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ABSTRACT

This empirical study aims to investigate the image of beauty standards constructed by
the Turkish teen magazines and its relation with the beauty understanding of Turkish
Cypriot teenagers. Other issues investigated are the consumption behavior of teenagers

who read teen magazines and the body satisfaction of teenage girls.

This study employs three different methodologies. Firstly, a content analysis covering
12 issues each spanning 4 years is performed on two popular Turkish teen magazines,
Hey Girl and Cosmo Girl, read by Turkish Cypriot girls. Then a questionnaire is
applied to 156 girls, for investigating how teen magazines affect the beauty
understanding, various behaviors and value judgments of teenage girls. The
questionnaire includes a body satisfaction inventory section. Finally, a focus group
study is performed with six different groups of girls aged 12-17 years discussing with
them their beauty standards, body satisfaction, consumption habits and magazine
reading habits. The findings indicate that the ideal beauty concept of Turkish Cypriot
girls is very similar to the ideal Western beauty and teen magazines contribute to this
as well as other sources of media. Teen magazines are also affecting the consumption
behavior of girls. Girls read magazines to get rid of their worries and to get information
on fashion and beauty trends and products. Girls show signs of body dissatisfaction

especially with regards to their weight.

Keywords: Teen magazines, Body Satisfaction, Beauty Standards, Consumption

Habits, Feminism, Cultivation Theory.



0z

Bu nicel ¢alisma, Tirk geng¢ kiz dergilerinin olusturdugu giizellik standartlarini ve
bunun Kibrish Tirk geng kizlarin giizellik anlayislar ile iliskisini incelemektedir.
Bunun yaninda, gen¢ kiz dergilerini okuyan genc¢ kizlarin tiiketim aligkanliklar ile

geng kizlarin bedenlerinden ne 6l¢lide memnun olduklari da incelenmistir.

Calismada ii¢ ayr1 arastirma yontemi kullanilmustir. ilk olarak, Tiirk¢e olarak
yayimlanan Hey Girl ve Cosmo Girl gen¢ kiz dergileri lizerinde 4 yillik siireyi
kapsayan 12’ser say1 igin igerik analizi yapilmistir. ikinci olarak 156 gen¢ kiza bir
anket uygulanarak, gen¢ kiz dergilerinin kizlarin giizellik anlayislarim1 ve deger
yargilarin1 ne Olgiide etkiledigi belirlenmeye calisilmistir. Uygulanan anket iginde
beden memnuniyeti envanteri de yer almigtir. Son olarak 12-17 yas arasindaki geng
kizlarla 6 gruptan olusan odak grup calismasi gergeklestirilerek dergileri okuma
aliskanliklari, glzellik standartlari, beden memnuniyetleri ve tiikketim aligkanliklar
detayli olarak tartisilmistir. Calismanin bulgulari, Kibrishh Tiirk geng kizlarin ideal
giizellik anlayisinin batili giizellik anlayisina ¢ok yakin oldugunu ve buna diger medya
kaynaklar ile birlikte geng kiz dergilerinin de etki yaptigini géstermektedir. Dergiler
ayrica geng kizlarin tiikketim davranislarini da etkilemektedir. Geng kizlar dergileri
dertlerini unutmak ve moda ve giizellik konularinda yeni egilimler ve iiriinler hakkinda
bilgi almak icin okumaktadirlar. Geng¢ kizlar Ozellikle kilolar1 konusunda

memnuniyetsizdirler.

Anahtar Kelimeler: Geng kiz dergileri, Beden memnuniyeti, Guzellik standartlart,

Tiiketim aligkanliklari, Feminizm, Yetistirme Tezi.
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Chapter 1

INTRODUCTION

This empirical study aims to investigate the ideal beauty image constructed by the
Turkish teen magazines and whether there is any common beauty standard among
Turkish Cypriot teenagers. Other issues taken into consideration are the consumption

behavior and the body satisfaction of teenagers who read teen magazines.

The motivation for this study can be explained as follows: | studied child development
and education and | am the mother of a girl who was a teenager when | started my PhD
studies. One day, | saw teen magazines on her desk, and | noticed that the cover girls
were almost all blonde and thin. Then, I noticed that my daughter and her friends were
questioning their looks compared to the cover models. | realized that these teen
magazines, among other factors, may be influencing young girls with regards to their

beauty ideals and | decided to conduct this study.

Most of the female teenagers in the developed world read popular teen magazines,
which is also true for teenagers living in Turkey and North Cyprus. Therefore, teen
magazines may play an important role in shaping identities, promoting consumption

and influencing teenager behavior.

This study is performed with a mixed-method approach and it employs three different

research methodologies. Firstly, a content analysis is performed on two popular
1



Turkish teen magazines with highest circulation: Hey Girl and Cosmo Girl, read by
Turkish Cypriot girls. The content analysis study has taken into consideration 12
randomly selected issues of each of the mentioned magazines published in 2007-2010.
On the other hand, using the survey approach, a questionnaire is applied to 156 girls,
to understand their magazine reading experiences and to investigate how teen
magazines affect the beauty understanding, and consumption habits of teenage girls.
The questionnaire includes a body satisfaction inventory section. Finally, a focus
group study is performed with six different groups of girls aged 12-17 years, discussing
with them their beauty standards, body satisfaction, consumption habits and magazine

reading habits.

The study includes a literature review to discuss similar studies on teen and women’s
magazines, beauty standards and body satisfaction. One part of the literature review
on beauty standards, the representation of women in media and girls as consumers is

in this Introduction chapter, and the other part is in section 2.1.

A study on teen magazines should include an analysis from consumption point of view.
Results discussed in our content analysis of popular teen magazines include the amount
of coverage given to advertisements, shopping tips and beauty products. It is shown

that the total price of all goods and products advertised sums up to a very high value.
1.1 Beauty Standards

When you ask the following question to teenagers: “how should a beautiful girl look
like?”” the answers you receive reflect the beauty standards valid among teenagers in
that society. If you ask the same question in another society, you may expect to get

different answers. However, is it really the case? If not, and if the answers we get in

2



different societies do not differ much, then can we talk about a ‘global beauty

concept’?

Where do these beauty standards come from? How is it possible that most of the
teenagers give exactly the same answers in defining beauty? It seems that the beauty
concept is established as a part of our culture. So, how is this concept cultivated? To

understand this, one has to analyze the development of the beauty concept in history.

Since ancient times, feminine beauty have carried great importance and women have
tried to meet beauty ideals of their society. The definition of beautiful woman changes:
it changes in time within the same society; it changes from one culture to the other at
the same moment in history (Davis, 2000; Felski, 2006). In addition, different
societies have had different local beauty standards. Even nowadays, different societies
may have different standards for beauty. For example, although in general being
thinner is believed to be more desirable in many regions of the world, Azawagh Arabs
of Niger believe that fat women are more beautiful (Felski, 2006, p. 278). Sculptures
from early Greek civilization display women with larger body. Considering the
Ottoman Empire, women with larger hips and medium weight were considered to be
beautiful. However this changed in time, and in the modern Turkish society, beauty
ideals demand women to be slim. Similarly, it has been shown that ideal waist-to-hip
ratio of women has changed over time in western societies from 500 BC to today

(Bovet & Raymond, 2015).

Women sometimes choose painful methods to get closer to the beauty standards set by

their cultural environment. For example in ancient China, women with little feet were



considered to be beautiful, so there was a foot-binding practice among women to keep
their feet small. Also, in some African tribes, women put metal circles on their necks

one after the other because women with longer necks are considered beautiful.

In early times, travel to other countries was not common, and transportation to long
distances was difficult. Therefore, societies were not affected from each other’s beauty
standards, as there was no direct interaction between cultures. After the Industrial
Revolution, the invention of the steam engine made travelling to long distances by
train or ships possible. With the beginning of the 20th century, traveling became more
convenient as better railroads and highways were constructed. International travel
became easier and much faster with the invention of the airplane. With all these
advances, the level of cultural and economic interaction between people, cities and
nations grew higher and higher. Thus, with the western culture becoming more

dominant, non-western societies began to be influenced by western beauty standards.

However, it should be added that beauty does not only have a cultural perspective. It
also has, biological, anthropological and aesthetic dimensions, which are not covered

in this study.
1.2 Representation of Women in Media

In the second half of the twentieth century, the “globalization” process, which started
aiming to create a single “world market” from an economic point of view, has resulted
in a single world “with increased, even unavoidable contact” (Featherstone, 1996, p.
47). New media technologies such as radio, telephone and television “eliminated time
and space factors in human associations, creating involvement in depth” (McLuhan,

2006, p.108). Media also became globalized, and television broadcasting was widely
4



spread over the whole world in the second part of the 20th century. In his book
“Understanding Media”, McLuhan pointed out how electronic communication was
changing the way we perceive ourselves and our world. “Technologies such as
telephone, radio, and television were shrinking distances, accelerating communication,
and giving us a world far different from that which previous generations had
experienced.” (p. 109). McLuhan used the phrase "global village" to highlight his
observation that “an electronic nervous system (the media) was rapidly integrating the
planet -- events in one part of the world could be experienced from other parts in real-
time, which is what human experience was like when we lived in small villages.” (p.

109).

Local newspapers and magazines started giving more and more coverage to
international events, news and celebrities like movie, television or music stars.
Accordingly, a global beauty standard, predominantly white, blonde and thin, started
being promoted in women and girls’ magazines, TV series, magazine programs, and
various other media types. Consequently, many societies such as China, Japan, and
other Asian countries, and even African-Americans “revised” their local beauty
standards and adopted Western standards of beauty (Bordo, 1993; Darling-Wolf, 2004;
Gordon, 2004; Gane, 2007; Xu, 2007; Crawford, 2008). Consequently, many women
and teenagers, especially those living in countries where the white Anglo-Saxon

culture was not historically dominant, are now not happy with their looks.

Mass media refers to TV sitcoms, music shows and dramas, movies, books,
newspapers, magazines, music DVD’s and the like, created and disseminated for wide

consumption. In recent years, some researchers have studied how women are

5



represented in mass media. Marian Meyers (1999), who edited a book on mediated
women, indicates that the first book which discusses the representation of women in
mediated popular culture was written in 1978 by Tuchman, Daniels and Benet titled
“Hearth and Home: Images of Women in the Mass Media”. Meyers states that
compared to the end of 1970’s there are now more magazines on the market targeting
specialized consumer groups like young audiences (teen magazines), young women,

working mothers, and brides.

Meyers concentrates on finding out how media texts promote particular
understandings of women'’s lives and roles, and indicates that media images define and
reinforce white, middle-class standards of feminine beauty and desirability. She
mentions women that appear in media content “tend to be young and pretty, defined
in relation to their husband, father, son, boss and other men, and they are portrayed as
passive, indecisive, submissive and dependent” (p. 10). Similar remarks are made by
Coleman (2008) indicating “a homogenization of western cultural images of female
bodies as young, white thin, attractive, healthy, heterosexual and middle class” (p.

164).

Another quantitative study on the representation of women in media is Nancy
Signorielli’s (1997) content analysis across six media, which are heavily used by
teenage girls. She shows that media represents both positive and negative images of
women. This gives conflicting messages to adolescent girls about their own potential.
Many of the female characters she studied in her study were strong, independent,
intelligent and honest girls, but physical appearance and relationships were of primary

concern to them. On the other hand, her study showed that for male characters, jobs

6



and careers were much more important. The major message of media is that
girls/women can be strong, independent, and intelligent as long as they remain at home
and within their relationships, while also maintaining traditional standards for female

beauty.

It has also been reported that adolescent girls get pleasure from reading teen
magazines, which, in addition to other types of media, affect the adolescent girls by
communicating messages about ideal beauty and stereotypical gender roles (Radway,
1991; Ballentine & Ogle, 2005; Nam, Lee & Hwang, 2011). Studies have also been
conducted on the effect of teen magazines on adolescent girls’ beauty perception and
consumption habits in general (McRobbie, 1993; Gonick, 1997; Duke & Kreshel,
1998; Gane, 2007; Kim et al., 2011), and in different countries around the world
(Silvestre, 2009; Chen & Jackson, 2012; Nam, et al., 2011). Most of the results of these
studies suggest that a western beauty standard that characterizes women as thin, blue-
eyed, blonde, and with an upturned nose, is promoted globally in women’s and
adolescent girls’ magazines. Being repeatedly subjected to these messages about
beauty may cause a cultivation effect on women (Gerbner, 1999). Similarly, feminists
claim that society continually forces girls and women to conform to the image of

feminine beauty (Wolf, 1991).

The media and advertising industry frequently use idealized images of femininity to
further increase the desire to attain ideal beauty. Wolf states that “the modern arsenal
of the (beauty) myth is a dissemination of millions of images of the current ideal”
(Wolf, 1991, p. 16). The continuous promotion of this standard makes adolescents less

happy with their looks, and results in body dissatisfaction (Ballentine & Ogle, 2005;
7



Tiggemann, 2003; Knauss, Paxton, & Alsaker, 2007; Chen & Jackson, 2012). Voelker,
Reel, and Greenleaf (2015) indicated that adolescence is a critical period in body image
development and that media influence body image perception. Likewise, Bucchianeri,
Arikian, Hannan, Eisenberg, and Neumark-Sztainer (2013) showed that body
dissatisfaction increased during middle and high school years. In addition, Silvestre
(2009) found out that the “thin body ideal” promoted in Western society was an
important factor in female adolescent body dissatisfaction in Portugal. Sauer and
Robles-Pifia’s (2003) findings show that adolescent girls perceive themselves as
overweight even when they are not, and some attempt to become thinner by adopting

unhealthy dietary habits.
1.3 Girls as Consumers

It is reported that research on consumer theory has not given enough coverage to
fashion and beauty expenditures by women, teenager girls and tweens (children with
ages between 7 and 12). Youth are covered in some recent cultural studies, but mainly
from a subculture point of view. When it comes to children, not much work is reported.
Instead, children’s roles must be acknowledged and investigated as an important part

of consumer culture (Cook, 2008).

McRobbie (1993) stated that adolescent girls are being introduced to and educated into
the sphere of feminine consumption through magazines. Other researchers have shown
that girls become major consumers of cosmetic products in an attempt to attain an
unreachable beauty standard (Martin & Peters, 2005; Opree, Buijzen, van Reijmersdal,
& Valkenburg, 2014). Ballentine and Ogle (2005) reported that adolescents place
higher importance on appearance than adults, and the popular media promote the use

of consumer products for achieving the ideal body shape. In a study on teen magazines,
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Evans, Rutberg, Sather, and Turner (1991) showed that advertisements are mostly for
beauty products and fashion. The rest of the relationships of girls’ consumption habits

and teen magazines are discussed in section 2.1.5.
1.4 The Purpose of the Study

From the discussion above, it is evident that more research is needed on children,
tweens and teenagers, concentrating on their lives, understandings, culture, and
consumption habits and the link between teen magazines and the consumer society.
This study is conducted taking this lack of research mentioned into consideration. It is
mainly an empirical study, it concentrates on Turkish Cypriot girls of the 12-17 years
old age group, and it aims to investigate the coverage of ideal beauty concept in girls’

magazines, the girls’ understanding of beauty and fashion, and their body satisfaction.

Another aim is to investigate the consumption behavior of Turkish Cypriot teenagers,

and whether reading magazines influences this behavior.

The research arguments of this study are theoretically based on feminist arguments on
physical appearance and body images of women and teenagers, and the impact of teen

magazines on the beauty understanding of young girls.

Methodologies selected for the study are content analysis, survey analysis and focus

group analysis. Therefore this is a mixed-method research study.

The following issues are considered in conducting the study: What kind of an ideal

b

beauty image is promoted by teen magazines? Is there a common “ideal teenager’

image among Turkish Cypriot girls? Do teen magazines play a role in developing an
9



image of “ideal teenager”? Do teenager girls take those magazines as a reference in
defining the “ideal teenager”? Are teenagers happy with their current appearance? Do
teen magazines play a role in driving teenager girls to become heavy consumers
through the images they present? The research questions stated in Chapter 3 are shaped

around those issues.

This study makes use of the Cultivation Theory as it discusses whether a standard
beauty image is cultivated in Turkish Cypriot girls’ minds through repeated western
thin-white-blonde ideal beauty messages in media. Similarly, I try to find out the
impact of frequent advertisements and shopping tips on beauty and fashion products

in teen magazines on girls’ consumption habits.

It was indicated above that my stance is a feminist one. The main goal of the feminists
IS “to achieve a state of social equality between the sexes through the validation of
diversity, proliferation of free choice, and deconstruction of gender stereotypes”
(Tornblom, 2006, p. 1). In this context, drawing attention to the repeated and dominant
appearance of traditional sex role stereotypes in magazines is an important task for a
feminist study. Also, from the feminist perspective, “in order to illustrate the influence
the media has on the lives of women, it is necessary to explore the types of messages
put forth by the media” (p. 1), and the impact of such messages on the self-perceptions
of women. Accordingly, in this study, a feminist approach is also used in discussing

the reasons of body dissatisfaction among adolescent girls.

Feminist researchers state that the society pressures adolescent girls to accept the

image of “feminine beauty” (Wolf, 1991; Purdy, 2005) and forces them to use beauty
10



products to achieve similar looks, which is actually impossible to attain. This is an
important motive resulting in teenagers becoming consumers of expensive brand

clothes and beauty products.

The results of this study are expected to contribute to the discussions on if and to what
extent girls’ magazines create a concept of ideal beauty, cause body dissatisfaction
among teenage girls and direct them to spend a lot of money on fashion and beauty

products to get closer to the ideal beauty.
1.5 Methodology

This study is performed on 12-17 year-old Turkish Cypriot teenager girls. The study
is an empirical one with a mixed-methods approach. It is composed of a questionnaire
study performed on 156 teenager girls, a content analysis on two popular teen

magazines (Hey Girl and Cosmo Girl) published in Turkey, and a focus group study.

The content analysis method is applied to teen magazines to find out the coverage of
beauty and fashion topics, and consumerist messages related with the “ideal teenager”
concept. Hey Girl and Cosmo Girl magazines are selected for the content analysis
study considering the sales of teen magazines in Northern Cyprus for the period 2002-

2010.

To our knowledge, no researcher has reported the impact of teen magazines on Turkish
Cypriot adolescent girls. To fill this gap and to investigate the ways in which
adolescent girls in North Cyprus interact with magazines, we used focus group
methodology to understand the effect of the messages in teen magazines from a

reader’s perspective.
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1.6 Research Questions

The following research questions are addressed in this research:

1. To what extent do teen magazines influence Turkish Cypriot adolescent girls’
perception of ideal beauty?

2. To what extent do teen magazines trigger Turkish Cypriot adolescent girls’
consumption behavior in regard to cosmetics and fashion brands?

3. For what reasons do Turkish Cypriot adolescent girls read teen magazines?

4. Are Turkish Cypriot teenagers happy with their current appearance?
1.7 Limitations and the Significance of the Study

This study is limited with one type of media: teen magazines. Hey Girl and Cosmo
Girl teen magazines were used in this study as they are the ones which have the highest
circulation. Other media types, such as television programs, movies, and newspapers
that play roles in the construction of the ideal beauty concept are not considered. Also
the study does not consider boys and their magazines as there is no boys magazine

published in Turkey for the same age group.

The domain of this study is limited with the Northern Cyprus society. Only teenage

girls aged 12-17, living in Northern Cyprus are considered.

The significance of this study can be summarized as follows:

e to our knowledge, it is the first audience side study performed on girls’
magazines published in Turkish.
e it covers a gap in social research on teenage girls and teen magazines (Colins,

2011).

12



e to our knowledge, it is the first mixed methods study performed on girls’

magazines.

The rest of this thesis is organized as follows: In Chapter 2, a literature review is given
on related studies and theories. In Chapter 3, the research methodology is explained.
In Chapter 4, the findings of the study are stated. The thesis is concluded with the

Conclusion chapter which is followed by the Appendix.
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Chapter 2

LITERATURE REVIEW

In this chapter, a literature review will be presented discussing studies on teen
magazines, beauty and media, identity, body satisfaction, and consumption and media.
This will be followed by the history of women’s and teen magazines in the world an
in Turkey. The chapter will be concluded with the discussion of theories related with

this research.
2.1 Related Studies

2.1.1 Studies on Teen Magazines

The first reported content analysis of teen magazines was performed by McRobbie in
1978 on the British weekly Jackie magazine. Jackie magazine was chosen as it was the
best-selling teen magazine for girls in UK for over 10 years at the time of study.
McRobbie (1991) reported that Jackie was the “bearer of an ideology, dealing with the
construction of teenage femininity” (pp. 81-82), which was basically a conventional
look into femininity, “with no interest in improvements of the women’s position in

society” (pp. 190-191).

Peirce (1993) has carried out a content analysis of fiction articles in Seventeen and
Teen magazines. Peirce analyzed 104 fiction stories published in those magazines for
the 5 year period 1987-1991. Dependence and occupational status were chosen for

analysis because of their prominence in women’s magazine research, and because of
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their importance in gender role socialization. She reports that Seventeen and Teen give
the following messages to girls: “male-female relationships are more important than

just about anything”, and that “there really are male and female professions” (p. 65).

A content analysis study (Evans et al., 1991) reported findings similar to that of Peirce
(1993). In this study, ten issues each of Sassy, Seventeen and Young Miss teen
magazines published in 1988 were analyzed. The study covered articles, columns,
fiction and advertisements. One finding is that fashion topics dominated the editorial
pages, followed by beauty care as the second widely covered topic. Advertisements

were mostly for beauty products and for fashion clothing.

Marnina Gonick (1997) lists some of her findings from her focus group studies with
6™ and 7" grade girls of Asian backgrounds in a Canadian public school (p. 69). When
Gonick asked teenager girls what kind of teen magazine issues they wanted to work
on, girls responded by mentioning issues like fashion, make-up tips, entertainment,
and surveys (Gonick, 2003, pp. 38-39). Gonick states that when she tried to convince
the girls with whom she was conducting a focus group study to look at an American
noncommercial magazine, New Moon, published as an alternative to teen magazines,

they rejected it in favor of the regular teen magazines they read (Gonick, 1997, p. 69).

Duke and Kreshel (1998) conducted in-depth private conversations (interviews) with
ten girls aged 12-13, who were regularly reading teen magazines Seventeen, Sassy,
YM or Teen. They describe how girls interpret the mediated images of femininity
targeting them in teen magazines. They claim teen magazines give the message that

by trying hard enough anyone can reach ideal beauty.
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Willemsen (1998) performed a content analysis on six issues each of one girls’
magazine and one boys’ magazine published in the Netherlands. She studied the
language use in introductory parts of articles on sex and relationships. Willemsen
indicates that the introduction of a general interest magazine called “Webber” for boys
in the Netherlands in 1994, created a good chance for performing a comparative study
on girls’ and boy’s magazines. She chose “Yes” as the girls’ magazine to study. One
limitation of her research is that she used only the editorial pages for her study.
Willemsen categorizes fashion, beauty, love and relationship and romantic fiction
topics as stereotypically feminine. She then explains that hobbies should also be
considered as a gender-specific topic since the two magazines cover completely

different hobbies.

In 1999, Kehily, analyzed British teen magazines “More!” and “Sugar”, which discuss
sexuality in articles and advice columns. Garner et al. (1998), examined the April and
October 1974, 1984 and 1994 issues of YM, Teen, Seventeen, Glamour and
Mademoiselle Magazines, and conducted a content analysis on advice columns and
stories, investigating messages about social and cultural norms for sex and sexual

relationships.

Sauer and Robles-Pina (2003) analyzed the relationship between the contents of
magazines that girls read and their perception of beauty. They discuss the layout and
design of teen magazines, and major topics covered and they discuss the main
messages — both actual and implied — teenage girls take from these magazines. In
determining the teen magazines mostly read, Sauer and Robles-Pina used a self-report

survey in their study, and collected data from 20 teenagers.
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Ballentine and Ogle (2005) have studied the “making and unmaking of body
problems” in 266 editorial articles published in the “Seventeen” magazine from 1992
to 2003. They state that girls are especially interested in messages about the ideal
beauty concept since body is a key factor in defining adolescent They also report that
adolescents place higher importance on appearance than adults. In their study they
found out that media presents idealized images of the body, and emphasizes the

desirability of a body which is well-maintained.

Pardun, L’Engle and Brown (2005) published results of an extensive survey on 12-14
years old early adolescents’ consumption of sexual content in six media, including
print media. They applied a media-use questionnaire to 3261 7" and 8" grade students
in the United States. One of their findings is that body exposure and description of

romantic relationships constitute two thirds of all coded sexual content.

Fuller (2005) conducted a content analysis study on thirteen issues of the Seventeen
magazine. She reports that physical appearance is the most dominant theme of the

magazine. She also reports that the magazine is giving mixed messages.

Kim K. P.J. etal. (2011) performed a comparative content analysis on more than 1,000
articles published in 2008 and 2009 issues of Seventeen and Teen VVogue magazines.
Fashion constitutes the largest percentage of content in general. Teen Vogue is

concentrating more on celebrities, while Seventeen concentrates on “teen life issues”.

Redcross and Grimes (2014) conducted a survey study on teen magazines published

after 1980’s. They explain that the most popular topics in teen magazines are celebrity
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gossip, appearance-oriented articles, dating and socialization and this trend has not
changed in the last 35 years. The editors continue with these choices because they
think this is what the young girls (consumer) wants. One of the results they list is that
they believe “the physical, psychological and social development of adolescent girls
will be negatively influenced by repeated exposure to ten magazines” (p. 9).

2.1.2 Beauty and the Media

In the Introduction chapter, it was stated that societies and cultures have certain
standards which define a beautiful woman. These standards are normally passed from
generation to generation without much change in short periods. However, there seems
to be some stereotyped beauty definition at a certain period in history, although some
archeological findings point to beauty understandings similar to today’s ideal western

beauty in some early civilizations.

Figurines and idols from early Bronze Age discovered in Anatolia indicate that women
have been sculptured with body shapes similar to today’s ideal women (with small tits,
thin, and even reminding today’s fashion models). Almost 2000 years later, the
sculptors of the ancient Greek civilizations used body measures of the ideally beautiful

women of their times when building sculptures of goddesses. (Darga, 2011).

For ideal beauty understandings of more recent centuries, analyzing a painting of a
young woman made in the 18" century, Clark (2008) states that
Many of the paintings of women during the 18" century are similar because

there is even a stereotyped beauty that adapts to the values and fashion of each
period in history.

She continues by criticizing the objectification of the painting:
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She becomes an object to be seen, just like present-day models do when being
photographed to sell products. They are not persons anymore, but objects,
because their bodies are fragmented — into a good bosom, a beautiful face, a
tiny waist, or an angelic being (p. 340).

On the other hand, in the twentieth century, with the globalization of capitalist life
style and media, drastic changes were observed in many societies and cultures such as
China, Japan and other Asian cultures (Darling-Wolf, 2004; Xu, 2007; Tu, 2007,
Crawford, 2008). These changes have been towards accepting the western white
(Caucasian) ideal beauty standards instead of the prominent standards of the local
culture over hundreds of years. Many researchers have concluded that mass media and
in specific, the print media, have played a role in this transformation process of beauty

standards.

Cultural ideals of feminine beauty have fed a new beauty system especially after the
industrialization period. This system is based on women’s desire for body
improvement to meet the beauty standards. Women feel that they must look beautiful
both to give a good impression to others at work and to be popular in their social
environment (Seid, 1994). Women’s need for make-up, dieting, cosmetic surgery and
fashionable clothes to look good feeds the cosmetic and fashion industry. Media and
advertising industry repeatedly present idealized images of femininity to further
increase the desire to attain ideal beauty. Print media has played a role in promoting
ideal body standards by frequently publishing photographs of thin, blonde models and

celebrities, and articles on the necessity to look good and how to look good.
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Other types of media also promote the ideal beauty. Van Zoonen (1994) states that,
“in TV game shows, the assistant to the quiz master is the predictively attractive and
scantily dressed blonde” (p. 87). Similarly, in the Turkish version of the wheel-of-
fortune program on Fox TV, host Mehmet Ali Erbil’s assistants were mostly slim
blondes with filthy dresses. The show has launched a sister program called “50
Blondes” where fifty young women, though not all of them originally blonde, appear
with blonde hair, and answer questions for one male competitor. Most of those blondes

have actually dyed their hair to tones of yellow.

Teen magazines cannot be excluded from this promotion of ideal beauty concept. A
quick review of cover pages of teen magazines will reveal that most of the
models/celebrities that appear in magazine covers are thin, blonde, or even if not from
the white race, carry some properties (like straight hair and light skin color for blacks)
that make them look like a white model (Hooks, 1993). Grogan and Wainwright (1996)
state that images in teen magazines present a “very restricted range of models for

young women and this should be a matter of concern” (p. 672).

In order to adapt to ideal beauty standards, adolescents who are still trying to construct
their identity, use fashion and cosmetic products to create a better image of themselves
and these products become a part of their lives. In her study on the teenage girl’s
magazine Jackie, van Zoonen (1994) states that “...it is taken for granted that the
adolescent female body is in need of continuous maintenance and improvement, and
Jackie provides step by step manuals to achieve self-improvement” (p.26). She adds
that clothing and cosmetics are used by girls “to create a particular and recognizable

image for themselves” (p. 26).
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Media and advertising industry frequently use over-idealized images of femininity.
For example, Wolf (1991) found out that the average weight of fashion models in 1990
was 23% below that of ordinary women (p.11). Also, models with ideal women body
in mostly sexual looks are used to sell products for men. VVan Zoonen (1994) reports
that Women’s bodies are used as “decorative ingredients in advertisements” prepared

for the male audience such as drinks, tools, cars (p. 87).

Jean Kilbourne (2014) discusses in a TEDx session the dangers of widespread use of
advertisements in media which present women’s body as a sexual object. She adds that
in those advertisements emphasis is on “physical perfection”, and photo-shop and
similar programs are used, creating an impossible ideal look. For models of African or
Asian origin, the ones that look closest to the ideal white beauty are selected. She states
that “adolescent girls exposed to sexualized images are more prone to eating disorders,

depression and low self-esteem”.

Some other researchers who have studied the relationship between beauty standards

and media messages are indicated below.

Duke and Kreshel (1998) describe how girls understand the mediated images of
femininity targeted to them in teen magazines, and examine how the discourse of
femininity in teen magazines might influence girls’ self-concepts. They discuss the
traditional feminine role in the USA, which includes “the adherence to cultural fashion
and beauty standards”. They claim teen magazines give the message that “ideal beauty

is within anyone’s reach, if one tries hard enough” (p. 48).
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Shields and Mayhew performed a semiotic analysis on how fashion advertising works
(Shields, 2001). They state that attractiveness or ideal female beauty can be attached

to any item, and this gives the item a higher value.

Labre and Walsh-Childers (2003) conducted a research on the web sites of Cosmo
Girl, Teen People, Seventeen and Teen magazines. Their major finding is that the
mentioned web sites identify with three major themes: beauty is a requirement, beauty
can be achieved only through the purchase of products, and the magazines can help

girls find the right products.

Ballentine and Ogle (2005), who conducted a content analysis study on the Seventeen
magazine, indicate that since body is a key factor in defining adolescent identity, girls
are especially interested in messages about the ideal beauty concept, and they may be

affected more by media discourses about the body.

Findings of various studies suggest that teen magazines often contain articles on how
various parts of the body (such as hair, nails, skin) should look or smell for a girl to be
socially acceptable. This type of advice was often linked to further advices on the use
of specific products and brands as a solution of related problems. Ballentine and Ogle
(2005) report that the ideal body is described as “smooth, trim, toned, tight, long, lean,
flat, strong, young, sexy, healthy, clean, free of odor and certain types of hair” (p. 290).
They also report that adolescents place higher importance on appearance than adults,
media presents “highly stylized and idealized images of the body”, and gives messages

that “emphasize the desirability of a well-maintained body” (p. 281).
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In her study on 13 and 14 year-old girls in England, Coleman (2008) conducted focus
group and individual interviews. Girls discussed their relations with media images in
the focus group and they discussed the relations between their past, present and future
bodies in the individual interviews. She argues that “the body/image, subject/object

model often relies on and reinforces a relation of media effects” (p. 164).

Rita Felski (2006) analyzed a book by Bonnie Adrian. According to Felski, Adrian’s
book is a notable contribution to cross-cultural aesthetics and debates over gender and
globalization. Adrian mentions gigantic bridal photographs which are obligatory for
marrying couples in Taiwan. They are taken before the wedding. The bride has to
undergo a long make-up and hair-styling session before the photograph is taken. Breast
and hip padding, special lighting and extensive retouching transforms the bride’s

appearance into a glamorous supermodel.

In an analysis on anthropologist Rebecca Popenoe’s book, Felski (2006) states that
Azawagh Arabs of Niger consider fatness to be a sign of beauty and the key to being
sexually desirable, and they fatten women to the point where they cannot even move.
This is contrary to the western beauty standards and it shows that ideals of beauty may
vary dramatically across cultures. However, societies likes this are very rare and in all
the western societies and in many other cultures around the world, beauty standards
are close to the western white beauty definition (Darling-Wolf, 2004; Tu, 2007,

Crawford, 2008).
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Interestingly, even when women from the local ethnical minorities (African
Americans) in the US are portrayed as objects of beauty, their features are close to the
western white Caucasian ideals (Meenakshi, 2005). So, teenagers and women
belonging to these minorities are not happy with their racial characteristics like curly
hair and dark skin color, and they use beauty products to look like white Caucasian

women (Hooks, 1993).

As TV shows and movies produced in the US and Europe started dominating TV
programs and movie theaters of other countries, the western standards of beauty —
white skin, yellow hair, blue eyes, straight hair, and slender bodies - became globally

accepted. International women’s and girl’s magazines also played a role in this.

The study by Darling-Wolf (2004) indicated that although Japanese women criticized
media representations of women, their definitions of physical beauty and attractiveness
matched the western beauty ideals. One of her subjects, asked how she thought
Japanese ideals of feminine beauty had changed since her mother’s generation, said

the ideal was Japanese earlier, but now it is the Western ideal.

Similar transformations on the ideal beauty concept can be observed in the Chinese
society. When China was invaded by the British in the middle of the nineteenth
century, traditional notions of Chinese national identity were undermined and white
beauty standards “began to displace traditional Chinese beauties as objects of desire”.
Chinese pictorials “attracted readers with photos of Western beauties”. New

competitions like beauty pageants (for example, the Miss Shanghai competition,
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starting from 1946) were an “imitation of the Western (culture)” (Xu and Feiner, 2007,

pp. 312-313).

