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Pretty as a Picture is a response to the increasing number of calls
for changes to the way models are represented in adverts. These
calls primarily focus on the potentially damaging impact of
idealised imagery on the body confidence of young women.

What we want to bring to the debate are the views of consumers
themselves. We began this project with the following four
objectives in mind:

 Establish the extent of any
problem with body
image/confidence

* See if girls can distinguish
advertisements from content

o [f they can, does it affect how
they react to advertising?

» Explore practical solution(s) to
any issues, if they exist

We hope you enjoy reading our report.

Methodology

Credos worked with Jo Rigby, Research Consultant, to interview
24 girls aged 10-18 and, separately, their Mums. The interviews
took place between 25 May and 2 June 2011.

Credos commissioned Panelbase to conduct an online survey
with a nationally-representative sample of 1000 girls aged
10-21 between 10-17 August 2011.

Glossary

e Young women: All 10-21-year-olds
 Pre-teens: 10-12-year-olds

* Early teens: 13-15-year-olds

e Mid-teens: 16-17-year-olds

* Young adults: 18-21-year-olds

Credos is advertising’s independently-governed think tank, funded by the

info@credos.org.uk advertising industry, but overseen by an independent advisory board which

www.credos.org.uk assures the quality, objectivity and transparency of our work.
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Pretty as a
Picture is the
result of almost
a year's research
into the body
confidence of

young women,
and how this
relates to the
images they see
in advertising.
We now have a
solid evidence
base on which
decisions about
these issues
may be made.

Karen Fraser,
Director, Credos.
karen.fraser@credos.org.uk.
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all WHAI

It's clear that body image and many forms of

idealised imagery are big issues for young women.

In focus groups, these topics came up spontaneously
time and time again. Now, our Pretty as a Picture
research reveals:

« Young women are well
aware of the term
‘airbrushing’.

Some 84% understand what the word
means, and have gathered most of
their knowledge about airbrushing
techniques from TV programmes

and magazines.

Over half of young women
take inspiration from
adverts for their
appearance.

53% agree with the statement

‘| get ideas for how to look

from advertising'.

Over a third (37%) of young
women want to look like
models they see in adverts.
This is despite the fact that 85% of
young women recognise that
sometimes the images in advertising
have been altered using airbrushing.
More worryingly, almost half (47%)
agree with the statement ‘Seeing
adverts using thin models makes me
want to diet/lose weight/feel more

« Young women question
brands which use
airbrushing in their
adverts.

Even the use of minor cosmetic
airbrushing on models is rejected by
61% of young women, who think it is
unacceptable for brands or products
to use airbrushing to erase
blemishes or spots on models in their
advertising. The figure is far higher
when it comes to the use of
airbrushing in changing the body
shape of a model in adverts: 84%

of young women believe this

is unacceptable.

Young women are less
trusting of brands and
products which use
airbrushing to significantly
alter the way a model
looks.

48% agree that ‘it makes me less
inclined to believe what the
brand/product is telling me'.

« Young women favour
images of models which
haven’t been airbrushed.
We showed them four images of the
same model: one was completely
natural, and the other three images
were each airbrushed to various
degrees. Some 40% would select the
completely natural image (no
airbrushing) to appear in an advert
for women, or girls, like them. 78%
describe this image as ‘natural’; 35%
describe it as ‘beautiful. See pages
10-14 for more details.

XXX X1}

eeeeccccce
-oo.-oco-ooaon-oconocooo
X

XXX XX
--oo-..oo---o---oo--oooo
ceoce

conscious of the way | look’.

1

04 | Autumn 2011

ustry: Gredos research points fowards public support for

NRE " sing {0 include a range of sizes, shapes and skin tones.

more diversity in adverti

esccce
-oo-ooooo-ooo-oooo-ooo.--

esceccocce

escee
esscccscccse
co--.a-noooo-oco-o-..-oo
0
escsccccccce

esececcccce

Even the use of minor cosmetic arrbrushing on models 1s rejected by 61% of young women

| Pretty as a Picture



' fi ice
garly teens first cho! .
Spend‘mg 1 h friends (25%
gpending time ith family (19%)
Listening to music (11%)
Mi
d~teens' . Pre-teens’ first .
Spengi first choj « Bej choices
Nding time with Ices ing bullied (24%)
. N
guments with family (19%)
° Crlm _ . 1
e - feeling safe (16%)

