing extensively on the appearance of others (Zurbriggen, 

Ramsey, & Jaworski, 2011). We refer to this appearance-focused use of one’s online network 

as the “Monitoring of Attractive Peers on Social Networking Sites” (MAP-SNS).  

Mass Media, the Internalization of Appearance Ideals, Self-Objectification and Body 

Surveillance  

Content analyses have consistently demonstrated that mass media tend to apply an 

unattainable standard of appearance to the youths they portray. For instance, a study of cover 

models in women’s magazines across 12 countries found that nearly all cover models were 
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conspicuously thin (Yan & Bisell, 2014). Research on popular reality television shows 

indicated that male characters are more likely than their male counterparts in the U.S. 

population to be muscular (Dallesasse & Kluck, 2013). Moreover, studies have shown that the 

media present these unrealistic appearance ideals in such a way that these ideals seem to 

determine one’s level of sexual attractiveness (APA, 2007; Vandenbosch et al., 2013). 

Holding an individual to a standard that equates physical attractiveness (narrowly defined) 

with being sexy is considered a dimension of “sexualization” (APA, 2007, p.1). 

 In particular, the literature has suggested that music entertainment television (i.e., 

music videos and reality television) and magazines are major sources of sexualizing 

messages. Both female and (to a lesser extent) male characters in music videos, reality shows 

and magazines have been shown to conform to narrow beauty ideals (Aubrey & Frisby, 2011; 

Dallesasse & Kluck, 2013; Vandenbosch et al., 2013; Yan & Bisell, 2014). Moreover, these 

types of content appear to establish a link between those individuals’ compliance with 

aesthetic ideals and their being sexually successful (Vandenbosch et al., 2013). For instance, a 

study on Belgian music and reality television (Vandenbosch et al., 2013) demonstrated that 

one out of four scenes made a connection between (mostly female) characters’ adherence to 

narrowly defined body ideals and sexual attractiveness. Women’s and men’s magazines 

recurrently convey the message that complying with appearance ideals increases the quality of 

one’s (sexual) life (Parker, 2002; Ricciardelli et al., 2010).  

Objectification theory (Fredrickson & Roberts, 1997, p.174) suggests that individuals 

who experience and/or observe such instances of the body predominantly being valued for its 

use to others may begin observing their own bodies from the perspective of an observer. 

Media effects research supports this hypothesis, showing, first, that the extent of watching 

music entertainment television and reading fashion, gossip, and men’s magazines predicts the 

extent to which users consider the portrayed ideals as their own personal appearance 
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standards (Morry & Statska, 2001; Tiggemann, 2005; Vandenbosch & Eggermont, 2012, 

2014). Second, research has shown that this internalization of appearance standards causes 

adolescents to objectify themselves (e.g., Morry & Statska, 2001; Vandenbosch & 

Eggermont, 2012, 2014), which implies that they consider body attributes that are important 

for sexual attractiveness (i.e., physical attractiveness, coloring, weight, sex appeal, and 

measurements and, for males, muscular strength and muscle tone) to be more important than 

more competence-focused body attributes, such as stamina, health, physical fitness and 

physical energy levels (i.e., self-objectification). Third, this internalization of appearance 

standards has been shown to trigger body surveillance (Fitzsimmons-Craft, Harney, Koehler, 

Danzi, Riddell, & Bardone-Cone, 2012; Vandenbosch & Eggermont, 2012, 2014), i.e., a 

regular monitoring of one’s appearance to check for compliance with internalized standards of 

appearance. Fourth, research has demonstrated that self-objectification also affects the 

behavioral tendency of body surveillance (Tiggemann & Williams, 2012; Vandenbosch & 

Eggermont, 2012). Attaching a greater importance to observable appearance-based body 

attributes (self-objectification) may encourage adolescents to monitor these appearance-based 

body attributes (i.e., body surveillance).Together, studies have thus confirmed the existence of 

a set of associations among the exposure to mass media, the internalization of appearance 

standards, self-objectification, and body surveillance. Following this research, we construct 

the following hypothesis. 

Hypothesis 1: Exposure to sexualizing music entertainment television (H1a) and 

magazine content (H1b) will positively predict the internalization of appearance 

ideals, which will, in turn, trigger self-objectification (H1c) and body surveillance 

(H1d) over time. Self-objectification will positively predict body surveillance (H1e). 

Use of Social Networking Sites within the Framework of  Sexualization 
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An increasing number of studies have indicated the important role that appearance and 

attractiveness seem to play in the way people behave on SNS. A study of profile pages 

(Kapidzic & Herring, 2014) indicated that 20.4% of profiles showed pictures in which the 

adolescent user wore revealing attire (e.g., showing cleavage), and 16.9% contained pictures 

in which the user was partly undressed (e.g., wearing a swimsuit or swim trunks; Kapidzic & 

Herring, 2014). No less than 44% of the analyzed profiles of teenagers in a study on Fotolog 

(Crescenzi, Araüna, & Tortajada, 2013) appeared to showcase a sexy self-presentation of the 

user. Approximately one out of four participants in Strano’s (2008) study indicated that they 

changed their profile pictures when they found new pictures that portrayed them as more 

attractive. Qualitative research on girls (Bailey, Steeves, Burkell, & Regan, 2013) added that 

being attractive on SNS is considered important for being liked by peers. 

Referring to these and other findings, media research on self-objectification has called 

for a more empirical understanding of the relationship between social media use and self-

objectification (de Vries & Peter, 2013). Moreover, the lack of knowledge about the interplay 

between social media and previously reported associations between mass media and an 

objectified self-concept currently impedes the formation of more advanced theory. To address 

this lacuna, this study proposes to examine whether exposure to mass media may predict 

social networking behavior through the internalization of appearance ideals. Moreover, we 

aim to explore whether this use of SNS may, in turn, stimulate the development of an 

objectified self-concept. 

Mass Media, Internalization and Social Networking Sites 

As argued above, growing evidence indicates that exposure to popular mass media, 

such as sexualizing magazines and music entertainment television, stimulates the 

internalization of appearance ideals (Morry & Statska, 2001; Tiggemann, 2005; Vandenbosch 

& Eggermont, 2012, 2014). Perloff’s recently introduced transactional model of social media 
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and body image concerns (2014a, 2014b) added that this internalization, in turn, may 

stimulate the use of social media. Perloff (2014a) predicted that individuals who have 

internalized appearance ideals from mass media will seek to meet their appearance needs by 

consuming SNS. This hypothesis is not farfetched given the importance of appearance and 

attractiveness on SNS and given the many different ways in which internalized beauty ideals 

may be addressed in SNS behavior (Perloff, 2014a); SNS allow users, for instance, to use 

others’ profiles to examine common internalized appearance standards (Perloff, 2014a) and/or 

to post images of themselves and thus to experience how friends react to their looks. 