Some studies on beauty in Turkish should also be mentioned here. These studies
include the research of Atik and Orten (2008) who interviewed women and men of
ages 20-30 and report that on one hand, media, fashion, music and cinema industries,
on the other hand, family, friends and partners effect the formation of the beauty myth,
and the fashion and cosmetics sectors play a bigger role in this. inceoglu and Kar
(2009) interviewed 30 women who had aesthetic surgery for finding out their
understanding of beauty. Their findings show that the articles published in the female
magazines on beauty and body are shaping their beauty perception. Also, the most
common expectation from plastic surgery operations is the desire for “feeling more
beautiful” and %60 of interviewed people say that they can have another plastic
surgery operation.

2.1.3 Identity

Theories of identity were first developed in the 1950’s. These theories defined identity
as a fixed and stable characteristic of a person (Petersen, 2000). Theories developed
recently reject this view and define identity as an attribute acquired through the
socialization of the individual. Therefore, one’s identity is not fixed and there is scope
for transforming identity through further social processes. For instance, post-modernist
thinkers believe that individual identity is constructed socially, and it is made up of
differing and often contradictory components. Identity is multiple and it is changing.
Individuals are the product of class, gender, race, ethnicity, nationality, age and so on

(Williams, 2003).
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Petersen (2000) mentions one view of identity as follows:
identity is conceived as a fixed and stable characteristic of the person. It reflects
the notion that one can know who someone really is. In the second view,
identity is ... acquired through socialization or the internalization of imposed

social roles. .. identity is not so deeply inscribed in the psyche of the individual,
and so there is scope for transforming identity (p. 262).

Human beings develop a social identity early in their lives. This social identity includes
our choices in categories like gender and relationships, jobs and profession, political
affiliation, ethnicity and religion. (Baron, Byrne & Johnson 1998). One’s social

identity may change in time, especially with changing choices or factors.

By looking at identities of others, we decide whether we like them or not. For example,
if someone is supporting the same political party, we feel closer to that person.
Similarly, if a teenager girl is reader of a certain girls’ magazine, she may feel closer
to another teenager reading the same magazine. One’s behavior is influenced by the
gender identity and gender roles developed by one’s self. As indicated by Baron et al.
(1998):

Perhaps the most pervasive element of personal identity is that portion of social
identity in which each of us is assigned to one of two categories: male or female

(p. 87).

According to Queer Theory (Petersen, 2000):

Identities are always multiple and there is literally an infinite number of ways
in which the components of identity can combine. Furthermore, any specific
identity construction is arbitrary, unstable, and exclusionary (Petersen, 2000,
p. 263).

In developmental psychology, identity is defined as a mature self-definition. Erikson

defines identity as follows “the major developmental hurdle that adolescents face is
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establishing an identity — a firm and coherent sense of who they are, where they are

heading, and where they fit into society” (quoted in Shaffer, 2002, pp. 440-444).

On the other hand, some researchers do not agree with this point of view. For instance,
Bjornerud mentions that “identity is never a fixed and real thing, but it is always an

imaginary identification” (cited in Mutlu, 1998, p.206).

The psychoanalytical theory questions whether identity is a unified and coherent
concept or not. For example, gender should be considered to interact with racial, class,

ethnic, and sexual factors to shape personal identity (Williams, 2003, p. 60).

James Marcia’s work (1966) proposes four identity statuses: identity diffusion,
foreclosure, moratorium, and identity achievement. In the identity diffusion status one
has not yet resolved or thought about identity issues and also has not identified future
life directions. In the second status, foreclosure, the person has made a commitment to
an identity, but this lacks the decision on what really suits him/her the best. In the third
status, moratorium, individuals start experiencing an identity crisis trying to find what
really suit them the best and are looking for answers to questions about life
commitments. In the last status, identity achievement, individuals have made their
personal commitments about goals, beliefs and values and thus, have resolved identity

issues.

Rowe and Marcia (1980) claim that for 12 years old, 70% are in identity diffusion
status, while 30% are in foreclosure status. For 15 years old, 10% move to identity

achievement status, while the percentage of those in identity diffusion status is reduced
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to 60%. For 18 years old, 40% are in identity diffusion, 25% are in foreclosure, 10%

are in moratorium, and 25% are in identity achievement status.

Philip Meillman measured the identity statuses of males between ages 12-24 (cited in
Shaffer, 2002, pp. 440-444). He observed that, contrary to the assumption of Erikson
which said identity crisis is often resolved by age 15 to 18, a big majority of 12 to 18
year olds were identity-diffuse or foreclosed. Even for 18 year olds, only 25% were in

moratorium or identity achievement status.

Steele and Brown (1995) note that use of mass media and identity formation are closely
related: “Adolescents’ sense of who they are and who they may someday want to
become plays a central role in their use of media” (p. 572). So, adolescents choose the

media they want to use according to their identity formation.

On the other hand,
Mass media and the cultural views presented by mass media are also an
important source for possible identities. In the period which covers childhood
to adolescence, mass media and cultural insights presented by them are used

heavily in determining both what they can become, and how others conceive
them (p. 572).

Shields and Mayhew (2001) discuss how fashion advertising plays a role in producing
female identity. They argue that American woman see repeated images of perfect
bodies in ads, films, magazines, TV and on billboards. These messages are not just
dictating what a woman should look like, but also they are forcing her to buy. Fashion

magazines, women’s magazines also convey this message through written text.
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Their research suggests that women do want to look like the models they see in the
ads, they do many things to achieve the perfect look, including buying clothes and
dieting, and their relationships with advertising are highly complex and constitute a

“female gaze”.

Female images in advertisements mostly contain an invisible, implicit male who
approves of the feminine ideal. So, the point-of-view is almost always that of an
implied male spectator, referred to by feminists as the “male gaze”. Then the female
spectator becomes a split-subject: she looks at the object of the sight, but she is also
like the object of the sight. Their study shows rather than viewing themselves as
subjects of their own femaleness, women view themselves as objects to be improved
upon for the “male other”. Then, “envy and jealousy become dominant feelings, and
women feel a need to emulate, displace or eclipse the beauty of the other women” (p.

244).

Teenagers are in a part of their lives where they are constructing their identity and they
have many conflicting identities that must be resolved. They have to take many
important decisions for the rest of their lives, for instance, which profession is most
suitable for them. In gaining their gender roles, they put a lot of emphasis on stereotype
figures and prejudices reflected by the society. In taking these important decisions,
they should stay away from stereotypes and prejudiced influences from the society and

instead make use of their own judgments, talents and interests.

Teenage girls are still learning about the world. They are in a developmental stage,

exploring and forming their identity. So, teenage girls may be particularly vulnerable
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to media messages (Gordon, 2004). She explains that messages given in teen
magazines on femininity can “limit young girls’ conception of themselves and the

ideas about what it means to be a woman” (p. 11).

Peirce (1993) performed a content analysis of the fiction in Seventeen and Teen
magazines. Her research showed that “few of the stories offered anything but
traditional socialization messages for teenage girls” (p. 59). In more than half of the
stories, the main character but depended on someone else to solve her own problems.
Almost half of the problems appearing in stories were about relationships with boys.
Also, “all but 2 of the 44 occupations mentioned in the stories were stereotypically

portrayed” (p. 59).

There is considerable research indicating that women’s magazines and teen magazines
promote stereotypes and lack important issues like helping teenagers learn basic
properties of professions. As for gender decisions, according to magazines, there is
male boys and female girls. In the society we observe people with other types of gender

choices like gays and leshians, but magazines prefer to ignore those people.

Kroger (1997) performed a study to find out whether gender plays a role in issues
related to identity structure, content, developmental process, and context. She states
that in terms of identity structure, men and women are not different in approaching

key identity-defining issues.

However, in a later study, Sally Archer (1993) claimed that identity formation is more

difficult and painful for females due to external barriers to development. Archer
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actually pointed out that females are very concerned about balancing career and family
demands (84% showed great or some concern), while 75% of males showed no such

concern.

Marnina Gonick (1996, 1997, 2003) conducted notable research studies on teen
magazines, subject positions they offer to girls, and identity construction of teenage
girls. She indicates that teen magazines participate in the construction of particular
meanings about what it is to be an adolescent girl. Gonick examines contradictory
discourses available to girls while they are negotiating their identities.

2.1.4 Body Image / Body Satisfaction

This section discusses what kind of body satisfaction concept is imposed upon girls
and young women by magazines and why. These two important issues are among the

research questions considered in this study.

In old times, cultures assessed women by not only their appearance, but also by their
experience (i.e., in giving child birth), inner beauty, and other qualifications in the
society. However, after the 1950’s, these virtues unfortunately became secondary to
the female body appearance, and in consumption societies of today, body image is an

issue of major importance (Silvestre, 2009).

The looks promoted in teen and women magazines cultivate an ideal beauty concept

in young adolescents. Youngsters believe that a woman looks good only if she carries

most of the body properties found in cover models and celebrities.
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Grogan and Wainwright (1996) argue that “young women have learned about the
acceptability of the slim body in Western society (and the unacceptability of the body
that does not fit the slim ideal)” (p. 671). They add that even at ages as young as 8,

girls speak about dieting as a means of trying to attain a slim body.

They also explain that girls in adolescence period are experiencing changes in their
body in terms of shape and size and they may “find it particularly diffcult to challenge
dominant cultural representations of femininity at a time when they are still learning

about what it means to be a woman in society” (p. 672).

Stice and Shaw found out that after looking at magazine pictures showing ultra-thin
models, female university students said they feel depression, stress, guilt, shame,
insecurity and dissatisfaction with their bodies (cited in Baron et al., 1998). It is
important to find out why girls and young women feel dissatisfaction with their bodies

when they come across pictures of models in magazines.

Sauer and Robles-Pina indicate that teen magazine messages like “you must look thin”
may cause behaviors such as eating disorders (2003). They try to assess girls’ self-
perception of attractiveness, and try to assess the effect of articles, advice columns,
advertisements and pictures in teen magazines on the perception of the physical self.
Their main findings are: the young women surveyed read beauty and fashion
magazines about once in a month, mostly perceive themselves as being overweight

even when they are not, and some exhibit unhealthy diet habits.
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Another problem teenage girls face is that during the puberty period, girls gain weight
in the lower torso, hip and thigh regions. This puts them into a difficult situation as it

might be interpreted as a “deviation from cultural ideals of female beauty” (Ballentine

& Ogle, 2005, p. 282).

Teen magazines may contribute to a reduced degree of self-confidence in girls “by
inviting self-comparison to textual images of feminine perfection” (Duke, 2000, p.
273). “Girls, who are more likely to judge themselves based on their physical
attractiveness, suffer declining self-esteem and estimations of their attractiveness in
adolescence” (p. 273). Thus, it seems that in order for a girl to feel satisfied of her, her

physical image should also be close to ideal body.

The desire to look thin and beautiful like fashion models, has some side effects. For
instance, eating disorders and feeling overweight although having a normal weight are
two problems which are becoming more common among teenagers. \Women report
numerous childhood experiences in which they were teased by peers and their family
about their weight. Meyers (1999) claims that representations of women in popular
media affect women. For example, the idealization of thinness has been linked to

potentially deadly eating disorders like bulimia and anorexia.

Jones, Vigfusdottir, & Lee (2004) have demonstrated that for teenage girls, there is a
mediated relationship between “appearance magazines” and body dissatisfaction.
Their study was performed in USA on 433 girls of 12-15 years of age. Compared to

boys of similar age, girls were more engaged with appearance magazines, reported
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more appearance conversations, endorsed greater internalization of appearance ideals,

and were more dissatisfied with their bodies.

Martin and Peters (2005) have conducted a study to investigate adolescent girls’
knowledge about beauty types valued in the American culture, including product and
brand associations. By using photos of models, girls categorized beauty types and
indicated their preferences. They indicate that “comparing ones physical attractiveness
to that of models in advertisements can have a negative effect on self-perceptions and

self-esteem” (p. 392).

Coleman (2008) performed a focus group and interview study with thirteen 13 and 14
year old girls. One of her interviews was an “image-making session” (p. 169) in which
using some magazine images supplied to them, girls created images of their own
bodies. One of her aims was to find out how girls’ experiences of bodies are shaped
by the influence of teen magazines and popular culture. She states that magazines show
impossible images of women’s bodies and this causes girls to feel depressed and

dissatisfied of their bodies.

Tiggemann (2012) explains that as the ideal beauty is virtually impossible to achieve,

women and girls are disappointed and this causes body dissatisfaction.

Other studies (Silvestre, 2009; Smolak, Levine & Thompson, 2001) indicate that body

dissatisfaction may pose an important threat to the mental and physical health of

teenage girls.
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Pressure from peers may also be an important factor influencing teenage girls and
young women. In their study on undergraduate college students, Vonderen and
Kinnaly (2012) state that “peer attitude toward thinness is the primary factor associated

with internalization of the thin ideal” (p. 51).

Therefore, literature on body image and body satisfaction shows young girls believe
that a woman should carry body properties similar to cover models and celebrities. By
comparing one’s body to that of impossible images of women’s bodies in magazines
can have a negative effect on self-perceptions and self-esteem, and girls may feel
depression, stress, and dissatisfaction with their bodies.

2.1.5 Consumption and the Media

Emphasis on cultural ideals of feminine beauty has led to heavy consumption for
beauty especially after the industrialization period. The cosmetic and fashion
industries are developed by women’s need for make-up and fancy clothes to look good

in order to reflect their social status and to meet the body standards.

Before the end of 19" century, the primary purpose of women’s magazines used to be
supplying information to women on daily life, discussing their problems, and
concentrating on entertainment issues. However, later, also with the effects of
globalized consumer economy, women became major consumers of goods. In
accordance with that, women’s magazines started devoting large sections to consumer
goods, mainly fashion and beauty products, and attracted a lot of advertisements.
Roger (1997) states that studies show, in the 20" century, women spend some 80% of
the total money spent on consumer goods. Accordingly, nowadays, there is a “close

relationship which exists between advertising, the consumer goods industry, and the
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crucial economic role of women as consumers” (Ceulemans & Fauconnier, 1979, p.
7). Since women are now major consumers, advertisers use the ideally beautiful female

image in order to persuade women to buy.

Women’s tendency of heavy spending for beauty and fashion continued during the
first decade of the 21st century. However, trying to reach an unattainable ideal beauty
promoted by media, modern women are claimed to be unsatisfied with respect to their
ancestors, as indicated by Wolf (1991): “More women have more money and power,
but in terms of how we feel about ourselves physically, we may actually be worse off

than our un-liberated grandmothers” (p. 10).

In consumer societies, what you own, what you wear becomes the determining factor
for your social relationships. Nowadays women feel that they must look beautiful both
to give a good impression to others at work and to be popular in their social
environment. Individuals are classified according to what products they consume or
wear and the beauty system creates hierarchies among women. Being trendy and
wearing well-known international brand products put your position high up in the

society.

Some research on the relationship between consumption and media will be
summarized below. One such study is by De Beauvoir (1993), who comments about
the consumption patterns of American girls in the second part of 1940’s stating that “a
large part of the working girl’s budget is assigned to beauty care and clothes™ (p. 561).

She continues with remarks on how what you wear may place you up in the hierarchy:
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the better showing a woman makes, the more she is respected; the more
necessary it is for her to work, the more advantageous it is for her to appear
prosperous; smart appearance is a weapon, a flag, a defense, a letter of
recommendation (p. 561).

Similarly, Shields and Mayhew (2001) state that image of gender in fashion ads are
“highly structured cultural codes” in the late 20" century capitalism. The transfer of
codes of “ideal female beauty or attractiveness” to commodities has become common
sense. The sign of ideal female body can be attached to any commodity in order to

lend the commodity “value”.

Nowadays, producers of various goods make use of market research such as Teen
Market Profiles (Magazine Publishers of America, 2004) for outlining buying habits
of teenagers. Advertisers make use of this consumption tendency of teenagers
cleverly, to sell more and more of their products Teenager girls and even children are
targeted with wisely planned advertising campaigns. Advertising surveys show that
teen magazines are very important in shaping the consumption decisions of teenagers

(MRI Teenmark, 2003).

On the other hand, research on consumer theory has not yet given enough attention to
fashion and beauty spending by women, teenager girls and tweens (children with ages
between 7 and 12). As Cook (2008) points out, in most of the early consumer theory
discussions, the consumer was “decidedly adult” and “undoubtedly male”. (p. 227).
Even in recent books and articles on consumption theory, not much is said about

women, “women’s place and experience remain as exceptions” (p. 228). On the other
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hand, youth are covered in some recent cultural studies works, but mainly from a

subculture point of view.

When it comes to children, they are “virtually invisible, barely mentioned in the
passing” (p. 225). Instead, children’s presence and practices must be acknowledged
and investigated as an important part of consumer theory. Although there has been an
important number of publications on consumer preferences and culture of children
since 1990’s, Cook points out that “... researchers have not made a point of situating
children’s consumption and the consumer culture of childhood in relation to

consumption theory” (p. 221).

At the beginning of 2007, the Society and Business Review magazine has published a
special issue on child and teen consumption. The guest editor of the issue, de La Ville
(2007), explains that in order to study the field of child and teen consumption, one has
got to consider it as a mixed system, formed of strongly correlated six systems
covering social, institutional, technological, narrative, economic and political
dimensions. The social relations subsystem covers the family, the peers and the
teachers. The institutional system includes the school and the family with regards to
providing the skills to integrate the youngster successfully into the society. The
technological system includes the media — television, magazines, computers and the
Internet, radio, recorded music and communication through mobile phones. The
narrative system brings together stories, heroes, celebrities and other characters from
real life. The child often refers to these in expressing himself/herself and to exercise
his/her judgments. The economic system includes children-oriented markets. People

who design products or marketing strategies for children and teens are the main actors.

38



Finally, the political system plays an important role through the social construction of
values that are “good” or “preferable” for that specific society. These values will play

an important role in product selection of teenagers and children.

De La Ville (2007) also states that consumption habits of children and teens are
“shaped and transformed by a mix of managerial action, public policy, cycles of
technological change, the evaluation of related institutions like parenthood and
schooling, changing cultural references, values, modes of socialization, as well as by
the actions of children and teens themselves”, and consumption habits of children and

teenagers are shaped by a complex interrelationship of these factors. (pp. 7-14).

She then explains that social scientists started studies on the role children play in
family consumption only after 1950’s. Interestingly, it was scientists from the fields
of marketing and consumer behavior who were the first to study teen consumption by
exploring topics like consumer socialization of children, and formation of preferences
about products and brands. These studies have shown that “children develop a set of
social standards relating to consumption in a given cultural context — such as search

for identity, membership within a group or of belonging to a social class” (pp. 7-14).

One study by Nailer (2011) on semiotic analysis of women in North Cyprus life-style
magazines indicates that most of women representations are portrayed through
traditional roles such as mother, spouse or partner, in contrast to the few non-

traditional roles in the advertisements.
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2.1.6 History of Magazines

Women’s magazines and teen magazines are important role-players for the consumer
society which resulted from the globalization and spreading of capitalism on a world
scale. For this reason, | have performed a literature review section on the history of

women’s and girls’ magazines.

With the second part of the 18" century, the capitalist system started getting globalized
by extending trade of multinational corporations. This trend got accelerated in the 19"
century with colonization. In the 20" century, new right and neo-liberal policies gained
support and as globalization in economy increased, the world became a single market

(Dagtas, 2003, p. 13).

Many women’s magazines were published in the 19" century, but there were no teen
magazines until 1940’s. In that century, women were the main consumers of clothes
and beauty products. Women’s magazines gave them advices on how to look good,
what to wear, and how to perform good housekeeping. In Turkey, women’s magazines
were first published in the second part of the 19" century, but became popular at the
beginning of the 20™" century (Yapar, 1999).

2.1.6.1 Women’s Magazines in the World

A discussion and a chronological summary of women’s magazines within political and
economic developments that took place in the world may help one to understand when,
how and why the print media started showing an interest in women’s issues and to
understand the developments leading to the current market of women’s and girls’

magazines.
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In the 18th century, women began a movement for freedom and started taking more
responsibility in political and economic arenas. As a result of this, at the beginning of
the 19th century, the improving importance of women in social life helped women’s
magazines to emerge as a new form of media. Early women’s magazines concentrated

on home and family life, fashion and appropriate manners.

The first women’s magazine was La Muse Historique which was published in 1650-
65 in France. However, Yapar (1999) states that this magazine was actually targeting
men rather than women.

The Spectator (1711) was another early popular general magazine published in USA

which had a sister magazine for women called The Female Spectator (Seneca, 1993).

The first magazine published specifically for women was Courrier de La Nouveaut
(1758, France) (Yapar, A., 1999, p.24). The first American popular women’s magazine
was Godey’s Ladies Book, which was published between 1830 and 1898. It was also
the first magazine to approach the standard format of today’s women’s magazines

(Seneca, 1993, p.1).

41



@
i Female Spedlator.s:

2%
&3

http://umich.edu/~ece/student_projects/fem  http://rarebookhistory.umwblogs.org/book/

ale_journalism/femalespectator.htm godey%E2%80%99s-lady%E2%680%699s-
book-volume-74-and-75/

http://www.uvm.edu/~hag/godey/images/glb01-59c.jpg
Figure 1: The Female Spectator and Godey’s Ladies Book

The Cosmopolitan Magazine was founded as a “family” magazine by Schlicht & Field
in 1886. In the first edition, Paul Schlicht explained that the magazine would include
a section "devoted exclusively to the interests of women, with articles on fashions, on
household decoration, on cooking, and the care and management of children, etc., also
a department for the younger members of the family". Within a year Cosmopolitan
reached a circulation of 25,000. However, Schlicht & Field went out of business in

March 1888 .

1 https://en.wikipedia.org/wiki/Cosmopolitan_(magazine)
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Figure 2: Cosmopolitan Magazine, May 1896, Sample Cover

The magazine was bought by E. D. Walker, from Harper's Monthly, became the new
editor in 1888. He introduced serial fiction, book reviews and color illustrations. In
four years, Walker tripled the circulation and Cosmopolitan became one of America's
leading magazines. William Randolph Hearst purchased Cosmopolitan for $400,000
in 1905. By the 1930s the magazine had a circulation of 1,700,000 and an advertising
income of $5,000,000. Circulation of Cosmopolitan reached over 2,000,000 copies
during the Second World War. In the 1950s there was a decrease in the demand for
fiction and the circulation of the magazine dropped dramatically. The size of the
Cosmopolitan was reduced. Although circulation was only just over a million in 1955,

the magazine was still profitable.

Towards the end of the 20th century, there was a growing trend in the magazine sector

to publish magazines concentrating on a single area or issue. This approach is also
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observed among women’s magazines. Separate publications emerged on fashion,

working women, mothers, cooking and teenage girls. (Yapar, A. 1999, p.15)

For women’s magazines of latest years, Hermes (1995) reports that there are three
subgenres: Traditionally oriented magazines, feminist magazines and gossip
magazines, with large differences. Gossip magazines are usually “tasteless”, and come
in a low-price range. Feminist magazines are mostly monthlies and in higher prices.
Traditionally oriented magazines are either weeklies with a strong emphasis on
practical advice and a moderate price range, or are monthlies in the high price range.
These magazines are mostly franchised and appear in different countries and in
different languages. Examples are Cosmopolitan, Vogue, Elle and Marie Claire
magazines.

2.1.6.2 Women’s Magazines in Turkey

Similar to the information given above on women’s magazines published in the world,
a discussion and a chronological summary of women’s magazines within political and
economic developments that took place in Turkey may help us understand when, how
and why the print media started showing an interest in women’s issues and to
understand the developments leading to the current market of women’s and girls’

magazines in Turkey.

The first Turkish publication targeting women was Terakk-i Muhaddarat (1868) which
was the supplement of Terakki newspaper. The first Turkish women’s magazines were
Ayine and Vakit yahut Mirebb-i Muhadderat which were published in 1875 (Yapar,

1999).
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Turkish women’s magazines can be studied in two major periods: The Ottoman

Empire period (1868-1922) and The Turkish Republic period (1922-2017).

Turkish Women’s Magazines in the Ottoman Empire Period (1868-1922)

The magazines published in the Ottoman Empire period are discussed briefly by Yapar
(1999, pp. 52-60). Making use of the information provided by her, these magazines
are listed below in chronological order in Table 1, tabulating their name, publisher,
year(s) of publication, number of issues published (if known), main contents, and

importance.
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Table 1: Turkish women’s magazines (1868-1922)

Journal name Publisher | Publishing | Issues | Contents Importance
Year
TerakKi-i Ali Resit 28 June 48 Education Women
Muhaddarat and Filip 1868 rights and audience have
(supplement of the Efendi work mentioned their
Terakki newspaper) opportunities problems with
for women letters.
Ayine Mahmut 4 Nov. 39 Family
Hamdi 1875-1876 relationships
and child care
Vakit yahut 1875 Useful
Murebb-i information for
Muhadderat women
Malumat Fashion and
beauty
Aile 1880 Housekeeping,
children
Hanimlar 1883 Women and
children
Siikufezar Arife hanim | 1886 Equality of The first
women and magazine which
men has women as
editorial staff
Marlvvet 1888 Education of
women, news
about women
of the world
Parca Bohcast 1889 1 Housekeeping,
child care,
cooking
Mirebbi- Raising Could not
Muhaddarat women in include some
accordance articles due to
with the Islam | Sultan
religion. Abdiilhamit’s
oppression.
Hanimlara Mahsus 1895-1908 Women’s Authors were
Gazete education, prominent
women’s intellectual
problems, women of the
family and period.
society life, Supported
health, fashion | women’s
integration into
work force.
Alem-i Nisvan Supplement | 1906 Education of Published in the
of Tercliman Moslem Caucasian area.
newspaper Women Published
pictures.
Demet Cenap 1908 Problems of Male authors
Sahabettin women’s’ signed their
education work with

women names
to encourage
women to
mention their
own thoughts.
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Table 1. (continued)

Kadin Siileyman 1908 Women’s Published in
Bahri rights and Selanik.
freedom. Authors
Published included
pictures. famous
politicians and
people from
literature
circles.

Mehasin Mehmet 1908-1909 Supported Reflected

Rauf education of western fashion
and learning and published
professions by | pictures.
women.

Kadin 1911 13 With pictures.

Musavver Kadin 1911 7 Political and
scientific
issues targeted
for women.

Erkekler Diinyast Proving that With pictures.
women are
also valuable
in science and
literature.

Kadinlhik Hayati 1913 Science and Run by women
literature. staff.

Kadinlar Diinyast Ulviye 208 The changing The publication

Mevlan status of of Miidafaa-1
Ottoman Hukuku Nisvan
women in Association.
society, Published
Support for the | pictures of
need for Moslem women
women’s for the first
education, time. Authors
issues on law. | were women.
Included First feminist
translations magazine that
from other could run for
languages. many issues.

Kadmnlar Alemi Mahmut 1914 Extensive With pictures.

Ekrem literary
content.

Harmimlar Alemi 1914-1918 32 With pictures.

Kadinlik 1914 5 Support of

months | women’s
rights.

Seyyale Scientific and Philosophy and
literary ethic issues are
magazine for covered.
women and
young girls.

Siyanet 1914 Economics
issues are
covered.
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Table 1. (ctd.) Hanimlar 1917-1918 | 17 Published an
Bilgi Yurdu Isigt Bilgi Yurdu months insert called
Miessesi “Ders Kismi”.
Tiirk Kadim 1918 21 Included poetry
and short
stories.
Geng Kadin 1919 5 Scientific and Male-female
Month | literary relationships
S magazine discussed.
Diyane Cerkez 1920 1 Scientific Published in
Kadinlari content Turkish and
Teavin Circasian
Cemiyeti languages.
Kadinlar Oyuncak 1919 Humour First (and only)
Degildir humour
magazine for
women.
Inci Sedat 1919-1921 37 Covers men’s Cover with
Simavi thoughts on coloured
women, women’s
fashion, photos (modern
beauty, poetry | Ottoman
and letters women). (firstly
from readers. illustrations,
then real
photos)
Hanim Sedat 1921 Women, living | Extensive use
Simavi room, family. of pictures.
Letters from
readers, short
stories.
Yeni Inci S. Simavi 1922 Continuation of

Inci

http://gulsenko.blogspot.com.cy/2012/03/turkiyede-dergicilik.html
Figure 3: Cover Page of Inci Magazine
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During the last 50 years of the Ottoman Empire, Ottoman women were influenced by
the world Feminist movement. In 1869, Terakki-i Muhaddarat magazine was
published as the first Ottoman women’s magazine. Many women’s publications
followed this magazine and a number of associations were established to fight for
women’s rights. Siikufezar, published in 1886, was the first magazine to defend the
idea that men and women are equal, and it had women editorial staff. Authors of
Hammlara Mahsus Gazete, published between 1895 -1908, were prominent

intellectual women of the period and it supported women’s integration into work force.

The total number of women’s magazines and newspapers reached 40 before the
declaration of the Turkish Republic in 1923. Hamimlara Mahsus Gazete, Siikufezar,
Demet, Mehasin, Kadin, Kadinlar Diinyas: are among the most prominent of these
publications. These publications helped Ottoman women express themselves as
individuals, express their problems, get rid of their shyness to write, and helped them

have their voices heard and ideas published (Cakir, 2007) .

It should be noted that during this period, the only two publications which aimed to
have young teenager girls as a part of their audience were Seyyale and Bilgi Yurdu
Is1g1 magazines. Seyyale concentrated on issues such as philosophy, ethics, and lecture
notes, while Bilgi Yurdu Isig1 (1917-1918) gave lecture notes’ supplements and tried

to support young girls in secondary high school education.

Following the 1% Constitutionalist Period (Mesrutiyet), women’s magazines started
including fashion and beauty issues. After the start of the First World War in 1914,

there was an increase in the number of publications, but circulations started to decline.
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The magazines gave up their primary purpose of education, and making profit became
as their main purpose. During the First World War, a heavy censorship was imposed
on the press. People were fed up with news about the war, and they showed more
interest in magazines which covered less politics, less news, and more humor and more
magazine news (Yapar, 1999).

Turkish Women’s Magazines in the Turkish Republic Period

With technical advances between World War | and Il in printing, like new offset
technology, magazines were able to publish more and higher quality pictures and they
became more popular among the public (Yapar, 1999). Notable women’s magazines
published from the declaration of the Turkish Republic in 1923 to 1950 are: Murrahhis
(was the first publication which gave presents as promotional goods), Hanimlar Alemi
(1929) (the first Turkish women’s magazine published with the new Turkish alphabet
in Latin letters) Cumhuriyet Kadin Dergisi t was one of the most important women’s
magazine of the period. It published articles on family life and the position of women
in the Turkish society, Moda Albumi (1936) and Model that emphasized women’s
outlook. They included foreign movie stars, celebrities and western fashion trends,
Okul Kizi (1937) was a weekly political opinion, art and culture magazine, Kadin
Gazetesi was a weekly magazine which included issues on sexuality for women. It
also included articles on fashion, magazine, daily events, politics, social life and

education.

After the Democrat Party won the elections in 1950, magazines for the whole family
members like Hafta, Yirminci Aswr, Resimli Hayat, Yelpaze, Hayat became popular.
They mostly covered issues such as celebrities, fashion, magazine news and photo-

novel (fotoroman). Some notable Turkish women’s magazines published in the 1950-
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1970 period are: Burda Moda (1951), Kadin Giizelligi(1951), Yelpaze(1952), Geng¢ Kiz

(1963), Cep Fotoroman(1968) and Sevgilim(1969) (Yapar, 1999).

A comparison between one of the most popular magazines of this period, Yelpaze, and
todays women’s and teen magazines reveals that earlier magazines covered more
topics and published articles that could be read by the whole family members. For
instance, in Yelpaze magazine, translations from famous authors of the world literature
such as Athur Miller and Anton Cehov were printed. (Yelpaze, 1960 October, 1963
January). Foreign and national celebrities occupied a more or less even space. Their
format was larger than todays’ magazines with a size bigger than A4. However, they

are quite poor in paper and printing quality compared to today’s magazines.

Figure 4: Sample Covers of Yelpaze, Sevgilim and Hafta Magazines.
Pictures by the author, from personal collection.

During the 41 year period from 1970 to 2011, more than 80 women’s magazines have
been published in Turkey. Kadinca (Womanly) and Kim (Who) were the most popular
magazine in this period. Kadinca is started publication in 1978, Kim was launched in
1992. Duygu Asena, a famous Turkish feminist figure who passed away in 2006, was

the chief editor of both magazines for a long duration.

51



Kirca (2001) performed a textual analysis of 1995 issues of two contemporary Turkish
magazines Kim and Kadinca. Kirca states that Kim and Kadinca magazines attempted
to cover feminist issues and to establish a female consciousness in line with feminist
politics. She indicates that these two magazines had a traditional layout, and they were
similar to traditional women’s magazines when the language they were using is
considered. Like other women’s magazines, they covered articles on relationships, sex,
beauty and fashion. However, they also proposed strategies for improving daily lives
of women, and covered editorial articles on women’s equality with men. Both
magazines emphasized the importance of economic independence and urged women
to fight stereotyped sex roles. So, Kim and Kadinca magazines also had some positive
impact on Turkish women with regards to individual freedom and gaining conscience

about stereotyped sex roles dominant in the society.

Kirca (2001) criticizes the magazines by saying that “although messages about
women’s freedom and self-esteem are dominant in Kim and Kadinca, the primary
driver behind the magazines is not improving women’s lives but making profit to
survive in the competitive market system.” (p. 10) Kadinca quit publication in 1998,

and Kim ceased publication in 1999.

Pazartesi, Eksik Etek, and Mavi Corap magazines that were published in this period
were feminist magazines, concentrating on women’s independence issues, without
much concern about circulation matters, which makes them different from the other

women’s magazines.

52



2.1.6.3 Teen Magazines
Similar to women’s magazines, teen magazines will be explained in two subsections:

Teen magazines in the world, and teen magazines in Turkey.

Teen Magazines in the World

Teen magazines are magazines specifically aimed at teenage readers. Their contents
are mostly fashion, shopping tips, beauty issues, news and interviews with celebrities,
tests about relationships and personality. Magazines for teenagers - like the word
“teenage” itself — is a terminology of the late 1950s and early 1960s. This was the
period of “Cold War”, when the world was politically and economically divided into
two as the “western” capitalist bloc and the “eastern” communist bloc, with a few

countries like India, Yugoslavia, and Egypt remaining as “non-aligned”.