Bo th
yfrlen farn
d il
/r elationgp; ( Y (19%)
P 14%)
' g . ns first
Young adults first choices garly €€ o (A5%)
arguments with famity (5%
« Boyfriend/ relationships (28%) 9 %)
Crime - feeti™ safe (147
. Spending time with family (23%) r
. 13%)
. Spending time with friends (23%) Mld~teen B o
S’ fir.
° Exa st ch .
ms (23%) Oiceg

* Gettj

o 'ng a jop (15%)
rime (1 1%) (]

Youngd adults’ first choices

« Getting @

« Not having m

'Ap
Pearance (119 )

0
job (20%)

oney (19%)

« Exams (1 5%)



It's clear that young women have the
means to share and communicate online.

If they are talking about advertising and
products then the implications for brand
owners are potentially very great, so it
was interesting to learn about the channels
that they use to share their opinions.

From their early teens the majority of
young women have an internet enabled
phone. They can stay connected all

the time.
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Sharing information online — mid-teens lead the way

Young women in their mid-teens consistently appear to be most
active online. Half of all young women have shared an
advertiser's website link with a friend at some point in their
lives, and 37% of mid-teens have done so in the last month.

Video

Similarly, when it comes to sharing an advertiser’s video with a
friend, just under half (46%) have done this, and mid-teens are
most prolific (23% of mid-teens have done so in the last month).
Blogging

The same can be said for blogging: almost a third (31%) of
young women have at some point written a blog, and it's most

common among mid-teens — 21% of 16-17-year-olds have
written a blog in the last month.



Commenting on blogs & websites

Some 44% of young women have commented on a blog at least
once, and mid-teens are most likely to have done so recently
(28% have done this in the last month). 39% of young women
have written a comment on a website at some point, and this is
highest among mid-teens (16% have done so in the last month).

Girls are generally positive — but are ready to rate
brands online

Our research suggests that young women are more likely to post
a positive comment about a product online than a negative
comment. Nearly half (45%) of young women have posted a
positive comment at some point, compared with 28% who have
ever posted a negative comment. Once again, girls in their mid-
teens are most likely to have done either of these in the last
month — 26% have posted a positive comment and 10% have
posted a negative comment.

These findings

suggest that young women —

particularly those in their mid-teens

— who are pleased with a product or brand
are willing to share their praise with the
online world. Although they may be less
likely to criticise brands online, they may
well do so given sufficient reason. This
means brands should continue to be wary
of crossing the boundaries of what young
women consider acceptable behaviour.
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‘ ‘ Half of pre-teens (51%)
are on Facebook, although
they should be aged 13

before they join. , ,



Young women are media multi-taskers. In our focus
groups, they tell us that they are often on
Facebook at the same time as they are watching TV.

Young women on Facebook:

_ Pre-teens - 51%
A << - 69%
I c-tccns - 95'%
N - =l - 96%

Young women on Twitter:
B Pre-teens - 8%
B oy teens - 32%
I Vic-teens - 50%
_ Young adults - 42%

Young women spend a large proportion of their
social lives online. Mid-teenage girls spend R .
most time on the social networking sites: It's likely to be on their laptop or PC (88% of
almost a fifth (19%) admit that they spend more young women own one) — which parents

than 3 hours a day on Facebook and/or Twitter. probably find easier to monitor. But it's also on

Mums appear more comfortable when this is their mobile phones - 69% of young women
done at home, perhaps because parents feel it own a smartphone.
is safer for their children to be online inside the

home, where they are easier to monitor.

Where are young women accessing Facebook?

Pretty as a Picture | Autumn 2011 | 09



[ truth about airorushing and advertising

Qur research into young women’s
feelings about idealised imagery focuses
on five central themes in the debate

about body confidence and airbrushing:

1: We discover whether young
women understand the
differences between
advertising and editorial.

2: We determine whether
young women understand
the term “airbrushing’,

3. We examine young women’s
perceptions of ‘flawless’
models in adverts.

4: We look at how young women
feel about the portrayal of
thinness in adverts.

o: We find out what young
women want to see
in adverts.