Nevertheless, this hypothesis has only been tentatively confirmed by one cross-sectional study 

of adolescent girls (Tiggemann & Slater, 2013), which showed that the internalization of 

appearance ideals was higher among Facebook users than among non-users. To further 

examine this assumption, we form the following hypothesis. 

Hypothesis 2: The internalization of appearance ideals after the exposure to 

sexualizing music entertainment television and magazine content will positively 

predict the overall amount of SNS use over time.  

In addition, the current study investigates one of the more specific ways in which 

individuals who have internalized appearance ideals may use SNS to validate their self-

concept (Perloff, 2014a): The extent to which one uses SNS to monitor attractive peers on 

SNS. We selected this particular focus because images of attractive peers may be particularly 

important for individuals who have internalized appearance ideals in validating that “they 

themselves measure up to idealized others” (Perloff, 2014a, p.7).  

Studies have shown that attractive peers are more popular on SNS on average. One 

study revealed that college students would rather “friend” someone from the opposite sex who 

rated higher in facial attractiveness (Wang, Moon, Kwon, Evans, & Stefanone 2010), whereas 

Pena and Brody (2014) suggested that users are more interested in monitoring the SNS 
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activities of sexually attractive individuals, even when these “friends” tend to send unpleasant 

messages. In Perloff’s (2014) view, the online popularity of attractive peers can be explained 

by users’ prior internalization of appearance standards from mass media. Accordingly, Meier 

and Gray (2014) showed that the internalization of mass media ideals is related to 

adolescents’ use of SNS to browse or post photos and, thus, to focus on appearance. However, 

Meier’s and Gray’s study (2014) did not focus on monitoring the online profiles of attractive 

peers in particular. Moreover, no study has examined whether MAP-SNS may be related to 

exposure to sexualizing mass media through the internalization of appearance standards. 

Because Perloff’s (2014) transactional model suggests MAP-SNS may serve as a particular 

type of appearance-gratifying SNS behavior, we aim to test the following hypothesis. 

Hypothesis 3: The internalization of appearance ideals after exposure to sexualizing 

music entertainment television and magazine content will positively predict the 

monitoring of attractive peers on SNS over time. 

Social Networking Sites, Self-Objectification and Body Surveillance 

In the next step, the transactional model of social media and body image concerns 

(Perloff, 2014a, 2014b) predicts that appearance-gratifying SNS behavior (interpreted in the 

current study as SNS behavior motivated by the internalization of appearance ideals) will 

negatively affect body image. Based on prior research, it can be argued that these negative 

effects may include the development of an objectified self-concept. As explained above, 

objectification theory (Fredrickson & Roberts, 1997) expects that individuals who experience 

and/or observe instances of the body predominantly being valued for its use to others are 

more likely to develop an objectified self-concept. From this perspective, findings on SNS as 

an important source of images in which the body is presented to be appreciated by others are 

relevant (e.g., Kapidzic & Herring, 2014; Willem, Araüna, Crescenzi, & Tortajada, 2012). 

The occurrence of such content on SNS is likely to support the development of self-
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objectification and body surveillance among users who have internalized traditional 

appearance standards from mass media. 

Part of this reasoning has been supported in cross-sectional studies across various 

countries. The cross-sectional research of Vandenbosch and Eggermont (2012) showed that 

using SNS was related to self-objectification and body surveillance in Belgian adolescent 

girls. Similarly, Tiggemann and Slater (2013) found that Australian girls scored higher than 

non-users on body surveillance when using SNS. Manago, Ward, Lemm, Reed, and Seabrook 

(2014) added that male and female American college students’ increased involvement in 

Facebook activities predicted an objectified body consciousness, including the component of 

body surveillance.  

Longitudinal evidence of this relationship is lacking, however, which may currently 

impede conclusions on the direction of the relationship between SNS use and an objectified 

self-concept. Moreover, no research has related the association between SNS use and an 

objectified self-concept to the internalization of appearance ideals from mass media. 

Therefore, the current study aims to test the following hypothesis in addition to hypotheses 1 

and 2. 

Hypothesis 4: The frequency of SNS use will positively predict self-objectification 

(H4a) and body surveillance (H4b) over time. 

In addition, it can be argued that the development of an objectified self-concept will be 

triggered by the specific appearance-gratifying SNS behavior on which this study focuses, 

i.e., monitoring attractive peers on SNS. Individuals who engage in this behavior more often 

can be expected to focus particularly on the appearance (rather than on the personality) of 

others. Objectification theory (Fredrickson & Roberts, 1997) argues that focusing almost 

exclusively on the appearance of others is likely to make an individual more conscious about 

his or her own body and to eventually lead to an objectified self-concept. Studies have 
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substantiated this proposition. Strelan and Hargreaves (2005) found that valuing appearance 

over competence in others tends to be related to more self-objectification; furthermore, 

valuing appearance-related attributes in a romantic partner rather than his/her competence-

related body attributes has been associated with self-objectification (Zurbriggen et al., 2011). 

In addition to hypotheses 1 and 3, we formulate the following hypothesis. 

Hypothesis 5: Monitoring the appearance of attractive peers on SNS will positively 

predict self-objectification (H5a) and body surveillance (H5b). 

Figure 1 presents the model predicted in Hypotheses 1 to 5. Together, the 

hypothesized relationships suggest the existence of additional pathways through which mass 

media may influence adolescents’ objectified self-concept. The model is tested using data 

from a three-wave panel study. Because the major aim of the study is to reveal a temporal 

order in the relationships over time between (1) mass media, (2) SNS, and (3) the 

development of self-objectification and body surveillance, we model the longitudinal 

relationships focusing on these links.  

Gender Differences 

The literature has highlighted that girls are more frequently the subject of sexualizing 

messages in mass media than are boys (e.g., Vandenbosch et al., 2013). Moreover, 

objectification theory (Fredrickson & Roberts, 1997) was originally developed to explain self-

objectification among women and girls because they are particularly subjected to the practice 

of treating individuals as bodies. On the contrary, although the practice of sexualizing male 

characters is less prevalent in media content, scholars have also successfully applied the 

principles of the objectification framework to male media users. This research showed that 

young men’s body images also tend to be affected by exposure to sexualizing mass media 

(Knauss, Paxton, & Alasker, 2008; Morry & Statska, 2001) and activities on social media 

(Manago et al., 2014).  
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Research that focuses on gender differences has further noted that many associations 

between media use and an objectified self-concept occur to a similar extent among male and 

female media users (Manago et al., 2014; Morry & Statska, 2001); however, differences have 

been found regarding the consequences of developing an objectified self-concept (Knauss et 

al., 2008; Manago et al., 2014; Slater & Tiggemann, 2010). For instance, Slater and 

Tiggemann (2010) explored gender differences in the consequences of body surveillance 

among adolescent boys and girls and concluded that the relationships between body 

surveillance and harmful consequences, such as appearance anxiety and disordered eating, 

were stronger in girls than in boys.  