In the second part of the twentieth century, western societies became consumer
societies. From 1985 to 1990 consumer spending doubled (Wolf, 1991). Large
shopping malls were developed in the US and the Western World, and young girls
were given higher allowances which they could use for shopping on their own.
Producers of beauty and fashion products discovered that these youngsters could
potentially spend considerable amounts of money on their products. For example,
Japanese advertisers identified young women to have the most disposable income in

the 1970s (Darling-Wolf, 2004).

So, companies started advertising their products for teenagers and teen magazines were
published for the promotion and advertising of beauty and fashion products. Various
studies have shown that teenage magazines are indeed very effective in promoting and

advertising cosmetic products (Duke & Kreshel, 1998; Duke, 2000; Hendrix, 2003).
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It is important to note here that young women ranked magazines only after friends as
the most influential source of information in a study on what they believed was the
most effective medium for advertisers in reaching their age groups (Davalos et al.,

2007).

Willemsen (1998) states that magazines for teenage girls are very gender stereotypic,
while gender-oriented magazines for teenage boys are quite rare. The general interest
magazines for teenage boys generally cover topics of special interest like computers,

or are music publications which are aimed at both boys and girls.

In the United States the Seventeen Magazine started publication in 1944 and it was the
first teen magazine published, specifically targeting the needs of teenagers and
informing them on various issues. The promotion of the magazine raised an awareness
of teens on the part of marketers, advertisers, and suppliers of goods targeting teens.
The starting idea was from Helen Valentine, who envisaged a “service and fashion
magazine for high school girls” (Massoni, 2011, p. 7). She was Seventeen' s first

editor-in-chief for six years.
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http://www.seventeen.com/celebrity/g1713/65th-anniversary-cover-archive/?slide=1
Figure 5: Sample Cover of an Early Edition of Seventeen Magazine (1944).

Seventeen remained under Triangle Publications until it was sold to Rupert Murdoch?.
The magazine was then sold in 1991 to Primedia company, and then to the Hearst
Corporation (William Randolph Hearst) for $182.4 million (). Honey is regarded as
the first teen magazine published in the UK in 1962. Its first motto was: “For the teens
and twenties” 3 . At its peak time, it sold as high as 250,000 copies per month but then
the sales went down and the magazine was closed announcing it was being merged to

the 19 magazine in 1986.

The traditional “big three” teen magazines of the US market were Seventeen, YM and
Teen. These magazines had a combined readership of more than 6 million, which is
quite notable in a country with a population of 300 million. Then after 1999, three new
teen magazines, which are all offspring of successful adult magazines: Cosmo Girl

(Cosmopolitan), Elle Girl (Elle) and Teen Vogue (Vogue) were launched and the teen

2 https://en.wikipedia.org/wiki/Seventeen_(American_magazine)
3 https://en.wikipedia.org/wiki/Honey_(magazine)
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magazine sector became more competitive. Consequently, advertisement revenues

went down and circulations started to decline (Tyre, 2004).

It should be noted that the teen magazine sector has been in a decline in terms of sales
of printed copies at newsstands since 2008. This decline appears to be in parallel with
the rise of the Internet, with teenagers preferring online web sites and social
networking sites in order to keep up with the latest trends and fashions, and to follow
gossip and news on their favorite celebrities. As a result, traditional teen magazines,
published on a weekly or monthly basis, “are unable to compete with online news sites
and social networks, which provide up-to-the minute news and trends”. However, there
is still some possibility for growth within this sector. For example, Condé Nast group
published two new teen magazines: Teen Tatler and Miss Vogue. This move follows

“the highly successful launch of Teen Vogue in the US” (Research and Markets, 2013).

In UK, the Sugar teen magazine which was closed in 2011 after its owner said it was
no longer profitable. Sugar's circulation went down to an average of 113,320 a month
from a high of 422,179 in the first half of 2000. On the other hand, there were similar
declines in other print magazine sectors such as men's magazines, and the technical
and game magazines. Sugar’s closure was blamed on teenagers spending more time
on the Internet with their mobile phones and the web as they could get the content for
free of charge. This is an issue which also affected the music industry for some time

(Plunkett, 2011).

Hachette Filipacchi media group blamed the Sugar closure on teenagers spending more

time on their mobile phones and the web who "increasingly expect to receive content
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for free". It is an issue that the music industry — along with most media owners — has
been struggling with for some time. However, there is an expectation that online web
sites of magazines can stay alive and still bring in revenue. For example, Coleridge,
who launched iPad applications for both Vogue and Wired magazines, has predicted
that “up to 40% of the publisher's sales will one day come from tablets” (Plunkett,
2011). Similarly, although it is not printed anymore, the Sugar magazine’s website,
Sugarscape.com has around 430,000 unique users a month, even surpassing its highest

circulation in 2000, cited above.

In Amazon’s best seller list of teen magazines, Seventeen and Teen Vogue currently
occupy the top two positions*. Seventeen’s circulation (the number of copies
distributed, on average, for each issue) is listed as 2,000,585 as of June 2017, the 29™
in the list of all magazines sold in USA. Teen Vogue’s circulation is 1,007,108, and it
is the 74" 5,

Teen Magazines in Turkey

The first teen magazine of Turkey is Hey, which was published in 1970. It was a
weekly music, film, fashion-youth magazine. Other Turkish teen magazines following
Hey were published in the middle of 1980’s. This interestingly coincides with the
liberalization policies of Turgut Ozal’s governments which were formed after the
military coup of 1980. Also, first big shopping malls were established in Istanbul and
Ankara in early 1990’s. (Ak Merkez, Atakule, Galleria) Those were the times when
the Turkish market was further open for international products, including beauty

products and popular brands for youngsters such as Adidas, Nike, and Converse.

4 https://www.amazon.com/Best-Sellers-Magazines-Teen/zghs/magazines/602368
5 https://en.wikipedia.org/wiki/List_of _magazines_by_circulation

57


https://www.amazon.com/Best-Sellers-Magazines-Teen/zgbs/magazines/602368
https://en.wikipedia.org/wiki/List_of_magazines_by_circulation

Before 1980, the majority of Turkish teenagers did not wear international brand
products. As one result of the liberalization policies after 1980, the majority of
teenagers in Turkey and Northern Cyprus now prefer to wear brand clothes and shoes

produced by popular international companies.

Looking at the Turkish political background in the 1980’s, the most notable event is
the military coup of September 1980. This was followed by the dissolving of the
national assembly, a large number of arrests and the suspension of some civil rights.
Many daily and weekly newspapers and magazines had to stop publication for various
durations under decrees from the military. Some editors were jailed and put on trial.
Under these conditions, Turkish media gave more emphasis to magazine coverage
after the 1980 coup as there was considerable pressure on publishing political news

and social issues (Dagtas, 2006).

Another important issue of the post-1980 coup media in Turkey is the changes in the
ownership of media companies. Businessmen like Aydin Dogan (Milliyet, Hurriyet,
D&R magazines, Kanal D TV etc.), Turgay Ciner (Sabah group, ATV) and Cem Uzan
(Star group) took over media companies and TV stations and many newspapers lost

their independence (Dagtas, 2006).

Teen magazines published after 1980 were Blue Jean by Hurriyet Group (1986),
Hey Girl (1988) by Milliyet Yayin Group , She + he (1994) by 1 Numara Yayincilik
(Sabah Periyodik Yayinlar), Cosmo Girl (May. 2002), by 1 Numara & Hearst, and
Go Girl and Chica, published by Dogan and Egmont Yayincilik. Milliyet newspaper

publishes an insert for girls every Wednesday called Salsa. In North Cyprus, the T2E
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magazine was the first and only teen magazine. It was published by Arkitera Ltd.,

and its owner was Alev Sensoy. The table below lists the Turkish teen magazines®.

Table 2: Turkish teen magazines (Until 2007).

Name of Turkish teen

First published in

Published by (first publisher in

magazine parenthesis)

Hey (closed) 1970

Blue Jean 1986 (Hurriyet Group) DBR

Free (closed)

Onyedi (closed)

Boom (closed)

Walkman (closed)

Stiidyo imge (closed) | 1985

Gengclik (closed) Supplement of Giines Newspaper

Stretch (closed) Supplement of Sabah Newspaper

TV’de 7 Gong (closed)

Heavy Metal (closed)

Rock Kazan (closed) | 1990

Akgeng (closed) Akbank

PopCorn (closed)

Hey Girl 1988 (Milliyet Yayin Group) DBR

Top Pop (closed) (Hurriyet Group)

Number One (closed)

She & He (closed) 1994 (1 Numara Yaywmcilik) Sabah Gr.

Popsi (closed)

Cosmo Girl 2002 Sabah Group

Go Girl Dogan and Egmont

Chica Dogan and Egmont

Dream (closed) 2006 Dream TV

YUxexes Dream TV

Rolling Stone Sabah Group

Salsa Supplement of Milliyet
Newspaper

Trendy Supplement of Hurriyet
Newspaper

Seventeen (closed) Sabah Group

T2E (closed) 2006 Arkitera Ltd.

6 When forming Table 2, information from the following web page is also used:
https://onedio.com/haber/bir-donem-gencligin-elinden-dusurmedigi-en-populer-genclik-ve-muzik-

dergileri-623548
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According to our findings outlined in Chapter 4 and findings of other researchers, the
recent trend is that girls start reading magazines from very young ages (Vares &
Jackson, 2010). This is reflected by the fact that a series of magazines for different
age groups are now being published. Now, there are magazines in North Cyprus and
Turkey like Barbie for 6-9 years old, magazines such as Go Girl for 10-12 years olds.
Teen magazines like Hey Girl and Cosmo Girl are prepared for an audience of 15-17
years old. There are no teen magazines for boys published in Turkey and North Cyprus.

2.2 Related Theories

2.2.1 Feminist Theory

One of the issues contested by feminist movements is that the society continually
forces young girls and women to comply to the image of “feminine beauty” (Wolf,
1991). According to many feminist scholars, this is one of the reasons why teenagers
become heavy consumers of brand clothes and beauty products. These points of view
closely match my stance, hence the feminist theory and research conducted by various

feminist movements and scholars on beauty is discussed below.

Individually, women have been demanding equal rights since 1600’s. However, an
organized movement for this purpose was first observed in America during the
Women'’s Suffrage movement of the 1848. This movement represents the first stage in
the organized demand for political equality. First books and newspaper articles
specifically written for women also appeared during the Suffrage movement (Code,

2003).

Early feminist movements were more “liberal” in their nature. John Stuart Mill’s

statement of liberal feminism influenced the first feminists who asked for equal rights
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with men to education, voting rights for women and rights to own property. However,
Mill indicated that only “exceptional” women should be allowed to workforce, which

was to be criticized sharply by later feminist movements (Nash, 2002)

According to some researchers, during the 20" century, there were three ‘waves’ of
feminist movements. The first wave was in late 1930’s, the second one in late 1960’s
and early 1970’s and the third wave started during the 1990’s. Each one of these waves
had different leading issues and messages, distinguishing them from each other

(Schlenker, Caron. & Halteman, 1998).

Feminism earlier concentrated on political issues, such as voting rights and equality of
women in social life. Later, “uneven distribution of power and privilege” in the society
on gender basis (McPherson, K. 2003, p.208) was considered and, known as the
women’s liberation movement, it became a worldwide action. The main aims were to
oppose sexual discrimination in the society, to call for a greater emphasis on women’s

issues and the right for birth control.

More recently, feminists acknowledged race, class, sexuality, religion and age
differences among women of the world. Also, lately, feminists “made their mark by
bringing girls’ issues and multiple girls’ standpoints to the forefront™ for the first time
and they “were especially concerned with issues facing adolescent girls and young

women” (Starr, 2003, p. 474).

Recent feminist movements identified the so-called “Barbie Doll syndrome”: women

should look a certain way: thin and attractive (Purdy, 2005, p. 161). Freidan (2013)
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criticizes this misleading statement as follows: “...experts told (women) how to catch
a man and keep him... how to dress, look and act more feminine” and adding that the
message given to young girls and women was:”(all they) had to do was to devote their
lives ... to finding a husband and bearing children.” (p. 2) Girls are also taught from

an early age that they should look ‘most beautiful’ to males.

Feminists interpret sex and gender differently: “sex and gender are not simply
variables to be put into equations, but they are complex factors that require careful

attention to their formation” (Dow and Condit, 2005, p. 454).

Recently, feminist work in academic circles in the field of communication grew
considerably. Some specific areas explored by feminist researchers are the body
images displayed on the TV and magazines, the portrayal of women in advertisements,
and gendered language patterns in advertisements directed at youngsters (Dow and

Condit, 2005).

Other feminist movements to note are radical feminism and socialist feminism. Radical
feminists seek to abolish male-domination in society (patriarchy) by challenging
existing social norms and institutions, instead of a purely political process (Willis,
1984). They challenge traditional gender roles, opposing the sexual objectification of
women. On the other hand, socialist feminists challenge consumerism and inequality
of women’s status in the society. They have started community initiatives for better
childcare provision, for safer streets, and better academic opportunities for women in

higher education (Thom, 2002).
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The Turkish feminist movements were analyzed in detail by Kara (2000). She
mentions that feminist movements succeeded in bringing together women from
different social and political movements under the topic of women’s rights. In 1990’s,
problems of women started being discussed in many institutions and appeared in
programs of some political parties. Also, some feminist newspapers and magazines
were published. However, up to our knowledge there is no feminist research on

Turkish girls’ magazines.

A comprehensive study on fiction written for women in patriarchal societies is
“Reading Romance” (Radway, 1991). Joke Hermes (1995) has published a book on
reading women’s magazines. She states that she has a postmodern feminist standing.
As an activity of understanding the society, she decided to perform a study on how
women’s magazines are read. She states that in earlier work on women’s magazines,
Freidan said women’s magazines have a mystic power to keep women within their
homes and Tuchman stated that the ideal woman is described as passive and
dependent, and this influences young women in a negative way. Hermes indicates that
these early studies on women’s magazines did not take into consideration the opinions

of magazine readers, they just contained an analysis of the text.

After the 1980’s, post-structuralism and postmodernism led to the acknowledgement
of “pleasure” as an important aspect of popular culture studies and cultural studies
started including the readers’ perspectives as well. Hermes (1995) mentions that
magazine readers may be taking pleasure from what they read considering the fantasies
appearing in stories. She agrees with many other researchers that women’s magazines

are still predominantly heterosexual in orientation and white in color.
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On the other hand, considering cinema products, Laura Mulvey (1989) mentions that
the image of woman is used as passive raw material for the active gaze of man, in line
with the patriarchal order. Similarly, messages in magazines direct adolescent girls to
try to make themselves attractive for young men considering how they would be
viewed through the ‘male gaze’. Trying to get closer to ideal beauty standards, they do
make-up and purchase beauty products in order to make themselves more attractive

for the young men.

As teen magazines can actually “shape the world of a teenage girl” (Peirce, 1993, p.
66), they should include more nontraditional messages to show their readers that there
are other options, women are not confined to a few limited roles and occupations can
become less gendered. Freidan (2013) claims “somehow, somewhere, someone must
have figured out that...” if women are kept as housewives, they will buy more things

(p.2 43).

When young girls find out that they cannot attain ideal beauty standards, they start
disliking some physical features of their body and they get depressed. For example,
Sauer and Robles-Pina’s (2003) study shows that young women read beauty and
fashion magazines about once in a month, mostly perceive themselves as being
overweight even when they are not, and some exhibit unhealthy diet habits.

2.2.2 Media Effects

As cited in (Gungor, 2013), first studies on media effects by Lippmann and Lasswell
date back to 1920’s. Lasswell investigated the powerful propaganda of USA and UK
during the first world war using the newspapers. This was followed by the

"hypodermic needle theory™ in 1930°s and 1940’s, following the Payne Fund studies,
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focusing on the impact of motion pictures on children. This theory, also known as the
magic bullet theory, claimed mass media had a direct, immediate and powerful effect
on its audiences. Several factors contributed to this powerful effects theory of
communication, including: “the fast rise and popularization of radio and television,
and the emergence of the persuasion industries, such as advertising and propaganda.”

(University of Twente, 2017)

Hitler's powerful propaganda system using radio and newspapers during WWII to
unify the German public behind the Nazi party supported this theory of powerful
effects. The theory suggests that the mass media could influence a very large group of
people directly and uniformly by ‘shooting’ or ‘injecting’ them with appropriate

messages designed to trigger a desired response.

Nowadays, it is believed that communication research on media effects has gone
through four stages. The first phase covers the studies of Lippmann, Lasswell and the
hypodermic needle theory as explained above and researchers believed that media had

considerable power to shape the public opinion.

In 1930’s, researchers started experimental studies (first, on influence of films on
children and youngsters) on media effects. This is considered as the start of the second
phase, which continued until 1960’s. In this phase, it was realized that social, cultural,
environmental and psychological factors should also be taken into consideration in
media effects research. “Media were shown to operate within a pre-existing social
relationships and a particular social and cultural context” (McQuail, 2005, p. 458).The

second phase concluded that media had limited effects. However, with the advance of
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new media and Internet, this finding was to be challenged later in third and fourth

phases.

When television became popular towards the beginning of 1960’s, researchers realized
its importance in social life and started reconsidering more serious effects of media
one more time. This was the beginning of the third phase. This time, attention was on
long-term effects of media, and social processes and media processes were considered
at the same time. Researchers were also interested in the details of media
organizations, their ownership structures and how messages were “shaped” before they

were delivered to audiences.

Although the first girls’ magazine, Seventeen, started publication in 1944, the theme
magazines for teenage girls became popular in 1960’s, which coincides with the third

phase of media effects research on teen magazines Honey, Jackie, and 19.

The fourth phase is considered to begin in late 1970’s, with the introduction of the
“social constructivist” approach. This approach views media as “having their most
significant effects by constructing meanings. These constructed meanings are then
offered in a systematic way to audiences, often shaped by prior collective
identifications” (McQuail, 2005, p. 460). Then, meanings are constructed by the
receivers of messages, who are in strong influence from their social environment. So,
both the constructed meanings and the social structure determine how a certain person
is going to be affected by the messages. This approach is closer to Cultural Studies

research.
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However, there is great difficulty predicting what these effects will be, or in proving
that these effects are due to the influence of the media. McQuail reports that with recent
advances in communications research, we are “in a better position to say when effects
are more or less likely” (p. 456). One difficulty in performing media effects research
is it is hard to distinguish between effects on knowledge and opinion (cognitive),
effects on attitude and feelings (affectual) and behavioral effects. It is also hard to tell
which type of effect is more significant than others (McQuail, 2005, p. 465). McQuail
reports that media can cause an unintended change, an intended change, a minor
change, can facilitate change, can reinforce the existing beliefs or views, or can prevent
change. Effects can further be classified into two dimensions, planned/unplanned and

short term/long term.

With the beginning of the new millennium, Internet has become a new medium of
information source. As more and more people “go online”, research on effects of
Internet is gaining popularity in communications studies. So, possibly we can talk
about a fifth phase of media effects, which will take into account what is happening
on the “cyberspace”. It must be noted that, recently, social networking services like
Facebook and Twitter have gained high popularity among young children and
teenagers. Teen magazines now have companion online web sites, and the magazines
are suggesting teenagers to take a look at some web sites they promote. Thus, new

media which is reachable online, deserves more research on media effects.

Some researchers are claiming that with new media gaining higher popularity, a new
paradigm is needed in communication theory. McQuail (2013) draws attention to the

“... potential (of Internet) for using the ... social media as a vehicle, plus the immense
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new capacity for identifying, recording, and keeping track of target markets of
consumers.” (p. 226). He adds that “There is much to be gained from new technology
and learned from new thinking to assist in deploying more complex and effective
models of mass communication.” (p. 226). However, since the aim for many
communicators is still to generate consumption and profits, “the traditional notion of

effect is not going to be abandoned lightly.” (p. 226)

In this study, | concentrate on long term effects, reinforcement of existing beauty
standards in societies and the cultivation of an ideal beauty concept among teenage
girls.

2.2.3 Cultivation Effects and the Media

Research in the second part of the twentieth century has shown that media have an
important role in shaping (cultivating) attitudes and conceptions of human beings
about their environment and the world. Originally, Cultivation Theory studies were
limited with the TV. Recently, some studies have expanded the cultivation concept to
print media. Although cultivation research concentrated on proving the cultivation
effects of TV on heavy viewers, the basic idea can also be applied to how teen

magazines influence teenage girls.

Cultivation Theory was developed by George Gerbner and it claims that mass media,
and in particular, television (TV), affects the perceptions of individuals (Gerbner et al,
1994). McQuail reports that among the long term media effect theories, the cultivation

theory is probably the “best documented and most investigated” (2005, p. 497).
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Cultivation Theory considers television as “the cultural arm of the established
industrial order”. “Television serves to maintain, stabilize and reinforce, rather than
alter, threaten or weaken conventional beliefs and behaviors” (i.e., the current

economic order — the capitalist system)” (Gross, 1977, p. 180).

Gerbner (1992) states that:
traditional effects research models are based on selectively used media,
messages and campaigns. They focus on selective exposures causing attitude
change, viewer preferences, etc. They miss the essential and unique feature of
television culture: its universal, stable and pervasive cultivations of perception

about life and social relationships in large communities over long periods of
time (p.100-101).

Since cultivation concentrates on gradual and cumulative effects, it is different than
the traditional stimulus-effect studies. It has two dimensions of research. The first one
“tests the consistency of the television message system” (McQuail, 2005, p. 497),
while the second dimension deals with experimental research (surveys) on public
beliefs about the social system. Finally, the public beliefs about reality are compared
with the actual reality, taking heavy, medium or light television viewing as the main

parameter.

Cultivation analysis begins with a message system analysis, “identifying the most
recurrent, stable, and overarching patterns of television content”, which are the
“consistent images, portrayals, and values that occur in most programs and are
virtually inescapable for regular (and especially the heavy) viewers”. (Gerbner, 1998,

p. 181)

69



Cultivation theorists focus on heavy TV viewing of individuals over a long period of
time. Cultivation theory states that, heavy TV viewers tend to describe and accept the
world in terms of what they see on the TV. The theory basically states that heavy
exposure to mass media messages creates and cultivates attitudes more consistent with
these messages. “The more time individuals spend consuming media (e.g., watching
television), the closer their views are to the “world” created by media” (Zhang & Chia,

2006, p. 266).

The two steps in the cultivation process are ‘learning’ and ‘construction’: TV viewing
causes learning, and incidental information on TV-view of the world is accumulated
by the receiver. Then, this information is used to construct social realities. Similarly,
considering teenage girls who read teen magazines, teen magazine reading may cause
learning while information on magazine-view of the girls” world is accumulated. This

view can then be used to construct an ideal teenager girl image.

Some information about the background of Cultivation Theory is also necessary to
note here. Cultivation Theory research began in late 1960’s when there was a big
political turmoil in the USA after the assassinations of human rights activist Martin
Luther King and Senator Robert Kennedy. It was also a time of protests against the US
involvement in the Vietnam War. The National Commission on the Causes and
Prevention of Violence funded a research study to analyze violence in prime time TV
programs. George Gerbner was appointed as the director of this project. (Signorielli &
Morgan, 1996) This first research documented how violence dominated television
programs. In 1969, the US Congress decided to extend its aims to understanding the

social consequences of growing up and living with TV.
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The Cultural Indicators project investigates how the flow of media messages is
produced, managed, and distributed, and how exposure to the world of TV contributes
to viewers’ conceptions about the real world (Signorielli & Morgan, 1996). TV
viewers are classified into two categories: heavy viewers and light viewers. Heavy TV
viewers are defined as individuals who watch four or more hours of TV every day. On
the other hand, light TV viewers are those who view two or less hours of TV every
day. These viewers are also selective in choosing programs they watch. According to
2009 A.C Nielsen Co. studies, the average American watches 5 hours of TV a day

(Nielsen, 2009). So, the TV becomes the main ‘educator’ for many viewers.

Similarly, teen magazine readers may be classified into two categories: heavy readers
and light readers. Girls who buy and read copies of at least one teen magazine regularly
can be considered to be heavy readers and girls who buy and read teen magazines from
time to time, or who borrow teen magazines from their friends rarely can be considered

to be light readers.

Cultural indicators are messages that reflect the ‘collective cultivation’ of a public.
Gerbner claims that four questions can determine cultural indicators of a given public
(Gerbner et al, 1994). These four questions are:

1. What is? (what gets the attention)

2. What is important? (what gets the emphasis)

3. What is right? (the tendency of public)

4. What is related to what? (the question of structure, what concepts are found

interrelated in messages?)
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With regards to the beauty, the beauty standards of a society can be considered to be

the cultural indicators of a society.

Cultivation analysis is designed to measure perceptions of real life facts in comparison
to life as shown on TV. In general, studies show that violence appears more in the TV
world than in real life. For example, in the US, violent crimes are about 1% of total
crimes, but on the TV, violent crimes were reported to be about 10% (Gerbner et al.,
2002). On the other hand, it is reported that “more than half of TV characters are
involved in some kind of violent action every week” while FBI statistics indicate that
less than 1% of Americans are victims of criminal violence (Gerbner et al., 2002, p.

52).

The Mean World Syndrome states that heavy TV viewers have a tendency to think the
world is more dangerous than it actually is. TV shows the world as a selfish and violent

place, so heavy TV viewers are frightened and are too cautious of the real world.

According to the cultivation perspective, heavy TV viewers: tend to think there are too
many law enforcement employees, tend to trust other people less, experience too much
fear (for example, being afraid to walk alone) and watch so much TV that they believe

violence is an acceptable behavior in solving problems (Gerbner et al., 2002).

The Mainstreaming principle states that heavy TV viewers will exhibit smaller
differences in perceptions, will be drawn towards a more centric view, and adopt
expanded TV representations of the world. Similarly, heavy teen magazine readers

may exhibit smaller differences in an ideal beauty concept.
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Cultivation Theory studies have been criticized by some communication theory
researchers in 1980’°s and 1990’s. One point of controversy was whether the effects do
or do not occur, and even if they occur, whether they are limited or not. Another
criticism was that other countries had different television networks and different
program types, which would have different broadcasting policies, so applying it in

other countries would require taking these factors into consideration.

Also, considering the recent directions of communications theory research, it has been
realized by many scientists that there is a complex system of relationships between
media owners, program producers, the audience, and social order and the environment.
This means it is difficult to consider cultivation effects separately from the general
socialization theories. On this issue, Reimer and Rosengren (1990) state that
“socioeconomic background brings about a certain life-style (which) in turn leads to a

specific media use, and this media use cultivates a person’s values.” (p. 187).

Signorielli and Morgan (1996) report that research conducted considering cultural
indicators and cultivation has already contributed to communications theory and will
help scholars performing research in various fields. Morgan and Shanahan (2010) state
that more than 125 studies directly relevant to cultivation have been published since

2000, and more than 500 studies have been published in total.

Cultivation approach is also used in research on print media and specifically, on teen
magazines (Zollo, 1995; Duke, 2000; Hendriks, 2002; Davalos et al., 2007; Cornett,
2012). As cited in Duke, Freedman has noted, "Boys 'show off through status and

power, thus signaling their potency; girls cultivate attractiveness, thus seeking
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admiration and indicating to boys their social interest." Girls learn that the right look
and being nice are vital to acceptance by others. Teen magazines are thought to
contribute to the socialization of girls into traditional, appearance-based standards of

femininity (Duke, 2000, p. 373).

Meyers (1999) mentions a 1987 study by Elizabeth Fraser of how adolescent females
interpret Jackie, a British teen magazine for girls. Fraser found that when the media’s
version of reality conflicted with the girls’ lived reality, girls viewed the media’s

version as more credible and legitimate.

Some researchers adopting a cultivation theoretical approach conducted studies which
indicate that messages related with beauty are conveyed over and over by peers and

media to young girls and women, cultivating an “ideal beauty” concept.

It is reported that teen magazines are the second most influential source of information
for teenagers after peers (Davalos et al., 2007). Young adults indicated that they
believed the most effective media for advertisers in reaching their age group is
magazines (Zollo, 1995). This finding strengthens the justification of studying the

influence of teen magazines on teenagers’ beauty standards.

There are also cultivation theory-related studies on media performed in Turkey
(Batmaz, 1986; Yumlu, 1987; Ozer, 2004; Ozer, 2005; Taylan, 2011). Ozer (2005)
studied TV news programs of 4 prominent private TV stations and one state channel
(TRT1), which concludes that television has a cultivation and main streaming role.

Similarly, a study by Taylan (2011) states findings supporting original studies of
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Gerbner on long term violence effects of USA TV programs, for youngsters in Turkey
watching Turkish TV programs.

2.2.4 Cultural Studies

Meyers (1999) defines culture as “the process by which meanings of self, social
identity and social relations are created within the context of a particular system of
hierarchical social formations” (p. 6). She says culture is inherently political. For
European and US cultures, the system is “white, patriarchal capitalism”, and as Fiske
has pointed out, in this system, the products of popular culture “carry the interests of
the ideologically dominant”, and works “in favor of the status quo” (p. 7). She points
out that as outlined by Althusser, Gitlin and Hall, popular media serves the interests of
the ruling classes and help “to shape a world view in their audiences supporting those
who hold positions of power and authority” (p. 7). Popular media promote gender
stereotypes and beliefs to support the ideals, values and opinions of white,
heterosexual, middle-class and upper-classmen. This prevailing ideology must appear

natural and inevitable, and must look like common sense to be effective.

Hall (2001) reports that different audiences may understand media products
differently. He has proposed that the process of communication should be considered
together with the complex structure of social relations, and it cannot be studied as a
linear sender/message/receiver model. Instead, he suggested the use of his

Encoding/Decoding model of communication.

In Hall’s encoding/decoding model, at the production end, the process requires the
“knowledge of the technical infrastructure, relations of production and frameworks of

knowledge” (p. 168). The media institutions are mostly owned by dominant power
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structures, so, “typical frameworks of meaning” at the production end, “are likely to
conform to dominant power structures” (McQuail, 2005, p. 73). Communicators
choose to encode messages according to their ideological and institutional position.
They can manipulate the language to give their messages a “preferred reading”. The
product (a television news program, or a teen magazine article), which is called a
“meaningful discourse” by Hall (2001, p. 168) is encoded into meaning structures, and
it is broadcast. It is then received and decoded by the receiver (audience member), but
the meaning structures of the receiver after decoding might be different than the
meaning structures intended by the producer, depending on the receiver’s socio-
cultural and political position within the society. Receivers can “resist ideological
influence by applying oppositional readings, according to their own experience and
position” (McQuail, 2005, p. 73). So, different audiences with different socio-cultural
or political positions in the society will decode products into different meaning

structures.

Meyers (1999) defines mediated popular culture as the “mass produced commodities”
(such as television programs, books, movies, newspapers, music CD’s, etc.) “created
and disseminated by the media for wide consumption by various targeted segments of

the population” (p. 6).

Although it is a popular research area, there are lots of discussions on issues related
with popular culture. There is disagreement even on the meaning of popular culture.

Milestone and Meyer (2012) define popular culture as an “amorphous concept”
including many cultural products ranging from cinema to newspaper articles, from

computer games to music, adding that media (mass media and new media) represents
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much of popular culture (p. 1). They explain how gender is produced, consumed and

represented in popular culture.

Popular culture started to shape up as a separate discipline of study starting form
1950’s, but it has made a fast progress. In Europe and the USA, there are now many
departments offering programs and courses in this area and many studies were
conducted resulting in a large set of publications which shows the interest in and the

importance of popular culture (Glingdr, 1999).

Adorno states that popular culture can be "harmful” and can even have “toxic effects”
on the society (Witkin, 2003, p. 1). Instead of using popular culture, he prefers to use
“culture industry” because he thinks the products of popular culture do not come from
the people, but instead they are manufactured and presented by the capitalist market

for manipulating the “mass consciousness” (p. 2).

Aydogan (2004) criticizes the culture industry stating that their products convey
messages on the “fact” that the current state is the best for the society, and there is no
basic need that the status quo should be criticized (p. 37). This way, the readers will

feel more secure.

On the other hand, according to postmodernists, with the latest developments at the
end of the 20th century, with industrial labor losing its position and the service sector
gaining importance, working classes of the western world became ‘fragmented’, and
there was a need to redefine cultural meaning. Identities were no longer based solely

on the class, but could be based on sex, the body, nationality or ethnicity. Thus, “a
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critique of Marxism inside cultural studies became inevitable” (McRobbie, 1994, p.
6). She also states that women played a key role in structuring modern life and took an

important role in “representing the growth of capitalist consumer culture” (p. 7).

In Turkey, studies in popular culture were started later. The 1994 book by Alemdar
and Erdogan is an important step in Turkish popular culture studies. They state that
culture should not be limited with a number of areas such as theater, movies, painting,
etc. Instead, it should be considered as the expression of himself/herself of humans in
every area of societal life. “Using his/her accumulated life experiences and what he/she

has created, the way a person ‘produces’ himself/herself is his/her culture” (p. 19).

They also mention that some researchers relate popular culture to the people
considering the meaning of term popular. For them, popular culture is produced by

people or by those ‘above’ the people for people (Alemdar & Erdogan, 1994, p. 110).

Then, who is ‘people’? Some mention the majority of the population as ‘people’. For
them, culture is then a concept which is shared by the majority of the population. Some
others define people as the working class. Hence, for them, popular culture means the
culture of the workers. For those researchers, working class is the fundamental
building stone of the society and thus, popular culture has a positive meaning. Others
consider the working class as the uneducated, illiterate, ordinary and penniless, and
state that popular culture is useless, banal and ordinary (Giingér, 1999). However, one
early study on Turkish popular culture by Ozbek (2003) on ‘Arabesk’ music and its
prominent pioneer Orhan Gencebay, states that ‘Arabesk’ music, which is music

preferred by Turkish suburban population and shanty towns in 1990’s should be
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analyzed within the context of where it is produced, played, listened to and the social
class it addresses, and the time frame it is consumed, without blaming it categorically

as banal.

The studies in popular culture question whether it is urban or rural, whether it
represents contemporary and civilized life or underdeveloped life, where it stems from,

by whom is it produced and for whom, whether it is bad or good (Guing6r, 1999).

In his book on popular culture in Turkey, Oktay (1993) states that until 1945,
magazines published in Turkey gave importance to education and enlightenment of
readers. However after the Second World War, and especially following the Marshall
Plan in 1948 and the election win by the conservative Democrat Party in 1950,
American life style started influencing the Turkish culture and hence the Turkish
magazines. This time period can be considered to be the period in which repetitive
coverage of Western Beauty ideals is observed in Women’s and Girls magazines. In
this period, magazines also selected being in harmony with the governing

conservatives, as they mainly depended on sales for their revenue (p. 57).

| believe teen magazines also fit into the definition of mediated popular culture, as they

are mass produced, and target teenage girls.