Do young women understand the
differences between advertising
and editorial?

Our research suggests that sometimes it is difficult
to distinguish advertising from editorial.

Magazines

Young girls are quick to recognise adverts in
magazines, since they believe an advert is
something which features a brand name - “if it's got

the name of where you can get it from, it's an advert”

(Girl, 10). When looking at a magazine interview with
a celebrity, in which references to a particular brand
are made, early teens recognise this as an advert,
because the celebrity “probably doesn’t” use that
product. But interestingly, older girls appear less
certain. When looking at the same article, the young
women say "l didn't see it as an advert” (Girl, 17),

“I wouldn't say it's an advert, I'd say she's just
promoting her product” (Girl, 15), and “It's mainly an
article, so you read it as if it's true” (Woman, 18).
This is also the case true for their Mums, who
debate whether or not they consider this an advert
or an article. One Mum says : “You are looking at an

article”, whereas another says “That is blatantly an
advertisement”. Another asks “Why is it an
advertisement? | don't get it ... it's giving you facts ...
she’s talking about other things”. This suggests that
as young women become older, they are more able
to see the similarities between certain types of
advertising and editorial.

Websites

Adverts on websites also appear difficult to spot.
Young women aged 15-18 tell us that adverts on
web pages “are always down the side, or on the top”.
They say that “adverts usually don't have much
writing, especially on the internet” (Woman, 18). As
such, they find it hard to distinguish between
advertorials and editorials online, especially on
news websites, because these are considered a
“trusted” source.

Ads on Facebook appear easiest to identify.
Company pages on Facebook are generally
considered adverts — young women believe that
brands are simply “trying to get more likes than the
other brands, because it makes them look better,
makes more people want to buy their products”
(Woman, 18).

Do young women understand the term ‘airbrushing’?

It has been claimed that young women don't realise that images in adverts have been airbrushed.
This has resulted in calls for a ‘kite mark’ to be placed on photographs which have been digitally

enhanced, to alert consumers to the practice. However, our research shows that young women
are already well aware of the widespread digital manipulation of everyday images.

Some 84% of young women know
what the term "airbrushing’ means.
The number is high even among

pre-teens: over half (58%) say
they understand the term, with
awareness rising to 97%
amongst 16-21-year-olds.

These high levels of
understanding are also reflected
in the fact that 40% of young
adults have used, or asked
someone else to use,
airbrushing techniques to make
a photo of themselves look more
attractive. The focus group
discussions suggest that such
photos are probably those posted
on Facebook. One 14-year-old girl
describes how “If you want to put
a picture on Facebook, everyone's
going to edit it a bit, to make
themselves look better”.

Moreover, the majority of young
women (85%) are aware when
looking at magazines or
advertising that sometimes the
images have been airbrushed.

Again, this figure is high amongst
pre-teens, with 63% agreeing that
they are aware, rising to 98%
amongst young adults.

Their information comes from
a variety of sources as
outlined below:

TV programmes: 47%

(N NN NNNN NN
Magazines: 41%
eo0o0000O0O

At school/college: 39%
o000 00O0O

From parent/guardian: 34%
0000000
Websites: 26%
eo0o0o0o0o00

These figures vary considerably
depending on the age of the
respondent, and to a lesser extent
by social grade. Younger girls aged
10-15 are more likely to have learnt
about airbrushing from a parent or

guardian (47%), whereas young
adults are more likely to have
gathered information from TV
programmes (62%) or magazines
(55%). Young women are also more
likely to have been educated about
airbrushing by a parent or guardian
if they are from a C1C2 (38%) or DE
(35%) background, compared with
fewer than a third of AB young
women (28%).

This suggests that information
about airbrushing is reaching young
women mainly via TV programmes,
magazines, and school or college.
Education at school seems to be a
particularly effective way of
educating young women about
airbrushing. One 13-year-old girl
describes how in her ICT class she
has been “finding out about all the
airbrushing, and you see how they
get the computer and they edit it for,
like, their legs to be skinnier,
cellulite to be removed, their boobs
to look bigger™.
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Which images do young women prefer?

Once we understood what young women thought of 1: The first image was completely unchanged, so we
idealised images and digital manipulation in advertising, refer to it here as 'natural.