The objectification literature thus suggests that gender may play a role in the 

development of an objectified self-concept; however, limited evidence on the differences 

between boys’ and girls’ associations between media use and objectification outcomes has 

emerged. Against this background, we propose the following research question:  

Research question 1: Does the hypothesized model work differently for boys and for 

girls? 

Alternative Models  

Although this study hypothesizes that SNS use and MAP-SNS use precede self-

objectification and body surveillance, the literature also suggests reverse relationships. 

Perloff’s model (2014a, 2014b), for instance, expects that the influence of social media on 

users’ body image is transactional, implying that self-objectification and body surveillance, in 

turn, may predict SNS use and MAP-SNS use. Selective exposure theory (Zillmann & Bryant, 

1985) also suggests that individuals’ self-concept affects the way they consume media. 

According to this theory, adolescents with an objectified self-concept are more likely to use a 

medium that offers opportunities to value appearance above competence (self-objectification) 

and to monitor appearance (body surveillance). SNS in general and MAP-SNS in particular 
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encompass these practices and may thus be predicted by self-objectification and body 

surveillance. Initial support for the existence of such reverse relationships was found in a 

cross-sectional study of men (Fox & Rooney, 2014). The study reported that self-

objectification predicted higher levels of SNS use. However, the cross-sectional design of that 

study hinders the drawing of conclusions regarding the direction of this relationship. 

Therefore, the following research question is examined:  

Research question 2: Is there support for an alternative model in which self-

objectification and body surveillance predict the use of SNS and/or attractiveness-

focused social network expansion?  

 Control Variables  

In line with prior longitudinal research (e.g., Baumgartner, Valkenburg, & Peter, 

2011), the model controls for the baseline values of each dependent variable. In addition, 

research has suggested that a higher Body Mass Index (BMI) (Knauss et al., 2008; Thompson 

et al., 2003), being female (Moradi & Huang, 2008), being from a Western country (e.g., 

Aubrey, 2006; Moradi & Huang, 2008), and being older (e.g., Harrison & Fredrickson, 2003) 

affect the development of an objectified self-concept. These variables are therefore used as 

control variables.  

Method 

Sample and Participant Selection  

A three-wave panel study with an interval of six months was conducted among 12- to 

18-year-olds. Due to the relatively rapid sequence of developmental changes that occur during 

puberty (Mul, 2004), a six-month interval was established with the expectation that it would 

allow for a more comprehensive understanding of developmental trajectories. The 

institutional review board of the host university approved the study. Informed consent was 

obtained in accordance with the customary guidelines of Flanders (Belgium). In March 2010, 
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the first wave was conducted in 12 schools that were selected from a group of schools that 

agreed to participate from different regions of Flanders (Belgium). Different schooling levels 

and ages were selected. All students (N = 1,504) who were present in the 12 schools during 

the researchers’ school visits completed paper surveys. Students were informed that the study 

investigated their leisure habits. To increase confidentiality, the researchers ensured that no 

one would be able to discuss or view the students’ answers and asked students to write their 

identification information on separate forms. After data collection, each respondent was 

assigned a code, and identifying data were deleted before the survey answers were processed. 

In September 2010, a second survey (N = 1,426) was conducted in the 12 schools that 

participated in March 2010. In March 2011, a third survey (N = 1,433) was administered in 

the 12 schools. Based on the identification forms at Times 1, 2 and 3, the respondents were 

tracked over time; 1,041 respondents were tracked over three waves (69.21% of total). The 

mean age was 15.35 years (SD = 1.47). The majority of the sample (95%) was born in 

Belgium, and 56.6% were boys.  

Differences were explored between the adolescents who participated only in the first 

wave (N = 463) and those who participated in all waves (N = 1,041) with regard to all relevant 

variables (all Time 1). An χ²-test revealed that the subjects who participated only in the first 

wave (69.5% and 8.1%, respectively) were significantly more likely than those who 

completed all of the questionnaires (56.6% and 5%, respectively) to be boys and have 

originated from another country, χ²gender (1) = 22.56, p < .001; χ²country (1) = 5.3, p < .05. Other 

differences were revealed by a MANOVA analysis using Pillai’s Trace, V = .03, F(9, 1116) = 

3.48, p < .001, ηp² = .03. Separate univariate ANOVAs on the outcome variables showed that 

adolescents who participated only in the first wave scored higher on BMI (M = 20.37, SD = 

3.26 vs. M = 19.86 SD = 3.06), F(1, 1124) = 5.79, p < .05, ηp² = .01, lower on exposure to 

sexualizing magazines (M = 1.00, SD = .41 vs. M = 1.06 SD = .40), F(1, 1124) = 4.63, p < 
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.05, ηp² = .00, lower on the internalization of appearance ideals (M = 2.31, SD = .87 vs. M = 

2.53, SD = .87), F(1, 1124) = 13.81, p < .05, ηp² = .01, and lower on body surveillance (M = 

2.87, SD = .90 vs. M = 3.11, SD = .84), F(1, 1124) = 17.60, p < .001, ηp² = .02 than did 

adolescents who participated in all waves.  

Assessments and Measures 

Demographic variables. Participants reported their height and weight, which were 

used to calculate BMI (kg/m
2
). Additionally, they indicated their country of origin (0 = 

“Belgium”, 1 = “other country”), age and gender (1 = “boy”, 2 = “girl”).  

Use of social networking sites. Participants indicated on an 8-point scale ((almost) 

never (= 1) through all day long (= 8)) how often they visited SNS such as Facebook.  

Monitoring of attractive peers on social networking sites (MAP-SNS). A pilot 

study on the attractiveness-related uses of SNS among 47 adolescents using same-gender and 

same-age focus group discussions (n = 10) was conducted. Based on the results of this pilot 

study, a 4-item scale on MAP-SNS was developed. The participants were asked to use a 5-

point scale ranging from “I totally disagree” (= 1) to “I totally agree” (= 5) to evaluate the 

following statements: “When I think a boy or a girl is good looking after a first meeting, I 

search for his or her profile on Facebook/Netlog”, “When I think a boy or a girl is fun and 

attractive, I add the person as a friend on Facebook/Netlog”, “Sometimes I search through the 

photo albums of an attractive boy or girl on Facebook/Netlog”, and “When an attractive but 

unfamiliar boy or girl asks to add me to his or her network on Facebook/Netlog, I accept the 

request.” A principal component analysis at Time 1 revealed that these items loaded on one 

factor (eigenvalue: 2.65; explained variance: 66.21%) with no factor loading below .75. 