Considering the origins of teen magazines and their place in consumer society, and
also considering their links to western culture, cultivation effects should be taken into

consideration in this type of study. My approach in this research is mainly feminist.
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Chapter 3

RESEARCH METHODOLOGY

In this chapter, firstly the research methodologies used in this research will be defined.
Then, application of the selected methodologies will be outlined. After the presentation
of the sample group, the chapter will be concluded by explaining how the research is

conducted.
3.1 Research Approach

The aim of this study is to investigate the body images of women and teenagers
appearing in teen magazines and the impact of teen magazines on the beauty
understanding and consumption habits of young girls. Research methods selected for
the study are content analysis, survey and focus group analysis. The results are
interpreted from a critical perspective, employing both the qualitative and quantitative
research approaches. Hence, this study employs a mixed-method research approach.
In the following subsections, basic definitions of the research approaches employed in
this study will be stated.

3.1.1 Mixed methods research

Mixed methods research is “recognized as the third major research approach or
research paradigm” (Johnson, Onwuegbuzie & Turner, 2007, p. 112). Among the 19
definitions of mixed methods research appearing in the mentioned paper, Creswell’s
definition is the most direct one: “Mixed methods research is a research design (or

methodology) in which the researcher collects, analyzes, and mixes (integrates or
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connects) both quantitative and qualitative data in a single study or a multiphase
program or inquiry.” (p. 119).

3.1.2 Content Analysis

According to Arthur Asa Berger (1991), “content analysis is defined as a research
technique based upon measuring (counting) the amount of something....in a random
sampling of some forms of communication.” The aim of the technique is by
investigating the messages and communication, the researcher may gain “insights into
the people who receive these messages” (p. 92). In his recent book, Berger cites Wright
who defines content analysis as a research method “for the systematic classification
and description of communication content according to certain predetermined
categories”, which may involve qualitative or quantitative analysis, or both (Berger,
2011, p. 205).

3.1.3 Survey

Survey research methodology includes sampling, question design and data collection
components. The purpose of the survey technique is to “produce quantitative or
numeric descriptions about some aspects of the study population” (Fowler, 2014, p.
1). The information is collected by asking the study population questions. The answers
to these questions constitute the data for the analysis phase. Information is collected
from a sample of the population, only. The sample is a small fraction of the population.
3.1.3.1 Selection of Content Analysis Categories in Related Work

For the content analysis of teen magazines, Peirce (1993) was the first to use a
categorization. Willemsen (1998) added more categories by considering the regular
features of the selected magazines. The categories were combined until most of the
articles could be placed in a meaningful category. The basic unit of analysis was a

quarter of a page. Her final set of categories are fashion, beauty, hobbies, celebrities
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and stars, health and other information, shopping tips, reports, love-sex and
relationships, romantic fiction, columns, and miscellaneous (puzzles, horoscopes,
letters to the editor, news items, etc.).

3.1.4 Focus Group

Focus group study is a qualitative method based on group interviews. A moderator
guides the interview, by raising topics, while a small group of participants discusses
the topics raised (Morgan, 1997). It is particularly useful when researchers seek to
discover how participants give meanings to texts they read and their ways of

understanding messages.

Focus group study is different from individual interviews as the questions and
individual answers trigger interaction between the participants, resulting in a
discussion among the participants and one answer leading to more remarks on the issue
from different participants. Focus group methodology allows for discussion among the
audience to obtain a better understanding of their views on various issues (Parker &

Tritter, 2006).

According to Kitzinger (1995, p. 302) interaction between participants helps:

a) To highlight the respondents' attitudes, priorities, language, and framework of
understanding;

b) To encourage research participants to generate and explore their own questions and
develop their own analysis of common experiences;

c) To encourage a variety of communication from participants-tapping into a wide
range and form of understanding;

d) To help to identify group norms and cultural values;
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e) To provide insight into the operation of group social processes in the articulation of
knowledge (for example, through the examination of what information is censured or
muted within the group);

f) To encourage open conversation about embarrassing subjects and to permit the
expression of criticism;

g) Generally to facilitate the expression of ideas and experiences that might be left
underdeveloped in an interview and to illuminate the research participants'

perspectives through the debate within the group.
3.2 Instruments of the Study

In the following subsections, the instruments of the study are outlined considering
the three research approaches one by one.

3.2.1 Content Analysis Study

A quantitative content analysis study is performed to understand the messages and
topics covered in teen magazines. The content analysis is used to examine stable and

repeated patterns and concepts that appear in teen magazines for girls.

Two teen magazines, Cosmo Girl and Hey Girl are selected for this study. Both
magazines are published in Turkey, in Turkish, and they have high circulations. Hey
Girl and CosmoGirl magazines consider the 12-17 years old teenage girls as their main
audience.

3.2.2 Survey (Questionnaire) Study

In the survey approach of this study, a questionnaire was prepared and applied to
teenager girls. The questionnaire prepared by the researcher, is applied to teenage girls
in the 12-17 year-old range. The survey questionnaire aims to find out information on

the beauty concept, the body satisfaction and consumption habits of teenagers. It is
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used to find out teenagers’ beliefs, opinions, attitudes and behaviors, trying to find out

how teenagers conceive some social realities.

The questionnaire is formed of three sections. The first section, which is composed of
35 questions, aims at collecting various types of information about girls. The types of
information collected by the first section of the questionnaire can be classified as
follows:

a. Personal information such as age, school grades, education of mother/father,

weekly allowance.

b. Information about consumption habits and brands.
C. Information about purchase and reading of girls’ magazines.
d. Information about girls’ perception of beauty.

The second section of the questionnaire is composed of eight questions on how girls
make use of the magazines in their daily lives, with answers to be selected from five

options, strongly agree, agree, neutral, disagree, strongly disagree.

The third section contains a body satisfaction inventory, adapted from (Ozgir et al.,
1998), which is composed of twenty-five questions. The answers are selected among
options designed with a five-scale approach, very satisfied, satisfied, no opinion, not

satisfied, not satisfied at all.

For the body mass index (BMI) calculations, the height and weight information of 156

girls was also collected, and their body mass index was calculated using this data.
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3.2.3 Focus Group

Research methods discussed above (content analysis and the survey) provided us with
information on messages given and topics covered by teen magazines, and beauty
understanding, consumption habits and body satisfaction of teenage girls. However, it
is difficult to find out “why” and “how” these findings in a “natural discussion
environment” by just using quantitative methods of research (Hansen et al., 1998, p.

257).

It has been reported that focus group research “can produce highly useful information
that surveys miss” (Grudens-Schuck, Allen, & Larson, 2004, p. 5). For this reason, the
focus group method is used to collect information on issues like why and how the
beauty understanding, fashion, brand products use, body satisfaction and consumption

habits of teenagers who read teen magazines are shaped the way they are.

The methodology applied in this study is similar to that used by Tiggemann, Gardiner,
and Slater (2000). A narrative analysis was performed on focus group discussions
using an inductive approach (Frith & Gleeson, 2004). Major focus group findings
concerning the girls’ consumption habits, body satisfaction, magazine reading,

understanding of fashion and brands are presented and discussed.

Discussion was guided by the following questions:
1. Do you buy any teens magazines? (opening question)
2. Which parts of girls’ magazines do you like most? (key question)

3. How do you define a beautiful girl? (key question)
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4. Are girls’ magazines a good source of information on the issues that are important

for you? (key question)

Then, other probing questions were asked for clarification and to better understand
responses to the key questions. Finally, girls were asked whether or not there was

anything they would like to add as an ending question.
3.3 Population / Sample Group

In the following subsections, the population/sample groups selected in this study are
outlined considering the three research approaches one by one.

3.3.1 Population for Questionnaire Study

The questionnaire is prepared by the researcher, consisting of 67 questions and is
applied to 156 teenage girls in the 12-17 year-old range. The sample of the survey is
restricted with teenager girls living in North Cyprus.

3.3.2 Age Distribution

Table 3: Age distribution of questionnaire respondents

Age No. of respondents | % of respondents
(n=156)

12 21 13.5

13 27 17.3

14 25 16

15 33 21.2

16 23 14.7

17 27 17.3

All 156 100.0

Table 3 indicates that the age distribution of teenage girls who answered the

questionnaire is quite even.
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3.3.3 Weekly Allowance

Table 4. Weekly allowances of respondents

Weekly Allowance No. of % of respondents
(LUSD=15TL) respondents (n = 156)

Less than 25 TL 32 20.5
25-50 TL 79 50.6
51-75TL 26 16.7
76-100 TL 16 10.3

More than 100 TL 3 1.9

TOTAL 156 100.0

Table 4. Indicates that more than half of the respondents get a weekly allowance
between 25 to 50 Turkish Liras (approximately 15 to 35 USD).

3.3.4 Mothers’ Education

Table 5. Education level distribution of mothers

Education No. of respondents = % of respondents
Level (n = 156)
Primary School 22 14.1
Secondary School 21 135
High School 77 49.3
University 31 19.9
Graduate Degree 3 1.9
Other 2 1.3
TOTAL 156 100.0
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Table 5. Indicates that almost half of the mothers are high school graduates. Mothers
with university degrees (bachelor and graduate) make up for more 1/5 (21.8%).

3.3.5 Fathers’ Education

Table 6: Education level distribution of fathers

Education No. of % of
Level respondents respondents
(n =156)

Primary School 20 12.8
Secondary School 18 115
High School 75 48.1
University 38 24.4
Graduate Degree 4 2.6
Other 1 0.6

TOTAL 156 100.0

Table 6. Indicates that fathers’ education levels are quite similar to mothers’ education
levels. However, fathers with university degrees make up for more 27%, which is
almost 6% higher than mothers.

3.3.2 Sample Group for Content Analysis Study

A study conducted by the author earlier on 110 teenager girls indicated that Hey Girl
and CosmoGirl magazines are the most popular ones among teenage girls aged 12-17
in North Cyprus. Although obtaining correct sales and subscription statistics are hard
to find, information derived over the internet (Medyatava.com, 2006) and sales
statistics of Northern Cyprus press distributors (personal communication, 2006) show

that these two magazines have the highest sales in North Cyprus.
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It is interesting to note that the circulation of teenager magazines in North Cyprus is
almost ten times higher in proportion to the population. Popular teenager magazines
have an average circulation of 20,000 in Turkey, and considering the total population
as 70 million, the circulation of teen magazines with respect to population is
approximately 3 in 10,000. On the other hand, popular teenager magazines have an
average circulation of 500 in North Cyprus, and considering the total population as

250,000, the circulation with respect to the population is approximately 2.5 in 1,000.

These statistics indicate that North Cyprus is a better setting to study the influence of
teenager magazines on teenager girls as it is easier to find teenager girls who are

readers of teen magazines for focus groups and other studies.

Three issues each for the 2007-2010 period of Hey Girl and CosmoGirl magazines are
selected for this study. In total, 12 issues of Hey Girl and 12 issues of CosmoGirl are
analyzed. Hey Girl magazine was first published in 1988 by Milliyet Publishing Group
as amonthly magazine. After the takeover of Milliyet Group by Aydin Dogan in 1989,
the ownership has passed to Dogan-Burda Dergi Yaymcilik ve Pazarlama A.S. The
editor of Hey Girl is Ethel Kohen. It is published as a monthly magazine which has
100-118 pages. With the exception of a male author who prepares the ‘‘From Men’s
Point of View’’ section, all the authors are women. Content analysis study shows the

format of the magazine is very similar to women’s magazines.

CosmoGirl magazine was first published in 1992 in Turkey as a monthly magazine by
Bir Numara Yayincilik. The first main theme of the magazine was “Your Best Friend”.

CosmoGirl was sold to Turgay Ciner’s Merkez Dergi Yayincilik in 2004 and changed
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its leading theme to *‘The Magazine of Free Girls”. The editor is Ozge Sarikadilar. All
the authors are women. It is published as a monthly magazine which has 100-148

pages.

Hey Girl magazine defines itself as follows (from the Web page of Hey Girl): “Hey
Girl is a real friend for 12-19 year old girls who have just began exploring life because
it both informs and entertains young teenagers with its rich contents, colored and lively

presentation.”

CosmoGirl magazine defines itself as follows (from the Web page of CosmoGirl):
“CosmoGirl approaches its readers friendly and intimately shares their secrets and
proposes solutions to their problems. It aims to educate girls while they are entertained.
The main contents of the magazine are interviews with celebrities, fashion and beauty
pages with high quality products which have reasonable prices, psychological articles
which analyzes problems teenagers encounter related with school, family, and
friends.”

3.3.3 Population for Focus Group Study

The population of the focus group study is adolescent girls aged between 12-17 years
from two schools in the city of Famagusta, North Cyprus. The focus groups from the
first school, Canbulat Ozgiirliik secondary school, consisted of adolescent girls aged
between 12-14 years. The focus groups from the second school, Gazimagusa Tiirk
Maarif College (GMTMK), consisted of adolescent girls aged 15-17 years. GMTMK
has a middle school and a high school section, and accepts students through a

competitive national entrance examination. Both schools are public schools.
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In total, 82 participants were chosen to form six different focus groups, one for each
age from 12-17 years. Each focus group had 12 to 15 girls, within the limits described
by Morgan (1996).

3.4 Conducting the Research

In the following subsections, how research for this study is conducted is outlined
considering the three research approaches one by one.

3.4.1 Content Analysis

For the content analysis study, three issues of Hey Girl and CosmoGirl magazines were
selected from each year, and years 2007, 2008, 2009 and 2010 were covered. In total,

12 issues each of magazines were analyzed, making a total of 24 magazines.

A full page was taken as the basic measure in the content analysis. If more than one
content category is covered on a single page (which is a very rare case), the one that
appears larger than the other is selected. The categories were decided after reviewing
Willemsen’s study (1998). Some of her categories were merged and some new
categories are added. In total, 15 categories were used in our contents analysis study:

1. Fashion

2. Beauty

3. Celebrities

4. Sex and relationships

5. Music-TV-Cinema

6. Sports and Health

7. Food and Diet

8. Editorials and cover page

9. Astrology
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10. Education and personal development
11. Shopping tips

12. Letters from readers

13. Advertisements

14. Technology

15. Other

The categories beauty and fashion include articles and news only, excluding
advertisements or shopping tips about fashion and beauty products.

3.4.2 Survey

A questionnaire of 67 questions was applied to 156 teenage girls who were 12-17 years
old. The girls were students in Canbulat Ozgiirliikk Secondary School, Gazimagusa
Tirk Maarif College and Eastern Mediterranean College, with secondary school and
high school sections, all located in the city of Gazimagusa, North Cyprus. Canbulat
Ozgiirlik Secondary School is a state school and its students are mostly from lower
income families. Eastern Mediterranean College is a private school and its students are
from high income families. Gazimagusa Tiirk Maarif College is a state school. It is
one of the four special North Cyprus state schools that accept primary school graduates
by a national entrance exam. Most of its students are from middle or higher income
families, although there are some students from lower income families as well.

3.4.3 Focus Group

After obtaining permission for the study from the Turkish Cypriot Ministry of
Education, a focus group study was conducted with adolescent girls aged between 12—
17 years from two schools in the city of Famagusta, North Cyprus. 82 participants

were chosen from this sample, taking the approval of families and school
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administrations, to form six different focus groups, one for each age from 12-17 years.
Each focus group comprised between 12 and 15 girls, within the limits described by
Morgan as explained before (1996). Participation of the girls was voluntary upon

approval from their parents.

The focus groups from the first school, Canbulat Ozgiirltik secondary school, consisted
of adolescent girls aged between 12-14 years. The focus groups from the second
school, Gazimagusa Tiirk Maarif College (GMTMK), consisted of adolescent girls
aged 15-17 years. GMTMK has a middle school and a high school section, and accepts
students through a competitive national entrance examination. Both schools are public

schools.

The girls in each focus group knew one another well as they were all classmates. This
meant that as they were already members of preexisting social groups, better
discussion and debate were promoted (Bloor, Frankland, Thomas, & Robson, 2000,
p.23).

Procedure

Participants were informed of the topic and purpose of the study. Before the study
commenced, participants sat around a table, and the moderator, who was a female
researcher, gave them a short orientation on the focus group process. Then, some
recent issues of teen magazines were handed out to participants, and they were allowed
to read the publications for approximately 15 minutes. This allowed participants to feel

comfortable and relaxed when talking to the moderator and to one another.
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The moderator chose a topic and started a discussion, followed by comments from
participants. Topics were open for discussion in different orders in the focus groups.
There was a prepared list of topics to be discussed. When topics had not been
mentioned by participants, the moderator led the group to move from one topic to
another to cover them all. Each primary question was discussed for about 15 minutes
and one focus group session took approximately 60 minutes. All the discussions were
noted and recorded by the moderator. Recordings were transformed into transcripts

and the accuracy of the transcripts was checked by a second researcher.

A narrative analysis with an inductive approach was applied to the expressions of
participants on the ways in which they make and use stories to interpret their
understanding of ideal beauty, body image, and consumption behavior, as well as their
motivation for reading the magazines. The research analysis was driven by surface

level explicit expressions (Frith & Gleeson, 2004) of participants.
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Chapter 4

FINDINGS

In this chapter, the findings of the three different research approaches applied in this
study will be discussed with subsection 4.1 outlining survey results, subsection 4.2.
outlining content analysis results and subsection 4.3 oulining focus group results. The

chapter is concluded with the interpretation of the findings.
4.1 Content Analysis Findings

In this section, content analysis results of Hey Girl and Cosmo Girl magazines are
discussed. The last part of the section compares contents of one issue of the Seventeen
magazine published in US, and one issue of the Turkish Cosmo Girl magazine.

4.1.1 Coverage of Hey Girl and Cosmo Girl Magazines

The content analysis part of the study was conducted on two teen magazines, Hey Girl
and Cosmo Girl, published in Turkey, in Turkish language. These magazines are
selected considering circulation figures obtained from magazine sales statistics in
North Cyprus. They are the ones with highest circulation among girls’ magazines sold

in North Cyprus.
For the contents analysis study of the magazines, as explained in Chapter 3,

Willemsen’s (1998) categories are considered. A summary of the averages of each

magazine’s contents over 12 selected issues spanning four years (2007-2010) and the
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general averages of the 15 content categories, considering all 24 issues of both

magazines are given in Table 7, below.

Detailed figures (per issue and averages) of magazine contents according to number

of pages and percentage coverage in Hey Girl and Cosmo Girl, which are used to find

the averages to construct Table 7 are given in Tables B1, B2, and B3, in Appendix B.
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Table 7: Overall category averages of the content analysis study

Category Hey Girl  Cosmo Girl = Overall Ranking
Fashion 0.94 2.83 1.83 11
Beauty 3.94 2.83 3.30 7

Celebrities 15.43 17.40 16.43 3
Sex and Relationships 17.56 11.10 14.45 4
Music, TV, Cinema 1.81 5.73 3.74 6
Sports and Health 1.65 2.42 2.00 9
Food and Diet 1.89 2.10 1.99 10
Editorials and Cover 5.28 4.14 4.74 5
Astrology 2.20 1.45 1.79 13
Educ. and Pers. Dev. 3.39 2.56 2.97 8
Shopping Tips 23.07 25.10 24.29 1
Letters from Readers 1.02 2.62 1.83 12
Advertisements 21.18 17.60 19.41 2
Technology 0.08 0.00 0.04 15
Other 0.55 2.00 1.18 14
TOTAL 100.00 100.00 100.00

When the overall averages are considered, the order of categories is as follows:

1. Shopping tips (%24.29)

2.

Advertisements (%19.41)

Celebrities (%16.43)

Sex and relationships (%14.45)
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5. Editorials (%4.74)

6. Music (%3.74)

7. Beauty (%3.30)

8. Education and personal development (%2.97)
9. Sports and health (%2.00)

10. Food and diet (%1.99)

11. Fashion (%1.83)

12. Letters from readers (%1.83)

13. Astrology (%1.79)

14. Other (%1.28)

15. Technology (%0.04)

Combined together, the first four categories, shopping tips, advertisements, celebrities

and sex and relationships cover almost 75% of girls’ magazine pages.

Figure 6 is a graph showing the overall average coverage of each category in

magazines use in this study.
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Figure 6: Overall Percentage of Categories in Magazines

The average figures indicate that sum of shopping tips and advertisements make up of
more than 42% of both teen magazines (44.25% for Hey Girl and 42.7% for Cosmo
Girl). News, articles about and interviews with celebrities occupy almost 17%, while
articles, advice, questionnaires and stories about sex and relationships (mostly, tips
and questionnaires on relationships with the opposite sex) make up for more than 14%
of magazine contents, however this category occupies significantly more space in Hey
Girl (over 17.5%) compared to Cosmo Girl (11.1%). Similarly, Cosmo Girl has a much

higher coverage (5.7%) of music articles and news compared to Hey Girl (1.8%).

Generally, the contents category averages of 12 issues of each magazine are close to

the general averages of the 24 issues.

For a comparison, Willemsen’s (1998) findings on content analysis and linguistic
analysis show that Fashion and beauty account for more than 25% of the pages of Yes,

which is a girls’ magazine. Hobbies, celebrities and stars, health also have important
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coverage with around 10% each. Shopping tips, reports, and love sex and relationships
have about 7% coverage each. In Hey Girl and Cosmo Girl, there is almost twice as
much coverage of the “love, sex and relationships” category. Coverage of celebrities
is also higher (16%) compared to Yes. The breakdown of shopping tips and
advertisements given below in Tables 8 and 9 indicate that fashion and beauty are the

two topics with highest coverage, as in Willemsen (1998).

In Webber (which is a Dutch boys’ magazine), celebrities and stars account for more
than 20% of the pages, followed by hobbies, which account for more than 12%.
Fashion comes third with about 9%. Love, sex and relationships, and reports are close
to 7% each. One interesting thing is, there is no romantic fiction section in Webber

(Willemsen, 1998).

Advertisements are subcategorized further as:
a) Fashion advertisements (including clothing)
b) Accessories (earrings, necklaces, hairgrips, rings, etc.)
c) Books and magazines
d) Beauty products
e) Diet products, food and beverages
f) Technology products
g) Music — TV channels

h) Other

Shopping tips are subcategorized as:

a) Fashion
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b) Accessories
c) Beauty products
d) Mixed

e) Other

Celebrities are categorized as:
a) Fashion
b) Music
c) TV -Cinema
d) Mixed

e) Other

The following tables show how advertisements, shopping tips and celebrities’

coverage is distributed among those subcategories.

Table 8: Distribution of advertisements among product categories

Advertisement % in % in all pages
category advertisements

Fashion 29.3 5.69
Accessories 8.0 1.55
Books and magazines 17.3 3.35
Beauty products 16.9 3.29
Diet and food 5.8 1.13
Technology 2.5 0.49
Music, TV 6.2 1.20
Other 14.0 2.71
TOTAL 100.0 19.41

Table 8 indicates that almost one third of advertisements in girls’ magazines are for
fashion products. Books and magazines and beauty products are the next two most

frequent and they occupy about 17% of all advertisements. Fashion products, beauty
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products and accessories constitute 54.2% of all advertisements. Figure 7 outlines the

overall percentage distribution of advertisements to sub-categories.

Overall Distribution of Advertisements (%)
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Figure 7: Overall Percentage of Advertisements with Respect to Categories

Table 9 : Distribution of shopping tips

Shopping Tip % in shopping % in all
category tips pages
Fashion 38.5 9.37

Accessories 4.2 1.01
Beauty 29.6 7.22
Mixed 19.4 4.70
Other 8.3 1.99

TOTAL 100.0 24.29

Table 9 shows that shopping tips on fashion products constitute almost 40% of all the
tips in girls’ magazines. Next most frequent shopping tips category is beauty products
with almost 30%. Fashion products and beauty products appear in 68.3% of all
shopping tips. It should be noted that, mixed fashion tips also mostly include these two

categories. So, it can be concluded that fashion products and beauty products constitute
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almost 75% of all shopping tips given in girls’ magazines. Figure 8 shows the overall

distribution of shopping tips to sub-categories.

Overall Distribution of Shopping Tips (%)
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Figure 8: Overall Distribution of Shopping Tips

Table 10 : Distribution of celebrities among celebrity categories

Celebrity category % in % in all
Celebrities pages
Fashion 10.5 1.72
Music 40.7 6.70
TV Stars 29.1 4.78
Mixed 7.9 1.29
Other 11.8 1.94
TOTAL 100.0 16.43

Table 10 indicates that more than 40% of celebrities that appear in girls’ magazines
are singers or music bands’ members. TV stars appear in about 30% of news and
interviews with celebrities on various issues, mostly about their personal and
professional lives. Fashion celebrities constitute only slightly more than 10% of
celebrity appearances. Figure 9 gives the overall distribution of celebrities to sub-
categories.
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Figure 9: Overall Distribution of Celebrities

When the distribution of advertisements and shopping tips into subcategories
presented in Tables 8 and 9 and the distribution into main categories outlined in Table
7 are combined, the coverage given to fashion and beauty products, considering both
articles and pictorial content (in terms of advertisements and shopping tips) can be

calculated as follows:

Total coverage of fashion products and accessories% =
[fashion pages percentage (main)] + [fashion + accessories total (advertisements)] +
[fashion + accessories total (shopping tips)]%

1.83 + [5.69+ 1.55] +[9.37 + 1.01] = 1.83 + 7.24 + 10.38 = 19.45%

Total coverage of beauty products% =
[beauty percentage (main)] + [beauty products total (advertisements)] + [beauty total

(shopping tips)] = 3.30 + 3.29 + 7.22 = 13.81%
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So, adding these two terms, almost one third of girls’ magazine contents (33.26%) is
devoted to fashion and beauty topics, mostly in pictorial form, in advertisements and
shopping tips. This shows, teen magazines give a high coverage of fashion and
beauty products.
4.1.2 Content Analysis of Teen Magazine Covers
In this section, results of the content analysis study on cover girls appearing on 24 teen
magazine cover pages, 12 Cosmo Girl and 12 Hey Girl issues selected, from 2007 to
2010 are going to be discussed. The following attributes of cover girls are considered
in this content analysis:

a) Hair color

b) Color of eyes

c) Profession (cinema, music, TV, or fashion celebrity)

d) Sex (male or female)
The results are outlined in tables 11 and 12 below. The names of cover girls/celebrities

are also listed.
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Table 11 : Content analysis results of Cosmo Girl covers

Cosmo Hair Color Eye Color Celebrity Profession Sex
Girl Issue
2007-01 Blonde hair Hazel Jessica Cinema wW
Simpson
2007-09 Blonde hair Blue Fergie Music wW
2007-11 Blonde hair Brown Ashley Cinema W
Tisdale
2008-03 Blonde hair Blue Avril Lavigne Music wW
2008-06 Brunette Hazel Kelly Music wW
Clarkson
2008-09 Brunette Blue Hilary Duff Cinema W
2009-02 Brunette Hazel Lily Allen Music wW
2009-02 Blonde Blue Taylor Cinema W
Momsen
2009-05 Brunette Blue Kristen Cinema wW
Stewart
2010-01 Black Blue Sebnem Ferah Music wW
2010-04 Blonde, Brown Hepsi (Music Music W
Black, group, 3 girls)
Brunette
2010-12 Brunette Blue Emre Aydin Music M
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Table 12: Content analysis results of Hey Girl covers

Issue of | Hair Color | Eye Color | Celebrity Profession Sex

Hey

Girl

2007-01 | Brunette Brown Keremcem Music M

2007-09 | Brunette Blue Masha Model w

2007-11 | Brunette, Blue, Pelin& TV Stars W+M

Brunette Green Ibrahim

2008-03 | Blonde Blue No name Model w

2008-06 | Brunette Blue Pelin TV star w
Karahan

2008-09 | Brunette Brown Ozge Kucuk | (Molped &HG cover | W

girl contest winner)
2009-02 | Brunette, Brown, Keremcem — | Music W+M
Blonde Blue K. Eylul HG reader

Akgol

2009-05 | Brunette Blue Sonya Model wW

2009-08 | Brunette Green Robert Cinema M
Pattinson

2010-01 | Brunette Hazel Taylor Cinema M
Lautner

2010-04 | Brunette Brown Justin Music M
Bieber

2010-12 | Black Brown Selena Cinema w
Gomez

4.1.3 Cosmo Girl Covers

Table 11 indicates that out of the 12 Cosmo Girl covers analyzed, 5 celebrities

appearing alone are blonde and 5 are brunettes. One celebrity has dark hair which can

be called black. On one cover, the famous Turkish young music group appears, the

members of the group have blonde, brunette and black hair, all having brown eyes.

Only one member of the group has a dark tan color.
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When the eye colors are considered, 7 celebrities have blue eyes, 3 celebrities have
hazel eyes, and one has brown eyes. None of the brunettes have brown eyes. All the

celebrities appearing alone have a white tan color.

Cosmo Girl has only one cover with a male celebrity, Emre Aydin, a Turkish singer
on in 2010/02 issue. The celebrities appearing in 2007, 2008 and 2009 issues — in total
9 -, are all international celebrities. Those appearing in 2010 issues are Turkish
celebrities. This may show an editorial policy change.

4.1.4 Hey Girl Covers

Table 12 indicates that among the celebrities appearing on Hey Girl covers, 3 are
popular music stars, 3 are cinema stars, 3 are fashion models, 3 are TV stars, one is a
magazine reader and one is a cover girl contest winner. Two TV stars casted in the
“Kavak Yelleri” Turkish TV series popular among teenagers, Pelin and Ibrahim appear
together in the 2008-06 issue, and a male music celebrity, Keremcem, appears with a

magazine reader in the 2009-02 issue.

There are 11 brunettes, 2 blondes and one cover girl with black hair. The distribution

of eye colors is 6 blue, 5 brown, 2 green and 1 hazel.

There are 7 international celebrities and 5 Turkish celebrities on the covers of Hey Girl

issues analyzed.

On 4 of the covers, there are male celebrities and on 6 of the covers there are female
celebrities. In two issues, where a pair of male and females appear, the pairs have

posed embracing each other.
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Hey Girl magazine has casted its readers in two of the issues. On the 2008-09 issue
cover, the winner of a cover girl contest organized by the Hey Girl magazine and
Molped company, Ozge Kucuk appears. On the 2009-02 cover, a magazine reader who
is a fan of the popular Turkish male singer Keremcem appears together with

Keremcem.

Tables 11 and 12 show that blonde and brunette hair, and hazel and blue eyes are quite
dominant in magazine covers and these physical properties are promoted as
requirements for “ideal beauty”.

4.1.5 Comparison of Cosmo Girl and Hey Girl covers

In the sample analyzed, most of the celebrities appearing on Cosmo Girl covers are
blonde, while most of the celebrities appearing on Hey Girl covers are brunettes. Those
celebrities appearing on Cosmo Girl covers mostly have blue eyes (7). Cosmo Girl
covers have only one celebrity with brown eyes, while Hey Girl has casted 4 celebrities
which have brown eye color. Hey Girl has also casted more celebrities with blue, green

and hazel eyes (9) than those with brown eyes (5).

In both magazines, international celebrities appear most, although Hey Girl has casted
more Turkish celebrities on its covers. Hey Girl has casted two magazine readers on

its covers while Cosmo Girl has not done this.

In both magazines, celebrities appearing on covers have a white tan color, with only
one exception, one music band member has a dark tan color on 2010-04 issue of

Cosmo Girl.
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Considering all the 24 covers, there are 16 international celebrities and 8 Turkish
celebrities. Although Hey Girl casted more Turkish celebrities compared to Cosmo
Girl, its covers still contain more international celebrities. It has been reported earlier
that Cosmo Girl is owned by the international media giant Hearst Corporation, but Hey
Girl is a Turkish publication. These results shows that foreign celebrities dominate
covers of teen magazines published in Turkey, and covers are devoted to celebrities
mostly in line with the western ideal beauty standard of white, thin women with blue,
green or hazel eyes. Even when Hey Girl’s cover girls with darker hair and brown eyes
are considered, their thinness, faces, noses and eyes and their dominantly white skin
color fit the western beauty standards. This result is something that requires a
discussion, and may be considered as one indicator of the already cultivated Western
beauty standard in the Turkish society.

4.1.6 Comparison of Cosmo Girl-Turkey and Seventeen-USA Magazines

The Turkish Cosmo Girl magazine is owned by the Turkish media group Turkuvaz
Gazete ve Dergi Basim A.S. However, it is also indicated that the name and publication

rights belong to Hearst Corporation.

The Hearst Corporation publishes various teenager magazines in different countries.
In Holland, the Czech Republic, China, Indonesia, and Hong Kong, the name of the
magazine is Cosmo Girl, as in Turkey. It is published with the name Seventeen in the
US, as well as in Argentina, Chile, Colombia, Ecuador, Venezuela, Malaysia, Mexico,

Singapore, South Africa, and Thailand.

The information given at the web site of Seventeen magazine indicates that the first

teenager magazine of Hearst Group was Cosmo Girl which had its first issue appearing
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in 1999. After the purchase of Seventeen magazine, which was published since 1944,
by Hearst Corporation in 2003, for a short while, both magazines were published by
Hearst, but after 2008, Cosmo Girl’s US edition was closed down and only Seventeen
continued to be published. For reasons unclear to us, the media giant Hearst
Corporation has continued to publish some of its international editions under the title
“Cosmo Girl”, like in Turkey. It should be noted that, the Seventeen magazine was

also published in Turkey for a short while, but it was quickly discontinued’.

The web site of the Seventeen magazine publihed in UK 8 has the following mottoes:
Seventeen Magazine is your handbook to life! Full of great fashion tips that keep you
ahead of the trends... the hottest makeup, the best products for beautiful skin, must
have jeans, the best shoes, belts & bags, and those great little dresses that keep you
looking your best at school, parties... or just about anywhere! Get the latest scoop on
celebrities, music, movies and more. Plus, catch up on the guy scene every month with

Seventeen's Guy Talk.

Looking at some of the articles published in Cosmo Girl magazine, the researcher
suspected that they may be translated from the original US edition. Accordingly, the
September 2010 issue of American Seventeen magazine and the October 2010 issue
of Turkish Cosmo Girl magazine are compared to find out similarities and differences
in contents. It is observed that some of the contents of Cosmo Girl are taken from

Seventeen.