Credos wanted to discover which type of images they 2: The second image was lightly retouched, removing
prefer in advertising aimed at them. To test their minor blemishes and evening out her skin tone.

preferences, we showed 1,000 young women four different
images of the same model. Credos commissioned its own
photo shoot because we were unable to find an un-
retouched image of a young healthy-sized model. We

3:In the third image, Bella's body shape was altered,
slimming her to a UK size 8.

4: In the fourth image she has been made to look

chose our model, Bella, because she is at the upper end of extremely thin - we estimate a UK size 4.

the age group we were polling and she is an average UK Our question: "Which of the following images would
dress size 10-12. The original image of Bella (image 1) you choose to appear in an advert for women, or girls,
was then manipulated to different degrees: like you?"

The answer: The majority (76%) of young women prefer
either natural (image 1), or lightly retouched (image 2),
over the heavily airbrushed images (images 3 and 4), as
our survey results demonstrate here.

Natural image

40% choose this
» Natural (78%)

« Beautiful (35%)

* Perfect (17%)

16-21-year-olds are more likely to consider this image
‘beautiful’ than their younger counterparts. 44% of mid-
teens and 40% of young adults choose ‘beautiful’ to
describe this image, compared with just 29% of early
teens and 26% of mid-teens.

12 | Autumn 2011 | Pretty as a Picture
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‘Ultra-thin’

5% choose this
« Too thin (78%)

e Unnatural (59%)

« Too airbrushed (56%)

* Lengthening body

* Reducing cleavage

Altered body shape

i + This is the least popular
20% choose this : :  image by far.
« Natural (34%) . + Comparisons between

: young adults and
e Too airbrushed (32%) pre-/early teens reveal

the most significant
* Fake (30%) differences of opinion:

69% of early teens
describe this image as

: +  ‘too thin’, rising to 85%
As they get older, girls are less likely : ¢ of young adults; 49%

to consider this image to be ‘natural’. : :  of pre-teens describe
Around 40% of 10-15-year-olds : + it as ‘unnatural’, climbing
describe this image as ‘natural’, : = to 71% of young adults;
compared with just over a fifth (21%) : : and 40% of pre-teens

of mid-teenage girls. This may be : + describe it as

because older girls are more likely : :  ‘too airbrushed’, peaking
to understand how images can be :  at 74% of young adults.
digitally manipulated, and therefore
are able to cast a more critical eye
over the photographs.

e Slimmer legs, arms, hips :
and stomach :

Pretty as a Picture | Autumn 2011 | 13



Young women's
attitudes towards thin
models in adverts

We also asked our respondents
whether they agree with the
statement ‘seeing adverts using
thin models makes me want to
diet/lose weight/feel more
conscious of the way | look’.
While over a third (35%) of young
women disagree with this
statement, almost half (47%) of
young women agree. It varies
considerably by age, with mid-
teens again the most likely

to agree:

Pre-teens: 38% agree
00000 OCOCS

Early teens: 34% agree
0000000

Mid-teens: 61% agree
0000006000000
Young adults: 55% agree
00000000 OCOS

There is a significant difference between
social grades when it comes to the
statement ‘seeing adverts using thin
models makes me want to diet/lose
weight/feel more conscious of the way |
look’. Over half (52%) of AB young women
agree with this statement, compared with

14 | Autumn 2011 | Pretty as a Picture

40% of young women from a DE
background. These differences are also
reflected in the fact that almost two fifths
(39%) of AB young women agree that they
‘want to look like airbrushed models in
adverts’, compared with just under a third
(32%) of DE young women.

Opinions are even more pronounced when
it comes to airbrushing being used to
change the body shape of a model in
advertising. A large majority (84%) of
young women believe that this is
unacceptable, ranging from 78% of pre-
teens to 89% of young adults. This shows
that the older girls become, the less
tolerant they are of this particular use

of airbrushing.

What the answers from both these
questions suggest is that young women’s
body confidence is at its lowest when they
leave compulsory education. This could be
for two main reasons. First, 16 is the age
at which young women reach the age of
consent, and therefore concerns about
their appearance are top of mind. Mums
recognise this type of behaviour — one
mother of a mid-teen describes how
“Getting ready to go out is stressful for
her and me - every Friday she starts at
about 4pm and goes on for about 5 hours
until she goes out”.