Internal reliability was also demonstrated (α = .83). 

Exposure to sexualizing music entertainment television and magazines. Using a 5-

point scale that presented the options “(almost) never” (= 1), “once or multiple times per 
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year” (= 2), “once or multiple times per month” (= 3), “once or multiple times per week” (= 

4), and “(almost) daily” (= 5), the participants indicated how often they read general “gossip” 

magazines, such as Dag Allemaal (a local version of People), fashion magazines such as Elle, 

and men’s magazines such as P-magazine (a local version of Maxim). In addition, a 7-point 

scale presented the options “never” (= 1), “almost never” (= 2), “once or multiple times per 

year” (= 3), “once or two times per month” (= 4), “once or two times per week” (= 5), “three 

or four times per week” (= 6), and “(almost) daily” (= 7) to ask how often participants 

watched three music entertainment channels: TMF, JIMtv, and MTV. 

To attribute more weight to the magazines and music entertainment channels that were 

perceived as more sexualizing, we applied a procedure that was similar to that reported by 

Zurbriggen, Ramsey and Jaworski (2011). Initially, college students (9 men and 20 women) 

were trained to address the level of sexualization, which was described as a visual and 

thematic focus on the body and on appearance in a sexualized manner (APA, 2007). 

Following the training, the college students were asked to answer three questions on a 5-point 

scale for each type of media content that was included in the adolescent survey (Zurbriggen et 

al., 2011). The questions focused on the frequency and intensity of sexualization and on the 

familiarity of the college students with each type of media content (for a further description, 

see Zurbriggen et al., 2011). The familiarity with each type of media content was addressed to 

ensure that particularly the ratings of college students who were familiar with this type of 

content determined the sexualization weight. 

Based on the frequency, intensity and familiarity ratings, a four-step procedure was 

followed to calculate a sexualization score for each type of media content. First, the 

frequency, intensity and familiarity scores were multiplied for each type of media content. 

Second, the total sum of the familiarity ratings of all of the college students was calculated for 

each type of media content. Third, the weighted sexualization scores were calculated by 
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dividing the product of frequency, intensity and familiarity (step 1) by the total sum of the 

familiarity ratings of that particular type of media content (step 2). Fourth, the sum of the 

weighted sexualization scores was calculated for each type of media content. The result of this 

procedure, i.e., a sexualization score for each type of media content (.50 = gossip magazines, 

.60 = fashion magazines, and .72 = men’s magazines; .57 = TMF, .53 = JIMtv, and .57 = 

MTV) was used to weigh the adolescents’ ratings of the frequency of reading magazines and 

watching music entertainment television. To estimate the degree to which the respondents 

were exposed to sexualizing magazines/music entertainment channels, we calculated their 

mean scores for the three selected types of sexualizing magazines/music entertainment 

channels.  

The internalization of appearance ideals. In the internalization subscale of the 

sociocultural attitudes toward appearance scale (Thompson, Van den Berg, Roehrig, Guarda, 

& Heinberg, 2003), the respondents used a 5-point scale ranging from “I totally disagree” (= 

1) to “I totally agree” (= 5) to evaluate nine items, such as “I wish I looked like the models in 

music videos” and “I try to look like the people on TV”. The internalization subscale has 

demonstrated validity and test-retest reliability among female college students (Thompson et 

al., 2003), but research among adolescents has suggested that the scale must be adapted to be 

reliable for younger respondents (Knauss, Paxton, & Alasker, 2008). Consistent with the 

findings of Vandenbosch and Eggermont (2012), the reliability tests in this study indicated 

that two items (“I compare my body to the bodies of TV and movie stars” and “I compare my 

appearance to the appearance of TV and movie stars”) reduced the alpha. Subsequently, we 

omitted these items, and a reliable seven-item scale remained (α = .92).  

Self-objectification. Self-objectification was measured using an adapted version of 

Noll and Fredrickson’s original self-objectification questionnaire (1998), the validity and 

reliability of which have been demonstrated by prior research on adolescents (Vandenbosch & 
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Eggermont, 2012, 2013). The respondents were asked to evaluate the importance of 12 body 

attributes on a 10-point scale ranging from “not at all important” (= 1) to “very important” (= 

10). Following Vandenbosch and Eggermont (2012, 2013), we performed principal 

component analyses using direct oblimin separately for boys and girls to extract one 

appearance-based factor and one competence-based factor. 

For girls, the appearance-based body attributes studied were physical attractiveness 

(factor loading = .81), coloring (.56), weight (.73), sex appeal (.78) and measurements (.66) 

(eigenvalue 1.88; explained variance 15.68%; α = .77), and the competence-based body 

attributes were physical coordination (.57), stamina (.80), health (.56), physical fitness (.81), 

physical energy level (.78), muscular strength (.57) and muscle tone (.49; eigenvalue 4.10; 

explained variance 34.20%; α = .81). For boys, the appearance-based factors (eigenvalue: 

5.00; explained variance: 41.67%; α = .85) included physical attractiveness (.85), coloring 

(.73), weight (.63), sex appeal (.83), measurements (.60), muscular strength (.66) and muscle 

tone (.68), and the competence-based factors (eigenvalue: 1.64; explained variance: 13.67%; 

α = .83) included stamina (.83), health (.74), physical fitness (.83) and physical energy level 

(.78). Physical coordination was removed because its factor loading was less than .40. The 

difference between the mean scores of the newly created appearance-based factor and 

competence-based factor addressed the estimated level of self-objectification (ranging from -9 

to 9). Higher scores on this measure indicate higher levels of self-objectification. 

Body surveillance. The questionnaire included the body surveillance subscale from 

the objectified body consciousness scale for adolescents (Lindberg, Hyde, & McKinley, 

2006), the validity and reliability of which has been demonstrated by prior research (e.g., 

Grabe & Hyde, 2009; Lindberg et al., 2006). On a 5-point scale ranging from “(almost) 

never” (= 1) to “(almost) always” (= 5), the respondents evaluated four statements (α = .80), 
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such as “I often compare how I look with how other people look” and “I often worry about 

how I look to other people”.  

Results 

Descriptive Statistics and Preliminary Analyses  

The descriptive statistics for all relevant variables are presented in Table 1. At the 

baseline, adolescents reported that they regularly used SNS (M = 5.03, SD = 2.03). They also 

moderately agreed with the statement that they focused on attractive peers’ appearance when 

using SNS (M = 3.06, SD = 1.00). Furthermore, the adolescents reported that they 

occasionally read sexualizing magazines (unweighted M = 1.74, SD = .68) and regularly 

watched music entertainment television (unweighted M = 4.38, SD = 1.83). The mean level of 

self-objectification (M = -.81, SD = 1.63) indicated that the adolescents valued competence-

based attributes more highly than they valued appearance-based attributes. The mean levels of 

internalization (M = 2.51, SD = .87) and body surveillance (M = 3.09, SD = .84) were 

comparable to the results obtained in other studies on adolescents (Grabe & Hyde, 2009; 

Knauss et al., 2008).  