" http://en.wikipedia.org/wiki/Cosmogirl ,
http://en.wikipedia.org/wiki/Seventeen_%?28magazine%29

& http://www.americanmagazines.co.uk/seventeen-magazine-subscription.html
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The first observation is that, the number of pages is quite different in the two
magazines. Seventeen is 228 pages, while Cosmo Girl is only 100 pages. Seventeen is
sold for 2.99 US dollars. Cosmo Girl is sold for 5 Turkish Liras in Turkey (which was
approximately 3.5 US Dollars at that time) and for 6 Turkish Liras in Northern Cyprus
(which was approximately 4 US Dollars). The cover photographs are exactly the same

in both issues, featuring celebrity singer Katy Perry.

In its introductory pages, the contents of Seventeen are categorized as Fashion, Beauty,
Health, Love Life, Your Life and Others by the magazine editors. On the other hand,
the contents of Cosmo Girl are categorized as Celebrity News, Trend Alarm, Girl to

Girl, Body and Soul, My Man, Zoom, and Others.

When the contents are compared, it has been found out that 15 pages of Cosmo Girl
are directly taken from Seventeen after translation to Turkish. For example, the section
called “Choose a Unique Date Spot!” in Seventeen appears with the same wording in
Cosmo Girl under the heading “Benzersiz Flort Mekanlar1”, which means exactly the
same thing in Turkish. In the Turkish version, the comments at the bottom of every
subsection are direct translations of the comments in Seventeen, and an impression is
given as if the readers’ letters are coming from Turkish readers. The signatures of
readers are changed, but ages are the same. For example, one comment signed
“Alexandra, 17, New Orleans” appears in Turkish Cosmo Girl with the same wording,
but with signature “Ayga, 17, Istanbul” (Cosmo Girl, October 2010, p. 92 ; Seventeen,

September 2010, p. 216).
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Also there are some problems detected with regards to the translation from English to
Turkish. For example, in the US, the term “art museum” is used to indicate a location
where art work such as paintings and sculpture are exhibited, in Turkish, there is no
such term. The generic term “museum” is used instead for all types of locations
exhibiting something. There can be ‘museums” where art work is exhibited, or there

can be ‘museums” where historical findings are exhibited.

The topics related to sexuality appearing in Seventeen are not used at all in Cosmo
Girl. In the interview with the cover girl Katy Perry, she says “I think it is sexier not
to give it all away in one night”. This sentence has been totally omitted in the same
interview in Cosmo Girl (Seventeen, p. 193, Cosmo Girl, p. 69). Also, it has been
observed that there are tampon advertisements (p. 97, p. 101) in Seventeen, but in my
content analysis on various issues of the Cosmo Girl magazine, | never came across
with a tampon advertisement. The reason for this is due to differences in culture. In
the Turkish society, virginity of girls before marriage is very important. Since a virgin
cannot use tampon, and companies which produce these items know that they cannot

sell tampon products to girls, these advertisements do not appear in girls’ magazines.

Considering the observations on the different coverage of sexual issues in the two
magazines, it can be concluded that Cosmo Girl puts more emphasis on romantic
relationships, and it omits some topics on sexual relations of girls with opposite sex,
thereby trying to cover contents more acceptable by the sexually conservative Turkish

society.
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4.1.7 General Remarks on Magazine Contents

In this section, some interesting coverage in the two magazines on different issues
which are subjects of study in this study will be listed.

4.1.7.1 Beauty

In September 2008 issue of Hey Girl, on pages 86-87 (Appendix C), there is a title
“Techniques to Mow Grass (Cim Bi¢gme Yontemleri)”. The article starts with the
sentence in upside-down format besides a pair of long legs of a girl with a mini skirt
and high heel summer shoes: “don’t think that the summer is over, even if they grow
this is not a problem. To be a clean girl inside and outside is very easy. For this, you
need to spend a small amount of time and power.” In the article, the advantages and
disadvantages of laser and laser with needle type epilation techniques and creams to
get rid of body hair are mentioned. For laser and laser needle type epilation, the phone
number and web site addresses of seven different centers are listed. On the right hand
side of the page, brands and prices of hair reducing-removing cream, face serum and
epilator are given with pictures. At the end of the article, two more suggestions are
mentioned as “shaving and stick and remove epilating wax” and girls are asked to visit

the web pages of the magazine for information on these two techniques.

In June 2008 Hey Girl, on p. 46, there is an article titled “Get the Tactics from Pelin”,
listing some beauty tips from a TV celebrity Pelin who also appears as the cover girl
of that issue. She mentions that she likes long and flat hair. She used to dye her hair
but she now prefers her natural color. She uses separate hair shampoo and conditioner
and she goes to a hair care center once a month. She uses hairpins with different colors.
Although she says she does not like heavy make-up, her photo on the page actually

shows she did heavy make-up for the photo shooting. She mentions her brand choice
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(Mac) for cosmetic products. When she gets back home, she performs a daily cleaning
and uses a moisturizer suggested by her doctor. She uses baby oil after every bath. She
explains she uses hand cream which also is good for care taking of nails. She likes
“French-style” nail polish.

4.1.7.2 Conflicting or Mixed Messages

There are some conflicting messages in these magazines. For example, on the cover of
2010-April issue of Cosmo Girl, it says “Boys are not looking at your appearance”,
but on the cover of its 2007-January issue it says “your nickname should not be big
boobs”. This is a reminder of Behgetogullari’s (2008) remarks that women construct a
conflicting control on their body, simultaneously ordering herself to do and not to do,
be free but not too much, be seductive but also be like a mother. This type of mixed
(negative/positive) messages are also reported by Fuller (2005) on her content analysis

study on the Seventeen magazine.

Cosmo Girl magazine has been published with the slogan “Free Girls’ Magazine” in
its 2009 February issue. As the 14" of February is the Valentine’s Day, there is an
article trying to console girls who have no boyfriends on page 44. In both magazines,
culturally acceptable man-woman relationships and the meaning of being female are
reproduced. On page 52, there is a section called “Intelligent Girl”. In this section,
there is a title called “Surprise him with your intelligence” which suggests teenager
girls to buy exceptional presents for the Valentine’s Day to surprise their boyfriends.
(“Buy him an exceptional present for the Valentine’s Day so that his 1Q will be like
zero compared to yours, how about this?”’). Also in this section, on pages 52 and 53,
there are suggestions on what might be exceptional presents, together with their prices.

The conclusion that can be derived from this section is that a teenager girl should learn
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how to buy exceptional presents in order to influence her boyfriend with her

intelligence.

In Hey Girl’s 2010-December issue, there is a section on page 51 titled “In order not
to be late, not to be sorry and not miss the life, do these things before your 18" birthday
comes”. There is a list of 18 items that should be done. The first item is “learn how to
cook”. Among the other items, there are “wear high heel shoes”, “learn how to make
make-up” and “live some summer loves”. These items mostly concentrate on women’s
traditional role of serving men for food and pleasing them with their physical
appearance.

Messages about Appearance

There are some messages in these magazines about the preferred appearance of young
girls. In the same issue, on page 38, under the title “Trend alarm”, it says “it is not
sufficient to make make-up, you have to be determined to be beautiful otherwise your
beauty will lose its effect.” On page 40, information is given on various hair styles
under the heading “fast and flirtous hair styles” (flirtous is a made-up word, meaning
flirting, and a similar word, “flort6z” which is not Turkish, is also made-up for). On
pages 66 and 67, under the heading “The best of you until now”, some exercises are

suggested to “shape your legs”, “work out your stomach”, “make your hips tighter”,

“strengthen your arms” and “make your shoulders explicit”

Stereotypical looks for women/girls appear in magazines, even in advertisements such
as Hey Girl March 2008 issue pp. 6-7 which is an advertisement by Twist clothing

company, using Barbie dolls, and the setting is the kitchen of the house (Appendix C).
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Beauty Tips

In Cosmo Girl’s 2009-August issue, on page 78, under the title “Natural beauty”, the
following question is asked: “are you ready to get freshened and get beautiful from
your hair to your make-up, without losing your natural appearance and using organic
products?”. On the accompanying page, page 79, there are beauty products like
mascara, foundation cream, lip polisher, blusher and powder, with their prices also
listed.

Celebrities

On the cover of 2007-September Cosmo Girl issue, a quotation, “I can fall in love with
one of my fans”, from a Turkish male celebrity, Gokhan Ozen is given. On page 64 of
Cosmo Girl’s 2010-April issue, under the title “Be a fan but not fall in love”, “Soul
doctor Sait” is giving recommendations to girls who fall in love with celebrities not to
suffer from disappointment.

Healthy Nutrition

In the 2010-January issue of Hey Girl, on pages 82 and 83, in the “keep your form”
section, healthy nutrition tips are given under the title “’You should not have kilograms
of problems”. On the following page, page 84, chocolate apple candy and apple pie
recipes are given. On page 85, under the title “try these”, some fruit flavored candies,
ice cream, hot chocolate and various cake products are advertised with a news format
appearance. These are all conflicting messages.

Fashion

On one hand, tips on how to construct one’s own accessories or t-shirts which are
similar to the ones celebrities are wearing are given, on the other hand, in the same
issue, there are shopping tips about 33 different accessories mentioning where and for

how much they can be purchased.
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Consumption

In June 2008 issue of Hey Girl magazine, on p.90, under the title “Color Your Vanity
Bag (Makyaj Cantan1 Renklendir)” (Appendix C), there are recommendation for girls
to visit perfume depots for cheaper products and to produce some home-made beauty
products. Home-made products suggested are “Cauliflower Mask”, “Peeling”,
“Tonic”, “Hand Cream”, and recipes are given for them using cauliflower, cucumber

juice, rose juice, olive oil and the like.

In the same issue on the same page, there is a subtitle “Recycle (Geri Dondistiir)”.
Under this title, girls are advised to add olive oil to their eye lashes if they dried out,
you can use the brush of your eye lash to comb your eye brows, you can use cotton
sticks for ears to apply almost finished lipstick to your lips for economy. However, on
the same page there are suggestions on how to buy beauty products from the Internet,
and there are shooping tips for lipsticks, perfumes and eye shadows, with prices also

mentioned.

In the same issue on page 88-89, there are titles: “Little Budget, Big Change” and “A
New Closet”. For the first title, there are suggestion like paint your own room, renew
your bedroom linens and sheets by making use of beginning of summer campaigns,
purchase furniture from stores where you can get modular products. For the second
title, girls are advised to stay away from expensive brand products and they are advised
that one can buy higher quality products cheaper by visiting local bazaars. They are
also advised to look for discount sales or purchase clothes from small shops. However,

on page 89, there are shopping tips for assorted brand products which are not cheap
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making a whole outfit. In addition, girls are advised to check the web pages for a
variety of clothes and shoes.

4.1.7.3 Sexual Content in Teen Magazines

In this section, sexual contents appearing in the 24 issues of Cosmo Girl and Hey Girl

magazines analyzed in this study will be discussed issue by issue.

2007-January: In Cosmo Girl, there is an article titled “At which age should we
practice sex” on page 81. In Hey Girl, there are two sex related topics discussed. One
is titled “If we go any further, will he consider me as a simple girl?”, and the other is

titled “Is masturbation dangerous? .

2007-September: In Cosmo Girl, on page 63 there is a so called “social advertisement”
which claims when birth control pills are used regularly, they protect the girls and also
prevent acne. On page 77, there is a section called “Girl to Girl” which has an article
called “I didn’t know that my boyfriend was gay”. In Hey Girl, on pages 96 and 97

there is a section called “Time to get informed: Sexual Advise Line”.

2007-November: In Cosmo Girl, on p. 95, there is a section on “Scratches in the genital

area”. No sexual content was spotted in this issue of Hey Girl.

2008-March: No sexual content appears in this issue of both magazines.

2008-June: An article on page 83 in Cosmo Girl discusses age 18: “age 18 is the time
when you desire all at once, becoming the biggest driver, thinking that you become

super active sexually all of a sudden, and you can cope with this”. Hey Girl has an
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article which discusses the worries of teenagers that they may be in their menstruation
period during the prom night. The article advices girls to consult a doctor to find out

whether they can use pills to postpone their menstruation period.

2008-September: There is no sexual content in Cosmo Girl. In Hey Girl, there is an

article titled “Decode the cipher of his touches, if he is kissing you frequently”.

2009-February: Cosmo Girl has two articles discussing the menstruation period, and

one article on cervix cancer. There is no sexual content in Hey Girl.

2009-May: Cosmo Girl has two pages of “Orkid” (sanitary napkin) advertisements
titled “The miracle I live on special days” on pages 28 and 29. It has an article on the
menstruation period on page 97. There is a section titled “What if your boyfriend wants
to take you to his home in your graduation night” on page 72. Hey Girl has a “Kotex”
advertisement titled “Sexual Hygiene”, and a social advertisement on page 65 titled
“Don’t let your future slip away at an unexpected moment: Protected woman is

conscious woman”.

2009-August: Cosmo Girl has no sexual content. Hey Girl has an article on page 87
titled “Do not stay in the pool or at the seaside with a wet swimming suit, keep your

genital area dry”.

2010-January and 2010-April: There is no sexual content in these issues of both

magazines.

120



2010-December: There is no sexual content in Cosmo Girl. In Hey Girl, on pages 40
and 41 there is a section called “My Health Agenda”. Item 11 in this section is titled
“Get a gynecological examination” which states a quotation from celebrity Rihanna
explaining she had a gynecological examination, and by using birth control pills she
started taking after the examination, she can now cope with all her problems. She says
she is even more comfortable in her outfits now. On page 51, there is a section titled
“Do these before you are 18”. The seventh suggestion is that girls should go to a
gynecologist to find solutions for the pre-menstruation syndrome and to get

information on birth control methods.

Among the sexual content appearing in the magazines, two instances appear in “social”
advertisements related with birth control pills. In one article, sexual health is discussed.
In various pad and panty-liner advertisements, information is given about the
menstruation period. Apparently, this information is related with the product to be
sold. The information appears in news format, and it is given by Molped, Orkid and
Kotex companies. These companies hold a big share in this market in Turkey and
North Cyprus.

4.1.7.4 Consumption, Distribution and Prices of Goods and Products

A study on teen magazines should include an analysis from consumption point of view.
Results discussed below in our content analysis of popular teen magazines include the
products promoted or advertised in two issues of Cosmo Girl, 2007-09, and 2009-02,
and one issue of Hey Girl. It is shown that the total price of all goods and products
advertised sums up to a very high value. In February 2009 issue of Cosmo Girl, 38,862
TL worth of products have appeared in shopping tips. One US dollar was worth 1.64

Turkish liras at that time, so this translates to a total of USD 23,706 worth of products.
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In December 2010 issues of Hey Girl (pp. 4-5) and Cosmo Girl (pp. 14-15) there is an
advertisement of Is Bank about additional credit cards for youngsters (Appendix C).
The title is: “A new way of making life easy for families: MaxiPara Genclik”. The text
of the advertisement on the first page is written for parents. It says if you want to keep
track of the allowances you give to your child and have him/her learn about how to
administer their personal budget, the MaxiPara Genclik card is just for you. Also
included are a discussion on the ease and security of the use of this card, and the fact
that parents can give pre-order for adding fixed amounts to the card at regular intervals.
On the second page, there is a huge font message for youngsters saying: if you are tired
of asking for allowance, cut the advertisement on the previous page and stick it on the
magazine your parents read. The previous page includes a cutting dashed line with a
scissors symbol on the very right.

4.1.7.5 Consumption Related Beauty and Fashion Messages

In September 2007 issue of Cosmo Girl, on page 11, there is a diary for the month
(Appendix C). The date format is American: 09/07. For everyday, there are
suggestions for what to consume/purchase, from beuty products to food (ice cream,
yoghurt drink, pasta). For day 10, there is a message for girls: “if your mother is
complaining that her breasts are not tight, taje her to the nearest pharmacy and
introduce her to the BeautyBreast cream.” For day 23, there is a similar message: “your
mother should not skip the night, let her use the Olay Complete Care moisturizer and
she will wake-up as a younger person in the morning.

4.1.7.6 Traditional and Feminist Messages in Advertisements

Advertisements in all magazines taken into consideration for this study are analyzed
to find the percentages of traditional and feminist messages. Advertisments

concentrating on the outlook of models, male-female relationships and home related
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issues are considered to be traditional. Advertisements about self-development or
political/world issues are considered to be feminist. Advertisements not falling into

these two categories are considered to be neutral.

Out of 742 advertisements analyzed, 519 (70%) were traditional, 213 (28.6%) were
neutral and only 10 (1.4%) were feminist. The details are given in Table B5 in
Appendix B.

4.2 Survey Findings

Firstly, some important findings from the questionnaire are given below, in the same
order as in the questionnaire.

4.2.1 Shopping from Supermarkets for the Family

Table 13 : Shopping from supermarkets for the family

Answer No. of % of respondents
respondents
(n = 156)
Yes 120 76.9
No 35 22.5
No answer 1 0.6
TOTAL 156 100.0

Table 13. Shows that more than 75% of girls do supermarket food and beverage
shopping for their families.

4.2.2 Owning a Bank Card
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Table 14 : Ownership of personal bank card

Answer No. of % of respondents
respondents (n =156)
Yes 26 16.7
No 129 82.7
No answer 1 0.6
TOTAL 156 100.0

Table 14 indicates that a considerable percentage of teenage girls are owners of
personal bank cards. Almost 17% of them have their personal bank cards. Since they
are not 18 years old yet, owning a personal bank card linked to their parents’ accounts
is an important advantage to do shopping on their own. However, at the time of this
study, only about one fifth of the girls had this opportunity.

4.2.3 Mobile Phone Ownership

Mobile phones have entered our lives at the end of 20" Century, and they have become
an important personal item for the whole society, as well as teenagers. For them, it is
a matter of prestige to own a cellular phone. The seventh question was aimed at

determining mobile phone ownership.

Table 15 : Do you have a personal mobile phone?

Answer No. of % of respondents
respondents (n =156)
Yes 142 91.1
No 12 7.7
No answer 2 1.2
TOTAL 156 100.0

Table 15 shows that 91% of the girls who filled the questionnaire own personal mobile
phones. Although cellular phones (especially the new ones) are rather expensive items,

it is important to note that more than 90% of girls own cellular phones.
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Table 16: Number of current phone
Current phone is | No. of respondents | % of respondents

First 19 13.4
Second 32 225
Third 41 28.9
Fourth 28 19.7
Fifth or more 22 155
TOTAL 142 100.0

Table 16 indicates that most of the mobile phone owners are changing phones very
frequently. Answers to a follow-up question indicates that 36.5% of the respondents
change their mobile phone every 10 -12 months and 15% of girls change their phones
in less than 9 months. This is an indicator of the need of owning the most recent cellular
phone for higher prestige among their peers. Also, owning a cellular phone means the
teenager needs credit to be able to speak on the phone and to send SMS messages.
Considering they have only limited weekly/monthly allowances, they spend an
important portion of their allowances for buying cellular phone tokens and their
families are asked for extra support for this.

4.2.4 Internet Connection

Table 17: Internet connection at home

Answer No. of % of respondents
respondents (n =156)
Yes 116 74.4
No 39 25.0
No answer 1 0.6
TOTAL 156 100.0

Table 17 shows that there were still many homes without an Internet connection in
North Cyprus at the time of study. 25% of the respondents said they do not have an
Internet connection at home. As the opportunity to get connected to the Internet from
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home increases, the girls can read teen magazines online easily, since most of the
magazines now have web pages available on the Internet.

4.2.5 Satellite Receiver and Satellite Music Channels Watched

Question 12 of the questionnaire asked the girls whether they had a satellite TV
receiver at their home. Table 18 shows that almost 95% of homes have satellite TV
receivers. This is a much higher percentage than Internet connection ownership,
summarized in Table 17. Having a satellite TV receiver at home means girls watch
music channels frequently which show celebrities with heavy make-up representing
the western beauty ideals, and which show commercials repeatedly, increasing the
impact of mass media on consumption of items like clothing which appear on these

channels.

Table 18: Satellite TV receiver ownership

Answer No. of % of respondents
respondents
(n = 156)
Yes 148 94.9
No 5 3.2
No answer 3 1.9
TOTAL 156 100.0

The next question asked the satellite TV music theme channel most watched by the
girls. Girls were allowed to make more than one choice. A total of 231 choices were
mentioned. Considering the total number of respondents, 156, this means that on the
average one of every two girls mentioned two choices. The results are summarized

below in Table 19.
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Table 19: Satellite TV music theme channels most watched

Music channel No. of
most watched respondents
MTV 49

Kral TV 40
VH1 7
NumberlTV 39
Power Turk 57
Dream TV 24
Others 15

Among the channels mentioned in the question, MTV and VH1 are international
channels. The other channels are Turkish music TV channels. Dream TV channel is
owned by the Dogan Media group which also owns the Hey Girl magazine. VH1 is
not watched a lot, probably because of the fact that it plays nostalgia music from
1970’s, 1980’s and 1990’s very often. In addition to the channels listed in the question,
7 girls mentioned Viva and 3 girls mentioned MCM. Among the foreign channels,
MTYV got the most number of preferences. Among the Turkish music channels, Power
Turk is the most popular one.

4.2.6 Purchases with the Allowance

Table 20 : Item purchased most with allowance

Item Purchased No. of respondents % of
respondents
(n = 156)

Food 44 28.2
Clothes 44 28.2
Accessories 14 9.0
Beauty products 8 5.1
Books 3 1.9
Magazines 8 5.1
Multiple answers 19 12.2
Other 16 10.3

TOTAL 156 100.0
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When the girls were asked to indicate what they purchase most with their allowances,
28.2% each said they mostly purchase food and clothes. 9.0% of girls mostly purchase
accessories and 5.1% each are mostly buying beauty products and magazines with their
allowances. This question was asked for a single answer, but some 12.2% of girls
marked multiple answers. Among the multiple answers, food and clothes were again
the top two items with 10 and 8 choices. Among those who selected some other item,
15 girls (9.5%) are mostly purchasing phone tokens with their allowances. Although
girls purchasing magazines most with their allowance is low (about 5%), Table 28 in
section 4.2.12 shows a very large majority of girls (almost 90%) do buy magazines.
4.2.7 Purchasing Plans for the Near Future

When the girls were asked to indicate what they plan to buy in the near future, they
had 7 items to select from, and in case they were planning to buy some other thing,
they had the ‘other’ choice to select. The results showing their choices are given below

in Table 21.

Table 21 : Item To Be Purchased In The Near Future

Item Purchased No. of
respondents
Cellular phone 53
Ipod/MP3 Player 16
Computer 32
Clothes 65
Beauty products 17
Accessories 22
Books 27
Other 21

In this question, some girls marked more than one choice. A total of 253 choices were

indicated. Among the choices, clothes appear to be the first, followed by cellular
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phone. Computer is the third choice. The total of choices made by girls for popular
technological products is 101, which is about 40% of all choices.

4.2.8 Importance of Brand

55.1% of the girls think brand is important for them. The reasons of why they find
using well-known brand products important are that they are high quality, dependable,
and they last longer. Some of the girls said wearing brand products make them cool.
42.3% of the girls think brand is not important, most of those girls believe wearing
brand products is unnecessary. 2.6% of girls did not answer this question.

4.2.9 Body Mass Index

Question 17 asked the girls to write down their height and their weight. Using the
weight and height information given by the teenager girls, body mass index (BMI) was
calculated for all 156 respondents with the formula BMI = weight/height?. Cut-off
points for various BMI categories are the internationally accepted values as given in

(Cole et al., 2007).

Table 22: BMI values of respondents

BMI No. of respondents Percentile
(n=156)
BMI < 18.5 38 24.4
(underweight)
18.5<=BMI <24.9 106 67.9
(normal)
25<=BMI <299 11 7.1
(overweight)
BMI >= 30 1 0.6
(obese)
TOTAL 156 100.0

The data given in Table 22 shows that more than two thirds of the girls (67.9%) that

took part in the questionnaire study are in the normal weight category. Almost one

129



quarter of them (24.4%) are underweight. The total of girls who are normal weight or
underweight is 92.3%. Only 7.1% of girls are overweight, and one girl is obese.
4.2.10 Dieting

In questions 18, 19 and 20, girls were asked questions related to dieting. Firstly, they
were asked whether they went on a diet in the past. The next question asked whether
they are currently on a diet. The third question asked whether they plan to go on a diet

in the near future. The results are given below in Tables 23, 24 and 25.

Table 23 : Diet Experience

Answer No. of % of respondents
respondents (n =156)
Yes 66 42.3
No 90 57.7
No answer 0 0
TOTAL 156 100.0

Table 24 : Currently on diet?

Answer No. of % of respondents
respondents (n =156)
Yes 34 21.8
No 121 77.6
No answer 1 0.6
TOTAL 156 100.0

Table 25 : Intention to hold a diet in the near future

Answer No. of % of respondents
respondents (n =156)
Yes 76 48.7
No 79 50.6
No answer 1 0.6
TOTAL 156 100.0

The results show that 42.3 percent of the girls were on a diet at least once in the past.

21.8 percent of girls said they are currently on a diet and 48.7 percent (almost half) of
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the girls said they are planning to go on a diet in the near future. According to the Body
Mass Index (Cole, T.J. et al., 2007) values for girls given above in Table 22, actually
only eleven girls are overweight, and one girl is obese, while 67.9 percent have normal
weight, and 24.4 are underweight. It is quite notable that almost half of the girls,
although they are mostly not overweight, plan to go on a diet. This shows almost half
of the girls do not find themselves thin enough.

4.2.11 The Most Beautiful Eye and Hair Colors

Questions 21 and 22 asked the respondents which hair and eye colors show a girl “most

beautiful”. The results are given below in Tables 26 and 27.

Table 26: The most beautiful hair color

Color No. of % of
respondents respondents
(n =156)

Own natural color 114 73.1
Blonde 13 8.3
Brunette 7 45
Black 12 7.7
Red 9 5.8
Other 1 0.6

TOTAL 156 100.0

Table 27: The most beautiful eye color

Color No. of % of
respondents respondents
(n =156)

Own natural color 90 57.7
Green 37 23.7

Blue 24 15.4
Brown 3 1.9
Other 2 1.3

TOTAL 156 100.0
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73% of the girls seem to be more happy and comfortable with the color of their hair
and they indicated that their favorite hair color is their own natural hair color. On the
other hand, it is interesting to note that 14.1% of girls selected blonde or red as the
color which shows a girl most beautiful, which are not at all common among Turkish
Cypriots. Focus group study results are different and favorite hair colors are blonde

and brunette, as indicated in section 4.3.

Similar to the hair colors, more than half of the girls indicated own natural color is the
most beautiful. However, there are a considerable number of girls (39.1%), who think
blue or green is the eye color which looks more beautiful, and again, these eye colors
are not common at all among Turkish Cypriots.

4.2.12 Purchasing Girls’ Magazines

Question 23 asked the girls whether they are purchasing girls’ magazines regularly.

The results are listed below in Table 28.

Table 28: How girls’ magazines are purchased

Type of purchase of No. of respondents % respondents
girls’ magazines
Buy regularly 24 15.4
Sometimes buy 111 71.2
Read on the Internet 4 2.6
Never buy 16 10.3
No answer 1 0.6
TOTAL 156 100.0

One interesting result that can be deduced from Table 28 is that only 10.3% of girls
said they do not buy girls’ magazines. 89.2% of girls are purchasing girls’ magazines,

or read magazines on the Internet.
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4.2.13 Reasons for not Purchasing Girls’ Magazines
Question 24 asked those girls who said they do not purchase a girls’ magazine the

reasons for this. The results are outlined below in Table 29.

Table 29: The reasons for not purchasing girls’ magazines

Reason for not buying girls’ No. of % respondents
magazines respondents
Not interested 8 51
Too expensive 5 3.2
I read magazines bought by 3 1.9
others
I buy women’s magazines 12 7.7
Other reasons 3 1.9
No answer 125 80.2
Total 156 100.0

Answers to the previous question indicates that the number of girls who do not
purchase teen magazines adds up to 21, however, 31 girls stated reasons for not
purchasing girls’ magazines. This may be due to the fact that some girls wanted to
indicate they also buy woman’s magazines. The most interesting result that can be
drawn from Table 29 is that a considerable percentage of girls are actually purchasing
woman’s magazines.

4.2.14 Girls’ Magazines Purchased

Question 25 asked girls who said they are purchasing girls’ magazines to name the
magazines they are purchasing. Girls were allowed to mark more than one answer for

this question. The results are outlined in Table 30 below.
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Table 30 : Girls’ Magazines purchased

Girls’ magazine | Total no. of choices Only this magazine
Hey Girl 67 17
Cosmo Girl 64 24
Go Girl 39 10
Salsa 51 9
Other 12 n.a. (not applicable)

Table 30 Shows that Hey Girl and Cosmo Girl are the two most popular magazines
purchased by girls. Salsa is a ‘low quality print’ girls’ magazine which started as a
supplement of Milliyet newspaper. It has much fewer number of pages compared to
other magazines, so it very cheap and it is sold for only 1 Turkish lira. Many girls who
buy magazines purchase this magazine as a second one. Go Girl is a magazine for a
lower age category, for girls between ages of 10 - 14.

4.2.15 Informing the Family about Purchasing Girls’ Magazines

Question 26 asked the girls whether they gave information to their family about

purchasing girls’ magazines. The results are given below in Table 31.

Table 31 : Informing the Family about Purchasing Girls’ Magazines

Answer No. of % of respondents
respondents (n =156)
Yes 106 67.9
No 45 28.8
No answer 9) 3.2
TOTAL 156 100.0

Table 31 indicates that about one third of the girls are not informing their families

about purchasing girls’ magazines.
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4.2.16 Favorite Place for Reading Girls’ Magazines
Question 27 asked the girls’ the place they preferred for reading girls’ magazines. The

results are given below in Table 32.

Table 32 : Favorite place for reading girls’ magazines

Favorite Place No. of % of respondents
respondents (n =156)
In my room, alone 97 62.2
With friends 32 20.5
In living room 20 12.8
Other 4 2.6
No answer 3 1.9
TOTAL 156 100.0

Table 32 indicates that 62.2% of girls prefer to read girls’ magazines in their own
rooms, alone, in privacy. They do not want to share this reading experience with others.
4.2.17 Most Favorite Girls’ Magazine

Question 28 asked girls their most favorite girls’ magazine — the one that they liked

most. The answers are listed below in Table 33.

Table 33: Most favorite girls’ magazine

Favorite girls’ Total no. of choices
magazine

Hey Girl 41
Cosmo Girl 51
Go Girl 35
Salsa 29
Other 13
None of them 7

No answer 5

TOTAL 181

Some of the girls marked more than one answer. These results, considered together

with Table 30, confirm that the two most favorite magazines for Turkish Cypriot girls
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are Hey Girl and Cosmo Girl. Cosmo Girl, which is a magazine with a heavy translated
content, and with most of the content prepared abroad, has a slight edge over Hey Girl
as the magazine which is the most popular.

4.2.18 Magazine Reading in the Last Week

Table 34 : Have you read a magazine in the last week?

Answer No. of % of respondents
respondents (n =156)
Yes 61 39.1
No 90 57.7
No answer 9) 3.2
TOTAL 156 100.0

Magazines are published at the beginning of every month and they are monthly
publications. The questionnaire was applied in the middle of the month, so when asked
whether they read any girls’ magazine in the last week, 39.1% said yes, 57.7% said no.
3.2% of girls did not answer this question.

4.2.19 Factors Affecting the Purchase of Girls’ Magazines

Question 30 asked the factors which affect girls’ decisions in buying girls’ magazines.

The results are stated below in Table 35.

Table 35: Factors affecting the purchase of girls’ magazines

Factor No. of % of respondents
respondents (n =156)
Cover photo 15 9.6
Promotions 15 9.6
Contents 118 75.7
Other 3 1.9
No answer 5 3.2
TOTAL 156 100.0

136



Table 35 indicates that the most important factor girls consider when buying girls’
magazines is the contents of the magazines.

4.2.20 Factors Affecting Shopping of Girls

Table 36 summarizes the findings on how girls are affected in making their shopping
decisions. Almost 40% of the girls indicate their friends/peers play a role on their
choices when they are buying things for themselves. A fourth of the girls said they
take shopping decisions on their own. Family members and advertisements in girls’

magazines were the other significant factors.

Table 36: Factors affecting shopping decisions

Who plays arolein | No. of respondents % respondents
shopping decisions
Ads in magazines 20 12.8
Friends/peers 61 39.1
Family members 25 16.0
Myself 40 25.7
Other 7 4.5
No answer 3 1.9
TOTAL 156 100.0

The distribution observed in Table 36 shows that girls are most affected from their
peers/friends in making shopping decisions. The second factor is their personal views.
Family members and advertisements may also play a role, although their affect is
smaller than the other two factors.

4.2.21 Sections Liked Most in Girls’ Magazines

In Question 32, girls were asked to indicate the section they liked most in girls’
magazines. Girls were instructed to order the 10 sections listed from their most favorite

section to their least favorite section. The results are listed below in Table 37. To give
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an indication on the general tendencies, number of first choices and the total number

of first and second choices are given in Table 37.

Table 37: Sections liked most in girls’ magazines
No. of first and
second choices

first choices

Section No. of
Fashion 51
Beauty tips 18
Shopping tips 5
Interviews with 18

celebrities

Tests 25
Tips on relationships 1
Astrology 12
Advertisements 2
Letters of readers 1
Posters 18

75
53
15
36

Rank

AN

[uny
U'lo(OO)mOO

Table 37 shows that in girls’ magazines, fashion is by far, the most favorite section of

girls. It is followed by beauty tips. Tests, interviews with celebrities and posters of

celebrities given as promotion are the third, fourth and fifth, respectively.

4.2.22 Type of clothes that appear most in girls’ closets

In question 33, girls are given eight clothing and accessory categories, and they are

asked to order their clothes in their closets from the one appears the most to the one

that appears the least. Table 38 shows the first choices and total number of first and

second choices for each category.
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Table 38 : Type of clothes that appear most in girls’ closets

Category No. of No. of first and Rank
first choices second choices

Jean trousers 98 133 1
Jean skirts 9 35 3
Fabric trousers 3 11 4
Fabric skirts 3 11 4
T-shirts 36 99 2
Shirts 0 6 7
Party clothes 2 6 6

Table 38 shows that the clothing item that appears most in girls’ closets is jean

trousers, by a great margin. T-shirts are also quite popular. Jean skirts are a distant

third.