Second, for those who enter a college or
sixth form, it is the age at which many of
them no longer have to wear a school
uniform, and may therefore become more
conscious of the way they look in

comparison to their peers. They may also
become more aware of their appearance
because, rather than compare themselves
to others in school uniform, they become
part of the adult world — comparing
themselves to older women who have
more money to spend on fashion, hair and
make-up.

1 don’t really look at things
Like that and be like, ‘Oh, 1
wish I was that pretty’ ...
I don’t really sit there and
like, cry and that, and be
like, “Oh my God, why am
1 like this?’ I just sometimes
wish that I was that skinny
and that tall.

Girl, 13 , ,



£ GRS

How do young women feel
about their appearance?

| worry that when | go out |
don’t look that nice. | want
to look nice when | go out

Girl, 10

| used to always be
paranoid going out in a pair
of shorts, just in case someone
would be like ‘put your legs

away, they're fat’. But that's only
‘cause we think we’ve got to be
that skinny otherwise we can’t
wear certain clothes
Girl, 13

What do they think of
airbrushing in adverts?

It doesn’t really affect me — not as
much as people say it does
Girls, 13-15

It has to be realistic, otherwise
you just don't believe it
Woman, 18

It's like they're lying
Girl, 11
It doesn’t even look human, it's

too much
Girl, 14

TALK...

How does it affect their
impression of the brand or
product?

A really pretty girl would make
me want to buy the product more
Girl, 17

They are selling us products that
don’t work
Girl, 10

When they are selling something,
like an advert, then they probably
airbrush it so it gets more money
Girl, 11

They make everything perfect —
you can't tell what they are
advertising

Girl, 15

You don’t know if they've actually
got that [product] on
Woman, 18

How does it make young
women feel?

It makes me feel a bit insecure
Girl, 15

If airbrushing was never invented,
there would be so much less
problems. Anorexia would be so
much less of an issue

Girl, 17

All the models,

they're always tall

and skinny ... if we

didn’t have the magazines

and advertising then we wouldn't
know any different

Girl, 13

What should advertisers do?

They should make it more
realistic, because it’'s all fake
Girl, 14

They should not always use
skinny models, ‘cause not always
skinny people are buying stuff
Girl, 14

Plus-size models look just
as nice
Girl, 15

I think you should have a range [of
sizes] because that’s real
Woman, 18

Low body confidence

I don’t think it's got anything to do
with magazines. | think it's to do
with what people say

Girl, 13
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After speaking 10 the youngd
women in our focus groups, we

also spoke to thelr Mums

separately, producing sOmMe
valuable insights into yound

women’s lives.

Growing up tog fastd

Mums tell us that their girls are
growing up faster these days and are
more mature than they were at the same
age. One Mum notes that “a picture of
me aged 16 would be so different
compared to girls of 16 now. They are
so much more mature — they wear more
make-up and what I call fake things:
tan, nails, hair, etc., things I can’t
stand” (Mum of mid-teen).

They also express concern over the
importance some of their girls place
on brands and fashion. “My daughter
went to Lakeside the other day and
bought a bag and jacket for over £100
— she carries it all around”

(Mum of pre-teen).

Despite noting the differences, Mums
don’t appear to want to revert to the
way things were when they were young.
They do all they can to allow their
girls the freedom to enjoy their
lives, while keeping them safe from
any potential downsides presented by

today'’s world. , ,

Body image

The Mum of a pre-teenage girl speaks

for many when she says “Yes, it’s a
big one. Her hair, clothes, weight”.
However, we also observed that their
girls’ preoccupation with the way they
look is not always something that is
spoken out loud. As one pre-teen’s Mum
says, “They don’t make it known — but
you see them in the mirror and her
mood changes if she doesn’t feel good
in what she wears. She worries about
what people think, a lot”. Another
says “It’s definitely a worry. My
daughter put on weight, I could see
that, and she talks about her body all
the time — I think it’s an obsession
with her...” (Mum of mid-teen).