Zero-order correlations are presented in Table 2. These correlations particularly 

demonstrate that MAP-SNS use and SNS use at each time point are related to the use of 

sexualizing magazines, the use of sexualizing music entertainment television, the 

internalization of appearance ideals, self-objectification, and body surveillance.  

Testing the Predicted Models 

The hypothesized relationships (Figure 1) were tested using structural equation 

modeling (AMOS) and the maximum likelihood method. The model was considered to have 

an adequate fit to the data because the chi-squared to degrees-of-freedom ratio (χ²/df) was 

below five, the comparative fit index (CFI) was equal to or higher than .9, the adjusted 

goodness-of-fit index (AGFI) was equal to or higher than .85, and the root mean square error 
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of approximation (RMSEA) was below .08 (Byrne, 2010). Consistent with prior research that 

used structural equation modeling (Baumgartner et al. 2011), we controlled for the baseline 

values of country of origin, age, gender (except in the model that tested the moderating 

influence of gender) and BMI by utilizing them as predictors of the endogenous variables. 

Moreover, the previous level of each criterion variable predicted the criterion variable. For 

instance, the internalization of appearance ideals at Time 1 predicted the internalization of 

appearance ideals at Time 2. 

Hypothesis 1, Hypothesis 2, and Hypothesis 4. The first model, presented in Figure 

2, tested the role of using SNS in the relationships between exposure to traditional media, 

internalization, self-objectification and body surveillance. For clarity, the measurement details 

and control variables were omitted. This model showed an acceptable fit of the data, χ²(480) 

= 2179.60, p < .001, RMSEA = .06, AGFI = .88, CFI = .91, χ²/df = 5.6. The model confirmed 

the hypothesized relationships (H1) between the use of sexualizing magazines, β = .10, B = 

.27, SE = .10, p < .01, and sexualizing music entertainment television, β = .06, B = .06, SE = 

.03, p < .05 on the one hand and the internalization of appearance ideals on the other hand (all 

Time 1). The model also indicated (H1) that internalization at Time 1 was related to self-

objectification at Time 3, β = .08, B = .15, SE = .03, p < .005, and body surveillance at Time 

3, β = .12, B = .12, SE = .02, p < .005. Self-objectification was also significantly associated 

with body surveillance, β = .05, B = .03, SE = .01, p < .05 (all Time 3). Most importantly, the 

model demonstrated (H2) that internalization at Time 1 did not predict the use of SNS at Time 

2 (p > .10). In addition, the use of SNS at Time 2 was not related to self-objectification or to 

body surveillance at Time 3 (p > .10; H4). The model thus supported Hypothesis 1 but 

provided no support for Hypothesis 2 or Hypothesis 4 regarding the role of SNS.  

To address research question 1, analyses were conducted that tested whether gender 

moderated the predicted relationships. Three multiple-group analyses explored the role of 
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gender by investigating whether the fit of the model, which assumes that the relationships 

predicted in respectively Hypothesis 1, Hypothesis 2 and Hypothesis 4 do not vary across 

gender and are thus constrained to be equal between males and females, differed significantly 

from the fit of the model that allows the hypothesized relationships to vary between males and 

females. If the fits of the models appeared to differ significantly, Akaike’s Information 

Criterion (= AIK or AIC) was used to compare alternative linkages between the same 

concepts. AIK denotes superior linkages with lower values (Byrne, 2010).  

The fit of the unconstrained model was good, χ²(910) = 2114.37, p < .001, RMSEA = 

.03, AGFI = .88, CFI = .93, χ²/df = 2.32. Regarding Hypothesis 1, the model comparison test 

showed that the relationships between boys and girls did not significantly differ, χ²(5) = 

10.67, p > .05. Similarly, no gender differences occurred in the relationships predicted in 

Hypothesis 2, χ²(3) = 3.77, p > .05. However, a gender difference occurred in the relationships 

predicted in Hypothesis 4, χ²(2) = 7.36, p < .05. The unconstrained model had a significantly 

better fit than the model that constrained the relationships between boys and girls in terms of 

the use of SNS at Time 2 and self-objectification and body surveillance at Time 3, χ²(912) = 

2121.73, p < .001, RMSEA = .03, AGFI = .88, CFI = .93, χ²/df = 2.33. Moreover, the AIK of 

the unconstrained model, AIK = 2538.37, was lower than the AIK of the constrained model, 

AIK = 2541.73. The results showed that the use of SNS at Time 2 did not affect boys’ level of 

self-objectification at Time 3, p > .05. Girls were found to have higher levels of self-

objectification at Time 3 when visiting SNS at Time 2 more frequently, β = .07, B = .07, SE = 

.03, p < .05. No significant relationships were found between boys’ and girls’ use of SNS at 

Time 2 and body surveillance at Time 3.  

Hypothesis 1, Hypothesis 3, and Hypothesis 5. Next, a model tested the particular 

role of MAP-SNS in the relationships between the exposure to traditional media, 

internalization, self-objectification and body surveillance. The primary results for MAP-SNS 
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are summarized in Figure 3. For clarity, the measurement details and control variables were 

omitted. This model adequately fitted the data and yielded a chi-square value of 3469.56 with 

687 degrees of freedom, p < .001, RMSEA = .05, AGFI = .87, CFI = .90, χ²/df = 5.05. First, 

the model again supported Hypothesis 1 and showed that reading sexualizing magazines, β = 

.10, B = .27, SE = .10, p < .01, and viewing sexualizing music entertainment television, β = 

.06, B = .06, SE = .03, p < .05, significantly related to the internalization of appearance ideals 

(all Time 1). Furthermore, the internalization of appearance ideals at Time 1 was associated 

with self-objectification at Time 3, β = .07, B = .13, SE = .03, p < .005, and body surveillance 

at Time 3, β = .12, B = .11, SE = .02, p < .005. Self-objectification significantly related to 

body surveillance, β = .05, B = .03, SE = .01, p < .05 (all Time 3). 

Second, the model supported Hypothesis 3, demonstrating that the internalization of 

appearance ideals at Time 1, β = .09, B = .08, SE = .02, p < .001, related to MAP-SNS at 

Time 2. In line with Hypothesis 5, MAP-SNS at Time 2, in turn, predicted self-objectification 

at Time 3, β = .04, B = .07, SE = .04, p < .005, and body surveillance at Time 3, β = .07, B = 

.06, SE = .02, p < .005.  