The content analysis performed on girls’ magazines in this study indicates that the

clothing item that appears most in magazine advertisements are jean trousers,

followed by t-shirts. This shows a close correlation between the clothing items in

girls’ closets and the items advertised most in girls’ magazines.

4.2.23 Girls’ Magazines and Daily Lives of Girls

In the second section of the questionnaire, eight questions on how girls make use of
the magazines in their daily lives were asked. The girls had to select an answer from

five options, strongly agree, agree, neutral, disagree, strongly disagree. This is an

application of 5-level Likert scale (Tezbasaran, A., 1997).

Three questions resulted in findings which are worth mentioning here. Answers for the

other five questions are more or less evenly divided between ‘agree’ and ‘disagree’

options.
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Firstly, girls were asked whether magazines entertained them and helped them forget

about their worries. The results are given below in Table 39.

Table 39: Magazines entertain me and help me forget my worries

Answer No. of respondents percentage
Strongly agree 49 31.4
Agree 57 36.5
Neutral 32 20.5
Disagree 10 6.4
Strongly disagree 8 51
TOTAL 156 100

67.9% of girls agreed or strongly agreed that girls’ magazines entertained them and
helped them forget about their worries. Only 11.5% disagreed. Secondly, girls were
asked to indicate whether magazines helped them to direct their mothers or sisters

‘correctly’ when they are shopping together. The answers are given in Table 40.

Table 40 : Magazines help me correctly direct my mother or sisters

Answer No. of respondents Percentage
Strongly agree 19 12.2
Agree 60 38.5
Neutral 35 22.4
Disagree 28 17.9
Strongly disagree 14 9.0
TOTAL 156 100

Table 40 shows 50.6% of girls agree or strongly agree that girls’ magazines help them
direct their mothers or sisters correctly in their shopping decisions. 22.4% were

neutral, while 26.9% disagreed.
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Thirdly, girls were asked whether the clothes they wear fit them perfectly as much as
they fit the celebrities in photos in girls’ magazines. Table 41 outlines the answers for

this question.

Table 41 : The clothes | wear fit me perfectly as much as celebrities

Answer No. of respondents percentage
Strongly agree 22 14.1
Agree 42 26.9
Neutral 43 27.6
Disagree 32 20.5
Strongly disagree 17 10.9
TOTAL 156 100

Table 41 shows 41.0 % of girls agree or strongly agree that clothes they wear fit them
perfectly as much as they fit the celebrities that appear in photos in girls’ magazines.
27.6% were neutral, while 31.4% disagreed. There is a slight tendency (by about 10%)
towards agreement that clothes would fit girls perfectly as much as they fit the
celebrities.

4.2.24 Body Satisfaction

The third section of the questionnaire (Appendix A) contains a body satisfaction
inventory which is composed of twenty-five questions, adapted from Ozgur et al.’s
study (1998). The answers are again to be selected among the following options
designed with a five-scale approach: very satisfied, satisfied, no opinion, not satisfied,

and not satisfied at all.

The responses to the body satisfaction inventory indicate that the girls are mostly

dissatisfied with their acne (50% are not satisfied) and hairs on face (40% are not
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satisfied) and body (50% are not satisfied). For other body parts, no significant

dissatisfaction is observed.
4.3 Focus Group Findings

Earlier, during the survey stage, height and weight information of 156 girls was
collected, and their body mass index was calculated. | chose 82 participants from this
sample, taking the approval of families and school administrations, to form six
different focus groups, one for each age from 12-17 years. Each focus group
comprised between 12 and 15 girls. Participation of the girls was voluntary upon
approval from their parents, and the girls were readers of the two popular Turkish teen

magazines, Hey Girl and Cosmo Girl, sold in North Cyprus.

The focus groups from the first school, Canbulat Ozgiirltik secondary school, consisted
of adolescent girls aged between 12-14 years. The focus groups from the second
school, Gazimagusa Tiirk Maarif College (GMTMK), consisted of adolescent girls
aged 15-17 years. GMTMK has a middle school and a high school section, and accepts
students through a competitive national entrance examination. Both schools are public

schools.

As indicated before in section 3.4.3, the girls in each focus group knew one another
well as they were all classmates, and so they were already members of preexisting
social groups improving the effectiveness of the discussions (Bloor, Frankland,
Thomas, & Robson, 2000, p.23).

4.3.1 Reading and Use of Teen Magazines

Participants said that the magazines were “entertaining” and helped the reader to “have

a good time.” They also preferred to read the magazines because of “the news and
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interviews with their favorite celebrities,” and they found beauty secrets and shopping
tips in the magazines very useful. Suggestions in the magazines about how to form
good friendships, including with boys, were important, and interviews with

participants’ favorite celebrities were also factors of choice.

The majority of focus group participants said that they bought teen magazines, which
they were reading over and over, almost every night. They identified promotion
material distributed by magazines, such as posters of celebrities or accessories, as a
motive for purchasing magazines. Girls mostly preferred reading magazines alone in
their rooms, but some also mentioned they sometimes read with their friends:

“I can read magazines with friends, but the issues to read will differ according to the

closeness of my relationship with the friend.” (A, 17)

A small minority of the 17-year-olds said that they had read teen magazines such as
Hey Girl and Cosmo Girl in the past, but as these had become boring, they became
“interested in magazines for adult women like Cosmopolitan and Hilya.”
One 17-year-old participant commented:

“I used to read Cosmo Girl, but now me, my mother, and my sister are reading the
same magazines, which are Cosmopolitan and Marie Claire ...” (Z, 17)

A former reader of Go Girl magazine (which is preferred by 9— 12-year-olds) said:

“When I was 10 years old, after reading my sister’s Hey Girl magazine | could not
continue with Go Girl anymore because the subjects in Hey Girl were more

interesting.” (M, 12).
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When they were asked which parts of the magazines they were more interested in, girls
from the 12 year old group responded as follows:

“Mostly I read the information and clothes.” (A, 12)

“I like the costumes.” (S, 12)

“I look at articles about soul and body, and health issues... I look at clothes and the
fashion of the year...” (D, 12)

“I look at astrology pages, and photos. I read things about health...” (T, 12)

“I look at coiffeur related things, hair care...” (K, 12)

“I like pages about clothes and shoes, and for cosmetics...” (E, 12)

“I read for fashion news and tips, especially I get informed on what to wear where
and when.” (D, 16)

“I look at the cover and check the posters. Also, if I am interested on the tests, (in
that issue) [ buy it.” (T, 16)

“I look at magazine news and interviews.” (L, 16)

“I look at this year’s summer fashion, what to wear this summer, how to do your
hair...” (E, 17)

“There are tests for testing ourselves, these are helpful.” (O, 17)

“There are tests for friendship, I do not know how correct they are but I still do them

thinking that they are somewhat correct.” (C, 17)

As the reasons for buying magazines, girls mentioned coverage about celebrities, new
clothes, beauty products and recommendations about friendships:

“There are interviews with celebrities we like.” (S, 13)

“I can follow the newest fashion.” (I, 13)

“I find recommendations about friendships.” (D, 13)
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“(Laughingly) I am interested in boys. I read interviews with my favorite celebrities,
I learn new things about them.” (H, 14)

“There is information about beauty secrets like how you should put nail polish on
your toes, what to do for body care.” (C, 14)
4.3.2 Beauty
Participants were asked to define the image of ideal beauty. They responded that it is
defined as being tall and thin, having pure white and shiny skin, blue or green eyes,
small feet and a small nose, and long blonde or brunette hair. A small minority of the

girls referred to black or brown hair or black-brown eyes.

When they were asked to define how a beautiful girl should look, participants
mentioned the following:
1. A beautiful girl should keep her skin, hair, and body in good condition.
2. She should use makeup and skin conditioner for a pure silky skin.
3. She should dress coolly.
4. She should look attractive.
Some related remarks of girls are:
“A beautiful girl should wear make-up.” (D, 12)
“She should take care of her skin.” (A, 12)
“She should do all kind of care taking for her body. She should be popular.” (B, 12)
“She should be attractive from men’s point of view.” (N, 13)
“She should wear beautiful clothes and she should be fashionable.” (Y, 13)
“She should be well cared for, attractive, she should neither be overweight, nor

underweight...” (G, 14)
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Girls were asked to comment on the importance of being beautiful. Some selected
responses are:

“To feel more comfortable in the society and to get socialized.” (D, 15)

“I have to be beautiful so that the boy I like notices me (laughs).” (S, 15)

“In order to feel happy about myself.” (P, 15)

A small minority of girls in the 12—13 years age groups also mentioned “inner beauty.”
Some in the 14-17 years age groups indicated that it was important for a girl to look
“natural” and not “artificial.” They also stated that “beauty is a relative concept that
can change from person to person.” The importance of looking good without heavy

makeup was also mentioned.

As an observation of the moderator is that, girls from smaller age groups were more
naive with regards to their appearance compared to the larger age group girls. Some
larger group girls were using mascara and had partially dyed their hair, which was not

observed in smaller age groups.

Some responses in smaller age groups indicated a wish to dye hair or use additional
hair in different colors:

“I want my hair to be in different colors. I am going to dye my hair when I finish
school to colors like red.” (A, 14)

“(the moderator sees that one of the girls has light purple and pink added hair)
Teacher, this is added hair, I use it as bulk hair so nobody sees it... Outside of school

I wear it freely.” (N, 14)
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When they were asked about what color should a beautiful girl’s eyes be, girls mostly
mentioned blue, green and hazel:

“Blue-ish, hazel or light blue eyes. Especially when their skin is white, these colors go
well for children and adults...” (K, 12)

“If she has dark skin, blue or green, because it looks beautiful.” (M, 12)

“Blue and green, which I always wanted as colors for my eyes.” (T, 12)

However, participants in the 17 years focus group mentioned that some features could
be appealing in other countries. For example:

“... when we go to a country like Germany or Russia, boys there like us ...” (G, 17)

When the popularity of natural blondes with blue eyes in their school was questioned,
sample responses were:

“... even if she is a blonde with blue eyes, she has some strange thing in her eyes or
on her nose as an Easterner.” (L, 17)

“A girl may be blonde and may even have blue eyes, but her nose might be big.” (C,

15).

In spite of the desire to have blue or green eyes, a small minority of participants
indicated that they accepted their own eye color owing to religious concerns:
“God created me with that eye color, if we do not like our looks, God may question

us in the other world.” (B, 12)

Participants admired certain popular celebrities, and they defined body beauty

standards according to those of the celebrities. A majority of girls that they would copy
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what some celebrities have done, namely, “aesthetic surgery will be a solution” when

they are grown up.

Participants were then asked a question on the use of contact lenses. Even some girls
in smaller age groups indicated use of lenses. Sample responses were:

“I am wearing blue lenses and I like using them.” (G, 14)

“I am now wearing colored lenses, but I am using them instead of glasses. I wanted
colored eyes. | prefer using prescription color contact lenses, but when I take the lenses
out, I look in the mirror and find my original eye color to be strange; | decided that |
feel more comfortable with the lenses in.” (E, 17)

“We naturally have darker skin, black hair, and brown eyes. These [colored lenses]

look different to us. So, if I want to try something different, I say let me try this once.’

(L, 17)

Long hair was also very popular among the participants, and, indeed, they mostly had
long hair, which is a tradition in North Cyprus. Participants also mentioned that
whenever they are in a bad mood they “like to go to the hairdresser” and have “blow-
dried hair.” Long hair was mentioned as one of the requirements of a beautiful girl
stating the following reasons:

“(Long hair) shows you more attractive and more beautiful.” (E, 15)
Shortening hair was not preferred as indicate in the following remarks:

“I tried short hair once, but I regretted it.” (H, 15)

“I never tried short hair and I will never try it in the future.” (K, 15)
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Beauty secrets, such as “how to polish nails” and “facial/body care,” were found to be
as important as the information that participants received about fashion, hair styles,
cosmetics, makeup, and accessories in the teen magazines, as shown in the following
comment:

“The suggestions by girls’ magazines such as using a cucumber for an eye pouch,
foundation for pimples, eyeliner, lipstick, and lip polish, make people beautiful.” (P,

13)

When they saw advertisements for beach slippers and sandals, participants referred to

foot shape and size. The favored foot qualities were “small size,” “in elegant form,”

“cute,” and “thin,” and the foot should not extend beyond the shoe.

On the cover of one magazine that was shown to the 17 years age group, there was an
advertisement which included a famous Turkish celebrity wearing heavy makeup and
images of various makeup products such as lipstick and eyeliner. Participants
commented on the cover page, with one stating that the cover page celebrity “looks
like a prostitute,” and others giggling. The labeling of the celebrity as a prostitute
indicated the participant’s conservative background. In contrast, others said that the
model was attractive. The heavy makeup was considered to be an “inviting look.” One
response was that “she is trying to show how makeup makes one attractive,” and
another was that the advertisement was similar to those in women’s magazines. One
participant said “I wish I could go to school looking like her.” The range of comments
on the cover page from “attractive” to “too much for a young girl,” indicated that for
the participants makeup was something to be desired, but it was also degrading. They

stated not only that “heavy makeup may be harmful and even may make one look
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ugly” but also that “some light makeup and softening creams may help one look

beautiful.”

Girls were asked whether they would like to be a cover girl, the responses were:

“I would like to be one. On one hand it is good, but on the other hand, some may be
jealous of me, and they may talk after me.” (D, 12)

“I would like to be a cover girl, but there is a possibility that I will not be selected.”
(A, 12)

“I would like to be one, I would like to appear on magazine covers with nice pose.”
(S, 12)

“If I become beautiful, I may be.” (K, 13)

“I would not like to be one. Someone might color my face with a pen and humiliate
me. I could see that cover on the floor and feel sorry.” (F, 13)

“Consider this, people will purchase the magazine and the first thing they will see
will be your face.” (A, 14)

“I would be happy if people liked me.” (G, 14)

“I filled in an application form once, but then I changed my mind.” (B, 15)

“I do not want it because everyone will see me like that and it will not be appropriate
for my family.” (N, 15)

“I would like to be a cover girl but I would like to be inside frequently as well, I

wouldn’t want to be a temporary one.” (G, 16)

However, in older age groups girls indicated they are aware of the fact that cover girls
and others do not appear in their natural looks:

“I think none of them (cover girls) look natural.” (O, 17)
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“(They look) over exaggerated.” (E, 17)

When participants were discussing the reasons why being beautiful was important, an
interesting comment was:

“... it is important to a point. Consider that you are looking for a job which is difficult
to get, especially in times of economic crisis. Would they select a beautiful, attractive
woman, or one who has neglected looking after herself? Of course the beautiful one,

the attractive one wins. It is in general like that, you get some extra points!” (C, 16)

In addition, in spite of participants’ desire for makeup, sexy looks, and feminine
charm, they used these terms to criticize others for seducing boys with those qualities:

“Popular girls use make-up, wear a mini skirt, like to show all their stuff, they are
spoilt, and they would like to have boys running after them.” (A, 12)

“(Popular girls) dress openly, trying to look extremely cool, trying to have boys
running after them all the time...” (E, 13)

“There are girls who want to show all (parts of) their body.” (K, 13)

“They wear miniskirts and they are as if going to somewhere else but not to school.”

(N, 13)

When participants spoke about beauty, they often used English words that are
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prevalent in teen magazines such as “fit,” “slim,” “cool,” “body,” “trend,” “style,”
“eyeliner,” and “lip gloss.”

4.3.3 Consumption: Fashion, Beauty, and Brand Products

The analysis in regard to consumption behavior showed that all participants either

bought beauty products themselves, or used products purchased by their mothers or
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sisters. They often stated that “one has to use makeup,” “you should take good care of
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your skin,” “you have to use skin cream for softening the skin,” and “you have to have
well-kept hair.” The advertisements on beauty products were useful because they
informed readers about “the new products and brands.” One participant said “This
information is very useful if you are going to a wedding ceremony or if you have a
date with your boyfriend.” Others said that they used beauty products such as
moisturizers, tanning lotion, and products for treating black facial dots, and also “well-
known brand products should be used.” Eyeliner, hand and body creams, face tonic,
makeup cleanser, tanning lotion, nail polish, perfume, lipstick, and mascara were
mentioned as the beauty products that they used. There was a general agreement that
everyone should use an anti-aging cream. A small minority of girls believed that they
would require facial peels, Botox, or face lifts in the future. Girls from the 15 year old

group mentioned that they started using make-up at early ages during their middle

school days.

One interesting remark about using make-up is:

“Well, when | feel bored and | want to feel more beautiful, I do make-up.” (H, 16)

Even some participants in the smaller age groups mentioned use of beauty products,
while in older groups daily use was mentioned:

“Sometimes I use creams, to soften my hands.” (D, 12)

“l use cosmetic products like creams for skin care and some perfumes, without
harming our health.” (K, 12)

“I do not use make-up regularly, but I use a slight amount of make-up when | am

going to weddings.” (A, 12)
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“Cosmetic products are very useful when you go to a party or a birthday party, they
show you beautiful.” (Y, 13)

“Beauty products are helpful when you are going to a wedding, or for example, when
you are meeting with your boyfriend (laughs)...” (K, 13)

“I do some make-up, not a heavy one, | use eye liner, mascara, and some lip gloss,
that is all.” (P, 13)

“I use sun blocking cream to avoid sun spots on my skin.” (B, 15)

“I use creams on a daily basis.” (K, 17)

Girls think when one gets older, using beauty products will be a must:

“If my face was not this young and I had to buy something (face cream) expensive,
I would buy it... when we get older, we shall use this type of products a lot. (laughs)”
(0,17)

“Since these products are being used all over the world, they are definitely helpful

(for skin care), and you should prefer brand products.” (E, 17)

Participants who were using blue or green contact lenses stated that they also used
special conditioners to care for their hair. One said that using makeup at an early age
may cause some problems, but one could still continue to look natural by using other
treatments such as “shiny products, creams that keep the skin, hands, and face

smooth.”

Other responses were:
“A beautiful girl should take care of herself properly to be attractive, and she should

not be too fat or too thin.” (A, 12)
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“You have to wear makeup to look beautiful and use all kinds of treatment for body
care.” (C, 12)
“We are doing all this shopping to feel good and to look better for the boys.” (N,

13)

There were also claims that beauty cannot be achieved by wearing makeup only,
because dressing well and maintaining one’s hair are required at all times. The idea of
not using makeup was supported as long as “the latest fashion is followed.” For

example, “If purple is the color of this year, one shall wear something purple.”

Selected comments about brand products were:
“Brand is important, it shows quality. Also, brand products look cooler.” (K, 13)
“The people around (my friends) give importance to brand products. I don’t know
what they would say if I don’t wear brand products.” (T, 13)

“I don’t feel good if I wear non-brand products.” (B, 13)

“I feel bad if I do not use brand products.” (G, 14)

“I love products by Adidas. | always wear Adidas products. However, | feel terrible
if I cannot buy something | want. For example I liked some sportswear but there was
no size suitable for me, I had to wait for one week, but eventually I bought it.” (N, 14)

“I feel demoralized when my shoes are not Nike.” (S, 14)

“If it is not a brand product, it will wear down quickly. If it is a brand product, it will

have higher quality.” (B, 15)

Girls mentioned how magazines shaped her shopping decisions as follows:
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“For example teen magazines show best presents you can buy for your mother for
the mothers’ day, or for your father for the fathers’ day, or best birthday presents for
your friends. I look at best places where you can do your shopping...” (S, 12)

“I look at various clothes that appear in magazines, and when | see something

beautiful, I want to find it and then buy it...” (O, 17)

Participants also felt good when they went shopping:

“I become happier, joyous, for example when I buy a cloth I like it very much and I
do not want to take it off for days.” (A, 12)

“I get rid of all my worries during shopping.” (K, 13)

“I feel comfortable and unrestricted.” (D, 13)

“I feel better after doing shopping and I present a better image. After shopping,
especially after buying brand products, | feel as if 1 am reborn and | get rid of my
nervous stressful state. However, the feeling of happiness after shopping does not last
long, I put on my new clothes that day but I throw them away, and eventually, there is
a desire to do more shopping.” (E, 14)

“I feel very good, like I am reborn. I get rid of my stress and angry mode.” (B, 14)

“I feel happy when I go to shopping with my friends.” (K, 16)

“We both feel better and (by buying things) we look better to boys.” (A, 17)

However, girls also mentioned happiness of buying a new cloth does not last long:
“My happiness continues until I take it off.” (A, 12)
“Sometimes I feel sorry for not buying the other one, which was more beautiful. So,

I feel happy and regretful.” (D, 12)
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“I am also regretful. For instance, | bought one, OK, but I should have bought the
other one as well. Deciding which color to buy is difficult. So I am happy that | bought
something, but I also think may be the other color could suit me better...” (E, 12)

“When shopping is over, my mood goes down again.” (E, 14)

“My happiness does not last long, I wear the new cloth and I am happy for that day,
but when I take it off, say the next day, it is over.” (B, 14)

“My happiness lasts until I buy something else for it.” (N, 15)

“I become bored of it in a week.” (T, 15)

“I am very happy first, but in a few hours it is over.” (Z, 16)

Some girls in older age groups had remarks and complaints on the expensiveness of
products advertised in magazines:

“Last time when | was reading (a magazine) it had an advertisement showing a bag
worth 1,450 Turkish Liras (almost 1,000 US dollars). This is very expensive for most
of the readers... The prices shown in magazines for clothes and shoes are very

expensive” (O, 17)

Participants preferred to purchase clothes, makeup, magazines, and phone tokens with
their allowance. However, they stated that they mostly asked their parents to buy
expensive beauty products or brand clothing because their allowance was not sufficient
to purchase the desired products. They also indicated that they spent money on clothes
and beauty products that were covered extensively in the teen magazines.

4.3.4 Teen Magazines as the Secret Garden of Adolescent Girls

Participants said that as teen magazines were “entertaining” and helped the reader to

“have a good time,” they liked reading them over and over.
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“When I buy a magazine, I read it the whole day and finish it. Then, when I have

spare time, during evenings, I take a look at it again and again.” (D, 13)

A large majority of participants indicated that they preferred reading magazines in the

privacy of their rooms.

They indicated that they were interested in tests that investigated their relationships
with boyfriends and other friends, and that tests were helpful in understanding one’s

own personality. They were also quite interested in the astrology pages.

Some responses showed that participants were concerned with being liked by boys:

“Let me speak frankly; boys show more interest in girls who wear sexy clothes ...”

(T, 16)

This comment demonstrated that they thought that boys their age were interested in

girls’ sexy clothes.

A large majority of the younger age group participants were not comfortable talking
about sexuality in front of their peers. They even said they cannot talk on sexual issues
with their counselor teachers of their schools. Only a few of them said they can talk
about sexual issues with their mothers. One girl said:

“You can send questions to magazines for these issues.” (G, 16)

When asked about whether they make use of information given in magazines about

boys or sexual issues, they responded as follows:
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“I sometimes make use of information about boys.” (D, 12)
“I cannot share information about sexual issues with my mother, but there is a girl

older than me called Gilslim, I share with her.” (M, 12)

Those who did talk had different opinions on how, when, and from where issues related
to sexuality should be learned:

“Hey Girl is covering interviews with doctors beside the issues on menstruation,
which are embarrassing subjects to talk to anyone else about.” (Z, 16)

“Actually, they raise our consciousness on sexual issues. | turn the pages quickly
when | am with my parents. However, when | am alone, | take my time to read private
issues in the comfort of my room.” (T, 13)

“I find and use some websites that are mentioned in those magazines. If there is an
Internet connection, we enter these sites. There is a part which says girl-to-girl. Girls
say things about themselves; we like to enter those sites.” (K, 12)

“... nowadays, girls are having life experiences 3—4 years earlier than they should,
and they have already lived and learned everything.” (O, 17)

“They just think that they know, but they just act; actually, their knowledge is
limited. Families are also very important. They should inform their children so that
children do not make mistakes at young ages.” (L, 17)

4.3.5 Professional Advice
Girls indicated the lack of information on professional advice in magazines:

“There is no information in magazines on professions.” (C, 14)

“The youngsters in the magazines only like entertainment or fooling around. So, in
the end the readers are inclined to imitate them. However if they put things about

professions, people would be better informed.” (C, 17)
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In the magazine issues that were handed out to participants, adolescent girls were
described as being dependent, with a keen interest in boys. The older age group
participants rejected this “stereotypical role” when they examined the magazines,
noting that it made it difficult for them to develop their own independent life styles.
“... that is really the problem about these magazines. They consider events from a
shallow point of view. Instead, there are many girls who, after reading a lot about
celebrities, try to shape their lives like celebrities. Even if some girls are not
influenced, many are influenced.” (H, 17)
4.3.6 Body Satisfaction
With regards to participants’ body satisfaction, I collected weight and height data from
the 82 girls who took part in the focus group study in the two schools. | found that
24.4% were classified as underweight, 67.9% as normal, 7.1% as overweight and only
0.6% as obese. Thus, more than 90% of the participants fitted into a normal or
underweight category according to body mass index definitions by Cole, Flegal,

Nicholls, and Jackson (2007).

When asked whether or not they find themselves beautiful, about half of the
participants said that they were not happy with their body and that they were planning
to go on a diet in the near future. Some didn’t like their skin color or the color of their
hair and eyes, and some said that they would like to be taller and/or thinner:

“I would like to have a whiter skin and green eyes.” (A, 12)

“I wish I was taller and I had blue eyes, also I would rather have a white skin instead
of this dark one.” (N, 12)

“I would like to be blonde.” (M, 12)
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“I am not happy with my weight, I am distressed and I am trying to go for sports
now.” (F, 16)

“I am also not happy (with my weight), I need a real diet this summer (laughs).” (Z,
16)

“I am one of those who starts a diet on Monday, and finishes the same day.” (Y, 16)
4.4 Interpretation of the Findings
In this section, findings stated above for each research method used separately will be
merged together and considered with respect to the research questions.
Research Question 1: Do teen magazines influence Turkish Cypriot adolescent girls’

perception of ideal beauty?

Research Question 1 asked if the teen magazines influence Turkish Cypriot adolescent
girls’ perception of ideal beauty. The content analysis study has demonstrated that on
magazine covers mostly blondes and brunettes with colored eyes were represented.
Although answers to the questionnaire indicates girls mostly marked “natural color”
choices for most beautiful hair and eye colors, responses of the focus group study has
shown, similar to Meyers’ (1999) and Tiggemann’s (2012) findings, participants
defined the image of ideal beauty as being tall and thin, having pure white and shiny
skin, blue or green eyes, a small and upturned nose, long blonde or brunette hair, and
small feet, although the girls mostly had dark hair and eyes. This finding supports the
findings of Sauer and Robles-Pina (2003), who mentioned a relationship between the
contents of magazines that girls read and their perception of beauty. The disagreement
between the questionnaire results and focus group findings can be explained by the
wish of girls trying to give ideal answers to questions, instead of what they actually

think.
160



Considering focus group participants’ tendency of defining ideal beauty standards
according to those of the celebrities, and content analysis results of both Cosmo Girl
and Hey Girl covers, girls do want to look like the models and celebrities they see on
magazine covers and inside the magazines, similar to findings of Shields and Mayhew
(2001). From these results, it is possible to say that teen magazines reproduce a beauty
ideal and deliver their messages to their target population while making teen girls
question their beauty, constantly comparing themselves with the celebrities and
models presented as young women with ideal bodies. Similar to Redcross and Grimes’
(2014) findings which list celebrity gossip as one of the popular topics in teen
magazines, frequent presentation of celebrities which fit to western beauty standards
may have a cultivation effect on girls with regards to their understanding of ideal

beauty.

Furthermore, the content analysis study indicates that messages about the appearance

2 13

such as “shape your legs”, “work out your abdomen”, “make your hips tighter”,
“strengthen your arms”, “techniques to mow grass”, and “make your shoulders
explicit”, along with series of beauty tips and suggestions are all signs of
encouragement provided by the magazines for reaching the beauty ideal that is

presented as “in one’s reach”.

In addition, healthy nutrition tips such as ”You should not have kilograms of
problems” may be considered as building a bond between the physical appearance and

other social issues encountered by the teens.
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Research Question 2: Do teen magazines promote Turkish Cypriot adolescent girls’

consumption behavior in regard to cosmetics and fashion brands?

Research question 2 asked if magazines promote Turkish Cypriot adolescent girls’

consumption behavior in regard to cosmetics and fashion brands.

The distribution of advertisements among product categories which is presented in the
content analysis section show that almost one third of advertisements in girls’
magazines are for fashion products. A similar pattern can be seen in the distribution of
shopping tip categories where fashion again emerged as the most prominent category.
Beauty tips followed fashion, where the magazines linked beauty tips with the beauty
product advertisements in an attempt to present an understanding that certain beauty
goals achievable through these products. From this it can be argued that, girls buying
these magazines see repeated messages for purchasing the products that are presented,
whether consciously or subconsciously. In the focus group study, girls indicated that
advertisements on beauty products are informatory and useful. Even the smaller age
group girls mentioned use of a large variety of beauty products, showing the possible
effects of advertisements and shopping tips. Girls considered teen magazines as
‘useful’ for providing them with the information about new products and brands while

giving tips for how to use make-up, take care of their skin, hair, and their body.

The survey results has shown that when factors affecting shopping of girls were
investigated, the effect of advertisements in magazines is the fourth important item
with almost 13% when compared with the friend and family views which are 39% and

16% respectively. When it is known that sections liked most in girls’ magazines are
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fashion and beauty tips as demonstrated by this study, this is coherent with the overall
averages of the content analysis study which show that fashion and beauty tips emerge
as the most popular categories used by the editors of the magazines. Furthermore,
when the overall averages are considered, shopping tips and advertisements together
constituted almost half of the content of the magazines. This is consistent with studies
conducted on similar teen magazines such as Seventeen, which indicated that half of

the magazine space is dedicated to advertisements (Massoni, 2001).

The interaction between magazines and girls could be clearly seen when they were
asked the type of clothes that appear most in their closets. The content analysis
performed on girls’ magazines in this study indicates that the clothing item that appears
most in magazine advertisements are jean trousers, followed by t-shirts. This shows a
close correlation between the clothing items in girls’ closets and the items advertised

most in girls’ magazines. Similar findings are obtained from the questionnaire.

Another finding of the questionnaire is that more than 42% of the girls said they prefer
to purchase clothes, accessories and beauty products with their allowances, whereas,
only 28% said they prefer to purchase food. Similarly, in their choices for future
purchasing plans, combination of clothes, accessories and beauty products is the first
category. In addition to this, the focus group study showed that since some beauty
products are expensive, girls are asking their mothers and elder sisters to purchase

them.

The survey study shows almost 55% of girls think brand is important, and listed

looking cool, using high quality and dependable clothing as main reasons of
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importance of using brand products. Similarly, the focus group study found that girls
linked brands to quality which perceived as a mediator to achieve social acceptance in
their environment, while they stressed the fact that they spend money on clothes and

beauty products that are covered in the teen magazines.

For purchases with their allowances, they give equal priority to buying food and drinks
from school canteens, and buying clothes. Although buying food and drinks is a basic
need, they mostly purchase packaged food and soda, which are not healthy, but still

advertised in teen magazines.

The survey results show that about 50% of the girls think magazines help them direct
their mothers or sisters correctly with regards to their shopping decisions. The content
analysis results indicated that there are sections in magazines containing information
for girls on how to direct their mothers to buy and use some beauty products, as

indicated in section 4.2.7.5.

Therefore, this study supports the research question statement that teen magazines
promote Turkish Cypriot adolescent girls’ consumption behavior in regard to
purchasing decisions on cosmetics and fashion products.

Research Question 3: For what reasons do Turkish Cypriot adolescent girls read

teen magazines?

Regarding to the third research question which investigated the reasons behind Turkish
Cypriot adolescent girls’ tendency to read teen magazines, this study has pointed out

the following results.
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Focus group participants defined teen magazines as entertaining, and helping them to
have better time. In the survey study, as an important reason for reading teen
magazines, more than two thirds of girls agreed or strongly agreed that girls’
magazines entertained them and helped them forget about their worries. Only about

12% disagreed with this statement.

Focus group study also showed most of the girls preferred to read magazines alone in
their rooms. This is in line with the survey results where 60 per cent of the participants
presented their favorite place for reading teen magazines as alone in their room. In the
focus group study, one of the main reasons for this need of privacy emerged as being
uncomfortable to talk about their sexuality with their peers as well as their family.
Similarly, a study conducted by Walsh and Ward (2010) found that more frequent
reading of magazines was accepted to be an intermediary for improving sexual health
knowledge. Therefore, teen magazines seem to be a source of information for the

questions that girls are not able to ask to their parents or friends easily.

The questionnaire results have shown that more than 75% of girls purchase magazines
mainly for the contents. Cover and promotions are chosen by only 10% each of girls
as the main reason for purchasing. However, in the focus group study, an important
motivation for buying these magazines emerged as the promotion material distributed
by magazines that came in the form of posters of celebrities or accessories distributed
free with magazines. Other reasons were stated as the news and interviews with their
favorite celebrities, and beauty secrets and shopping tips. Advices on friendships and

relationships were also a source of motivation. These results are also similar to
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questionnaire findings which shows that the sections liked most in teen magazines are
fashion and beauty tips, followed by tests and interviews with celebrities.
Research Question 4: Are Turkish Cypriot teenagers happy with their current

appearance?

The fourth research question of this study asked whether Turkish Cypriot adolescent

girls are satisfied with their appearance, i.e. their body satisfaction.

The dieting section of the questionnaire indicated that more than 40% of the girls had
some dieting experience and almost half of them plan to go on a diet in the near future.
Similarly, almost half of the girls interviewed in the focus group study said they were
planning to go on a diet in the near future. In contrast, body mass index calculation of
this study has shown that more than two thirds of the girls were in the normal weight
category, about a quarter of them were underweight, while only 7 per cent of them fell

into overweight category.

More importantly, out of the under-weight body mass index (BMI) girls, almost one
fifth said they have had a diet experience in the past, 10% of them were currently on
diet, and almost 40% of them were planning to go on diet in the near future. For the
over-weight BMI girls, 82% have said they had a diet experience, almost two thirds

are on diet, and more than 70% said they are planning to go on diet in the near future.

These results show that girls are not satisfied with their weight, although most of them

are scientifically in a normal or underweight category. This finding supports Sauer
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and Robles-Pina’s (2003) finding which indicates that most of the teen magazine

readers perceive themselves as overweight even when they are not.