The girls’ unspoken concerns tend to
manifest themselves as “tantrums” and
self-critical behaviour. Mums list
complaints such as “I can’t wear this.
This looks wrong. My arms are too fat.
Now my legs are too short. Have I got
muffin tops? My hair won’t backcomb
properly” (Mum of early teen). The
girls appear to worry a good deal
about appearance — particularly their
hair, but also spots and blemishes —

usually for boys’ benefit. , ,



What's the higgest influence?

Mums are very aware of pressures on their girls’ lives and the influence of friends is
mentioned most often for all age groups. The girls say things like “my friends have
these clothes, why can’t I have those?” (Mum of early teen).

We asked what has the most influence on girls’ self-image: friends, advertisements or
magazines? The Mums are quite clear that friends are the most important, although a long
list of celebrities is cited as also influencing their daughters.

For the youngest girls the Disney channel, Hannah Montana, Tracy Beaker, Teen Mom 2,
Cheryl Cole, Rihanna, JLS and Jessie J are all referenced.

Whether the celebrities are a positive or negative influence depends on their image.
Mums tend to prefer the younger role models who are “bubbly and active” rather than the
older celebrities who are experiencing difficulties and appear to be living miserable
lives (Mum of pre-teen).

J)



qhout at\ven’\sing?

Whatdo Mums think

What would Mums change?



Comments

Throughout the course o) owr studu, we observed that

girts sel{-esteem and bodn@ confidence is often low. The

éirts' \/U\LV\.QT&\OiUt& seems to PM}Z &t arownd 16-\7 uears

og Goe, ust as extermal pressures such ag mMaing

choiceg gor‘ the gutuf‘e, Qre INCreasing megom,

iV\\/oL\/iV\é inls in digenusgiong about &if‘bv"uskiné end

bodu, cond idence, prior to the most vulnerable &S in

their Liveg, would ke,LP. Around. &ae 10 would be an

awro?ﬁam Time to b%im qust be%om most éirts

enter gecondary gchool. The twckiv\f) materials

developed by V\ot—gof‘-‘)v"o@t organisation Media Smart, which is to pay &

lﬂeg role in Suwor‘tivxé the Government's ovxéoivxcc) Bod& cOw@okevxce cam?a%vg will
be og \oevw,@t

we note @r‘om our digeuggions with Mume that airle’ concerng about their
GppeArance og\'e,vx &P U\V\.SFOI’ZU/\., but that their diswmgor‘t i mavxige,ste,d in seLﬁ—
eritical behaviowr which {rther undermines their confidence. Therefore, it is
ivv\\)or’mvx’( that 3W‘Ls are e,vxwumbui to guestion their s,¢.’,L€-‘>e,uf‘c,e,‘>’(ioV\v in order to
minimige ite iMF&c’( on their @A’CU\P@ we,LL—be,ivx.é.

Recommendations

Credog advocates the Succeed BOA:B Im&&c Wogmvvw\e, and it 'C%Mti\/e
diggonance intervention” worfeghope.” Tn these, Groups o€ WOMEN 4re
M\COW‘&S)w\ to voice ‘)ositi\/e statements about their bod image, while
iMStiom% received wigdom about ideal bodﬂ ‘gws. Teathers can be trained
0 run Suth Groups in gthools, ag can gstudents in universities. The royect is
considered ki&kL e,%\e,c‘ci\/e in ivvx?m\/ivxé seLg—e,s‘ce,cM and v"w\uxuvxé attendant
?r‘obu,ms &rmons he more vulnerable, such ag ea’ci% digorders.

1 Becker, C. B, & Stice, E. (2011). Succeed Body Image Programme Manual. Oxford: Oxford University Press.
2 National Schools Partnership (June 2011). Body Image Survey.
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Is your company ready to
face the truth about
advertising?

Credos' work is supported by a group of advertisers,

agencies and media owners.

They are committed to understanding the role
of advertising in society through high quality
research and analysis.

Together they are helping to preserve the
industry's reputation and improve its standing.

If your company is ready to join them,
call Tim Lefroy, CEO at the Advertising
Association on 0207 340 1100 or
email Tim.Lefroy@adassoc.org.uk.
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Credos, 7th floor North, Artillery House,
11 - 19 Artillery Row, London SW1P 1RT
Tel: 020 7340 1106
info@credos.org.uk
www.credos.org.uk