Third, indirect effects were calculated by multiplying the indirect standardized path 

coefficients (Cohen & Cohen, 1983). To examine whether the indirect effects were different 

from zero, we applied a bootstrapping method and used multiple imputations to account for 

missing values (Honaker & King, 2010). A total of 1,000 bootstrap samples were generated 

from the dataset, and a 95% confidence interval (CI) was calculated. The additional pathway 

of MAP-SNS through which the sexualized ideals promoted in mass media may affect self-

objectification and body surveillance in adolescents was supported.  

More specifically, mediation tests revealed that exposure to sexualizing magazines 

(.01 = .10 × .09; CI = .002 - .084) was related to MAP-SNS through the internalization of 

appearance ideals. The indirect influence of watching music entertainment television on 
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MAP-SNS turned out to be non-significant (.01 = .06 × .09; CI = -.008 - .017). Furthermore, 

the internalization of appearance ideals was significantly associated with body surveillance 

(.01 = .09 × .12; CI = .003 - .022) and self-objectification (.001 = .09 × .07; CI = .029 - .092) 

through MAP-SNS. 

To further address research question 1, three multiple-group analyses were conducted 

to test whether gender (Moradi & Huang, 2008) moderated the relationships hypothesized in 

Hypothesis 1, Hypothesis 3 and Hypothesis 5. The fit of the unconstrained model was good, 

χ²(1312) = 2820.10, p < .001, RMSEA = .03, AGFI = .86, CFI = .92, χ²/df = 2.15. The 

multiple-group test for Hypothesis 1, χ²(5) = 10.46, p > .05, Hypothesis 3, χ²(3) = 2.38, p > 

.05, and Hypothesis 5, χ²(2) = 3.56, p > .05, showed that the hypothesized relationships 

between boys and girls did not significantly differ. 

Alternative Models  

To address research question 2, two alternative models were tested. First, an inverse 

model that assessed the potential influence of self-objectification and body surveillance on the 

use of SNS was tested. The model showed an acceptable fit of the data, χ²(372) = 2302.00, p 

< .001, RMSEA = .06, AGFI = .89, CFI = .90, χ²/df = 6.19, and revealed that reading 

sexualizing magazines, β = .10, B = .28, SE = .10, p < .01, and viewing sexualizing music 

entertainment television, β = .06, B = .06, SE = .02, p < .05, significantly related to the 

internalization of appearance ideals (all Time 1). Internalization at Time 1, in turn, was 

associated with self-objectification at Time 2 significantly, β = .08, B = .16, SE = .04, p < 

.001, and body surveillance at Time 2 marginally significantly, β = .05, B = .05, SE = .03, p = 

.07. Self-objectification also significantly related to body surveillance, β = .07, B = .04, SE = 

.01, p < .05 (all Time 2). In contrast to the findings of the model tested above, internalization 

at Time 1 was found to be associated with the use of SNS at Time 3, β = .08, B = .15, SE = 

.05, p < .005. However, neither self-objectification at Time 2 nor body surveillance at Time 2 
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was found to predict the use of SNS at Time 3 (p > .10). No support was thus found for the 

media selection theory (RQ2). 

Second, an alternative model was tested to explore whether self-objectification and 

body surveillance predict MAP-SNS. The model showed an acceptable fit to the data, χ²(654) 

= 3330.71, p < .001, RMSEA = .05, AGFI = .87, CFI = .90, χ²/df = 5.09. An examination of 

the path coefficients revealed that reading sexualizing magazines, β = .10, B = .27, SE = .10, p 

< .01, and viewing sexualizing music entertainment television, β = .06, B = .06, SE = .03, p < 

.05, were significantly related to the internalization of appearance ideals (all Time 1). 

Internalization at Time 1, in turn, was significantly associated with self-objectification at 

Time 2, β = .08, B = .16, SE = .04, p < .001 and MAP-SNS at Time 3, β = .09, B = .09, SE = 

.03, p < .005. Internalization at Time 1 also was marginally significantly related to body 

surveillance at Time 2 , β = .05, B = .05, SE = .03, p = .07. Furthermore, self-objectification 

significantly related to body surveillance, β = .07, B = .04, SE = .01, p < .05 (all Time 2). 

However, neither self-objectification at Time 2 nor body surveillance at Time 2 was found to 

predict MAP-SNS at Time 3 (p > .10). Therefore, no support was found for the inverse 

relationships (RQ2).  

Discussion  

This longitudinal study aimed to integrate research on the importance of appearance 

standards in mass media (e.g., Morry & Statska, 2001), the emphasis on appearance in social 

media (e.g., Perloff, 2014), and an objectified self-concept among adolescents (e.g., Grabe & 

Hyde, 2009). The current study is the first to empirically support a relationship between the 

use of sexualizing mass media and the use of social media over time. The findings suggest 

that individuals who have internalized appearance standards from traditional mass media are 

more susceptible to developing an objectified self-concept when using social media for 

appearance-gratifying reasons. In addition, our study results tentatively propose that more 
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theoretically consistent results can be derived when using a specific appearance-focused 

measure (i.e., the monitoring of attractive peers on SNS) to study the role of social media. 

Moreover, the small effect sizes and null findings with respect to the overall use of SNS 

highlight that the role of social media in body image is complex and needs to be further 

unraveled. This study was a first step in contributing to our understanding of the role of social 

media in adolescents’ objectified self-concept. 

Mass Media, Social Media and Internalization 

The first contribution of this study is its findings on the influence of mass media on 

adolescents’ behavior when using SNS. Mass media appear not only to teach adolescents to 

set unattainable standards of appearance but also to encourage them to apply such standards 

when using online media. In accordance with assumptions of the objectification literature 

(e.g., Moradi & Huang, 2008), the results demonstrated that the consumption of sexualizing 

music entertainment television and magazines influenced adolescents’ internalization of 

appearance ideals. This internalization then informed how adolescents used SNS. Thus, this 

study extends the literature on media-driven sexualization by demonstrating that adolescents 

not only consume mass media that tend to treat individuals as bodies rather than as 

personalities but also consume “new” media (i.e., SNS) in a way that treats other individuals 

as objectified bodies.  

This appearance-based treatment of friends on SNS has also been explained indirectly 

in this study. According to Perloff’s (2014a) transactional model, adolescents seek to monitor 

attractive friends online because of the standards of attractiveness they have internalized from 

mass media. Internalization is expected to trigger in media users appearance-gratifying needs 

that may be gratified when using SNS (Perloff, 2014a). Monitoring attractive peers on SNS 

may be functional in this respect because it allows users to check the extent to which their 

peers comply with appearance standards. Future research is, however, needed to further 
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unravel the reported set of associations between the exposure to mass media, internalization, 

and MAP-SNS. Additionally, future research may consider studying other appearance-

gratifying behaviors, such as the posting of sexy images online (Perloff, 2014a).  