In the focus group study, when asked whether or not they find themselves beautiful,
about half of the participants said that they were not happy with their body. Some
didn’t like their skin color or the color of their hair and eyes, and some said that they
would like to be taller and/or thinner. Thus, it can be concluded that a majority of girls
were not happy with their body. Magazines may also be playing a role in this low
degree of body satisfaction as indicated by Duke (2000), Jones et al. (2004) and

Coleman (2008).
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Chapter 5

CONCLUSION

In this conclusion chapter, a discussion on major findings will be made and suggestions

for further studies will be stated.
5.1 Discussion

The findings of this study show that the Turkish Cypriot girls are in favour of reading
teen magazines and their definition of ideal beauty is similar to the image of ideal
Western beauty promoted by teen magazines. Duits (2010) indicates that in everyday
girl culture, “there is a dominant perception of popular culture as trivial” (p. 254).
Similar to this remark, the “Western beauty standard”, now seems to be a part of the

Turkish Cypriot girls’ culture and it is taken for granted by girls.

Although in some cases teens refer to physical differences other than the ideal beauty
as being acceptable, the basic model remains as thin, blond and white skinned, with an
upturned nose and large blue or green eyes, similar to Tiggemann’s (2012) ideal beauty
definition. For example, according to focus group findings, blue contact lenses for eyes
was especially preferred because it was different and fits the definition of ideal beauty

better. In contrast, most of the participant girls had dark colored hair and eyes.

As for the hair color, in the survey study, although a majority of the girls choose the

option “own natural color” as the most beautiful hair color, 14.1% of girls selected
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blonde or red as the color which shows a girl beautiful. These colors are not at all
common among Turkish Cypriots, but they appear frequently in magazine covers.
Similar to the hair colors, in the questionnaire, there are a considerable number of girls
(39.1%), who think blue or green is the eye color which looks more beautiful, and

again, these eye colors are quite rare among Turkish Cypriots.

Interestingly, in the focus group study, girls indicated that later they can change the
color of hair easily by dying it whenever they want and to whatever color they like,
which shows a wish to change their hair color. It was observed that some larger group

girls had partially dyed their hair, which was not observed in smaller age groups.

Also, in the focus group study, girls specifically mentioned blonde or brunette as most
beautiful hair colors and blue, green and hazel as the most beautiful eye colors.
Similarly, blonde and brunette are the dominant hair colors on covers according to the
content analysis study, and it was found that celebrities and cover girls appearing on
magazine covers mostly had blue, green or hazel eyes. Thus, focus group and content

analysis findings show similarity according to hair and eye colors.

To change the color of one’s eyes, using colored lenses is an option. However, most
of the girls said it is easy to understand whether one is using lenses, so it does not look
natural. Possibly, if lenses looked more natural, they could have preferred using lenses
to change the color of their eyes like dying their hair, which some girls indicated as a

technique they use to change their hair color while on vacation.
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However, responses show girls are aware that ideal beauty is difficult to attain, as one
may have at least one unfitting physical appearance. Girls also think that beauty
standards may change from one society to another. They are aware that blondes may
be preferable in a culture in which majority of the girls have black or brown hair, but

not in another culture where blondes are dominant.

During the focus group study, a question on popular girls liked by boys in their school
was directed to girls. Participants in all age groups were mostly angrily explaining that
popular girls use heavy make-up, wear miniskirts, and they would like to have boys
running after them. In the Western world, being popular in school is a positive
attribute, but girls in North Cyprus think differently, and it is perceived as a negative

attribute.

This study offers evidence that there is body dissatisfaction among teenage girls since
they think they do not look like the ideal beauty. This finding reminds Coleman’s
(2008) remark that “impossible images” presented in magazines cause girls to be
depressed and dissatisfied about their bodies (p.173). It is interesting that although
girls already had young skin, they still believe that they should use beauty products to
obtain smooth and shiny skin, for looking beautiful and to attract boys. This fact
reminds similar findings by Labre and Walsh-Childers (2003) who stated girls think
beauty is a requirement for girls and they are given the message that beauty can be
achieved by using beauty products offered by the magazines. Complaints and worries
for non-existent problems such as eye pouches were seriously taken into consideration,
and girls were interested in products that would remove those, even if they had none.

The focus group study indicates that magazines have affected girls about their body
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image perception, like Voelker, Reel, and Greenleaf (2015), who report similar

findings.

Attracting the attention of boys seems to be a major worry for the girls as indicated by
the focus group findings. Content analysis study also shows that magazine contents
include various advices on how to have influence on boys by looking beautiful. This
is in-line with findings of a content analysis study on Seventeen magazine (Fuller,
2005) stating that it has contents encouraging girls to make themselves as beautiful as
possible to attract boys and physical appearence is the most common theme appearing
in Seventeen. Similarly. Kim et al. (2011) report that a major issue covered in
Seventeen and Teen Vogue magazines is how to improve one’s appearence using

beauty products, fashion and dieting.

Focus group findings also indicate that there is a desire to get thinner by dieting, even
if they are not overweight, a result similar to findings of Sauer and Robles-Pifia
(2003)’s study on teenager girls in Portugal. The study by Crossley, Cornelissen and
Tovee (2012) indicates that women define ideal body measures as something very
difficult to achieve and 39 out of 40 women who took part in the study had higher BMI
ratios then their ideals. | think thin ideal body images presented in magazines
contribute to girls’ body dissatisfaction considering my findings on BMI versus dieting

experiences of girls that took part in this study.

Answers of participants in the focus group study showed that girls feel happy, at least
for some duration, when they do shopping. Also, they say they go to a hair dresser or

shopping when they feel depressed, in order to get rid of their stress.
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Although the magazines influence teens for body image and consumerism, the results
also reveal that Turkish teenagers believe some body image messages in magazines
are contrary to some of their traditional values and culture. Other factors effecting the
beauty image accepted are the cultural values of the society, peers and family. Girls
who were coming from more religous backgrounds showed signs of accepting their
looks and hence reducing the stress related with beauty issues. This finding is
compatible with Eksi, (2001), who states that for young adolescent girls, religion is

supportive in reducing stress and making it easier to endure anxiety.

The study has found that girls begin to purchase and use beauty products at ages as
early as 12, to become fit and to attain looks that are similar to the beauty ideal. These
products are heavily advertised in the media, and the girls have a strong belief that they
are used by many women and girls in different countries. So, they spend a lot of money
for these items and they are considered as important and valuable customers by the
marketing sector. Also, this study has shown that fashion and beauty product
advertisements constitute more than two thirds (68%) of all advertisements in teen

magazines (Appendix B).

One other finding of the content analysis study is the advertisers are sometimes using
a more friendly language to persuade girls to buy their products. On the other hand, in
some advertisements, a different type of advice-giving language is used. Some
advertisements are organized in such a way that they look like the advice-giving pages

of magazines.
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Since advertisements and shopping tips constitute almost half of magazine pages, a
content analysis was conducted on the advertisements appearing in the teen magazines
considered in this study. The results showed that a big majority (70%) of
advertisements are giving traditional messages. Only a very small minority of
advertisements are found to give feminist messages. Trimble-Clark (2012) who
anlayzed articles in the Seventeen magazine reports that they also contain mainly anti-

feminist messages. Her findings show that 73% of messages are anti-feminist in nature.

Similar to de la Ville’s (2007) findings indicating girls believe magazines can help
them find the right products, girls taking part in this study said they find the
information given by magazines on new products and latest fashion trends very useful
and influential in their shopping decisions. The focus group findings indicate there was
a strong belief among the girls that the models and celebrities who appear in magazines
use many different beauty products to look beautiful and to sustain their beauty. The
girls think they should also use similar products. Brands are important and girls were
not feeling good when they had to wear non-brand products. The results show that for
the teenage girls, brand equals quality. This finding supports Wolf’s (1991)

explanation on why teenagers prefer brand products.

Girls seem to be interested in similar brand products, similar life-styles (like those of
celebrities), and similar worries on having to buy presents on special days like the
Mother’s day or the Valentine’s Day, which were actually not a part of Turkish culture
until lately. The magazines were identified as guides on their choice of presents for

special days. The information about “places where can one do the best shopping” is
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found to be especially useful. When they were asked about what clothes they have in
their closets, they indicated jeans, t-shirts and accessories that are in-line with the
coverage in advertisements in girls’ magazines. They want to become unique in terms
of their clothing and the products they purchase, under pressure from their peers and
the media that promotes beauty standards and trending fashion. Therefore, without
being aware, they become monotype life-style individuals as indicated by (Kula-

Demir, 2004).

The content analysis study showed sex and relationship-related articles in teen
magazines occupy more than 14% on the average and is ranked fourth. Girls
participating in the focus groups showed a special interest in sex-related issues, which
shows sex related issues is a major concern. Similar findings are reported in the
literature, such as Kim and Ward (2004). Although sexuality is not directly covered in
girls’ magazines, it is indirectly implicated in frequent advertisements such as those
about birth control pills (one advertisement even claimed that birth control pills reduce
acne). Girls from 16 and 17 years old groups mentioned that sexuality becomes an
important issue at a very young age, and they believe that many girls learn topics of
sexuality from girls’ magazines, instead of their family or their school, and magazines
may help provide information about sexual issues. This finding is similar to the
findings of Walsh and Ward (2010) who state that teen magazines might be an

important source to learn about issues related with sexuality.

Girls reported they prefer to read magazines in their rooms and they get pleasure by
reading them over and over. This finding supports the statements of Radway (1991)

who reports young women take pleasure by reading romance novels and popular
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literature. Girls were also interested in personality and relationship tests and astrology
pages. Especially among the younger age groups, astrology pages were taken
seriously. It was observed that girls from smaller age groups were more naive with
regards to their appearance and speech compared to the larger age group girls. As
indicated by Oztiirk (2000) in his study on television's place on children's political
socialisation, as children grow older, they perceive the information better. Some girls
in smaller age groups thought astrology pages were prepared by scientists and they

took the recommendations on those pages as granted.

The content analysis study indicated some use of English language words in
magazines. Firstly, it should be noted that the names of the two magazines which are
subjects of this study are in English. Even magazine names for smaller age groups
published in Turkey are also in English, like Barbie and GoGirl. It was interesting to
see that while speaking in Turkish, girls were using some English words and idioms
that relate to beauty and body image, that are borrowed from the ‘jargon’ of the teen
magazines like “fit, trendy, cool”. This shows the effect of magazines in daily language

causing use of foreign words for beauty and body image definitions.

In the literature, some researchers report that children read teenage girls tend to read
adolescent magazines and tweens read teens magazines (Sauer and Robles-Pina, 2003;
Vares and Jackson, 2010). The study by Vares and Jackson (2010) reports that tweens®
in New Zealand read at least two of three teen magazines (Créme, Girlfriend and

Dolly) published in Australia and New Zealand. In Sauer and Robles-Pina’s study

9 The term tweens refers to children with 8 to 12 years of age
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(2003) on magazine reading habits of adolescent girls, besides Seventeen and YM,
Cosmo (the adult version of Cosmo Girl) was reported as one of the most-read
magazines. A similar finding from our focus group study has shown that some Turkish
Cypriot teenager girls, especially those older than 16 years of age are reading women’s
magazines and consider teen magazines as childish, and reading them as a waste of

time.

In parallel with the present literature (Durham, 1998; Chow, 2004; Fuller, 2005), the
results of this study indicate that teen magazines include contradictory messages by
emphasizing the image of “innocence”, on one hand, while promoting birth control
pills as a solution for acne, weight gain and menstrual pain, on the other hand. Chow
(2004) reports that adolescents receive contradictory messages which suggest they
should be erotically appealing, but without engaging in sexual activities.The focus
group findings indicate that this type of conflicting information can lead to confusion

for a teenager who was raised with more conservative values.

Focus group members mentioned that by reading girls’ magazines, which continually
present traditional, stereotypical gender roles and present frequent interviews and news
about celebrities, girls are encouraged to think only about professions such as those of
pop stars, movie stars, and fashion models. However, focus group findings indicate
that girls do not want to be recognized merely by their body because they think that is
a “shallow” image for a girl. Girls who took part in this study think that girls’
magazines provide very few articles and no sections on vocational counselling which
could help them choose a profession. It is reported that adolescents need advice and

counselling about their personality, capabilities and possible areas of interest
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(Kulaksizoglu, 2007). This guides them to make healthy decisions on possible suitable

professions.

In conclusion, this research indicates that teen magazines are used as one reference
point by teenagers in North Cyprus in defining ideal beauty, and Turkish Cypriot girls
are under the influence of the ideal Western beauty image promoted through these
magazines. Also, girls buying these magazines are under continuous pressure for
buying the products that are advertised or presented in the magazines. However, since
girls also consume other types of media like music channels and web sites, it is difficult
to state that teens may have developed their western ideals of beauty or consumption
habits solely from those magazines. In addition, it should be noted that the owners of
music channels in Turkey also own girls magazines (such as Hey Girl and Dream TV,

Cosmo Girl and MTV), so similar messages and editorial policies are expected.

All in all, it should be noted that teen magazines are an influential type of media for
girls. Consequently, this study has found evidence that girls are affected by the direct
and indirect messages in teen magazines. Most of those messages seem to be on beauty
and fashion products. Considering that teenagers are loyal to magazines, teen
magazines should include more messages on healthy nutrition, information on
professions for their inclusion into social life, non-shallow information on sexual
issues, and non-conflicting messages.

5.2 Suggestions for Further Study

It has been reported in the content analysis part of this study that an issue of Seventeen,

USA and CosmoGirl, Turkey have a lot matching and sometimes exact contents and

articles. Starting from this observation, for future work, teen magazines published in
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Turkish can be compared with magazines published in USA and Europe to find

similarities and differences in contents.

Considering that teenagers are now using the Internet heavily, their usage of web sites
of magazines and other types of new media such as those promoting fashion products,
beauty products, discussing make-up techniques should also be investigated in
addition to magazines, to determine their impact on effects discussed in this study. For

instance, a content analysis on the web pages of teen magazines can be performed.

Also, the impacts of television shows and programs and the impacts of social media
on girls’ perception of ideal beauty and their consumption behaviour in regard to
cosmetics and fashion brands with direct and indirect messages can be compared to

find similarities and differences.

The focus group study can be repeated for the Turkish teenage girls and its results can

be compared with the results of this study.

Improving the questionnaire developed for this study (Appendix A), an enhanced scale

for measuring magazine effects can be developed.

Another follow-up study can be interviewing the editors of the teen magazines to find

out about their editorial policies and the reasons for the current format of content

choices.

178



For researchers that would like to conduct similar studies, | suggest employing some
qualitative research techniques in addition to quantitative techniques, as adolescent
girls may be opting for ideal answers in survey methods although they speak more

frankly about their personal opinion during the focus group studies.
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Appendix A: Questionnaire

MAGAZIN DERGILERININ ETKILERININ ARASTIRILMASI

Degerli gengler, arastirmanin saglikli olabilmesi i¢in vereceginiz samimi yanitlarin
Oonemi buyliktiir. Verdiginiz yanitlar gizli tutulacak, sadece arastirmaci tarafindan
degerlendirilecektir. Katkilariniz i¢in tesekkiir ederim.

Sorular

1. Kag yasindasiniz?
a. 12 b.13 c¢l14 dl15 el6 f17

2. Her istediginizde anne ya da babamzdan harchk alabilir misiniz?
a. Evet Db.Hayir

3. Haftalik ortalama har¢hginiz ne kadardir? ( hafta sonu dahil)
a.25 YTL’den az b.25-50 YTL ¢.50-75 YTL d.75-100 e. 100°den fazla

4. Annenizin egitim diizeyi nedir?
a. [lkokul b.Ortaokul c.Lise d.Universite e.Lisansistu f.
Diger

5. Babamizin egitim diizeyi nedir?
a. [lkokul b.Ortaokul c.Lise d.Universite e.Lisansistu f.
Diger

S

Supermarketlerden aileniz igin yiyecek-igecek alisverisi yapar misimiz?
.Evet  b. Hayir

[o})

7. Kendinize ait bir banka kartiniz var mi?
.Evet  b. Hayir

o}

8. Kendinize ait bir cep telefonunuz var m?
a. Evet Db.Hayir

9. Var ise elinizdeki kaginei cep telefonunuz?
a. llk b. Ikinci c. Uglincu d. Dordinct  e. Diger (Lutfen
belirtiniz)

10. Ortalama ne kadar siirede telefonunuzu degistirirsiniz?
a.l-3ay Db.4-6ay c. 6-9 ay d.10-12ay e. Diger (Liitfen
belirtiniz)

11. Evinizde Internet baglantis1 var m?
a. Evet Db.Hayir

12. Evinizde uydu TV ahcisi var mi?
a. Evet Db.Hayir
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13. Var ise en ¢ok izlediginiz miizik kanallar1 hangileridir?
a.MTV Db.Kral TV ¢ VH1 d. Numberl TV e. Power Turk
f. Dream TV g. Diger (Lutfen belirtiniz)

14. Harg¢hklarimizi en ¢ok ne almak i¢in kullanirsimiz?
a. Yiyecek b. Giysi c. Aksesuar d. Gulzellik malzemesi e. Kitap f. Dergi

g. Diger
15. Yakin bir gelecekte ne almay1 planliyorsunuz? (liitfen marka/cins
belirtiniz)
a. Cep telefonu d. Giysi
b. I-pod/MP3 calar e. Glzellik
malzemesi
c. Bilgisayar f. Aksesuar
g. Kitap h. Diger ( liitfen
belirtiniz)

16. Sizin icin marka 6nemli midir?
a) Evet onemlidir, ¢lnki

b) Hayir 6nemli degildir, ¢unkd

17. Boyum (latfen belirtiniz) Kilom (latfen belirtiniz)

18. Hig kilo vermek icin rejim yaptiniz mi?
a) Evet  b) Hayir

19. Su anda kilo vermek icin rejimde misiniz?
a) Evet b)Hayir

20. Yakin gelecekte kilo vermek amaci ile rejim yapmayi diisiiniiyor
musunuz?
a) Evet  b) Hayir

21. Sizce bir geng kiz1 en guizel gosteren sa¢ rengi hangisidir?

a) Kendi dogal rengi b) Sari c) Kahve rengi d) Siyah e)
Kizil

f) Diger (Liitfen belirtiniz)

22. Sizce bir geng kiz1 en giizel gosteren goz rengi hangisidir?

a) Kendi dogal rengi b) Yesil ¢) Mavi d) Kahve

e) Diger

23. Diizenli olarak bir ya da daha ¢ok genclik dergisi satin alir misimiz?
a) Evet alirim b) Bazen alirim c¢) Sadece Internet’ten okurum

d) Hig almam
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24. 23. Soruya cevabimiz (d) ise hi¢ almama nedeniniz nedir?

a) Almam cunki ilgimi cekmiyor

b) Almam ¢iinkii ¢ok pahali

€) Almam, baskalarinin aldigini okurum

d) Genglik dergisi yerine yetiskinler i¢in olanlart alirrm (Cosmopolitan, Hulya
vb).

e) Almam ¢unku

25. 23. Soruya cevabimiz Evet ya da Bazen ise hangi dergiyi/dergileri
aliyorsunuz? (Birden fazla secenek isaretleyebilirsiniz)

a) Hey Girl b) Cosmo Girl ¢) Go Girl d) Salsa

e) Diger

26. Dergileri ailemin bilgisi dahilinde alirim.
a) Evet b) Hayir

27. Dergileri nasil bir ortamda okumay tercih edersiniz?
a) Odamda yalniz b) Arkadaslarimla birlikte c¢) Evimizin oturma odasinda
d)Diger

28. En ¢ok begendiginiz genclik dergisi hangisidir?
a) Hey Girl b) Cosmo Girl ¢) Go Girl d) Salsa e) Diger
f)Hicbiri

29. Son bir hafta icinde bir genglik dergisi okudunuz mu?
a) Evet b)Hayir

30. Magazin dergilerini alirken sizin i¢in neler belirleyici olur?
a) Kapaktaki resim b) Derginin verdigi hediyeler c) I¢indeki konular
d) Diger

31. Kendinize birsey alirken (giysi, aksesuar, cep telefonu vs.) kimler / neler
etkili olur?

a) Dergilerdeki reklamlar

b) Arkadaslarim ya da benim yasimdakiler

c) Aile tiyeleri (liitfen kim oldugunu belirtiniz).

d) Diger ( liitfen belirtiniz)

32. Genglik dergilerinde en cok begendiginiz béliimler hangileridir? Liitfen
onem sirasina gore 1 den 10 a dogru bir deger veriniz.

( )Moda ( )Karsi cinsle ilgili oneriler
( )Guzellik 6nerileri ( )Astroloji

( )Als veris onerileri ( )igindeki reklamlar

( )Sanatcilar ile roportaj (' )Okuyucu mektuplari

( )Testler ( )Posterler

() Diger
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33. Elbise dolabimizda en ¢ok hangi kiyafetler bulunur? Liitfen coktan aza
dogru siralayimiz. ( 6rnegin en ¢ok kot pantolon ise yanina 1, sonraki 2,
sonraki 3 gibi)

a) Kot pantolon( ) b) Kot etek( ) ¢) Kumas Pantolon( ) d) Kumas etek( )
e) Tisort( ) ) Gomlek( ) g) Abiye( ) h) Aksesuar( )
1) Diger

Asagidaki magazin dergileri ile ilgili ifadelerden hangileri sizin igin gecerlidir?

34. Giyimimi olumlu yonde etkiler
a. Kesinlikle katilirnm  b. Katilirnrm  ¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam

35. Verdigi onerilerle arkadaslarla olan iliskilerimde bana yol gosterir
a. Kaesinlikle katiirim b, Katilimim  ¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam

36. Ailemle, okulumla olan iliskilerimde bana yol gosterir
a. Kesinlikle katilirnm  b. Katilirrm  ¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam

37. Karsi cinsle olan iliskilerimde bana yol gosterir
a. Kesinlikle katilirnm  b. Katilirnrm  ¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam

38. a Hosca vakit gecirmemi saglar, bana dertlerimi unutturur.
a. Kesinlikle katilirnm  b. Katilirrm  ¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam

38. b Genglik dergilerindeki mankenlere giydikleri ne kadar yakisiyorsa
bana da giydiklerim o kadar yakisir.

a. Kesinlikle katilirnrm ~ b. Katilimim  c¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam

39. Annem ve/ veya kiz kardeslerim ahs veris yapacagi zaman benim onlari
dogru yonlendirmemde katkisi olur.

a. Kesinlikle katilimm  b. Katilirnm  c. Kararsizim d. Katilmam e.
Kesinlikle katilmam

40. Genglik dergilerinin kapaklarinda gordiigiim kizlar gibi gériinmek
isterim.

a. Kesinlikle katilirirm  b. Katilirnrm  ¢. Kararsizim d. Katilmam e.
Kesinlikle katilmam
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Asagidaki sorular bedeninizde begendiginiz yonlerin derecesi ile ilgilidir.
Beden kisimlarinizla ilgili memnuniyet derecenizi asagidaki siklara gore
isaretleyiniz.

a) Cok memnunum b) Memnunum c) Kararsizim  d) Memnun degilim
e) Hi¢ memnun degilim

41. Saclarimdan

42. Kulaklarimdan

43. Agzim ve dudaklarimdan
44. Cenemden

45. Yiiz giizelligimden
46. Omuzlarimdan

47. Kollarimdan

48. Belimden

49. Ayaklarimdan

50. Cildimin renginden
51. Boyumdan

52. Genel goriiniisiimden
53. Gozlerimden

54. Burnumdan

55. Dislerimden

56. YUzumdeki sivilcelerden
57. Yuzumdeki tiylerden
58. Sesimin tonundan

59. Gogiislerimden

60. Ellerimden

61. Kal¢calarimdan

62. Bacaklarimdan

63. Vlcut tiylerimden
64. Kas yapimdan

65. Kilomdan
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66. Devam ettiginiz okul

67. Okul bagar1 durumunuz: a.Pekiyi b.Iyi ¢ Orta d.Zayf

Anketi yamitladigimiz icin tesekkiir ederim...

Yonca Aybay
Dogu Akdeniz Universitesi

Iletisim Fakiiltesi, Doktora Ogrencisi

Tel: (392) 630 1296
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Appendix A: Questionnaire

A STUDY ON MAGAZINE EFFECTS

Dear youngsters, in order for this study to be meaningful, your sincere answers carry
great importance. Your answers will be kept strictly confidential and will only be
used by the researcher. Thank you very much for your contribution

Questions

1. How old are you?
a. 12 b.13 c¢l14 dl15 el6 f17

2. Can you get allowance from your mother/father anytime you ask for it?
a. Yes Db.No

3. What is your weekly average allowance? (including weekend)
a.lessthan 25 YTL  b. 25-50 YTL c.50-75 YTL d.75-100 YTL
e. more than 100 YTL

4. What is your mother’s education level?
a. Primary school  b. Secondary school c. High school  d. University
e. Masters level f. Other

5. What is your father’s education level?
a. Primary school  b. Secondary school c. High school  d. University
e. Masters level f. Other

6. Do you shop for food and drinks from supermarkets for your family?
a. Yes b. No

7. Do you own an ATM card?
a. Yes b. No

8. Do you own a cell phone?
a. Yes b.No

9. If you own a cell phone, it is your ...
a. First b.Second c.Third d.Fourth e. Other (please indicate: )

10. What is the average duration of changing your cell phone?
a. 1-3 months b. 4-6 months c. 6-9 months  d. 10-12 months
e. Other (please indicate: )

11. Do you have Internet connection at home?
a. Yes b.No

12. Do you have a satellite TV at home?
a. Yes Db.No
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13. If you have a satellite TV, which music channels do you watch most?
a.MTV Db.Kral TV ¢ VH1 d. Numberl TV e. Power Tirk
f. Dream TV g. Other (please indicate: )

14. You use your allowances mostly to buy:
a. Food b. Clothes c. Accessories d. Beauty products e. Books

f. Magazines g. Other (please indicate: )

15. What do you plan to buy in the near future? (indicate type/brand)
a. Cell phone d. Clothes

b. 1-pod/MP3 player e. Beauty product

c. Computer f. Accessories

g. Book h. Other (please indicate: )

16. Is brand important for you?
a) Yesitis, because:

b) No it is not, because:

17. Height (please indicate) Weight (please indicate)

18. Have you ever been on diet to loose weight?
a) Yes b) No

19. Are you on a diet now?
a) Yes Db)No

20. Do you plan to go on a diet in the near future to loose weight?
a) Yes b) No

21. Which hair color is the most beautiful for a girl?
a) Own natural color b) Blonde c) Brunette  d) Black e) Red
f) Other (please indicate: )

22. Which eye color is the most beautiful for a girl?
a) Own natural color b) Green c) Blue d) Brown
e) Other (please indicate: )

23. Do you purchase one or more girls’ magazines regularly?
a) Yes I do b) I sometimes do c) I only read on the Internet
d) I never purchase

24. If your answer to question 23 is (d) why don’t you buy?

a) Idon’t buy because I am not interested

b) Idon’t buy because they are expensive

c) Idon’t buy, I read my friend’s magazines

d) Instead I buy magazines for adults (Cosmopolitan, Hiilya etc.)
e) Idon’t buy because
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25. If your answer to question 23 is yes, or sometimes, which
magazine/magazines do you purchase? (You may mark more than one
answer)

a) Hey Girl b) Cosmo Girl  c) Go Girl d) Salsa

e) Other (please indicate: )

26. My parents know that | purchase magazines.
a) Yes b) No

27. Where do you prefer to read magazines?
a) Alone in my room b) With my friends c) in the living room
d) Other (please indicate: )

28. Which one is your best girls’ magazine?
a) Hey Girl b) Cosmo Girl c) Go Girl d) Salsa
e) Other (please indicate: ) f) None of them

29. Have you read a girls’ magazine in the last week?
a) Yes Db)No

30. Which factors are important for you in buying a magazine?
a) Cover picture  b) Promotions c) Its contents
d) Other (please indicate: )

31. When you are purchasing an item for yourself (clothes, accessories, cell
phone, etc.) who/what is influential?

a) Advertisements in magazines

b) My friends or my peers

c) My family members (please indicate whom).

d) Other (please indicate: )

32. Which sections do you like most in girls’ magazines? Please rank from 1
to 10.

( ) Fashion () Tips about boys

( ) Beauty tips ( ) Astrology

() Shopping tips () Advertisements

() Interviews with celebrities () Letters from readers
( )Tests ( ) Posters

( ) Other (please indicate: )

33. Which clothes appear most in your closets? Please order from most to
least? (1 for the most, 2 for the next most, then 3, ...)

a) Jean trousers( ) b) Jean skirts( ) c¢) Fabric trousers( ) d) Fabric skirts( )

e) T-shirts( ) f) Shirts( ) g) Party dresses( )  h) Accessories( )
i) Other (please indicate: )
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Which of the following remarks about magazines are valid for you?

34. Magazines effect my clothing positively
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

35. With the tips they give, guide me in my relationships with friends
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

36. Guide me in my relations with my family and my school
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

37. Guide me in my relationships with the opposite sex
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

38. a Entertain me and help me forget my worries.
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

38. b My clothes look good on me as much as the clothes on models in
magazines.
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

39. Help me in guiding my mother or my sisters correctly when they are
going to do shopping.
a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree

40. I want to look like the girls | see on magazine cover pages.

a. Definitely agree b. Agree c. Neutral d. Don’t agree
e. Definitely don’t agree
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The questions below are related to the degree of your satisfaction about your
body parts. Please indicate your degree of satisfaction according to the
following choices.

a) Very satisfied b) Satisfied ¢) Neutral d) Not satisfied e) Not satisfied at all

63. Hair on my body
64. My muscular form
65. My weight

41. My hair a.() b.() c.() d() e()
42. My ears a.() b.() c.() d() e()
43. My mouth and lips a.() b.() c.() d() e()
44. My chin a.() b.() c.() d() e()
45. My face beauty a.() b.() c.() .() e.()
46. My shoulders a.() b.() c.() d() e()
47. My arms a.() b.() c.() d() e()
48. My waist a.() b.() c.() d() e()
49. My feet a.() b.() c.() d() e()
50. The color of my skin a.() b.() c.() d() e()
51. My height a.() b.() c.() d.() e()
52. My general look a.() b.() c.() d() e()
53. My eyes a.() b.() c.() d.() e()
54. My nose a.() b.() c.() d() e()
55. My teeth a.() b.() c.() d.() e()
56. Acne on my face a.() b.() c.() d() e()
57. Hair on my face a.() b.() c.() d.() e()
58. Tone of my voice a.() b.() c.() d() e()
59. My breasts a.() b.() c.() d.() e()
60. My hands a.() b.() c.() d() e()
61. My hips a.() b.() c.() d.() e()
62. My legs a.() b.() c.() d() e()

a.() b.() c() d() e()

a.() b.() c() d() e()

a.() b.() c() d() e()

66. Your school :

67. Your performance at school: a. Very good b. Good c. Medium d. Weak

Thank you very much for answering the questions...