It is important to add that the internalization of appearance ideals from mass media 

appeared to not predict the overall use of SNS when considering a six-month time interval, 

but it did predict overall SNS use when using a one-year interval. This finding is difficult to 

explain, given that we conducted the first longitudinal study of this pattern of relationships. 

One tentative explanation may be that internalization does not increase the amount of time 

users spend on SNS after six months because adolescents who have internalized appearance 

ideals may focus on appearance during the time that they already spend using SNS. However, 

over time, the tendency to gratify appearance needs may become stronger among adolescents 

who have internalized appearance ideals, causing them to spend more time on SNS after a 

longer period (e.g., one year). Future research is needed to test this suggestion.  

Furthermore, our conclusions contribute to scholars’ conceptualizations of the role of 

SNS in “communication.” The rise of SNS has inspired various researchers (e.g., O’Reilly, 

2007) to describe how communication opportunities have been extended by Web 2.0 

technologies. Unlike traditional media, which disseminate messages to a mass audience, 

online media enable interpersonal, mediated interactions and mass self-communication in 

which one user communicates with many other users (Castells, 2007; Morris & Ogan, 2006). 

Therefore, Web 2.0 communication is not tied to media companies or to other traditional 

institutions but allows individuals to distribute messages to (mass) audiences. Optimistic 

viewpoints (Castells, 2007; Livingstone, 2008) have stressed that new media create 

opportunities for users to produce content that challenges the dominant institutionalized 

power relations that are typically communicated through mass media. In terms of the 

objectification literature, users of SNS could use these platforms to challenge the 
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contemporary sexualizing culture by emphasizing more personal, authentic and “true” values 

in their online media content.  

However, the current study raises questions about these optimistic perspectives in the 

objectification research. The findings suggest that congruence may exist between mass media 

content and social networking content because the “mass audience” of traditional media is 

likely to sexualize others in online media. This finding is consistent with the results of a 

recent study by Stefanone, Lackaff, and Rosen (2010) that reported that individuals tend to 

imitate the behaviors learned from reality television when producing their own online media 

content. These results and those of the current study do not support the notion of a potential 

“gap” between content consumed through mass media and new media. Rather, the results 

suggest a convergence between offline content and online content.  

The Role of Media in the Development of an Objectified Self-Concept 

The second contribution of this study is its identification of an additional pathway 

through which mass media may affect self-objectification and body surveillance. This study 

supports de Vries and Peter’s (2013) criticism of the almost exclusive emphasis on traditional 

media in studies of the potential relationships between media and self-objectification and 

body surveillance. The results showed that the consumption of sexualizing music videos and 

magazines related to adolescents’ internalization of appearance ideals, which, in turn, was 

associated with their tendency to self-objectify and to monitor their own bodies. In addition, 

the findings suggested that adolescents who internalized the attractiveness ideals promoted by 

the mass media were more focused on the physical appearance of members of their online 

social networks. This appearance-focused way of using SNS subsequently appeared to affect 

self-objectification and body surveillance. Moreover, for girls, the overall use of SNS also 

was shown to predict self-objectification. 
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In line with communication literature describing that the effect sizes of media effects 

are generally small (Valkenburg & Peter, 2012), the effect sizes reported in the current study 

ranged from .04 to .12. Although the possibility of a Type II error remains warranted and 

needs to be excluded in future longitudinal research, the popularity of social media use among 

adolescents (Van Oosten, Peter, & Vandenbosch, 2015) suggests that even small effects of 

social media are worthy of scholarly attention. Moreover, the results warrant future attention 

because theory and empirical analyses show that both self-objectification and body 

surveillance contribute to maladaptive outcomes, such as depression, eating disorders, and 

sexual dysfunction (Fredrickson & Roberts, 1997; Moradi & Huang, 2008). Also, the 

objectification literature has emphasized the importance of interpreting findings on self-

objectification from a developmental perspective (Fredrickson & Roberts, 1997). As 

adolescents are in the process of developing an identity, relatively small changes in their 

levels of self-objectification and body surveillance triggered by media use may, over time, 

lead them toward developing a more objectified identity. This identity will affect how they 

feel, what they consider important, and, as shown in the current study, with whom they 

connect. Such “choices” may result in maladaptive developmental trajectories over time. 

Moreover, because our correlations demonstrated that age is positively correlated with 

internalization, self-objectification and body surveillance, it may be particularly important to 

study these factors in more detail for late adolescents and emerging adults.  

It is also important to examine two results not found in this study. First, the study 

considered the possibility of alternative relationships in which self-objectification and body 

surveillance predicted SNS use or MAP-SNS, but no support was found for such 

relationships. However, future research on alternative hypotheses remains important because 

the null results of the current study could be explained by how we approached (attractiveness-

focused) SNS use. Self-objectification or body surveillance may not increase the overall use 
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of SNS or MAP-SNS but may potentially stimulate other appearance-gratifying behaviors on 

SNS. For instance, adolescents who score high on body surveillance may upload pictures of 

themselves more frequently to monitor how their network responds to their daily look. 

Second, our findings showed no differences between boys and girls in the way MAP-

SNS triggered the development of an objectified self-concept. Media research on 

objectification has started to examine male subjects (e.g., Morry & Staska, 2001). Our 

findings highlight the importance of continued research attention to young men and boys. Our 

study suggests that when media use focuses on meeting appearance-gratifying needs, this 

media use is likely to affect both girls and boys. Male samples thus seem to deserve future 

attention. However, the findings also showed that the overall use of SNS resulted in increased 

self-objectification only among girls. This finding corresponds to research that shows that 

girls post sexy images of themselves on SNS more frequently than boys do (Kapidzic & 

Herring, 2014). Qualitative research adds that presenting oneself online as attractive is more 

important for girls than it is for boys (Bailey et al., 2013). Potentially, girls’ tendency to self-

objectify may therefore be more likely to be affected when using SNS. 

Limitations  

The findings of this study are limited in some respects. On the whole, this study was 

restricted by its longitudinal design in terms of the attrition rate, its conclusions about 

causality, survey measures, which reflected reports of behaviors but not actual behavior, and 

its application of a three-wave design. Regarding the latter, future research may consider a 

five-wave design to test the full longitudinal model, i.e., the use of sexualizing mass media 

(T1), the internalization of appearance ideals (T2), MAP-SNS/SNS (T3), self-objectification 

(T4), and body surveillance (T5). Future research needs to pay additional attention to 

dropouts because the attrition rate of the current study was considerable, therefore limiting 

our conclusions. Moreover, future research may also consider other types of sexualizing mass 
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media, such as primetime television. Additionally, our measure of MAP-SNS did not 

differentiate among the genders of the subjects monitored. Future research may examine 

whether internalization stimulates boys to particularly monitor attractive male peers on SNS 

and whether girls prefer that female peers validate their self-concept. 

Conclusion 

In sum, the current study demonstrated that adolescents may learn sexualized 

appearance ideals from mass media and may apply this knowledge when using SNS by 

actively searching for attractive peers. Both mass media and appearance-focused social media 

use were found to enhance self-objectification and body surveillance among adolescents, 

though in different ways. Moreover, mass media were found to indirectly affect adolescents’ 

development of an objectified self-concept through their appearance-focused use of SNS, 

which raises additional critical questions about the role of mass media as a socialization agent 

for youth.  
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Table 1 

Descriptive statistics for main variables 

 Min Max Mean SD 

BMI T1 12.82 38.53 19.80 3.06 

Age T1 12.00 20.00 15.35 1.47 

MAP-SNS  T1 1.00 5.00 3.06 1.00 

MAP-SNS T2 1.00 5.00 3.19 0.92 

MAP-SNS  T3 1.00 5.00 3.10 0.93 

Social networking sites T1 1.00 8.00 5.03 2.03 

Social networking sites T2 1.00 8.00 5.46 1.81 

Social networking sites T3 1.00 8.00 5.60 1.74 

Sexualizing music entertainment television T1 0.55 3.88 2.43 1.02 

Sexualizing music entertainment television T2 0.55 3.88 2.46 0.97 

Sexualizing music entertainment television T3 0.55 3.88 2.37 1.01 

Sexualizing magazines T1 0.61 2.70 1.03 0.40 

Sexualizing magazines T2 0.61 3.03 1.06 0.40 

Sexualizing magazines T3 0.61 2.62 1.04 0.39 

Internalization of appearance ideals T1 1.00 5.00 2.51 0.87 

Internalization of appearance ideals T2 1.00 5.00 2.56 0.81 

Internalization of appearance ideals T3 1.00 5.00 2.61 0.86 

Self-objectification T1 -6.00 5.31 -0.81 1.63 

Self-objectification T2 -7.43 5.40 -0.58 1.66 

Self-objectification T3 -6.57 4.71 -0.48 1.62 

Body surveillance T1 1.00 5.00 3.09 0.84 

Body surveillance T2 1.00 5.00 3.13 0.84 

Body surveillance T3 1.00 5.00 3.09 0.84 

Note. T1 = Time 1, T2 = Time 2,  and T3 = Time 3 
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Table 2  

Inter-correlations between main variables 
 Age1 Gen1 Orig1 A1 A2 A3 SNS1 SNS2 SNS3 MT1 MT2 MT3 MG1 MG2 MG3 IT1 IT2 IT3 SO1 SO2 SO3 BS1 BS2 BS3 

BMI1 .36** -.03 .02 .08* .04 .00 .07* .08* .05 .03 .00 .00 .07* .09** .05 .10** .07* .03 .06 .05 .05 .01 .03 .01 

Age1 1 .13** -.04 .17** .07* -.05 .11** .06 .08* .08* -.03 -.09** .12** .10** .11** .12** .09** .04 .21** .13** .12** .10** .03 .02 

Gender1  1 -.07* .13** .07* .03 .16** .14** .10** -.02 -.05 -.08** .29** .32** .31** .27** .24** .25** .46** .50** .53** .40** .39** .43** 

Origin1   1 -.05 .00 .00 -.02 -.02 .00 .02 .04 .04 -.05 -.06 -.07* -.03 .01 -.01 -.06 -.07* -.07* -.07* -.04 -.05 

A1    1 .68** .57** .53** .46** .43** .29** .22** .19** .26** .21** .21** .32** .24** .23** .21** .18** .18** .30** .27** .28** 

A2     1 .64** .42** .50** .43** .24** .26** .20** .22** .24** .18** .26** .31** .25** .17** .14** .16** .24** .31** .29** 

A3      1 .32** .39** .47** .17** .21** .21** .12** .17** .18** .26** .25** .30** .12** .10** .14** .20** .23** .29** 

SNS1       1 .63** .51** .29** .23** .19** .18** .17** .18** .16** .14** .08* .19** .18** .14** .24** .24** .23** 

SNS2        1 .67** .27** .28** .22** .20** .22** .18** .13** .13** .09* .14** .16** .15** .22** .22** .21** 

SNS3         1 .26** .25** .25** .15** .18** .17** .18** .18** .14** .13** .16** .13** .22** .23** .25** 

MT1          1 .75** .66** .17** .12** .14** .08* .08* .03 .07* .09** .03 .05 .07* .04 

MT2           1 .75** .13** .13** .12** .08* .06* .05 .04 .07* .03 .04 .06 .04 

MT3            1 .10** .14** .14** .03 .04 -.01 -.01 .01 .00 -.01 .02 .01 

MG1             1 .64** .62** .21** .17** .18** .24** .23** .25** .27** .24** .24** 

MG2              1 .70** .19** .21** .23** .24** .27** .26** .25** .25** .26** 

MG3               1 .23** .20** .23** .23** .26** .25** .24** .23** .25** 

IT1                1 .61** .54** .39** .33** .33** .56** .49** .47** 

IT2                 1 .64** .32** .32** .33** .45** .53** .50** 

IT3                  1 .34** .34** .39** .42** .47** .54** 

SO1                   1 .71** .69** .50** .41** .41** 

SO2                    1 .76** .46** .44** .41** 

S03                     1 .45** .45** .47** 

BS1                      1 .71** .66** 

BS2                       1 .73** 

BS3                        1 

Note. * p < .05; ** p < .01, A = monitoring attractive peers on SNS, SNS = social networking sites usage, MT = sexualizing music television, 

MG = sexualizing magazines, IT= internalization of appearance ideals, SO = self-objectification, BS = body surveillance  
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 Figure 1. The hypothesized model for the relationships between the use of sexualizing magazines, the use of sexualizing music entertainment 

television, the internalization of appearance ideals, social networking sites usage/ monitoring attractive peers on social networking sites, self-

objectification, and body surveillance.  
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 Figure 2. The structural equation models for the hypothesized relationships between of the use of sexualizing magazines, the use of sexualizing 

music entertainment television, the internalization of appearance ideals, social networking sites, self-objectification, and body surveillance. Note: 

All of the paths are significant at p < .05. Dotted paths are only significant in girls. For clarity, the error terms, control variables and 

measurements are not given. Only standardized values are shown. 
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 Figure 3. The structural equation model for the hypothesized relationships between of the use of sexualizing magazines, the use of sexualizing 

music entertainment television, the internalization of appearance ideals, monitoring attractive peers on social networking sites, self-

objectification, and body surveillance. Note: All of the paths are significant at p < .05. For clarity, the error terms, control variables and 

measurements are not given. Only standardized values are shown. 
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