Yonca Aybay
Eastern Mediterranean University
Faculty of Communication, Ph. D. student

Tel: (392) 630 1296
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Appendix B: Content Analysis Graphs and Tables

Table B1. Number and percentage of pages according to categories (Hey Girl)

MAG YEAR MONTH pgs fash beaut celeb sex music sport diet editor astro educ shop reader adv  tech other
HG 2007 1 100.00 3.00 3.00 23.00 16.00 0.00 3.00 200 400 200 7.00 24.00 1.00 11.00 0.00 1.00
HG 2007 9 118.00 2.00 4.00 21.00 21.00 200 100 200 500 200 3.00 26.00 0.00 26.00 0.00 3.00
HG 2007 11 118.00 1.00 2.00 1500 22.00 0.00 200 200 1200 200 200 26.00 1.00 30.00 0.00 1.00
HG 2008 3 118.00 1.00 16.00 20.00 12.00 0.00 2.00 200 3.00 4.00 10.00 19.00 2.00 27.00 0.00 0.00
HG 2008 6 116.00 0.00 500 21.00 11.00 3.00 1.00 200 500 4.00 200 28.00 1.00 33.00 0.00 0.00
HG 2008 9 100.00 0.00 800 7.00 31.00 200 200 200 500 200 300 17.00 1.00 20.00 0.00 0.00
HG 2009 2 100.00 1.00 3.00 14.00 20.00 200 200 200 3.00 200 400 27.00 1.00 19.00 0.00 0.00
HG 2009 5 100.00 1.00 500 7.00 1400 4.00 2.00 200 500 200 3.00 23.00 3.00 29.00 0.00 0.00
HG 2009 8 100.00 1.00 0.00 17.00 2400 200 200 200 1100 200 0.00 21.00 1.00 17.00 0.00 0.00
HG 2010 4 100.00 1.00 2.00 22.00 20.00 0.00 0.00 200 400 200 200 20.00 1.00 24.00 0.00 0.00
HG 2010 1 100.00 1.00 1.00 1500 1500 400 200 400 500 200 3.00 33.00 1.00 14.00 0.00 0.00
HG 2010 12 100.00 0.00 1.00 1400 1700 400 200 000 500 200 4.00 29.00 0.00 19.00 1.00 2.00
AVG 1058 1.00 4.17 1633 1858 192 175 200 558 233 358 2442 1.08 2242 0.08 058
PCT 100 094 394 1543 1756 181 165 189 528 220 339 23.07 1.02 2118 0.08 055




Table B2. Number and percentage of pages according to categories (Cosmo Girl Magazine)

MAG YEAR MONTH PAGE fash beau celeb sex music sport diet edito astro educ shop reader adv  tech other
CG 2007 1 136.00 2.00 1.00 39.00 1500 200 100 2.00 6.00 3.00 3.00 45.00 1.00 14.00 0.00 2.00
CG 2007 9 148.00 800 7.00 26.00 1500 1200 6.00 200 5.00 4.00 4.00 19.00 2.00 33.00 0.00 5.00
CG 2007 11 13400 11.00 3.00 15.00 13.00 1400 5.00 200 6.00 2.00 7.00 30.00 0.00 25.00 0.00 1.00
CG 2008 3 132.00 7.00 1.00 19.00 16.00 6.00 3.00 500 4.00 2.00 200 31.00 6.00 19.00 0.00 11.00
CG 2008 6 132.00 2.00 10.00 18.00 13.00 800 1.00 2.00 4.00 2.00 400 34.00 6.00 23.00 0.00 5.00
CG 2008 9 13400 0.00 1.00 19.00 19.00 7.00 7.00 9.00 5.00 2.00 2.00 35.00 8.00 17.00 0.00 3.00
CG 2009 2 100.00 2.00 0.00 2500 800 7.00 0.00 200 4.00 1.00 6.00 19.00 500 21.00 0.00 0.00
CG 2009 5 116.00 0.00 5.00 9.00 11.00 10.00 3.00 100 5.00 1.00 2.00 35.00 500 28.00 0.00 1.00
CG 2009 8 100.00 2.00 4.00 1500 2200 500 100 3.00 3.00 100 100 21.00 3.00 19.00 0.00 0.00
CG 2010 1 116.00 2.00 6.00 33.00 13.00 700 3.00 100 6.00 1.00 0.00 30.00 0.00 14.00 0.00 0.00
CG 2010 4 100.00 2.00 1.00 17.00 1000 400 3.00 100 5.00 1.00 6.00 30.00 1.00 18.00 0.00 1.00
CG 2010 12 100.00 3.00 2.00 17.00 600 100 200 100 7.00 1.00 0.00 35.00 1.00 24.00 0.00 0.00
AVG 120.67 3.42 342 21.00 1342 692 292 258 500 175 3.08 30.33 3.17 2125 0.00 242
PCT 100 283 283 174 111 573 242 21 414 145 256 251 262 176 0 2




Table B3. Overall percentage of pages according to categories

mg | Year | no | Fash Beauty Celeb sex music sport | diet edit astro | educ shop rder adv tech other | total

HG | 2007 | 1 3.00 3.00 23.00 | 16.00 0.00 3.00| 2.00| 4.00 2.00 7.00 | 24.00 1.00 | 11.00 0.00 1.00 | 100.00
HG | 2007 | 9 1.69 3.39 17.80 | 17.80 1.69 085 | 169 | 4.24 1.69 2.54 | 22.03 0.00 | 22.03 0.00 2.54 | 100.00
HG | 2007 | 11 0.85 1.69 12.71 | 18.64 0.00 1.69 | 1.69 | 10.17 1.69 1.69 | 22.03 0.85 | 25.42 0.00 0.85 | 100.00
CG | 2007 1 1.47 0.74 28.68 | 11.03 1.47 0.74 1.47 441 2.21 2.21 33.09 0.74 | 10.29 0.00 1.47 | 100.00
CG | 2007 | 9 5.41 4,73 17.57 | 10.14 8.11 405| 135| 3.38 2.70 270 | 12.84 1.35 | 22.30 0.00 3.38 | 100.00
CG | 2007 | 11 8.21 2.24 11.19 | 9.70 10.45 3.73 | 149 | 4.48 1.49 5.22 | 22.39 0.00 | 18.66 0.00 0.75 | 100.00
HG | 2009 | 2 1.00 3.00 14.00 | 20.00 2.00 2.00| 2.00| 3.00 2.00 4,00 | 27.00 1.00 | 19.00 0.00 0.00 | 100.00
HG | 2009 | 5 1.00 5.00 7.00 | 14.00 4.00 2.00| 2.00| 5.00 2.00 3.00 | 23.00 3.00 | 29.00 0.00 0.00 | 100.00
HG | 2009 | 8 1.00 0.00 17.00 | 24.00 2.00 2.00 | 2.00 | 11.00 2.00 0.00 | 21.00 1.00 | 17.00 0.00 0.00 | 100.00
CG | 2009 | 2 2.00 0.00 25.00 | 8.00 7.00 0.00| 2.00| 4.00 1.00 6.00 | 19.00 5.00 | 21.00 0.00 0.00 | 100.00
CG | 2009 | 5 0.00 431 7.76 | 9.48 8.62 259 | 0.86| 4.31 0.86 1.72 | 30.17 431 | 24.14 0.00 0.86 | 100.00
CG | 2009 | 8 2.00 4.00 15.00 | 22.00 5.00 1.00 | 3.00| 3.00 1.00 1.00 | 21.00 3.00 | 19.00 0.00 0.00 | 100.00
HG | 2008 | 3 0.85 13.56 16.95 | 10.17 0.00 169 | 169 | 254 3.39 8.47 | 16.10 1.69 | 22.88 0.00 0.00 | 100.00
HG | 2008 | 6 0.00 431 18.10 | 9.48 2.59 086 | 172 | 431 3.45 1.72 | 24.14 0.86 | 28.45 0.00 0.00 | 100.00
HG | 2008 | 9 0.00 8.00 7.00 | 31.00 2.00 2.00| 2.00| 5.00 2.00 3.00 | 17.00 1.00 | 20.00 0.00 0.00 | 100.00
CG | 2008 | 3 5.30 0.76 14.39 | 12.12 4.55 227 | 3.79| 3.03 1.52 152 | 23.48 455 | 14.39 0.00 8.33 | 100.00
CG | 2008 | 6 1.52 7.58 13.64 | 9.85 6.06 0.76 | 152 | 3.03 1.52 3.03 | 25.76 455 | 17.42 0.00 3.79 | 100.00
CG | 2008 | 9 0.00 0.75 14.18 | 14.18 5.22 522 | 6.72| 3.73 1.49 149 | 26.12 5.97 | 12.69 0.00 2.24 | 100.00
HG | 2010 | 4 1.00 2.00 22.00 | 20.00 0.00 0.00| 2.00| 4.00 2.00 2.00 | 20.00 1.00 | 24.00 0.00 0.00 | 100.00
HG | 2010 | 1 1.00 1.00 15.00 | 15.00 4.00 2.00| 4.00| 5.00 2.00 3.00 | 33.00 1.00 | 14.00 0.00 0.00 | 100.00
HG | 2010 | 12 0.00 1.00 14.00 | 17.00 4.00 2.00| 0.00| 5.00 2.00 4.00 | 29.00 0.00 | 19.00 1.00 2.00 | 100.00
CG | 2010 | 1 1.72 5.17 28.45 | 11.21 6.03 259 | 0.86 | 5.17 0.86 0.00 | 25.86 0.00 | 12.07 0.00 0.00 | 100.00
CG | 2010 | 4 2.00 1.00 17.00 | 10.00 4.00 3.00| 1.00| 5.00 1.00 6.00 | 30.00 1.00 | 18.00 0.00 1.00 | 100.00
CG | 2010 | 12 3.00 2.00 17.00 | 6.00 1.00 2.00| 1.00| 7.00 1.00 0.00 | 35.00 1.00 | 24.00 0.00 0.00 | 100.00
AV 1.83 3.30 16.43 | 14.45 3.74 200 | 1.99 | 4.74 1.79 2.97 | 24.29 1.83 | 19.41 0.04 1.18 | 100.00




Table B4. Clothes and accessories appearing in magazines 2010 (issues 1, 4 and 12)

Type CG-1 | HG-1 | CG-4 | HG-4 | CG- HG- | Total | Rank
12 12

Jean 23 33 21 12 23 23 135 2
trousers
Jean skirts 0 1 1 3 2 0 5 7
T-shirts 29 28 32 32 21 50 160 1
Fabric 1 1 2 1 3 1 9 6
trousers
Fabric 3 1 4 0 3 0 11 5
skirts
Shirts 9 7 10 14 7 0 47 4
Party 9 6 11 15 6 21 68 3
dresses

217




= M| M| ©
G| | —|
+ [ N Lo
[S)
T
5106031608306119426619403
n| —| AN — AN | ™| N N — o
)
o
)
wlolo|o|lo|lo|lo|o|o|o|o|o|o|o|o|lo|lo|o|o|o|o|o|o|o|o
>
o
=
Ss|o|o|lo|lo|o|o|o|o|o|o|o|lo|lo|o|o|o|o|o|o|o|o|o|o|o
} —
@]
ol o|lo|lo|lo|o|lo|o|o|jo|o|o|o|lo|o|lo|o|o|o|lo|o|lo|o|o|o
(2]
>
S
ol ©|o|o|o|ojojojo|o|o|o|o|o|o|lo|o|o|o|o|o|o|—|o|o
L2
o
sl @|o|e|e|e|o|o|o|o|ojo|o|o|o|o|o|o|Ho|o|o|o|o|o
Be
c| =
£
3| 5|o|o|lo||+|ojolo|lo|o|o|o|ojo|o|o|o|o|o|o|o|lo|o|o
(2]
= ©
=
S| w
>
.wVOOOl00000000000000000000
£l 'S
wn| D
=
gl ,ololold|d|o|lo|ojojojo|ld|lo|lo|o|n|o|+H|o|omolo|lo
(8]
3|
e
Q| —|m|o|d|mo|w o|lojlo|laolan|olo|lolo|olan|ola|dHo|m
c|l ©
eM
Y
B 5| M| o|o|o|o|ojo|ojo|o|o|o||o|d|ldlolo| o || o
S| ©
—| L
e
Ol o|H|o|lo|lo|o|o|o|o|o|o|o|o|H|o|N|o|lo|jo|o|o|o|lo|o|o
+— |
=
e]
S| n
S
Te000000102000000000000001
2L
olMo|d|do|lmdo|d|ololo|d|o|d| dlo|lo|d|o|o|o|lo|w®
(B}
T
om
c| A OO0 M| H O MO IFT|O| O[O0 M A NI N[O N|AHA  NO|O| O
[72) — —| — — [q\]
Ll
- = = c c = = c =
9 %|.9 %|.9 B9 %9 %|.9 B|.9 %|.9 %9
ol ||| |E|E| 0| EIE| | EIE| & |E|E| o|E|E|o|E|E| o | EIE
= cClEc|S|E|lc|ES|E| | E|IE|IT|IE|IE| | E|E|IRIEIE S EE®
[ O|l | =|O| 0| =0 0| =] O 0| =|OC| 0| =0 0|=|O0C| | =0 ©| =
— Z L ZL|-FZ|L|F|Z2|L|F|Z2|L|F|Z2|L|F|Z2|WL|—|Z2|W|F
— o N — o 4 ™ ©
9OH L00¢ 90 /00¢ 9H 800¢




10
13
31

B8040010000082015048
ol N O M A OO N| AN O O M OO M OO O|O| M| O

— — — —
c c = = c c = =
9 B|.9 B9 %|.9 %|.9 %9 %|.9 B|.9 B|.9
o == == clE clE2 == == clE clE
@ vl=glo|l=|locloe|=clei=lc|loe|=cloi=oclol=lcle|=oc|o
ST SlE|c|S|E|c|SE|E|T|S|E|c|S|E|Id|ES|E|T|ESE|IE|T|ES|IE|lT|E
S+ Ol | =|O| 0| =0 0| = Ol 0| -=|OC|lo|=|OC|lo|=|OC|lv|=|O0O| | =|O
FEZIL|H|IZ|L|HZ|IL|H|Z|L|HZ|L|F|Z|L|FZ|L|-|Z|L|+-][Z
(o)) o [{e} (o)) N Te] [e0] N Lo

9D 800¢ OH 600¢ 9D 600¢




O T 0| OO N[O M dH| O O[O0 dA || O|0|d| H| W
[q\] — —| —| — —| M| 3M
o|lo|lo|lo|o|o|lo|lojo|o|o|d|lo|d|o|lolojo|o|o|o|o|«d| ™
o|lo|lo|lo|o|o|lo|lojo|o|o|lo|lojo|o|o|loja|o|o|olo|o| o~
o|lo|lojo|o|d|o|lojlo|o|o|lo|lo|o|o|o|lo|jo|o|o|ojo|o| -
o|lo|lo|lo|o|o|lo|lo|d|o|ln|lo|lojo|o|o|lojo|o|o|olo|o| v
o|lo|lo|lo|o|o|lo|lojo|o|o|lo|lo|o|o|o|lo|jo|o|o|o|o|o| -
o|lo|lo|lo|o|o|lo|lojo|o|o|lo|lojo|o|o|lojo|o|o|olo|o| «~
o|lo|lo|lo|o|o|lo|lojo|o|o|lo|lojo|o|o|lojo|o|o|ojlo|o| «
o|Y|o|o|olo|olo|olo|olo|o|lo|olo|o|lo|oldolool
Olo|lo|o|dlo|o|Yolom oo ¥ Nolo Y olNmolm ¥
olo|n|o|olo|oldolo|dlo|o|lo|no|oldololNlolof ©
old|olo|olo|olo|olo|o|lo|o|lo|olo|o|lo|o|m o
olojojo|olo|lo|o|o|o|o|o|o|o|o|olo|lo|o|o|o|o|w|
Ol+dojo|olo|lo|lo|o|o|o|o|o|o|o|oloo|o|o|dH oo Iy
—
O MU O N OO0 JT|IOIMN O 0|O|O|dA| HdA| OO N|H| W ™M
— — — —
o

= = c c = = c c
B Blel |2le| |z2|le| |2le| |z|e| |Blel |2le| |2|le|l2
IR EEREEREHEREHE R EHE R EHE R EHEE
ST E|Q|S|E|R|ICS|EIR I S|EIR I S|EIRICSIE|IRICIEIRICEIEIR K
FEUW - Z|IL|-|Z2|L|—|Z2|L|-|Z2|L|—|Z2|L|-|Z2|W|—|2Z2|W ]| -

o — < N — < N
9OH 0T0C 90 0T0¢







Appendix C: Content Analysis Sample Pages

0312 435 07 81 + 0312 435 10 56 » 0312 435 02 15
0312 435 28 97 = 0312 435 20 47 » 0312 435 20 48

www.tapd.org.tr

Cosmo Girl September 2007 issue, p. 63

(Also appears in Hey Girl September 2007 issue, p. 65)
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e
& 17 TIP

A purse can get

SECRET #1
in the way on active

choosen RESZE/ o =

unique o N
date spot! '

Suggest a plan that’s more fun than pizza/
movie—it will set you apartina cool way.

ANR S
@& On our first date, my boyfriend and | didn’t
know what to do, so we went to an art
museum. That’s not usually my thing, but
looking at the artwork gave us tons to talk
about—and then afterward we found a bench
in the gardens outside to watch the sunset!
Now I tell all my friends to steal my idea! ”»
_alexandra, 17, new orleans, la

BUILD-A-BEAR!

ee My date and | were walking around the
mall. We passed the Build-a-Bear workshop
and | made a joke about how | had always
wanted to go growing up. He said, ‘Want to
go right now?’ It was so fun to act like a kid:
| picked out a monkey, and my guy got into
choosing the clothes. We named him Elmer.
It was random, but we had the best time! ”*
_celestina, 18, oshkosh, wi

.2 UL 1 ELP HIM RELAX!

sense of competition and the ‘trash-talking’
give us a fun new way to flirt. Plus, the track
is attached to an arcade, so it’s easy to make m m
the date last evendonger! **
_andrea, 18, ellettsville, in plays

with his
GAME! keys. ..

&% One night, my BF and |

got cheap tickets to a local fusses

baseball game. We cheered with his

all night and shared a cup phone B

of Dippin’ Dots. It was a

laid-back date, so we got

to relax and be ourselves.*® taps
-tayva,17,burbank, ca on the

table..

N/

S (FRON AND HUDGENS: LONDON

SECRET
R DATE-APPROVED FOODS!

drippage factor (you won't end seem cool and real—but hold
upwnhdhwonywnhlm). the stinky onions!

chicken fingers Eating with
your fingers is cute and
flirty! (Just watch out for
renegade BBQ sauce.)

Seventeen, September 2010 issue
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TAKTIKCI

Sir #1

FL
MEKANLARI SEC

pizza yemenin ya da
da ona farkli secenekler

iskinizi cool bir havaya sokar.

Birlikte restoranda
2 (i

oner! ;u il
MUZE

“llk glinimuizd(; erkek arkadasim ve ben ne yapacagimizi
bilmiyorduk. Sonra bir sanat muzesine gittik. Sik sik
yaptigim bir sey degildi; fakat sanat calismalarina
baktigimda séyleyecek o kadar ¢ok sey buldum ki! Daha
sonra disari ¢iktigimizda bahgedeki banka oturup glinesin
batisini izledik. Simdi en yakin kiz arkadaslarima bu fikrimi
calmalarini séyliyorum.”

-Ayca, 17, istanbul
WORKSHOP

“Flort ettigim ¢cocuk ve ben alisveris merkezinde
dolasiyorduk. Bu esnada ‘kendi ayini kendin tasarla’

adh bir workshop gorduk. Erkek arkadasima boyle bir
calismanin iginde olmak istedigimi sdyledim. O an ona
donup ‘Gergekten benimle gelmek istiyor musun?’ diye
tekrar sordum. O guin gocuklar gibi eglendik, ¢cok keyifli
bir etkinlikti. Agikgasi tasarladigim ayinin maymundan bir
farki yoktu. Ne de olsa kiyafetleri benimki se¢gmisti! Aaa,
unutmadan bu tuhaf ayiya Elmer adini koyduk. Tesaduf
eseri katildigimiz bu workshop’ta ¢ok iyi vakit gecirdik.”

-Sibel, 18, lzmir

GO-KART

“Erkek arkadasim ve ben go-kart yapmaya gittik. Rekabet
duygusu ve biraz da romantizm hi¢ fena sayilmaz diye
duistindtim. Bir erkegin nasil ho$una gitmez ki boyle bir
atraksiyon. Ustelik uzun vakit gegirmek igin de stper bir
fikirdi. Oyle de oldu.”

-Esra, 16, Istanbul

OYUN

“Bir gece, arkadasim ve ben ucuz bilet
alip, basketbol magina gitmistik. Butun
aksam tezahirat etmistik ve bir bardak
soguk kahveyi paylasmistik. Sorunsuz
bir florttl ve ikimiz de ¢ok iyi vakit

-Aytiilike, 17, istanbul

92 exim2010 cosmoacirL

> gitmeyin
atici olun!

YARDINCI OL

EGER O:

Anahtara ile
oynuyorsa...

SONRA SEN:

Elindekileri al ve flortéz
tavarlarinla ona yaklas,
anahtardan onu uzaklastir.
Sevimli sakalarla onu rahatlat.

Ona sadece bir giliiciik mesaji
gonder. Gonderdigin bu kiicitk
guvenceyle, ilgisini cekmeyi
basarabilirsin.

Telefonunu
kurcaliyorsa...

Ona katil ve hangi sarkiya
tikirdadigini tahmin etmeye
calis. Ilk bulusmalar her zaman
gariptir.

Masay1
parmaklariyla
tingirdatiyorsa...

Cosmo Girl, October 2010 issue
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IMAGES,

S Iitfing
essert

AT JUDY CASEY. INC. ON MIM: CARDIGAN. HIS OWW: POLO, LAGOS?
WrC AT

D ChuZ

5

Sometimes you're just not feeling it. So end
an awkward date the nice way.

<t When you want out right away:
If it's too late to cancel, you can cut things
short by giving him a time frame: Tell him
you have to pick up your sister in a few
hours, so one round of bowling or a pizza
run is your best bet.

<$When you’re over it middate:
Speed things-along by ordering only
entrées at dinner. (Skip the apps and he will
to, and insist you're way too full for dessert
if he brings it up.) Afterward, mention that
your parents are expecting you, so he knows
you're ready to head home now.

<$When there’s zero chemistry:
Avoid a good-night kiss by making a fast
exit at the end of the night: Get out of the
car right away, then hold the door ajar and
say, “Thanks. See you at school!” (If you're
dropping him off, use the same line to cue
him to get out.) Don’t feel obligated to say
you had fun—you’ll only lead him on!

playing
footsie

SECRET #6J§

DO:

Say good night, look in

his eyes, and wait.
He'll know to lean in.

’v spinach pizza

Seventeen, September 2010 issue
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let him kno
you want a kiss

hooking your
arm with his j

DON'T:

Keep talking—three
seconds of silence is the
perfect prekiss pause!

g

buffalo wings




FOTOGRAF: ONDAN HOSLANMASINA ZIN VER', COLETTE DE BAROS, TTATLIVI PATLASMA' VE AYAK OYUNLARY: BROOKE NIPAR, "KOLUNA GIRME': MICHELLE ROSE SULCOV

gir #8
KURTULMAN GEREKEN

COK SEVIMLI HAREKETLER BUNLAR

TATLIYI

ZAMANT BIL

Bazen de ona kars: bir sey
hissetmedigini anlarsin. Bu tatswz fIortii
en iyi yoldan sonlandirmak gerekir.

Hemen Cikman Gerekiyorsa:

Eger bulugsmanizi iptal etmek icin ge¢ kalmissan,
ona bir zaman araligi verebilirsin. Yani, birkag saat
sonra kardesinin seni gelip alacagini, bu nedenle
sadece bir tur bowling oynayabilecegini ya da
sadece pizza yiyebilecegini syleyebilirsin.

Birlikteliginizin Tam Ortasinda

liskiyi Bitirmek Zorundaysan:

Bunu sdylemenin en giizel zamani birlikte yemek
yerken olabilir. S6ze, ona derslerinin kéti gitmeye
basladigini ve ailenin de bu durumdan rahatsiz
oldugunu, 6zel derslere basladigini sbyleyerek
baglayabilirsin. Yani sugu biraz derslerinin tizerine
atabilirsin.

Kimyaniz ‘Sifir’ ise:

Gecenin sonunda ondan bir an 6nce kurtulmak
igin 6plictik vermekten sakin! Arabadan in ve ona
“Tesekkurler. Okulda goriistiriz.” de. (Yani ondan
hoslanmadigini ve bir daha gériismenizin sadece

arkadas olarak okulda olacagini ona guizel bir dille
soyle. Kimseyi incitmeye gerek yok.)

KOLUNA GIRME

six #6 .
angAN HOSLANDIGINI
BILMESINE IZIN VE

cosmoGiRL exiv2010 93

Cosmo Girl, October 2010 issue
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winsTeASvaN:. %
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Yeni Max Factor
Masterpiece Max
Maskara ile sen
dur, kirpiklerin
yakisikhilan taviasin!

“Cola'yi severiz,
cappuccino'ya
tapanz”
diyenlerdensen,
0 zaman buyur
sen de Cola Turka
Cappuccino'ya.
Simdi gok modal

A Y ]

T

.

Biraz huiziin, biraz seving ve biraz da heyecan varken

bedende bu ay, yeni ¢ikan tiriinlere de odaklanarak
soguklara ve okula 1s1nma turlarina baglayalim

carsamba

Mistik ve blyuleyici
bir koku mu
anyordun? O halde
sana Jo Malone'nin
Pomegrate
Noir'indan sikalim.
Kos Kanyon alisveris
merkezine.

persembe

Oralet icmeyi
sevmeyenler
okumasin!
Sevenleri C
vitaminli Yeni
Oralet'leri
tatmaya
cagiralm!

ufaktan deg’ll mi? Ozlem KOTAN ozkotan@merkezdergi.com.tr

cumartesi

Issiz bir adaya
dussen; Filiz
Makamna
cesitlerinden
hangisini yaninda
istersini? Segim
yapmak ne zor
degilmi?

Carte D'or'un
Asureli
Dondurma-
s'ndan tatmaziik
etme sakin!
Algida'ya
tesekkUrlerimizi
sunanz!

Avon yine
iddiali! Der

ki; Planet Spa
Zeytinyadi
Mucizesi
Serisi'nden
Gece Igin
Vicut Losyonu
ile ciltler pek
yumos ve
nemli!

“Dislerim
kalbimden bile
hassas” diyorsan
hi¢ kasma; Colgate
Sensitive Dis
Macunu kullan, o
dislerine iyi bakar.

Yoresel
yemekler
yapamiyorsan,
hazir yapilmisian
varl! Tukas ne giine
duruyor saniyorsun!

T

AT

Herkese lazim!
Lisa Sussman'in
.. Erkekleri Yonetme

CosmoGIRL! Eyltl 2007

Sarkiyorlar diye .. Sanat, ele avuca
goguslepnden 3 sigmaz erkekleri
‘s::i:]g\éent;;b T\Iu it ele veren sahane
? i bir kitap!
eczaneye gotir ve j °
BeautyBreast Gogls T
Kremiile tanistr.
—_—
5 Schwcrzkopf Yeni Dove
ipe Gliss Sac Dus Jeli
— Bakim Serisi Serisi'ni
ile denemelisin.
saclarnn Hele kiraz |
lpek cicegi
: gibi kokulu ve
ve mis
Kisa tuylerinden gibi... sg;?g;r -
kurtulamayan genc cesidi var
kizlanmiz var midir kil Of offf... ne
hala? ipek Modem 9
Agda'ya buyursuniar
o halde!
Bukis,
| gecenyazl
hep
st il qnccoksm. Cunkd
rfeefi? gir :i;ren B'nQO,SO" 1o
Feslegenli- | Askim'yazboyu
Naneli ¢cmcs|rlcm|qc
misin? Tropik esintili Ayran. ig'n”.d”“ f i
bir seyler canin Icim'den... Baska [
cekerse; Nazo'nun Afiyet olsun. yumusaticl
Mangolu Icecek ( olmaz
Tozlanna hiicum et. artk.
Ustelik sekersiz! y

Yeni
Bepanthol
Body Lotion
ile
banyodan
sonra
vicudunu
nemlendir.

PAKETLERINDE!

CEPBANK’TAN

ONBINLERCE
10-20-40 YTL =]

MILYONLARCA|
KONTOR
DAKIKA!

Bioder
Roll-Onile
koltukaltindaki
istenmeyen
tuylere
bye bye!
Pratiklige
bak. icadin
boylesine
sapka
cikarihir!

226

Bu sakiz cevreye
saygil. Kutunun
altindaki 6zel
mekanizmada kigik

Tahil ekmek
ye; ag kalma,
kilo da alma.
Nasil ama?
Doygun

Tam Tahill
Ekmekleri
ikram edelim
sana.

p—

Kola tadini
seviyorsan,
ama
diyetteysen;
maksimum kola
tadindaki itk
sekersiz
kola

Pepsi Max

—

kagtlar var! Sakizini ISl
dylece atmiyorsun
yani. Eee Ulker
Chewy bu!
Geceyi
sakin es
gecmesin
o ) La Roche- g?:s?c igin;
onserine Posay'in
bile gideceksin... Keriurn’u gg:te\plete
Hediyeler sahane. | ile Kepek nemlendiricisini
Doritos ye ve; sorununa son. | siirp yatsin, o)
www.partinerede. Mikro soyma enclesip . OLAY
coma tikia! formuilli el
cok 6zel bir sabaha.
sampuan.
Cheesecake
mi canin gekti?
Neli olsun?

Dondurmali mi?
Peki Ozstit'ten
evlere servis
var: www.ozsut.
com.tr. Indirimi
bile var.

11
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digl bir, tertemiz bir kiz olman ¢ok

"Yaz bitti, artik uzasalar bile dert degil” diye diigiinme. i

Sihirli isinlar:
hnr'ﬂ

Lazer, “tek dalga boyunda yogunlasbinimis 1gik™
anlamina geliyor. Lazer epilasyonun amaci, kil
kokiinde bulunan “melanin” adi renk maddesinin
lazer 151 tarafindan tutularak isya dontsmesini
saigamak ve kil folikiliini tahrip etmek, yani killann
kmasim engellemek! Gelismis bilgisayar sistemi
sayesinde cildin ve kilin rengine bakilarak sana ozel
ayarlamalar yapiliyor. Boylece yanik ve lekelenme
riski olmadan titylerinden kurtulabiliyorsun.

Kag seans
Viicut bolgelerinde ortalama 5-6 seans;
yiiz bolgesinde 7-8 seans uygulamak
yeterli. Seanslar, bacak ve st gibi
biiyik alanlar icin ortalama 150
dakikaday; koltuk alti, bikini
bolgesi, yuz gibi daha kiiik
bolgeler igin 10-15
dakikada; bk ve cene
@i kiick bolgeler icin
ise 2-3 dakikada
tamamianiyor.

seanslar arasinda bile
tuylerin uzun bir sire

olma veya hastalik bulastrma
riski tagimuyor.

- yontemler

Dezavantajlar

= Uygulama sonrasinda, cildinde kisa bir siire
kizankdik, kabankiik ve yanma hissedebilirsin. Ama
merak etme, bu durum sadece birkag saat siiruyor.
« Gitigin merkeze ve epilasyonu yaphrdiin kisilere
ok dikkat etmelisin. Ganki gereginden diisik
dozla uygulanmasi seanslann uzamasina, yisksek
dozlarda uygulanmasi ise ciltte yanik ve lekelenme-
foreyol acabiyor. =

« Eger viicudunda beyaz, gri, san ve kizil renklerde
Killar varsa, lazer epilasyon bunlara etki etmiyor.

* Uygulama sirasinda mutlaka gozluk takman
gerekli, cinki isinlar gozlerine zarar verebilir.

« Sedet, ucuk gibi cilt enfeksiyonian olan kisilere
lazer epilasyon yapilmuyor.

* Herkesin viicut yapisinin farkli oldugiunu
unutmamahisin. Eger tiiylerin ¢cok yogunsa, bu sire¢
tahmin ettiginden daha uzun sirebilir.

Ne kadar

Lazer epilasyon fiyatian, merkeziere, kullanilan
cihazlara ve uygulanan alana gore de@siyor.
Orneggin koltuk albmin seans Gcreti 50 YTL'den
bastayip 100 YTL'ye kadar cikabiliyor.

Ne zaman

Lazer epilasyonu ganesin yakici oldufiu yaz
aylannda def, sonbahar ve kis mevsiminde
yaptrmalisin. Eyial ayin sonlannda veya ekim
ayinda seanslara baslayabilirsin!

Bunlara dikkat et
* Cildinde leke olugmamas icin, seanstardan
ance ve sonra iki giin boyunca ginese
gikmamalisin.
« Tedavi siresince gines
koruyuculanm dizenli olarak
kullanman ve asla solaryuma
girmemen gerekiyor!
* Bu arada lazerin etkili
olacag kil kokinii ortadan
kaldirmamak icin, agda,
cmbiz, epilasyon aleti gibi
yontemler kullanmamalisin.

En.llll yanabhilir: Ifneli

igneli epilasyon, yaklagik olarak 100 yildir
uygulaniyor. Bu yonternde, ince ve yumusak bir

igneyle kil kokune girilerek zayif bir elektriksel akim
veriliyor. Boylece tipki lazer epilasyonda oldugu gibi
kil kdklerine zarar veriliyor.

Kag seans

Uygulanacak seans sayisi, tuylerin gikis siresine,
yapisina, rengine ve yogunluguna gore degisiyor.
Taylerin tek tek alinmasi uzun zaman aliyor. Bu
siire bazen 1 yili bile bulabiliyor.

Avantaji
« Eger san, kizil, beyaz veya gri renkte tiiylerin
varsa, onlardan ignel epilasyon ile kurtulabilirsin!

Dezavantaiji

* Lazer epilasyona gore daha fazla aci veriyor ve
daha uzun siriyor, bu nedenlerle artik cok fazia
tercih ediimiyor.

Bunlara dikkat et

« igneli epilasyonun mutlaka steril ortamlarda
yapilmasi gerckiyor. Ayrica daha az act hissetmen
icin merkezde ozel spreyler olup olmadin: da
sormalisin.

« Epilasyon seansindan sonra 24 saat boyunca
cildin oksijen almasini engelleyen parfum, deodo-
rant gibi kozmetik Grdnleri kullanmamahsin.

« Cildini, sicak su ve kese kullanarak tahrig
etmemelisin.

« Asitli sabunlar yerine alkolsiz sabun ve dus jel-
lerini tercih etmelisin.

* Seanslardan sonra giinese gikmamalisin.

« Cildinde kabuklanma olmamasi ve iz kalmamas!
icin gittigin merkezi iyi arastirmalism.

Nerede yaptirabilirsin

Epiderm www.epiderm.org
r Estetik Merkezi

v.nkmed.com

medicallazer.com
Epiline Lazer Epilasyon Merkezi
3 www.igneliepilasyon. gen tr
mer Giizellik Merkezi 5

MediSlim Estetik Giizellik Merkezi

www.lazerepila:

Ankara Lazer Gi

134 43 43 www.ankaralazer.com

Siir ve yika: Tiiy dikiicii
krem

Kapik ve jeleri de olan bu kremler uygulamak ve
sonug almak gok kolay. Siriidikien sonra birkag
giin piriizsiizlik sagayan bu kremlerin iceriginde,
tiylerin dokalmesini saglayan kimyasal maddeler
bulunuyor. Ayrica bu kremlerin, parfiimiuleri ve
cilt tiplerine gore olanlan da var. Bu sekilde cildini

nemlendirerek kurumasini engelleyebilirsin.

Avantaji

« Kullanimi oldukga kolay! Kopik ya da krem olan
bu tily dokiicileri gizelce sir ve Uzerinde yazan
sire boyunca beke. Sire dolduktan sonra ik suyla
iyice yika. iste bu kadar!

Dezavantaji
= Kremler, yz bolgende kullanamiyorsun!

Bunlara dikkat et

= Bu drunleri kullanmadan 6ace cildinin ufak bir
bblgesinde test etmelisin. Hassas bir cilt yapin
varsa, alerjik olusumlar meydana gelebilir!

Tek tek al: Epilasyon aleti
Epilator olarak adlandinlan ve artik her yerde satilan
bu aletler, hem agda gibi killan kokiinden aliyor
hem de uzun siire piirizsizlik sagiiyor.

Avantaji
* Tiylerini almak i¢in uzamalarini beklemek
zorunda olmaman, en bilyik avantaji!

Dezavantajt

« islem sonrasinda cildinde kimzililar

olugabilir, ama hemen panik yapma! Nemlendirici
krern kullanarak bu sorundan kurtulabilirsin.

» Hassas ciltierde uygulanamayabiliyor, ¢iink cidi
tahris edebiliyor.

Bunlara dikkat et

* Bu aleti kullamirken, aldigin bolgenin kuru
olmasina 6zen gostermelisin. Cildin terliyse, sabun
ve suyla yikayp kurulamalisin.

* Tiy alma iglemini killarin cikig yonnan
tersinden yapmalisin.

* Koltuk alti, bikini bolgesi gibi bolgelerdeki tayleri
alirken, epilatorin bu bolgelere dzel uclanni
kullamirsan daha iyi sonug alabilirsin,

Giin giin azalt:

Tiiy azaltica krem

Agda ya da epilator aleti kullanildiktan sonra
sdirdlen bu kremler tisyleri tamamen yok etmese
de, onlan zayiflatarak daha cilz ve az cikmalanni

sagyor. Etki siiresi ise, diizenli kullanima ve killarin

Avantaji
= Diizenli olarak kullandiignda tiylerin fark edilir
oranda azaliyor.

Dezavantaji

« Tiylerin iyice azalana kadar her gin sirmen
gerekiyor.

Bunlara dikkat et

* Kullanmadan Gnce tiylerini aggda ya da epilator
kullanarak kokinden almalisin!

v

Tuy azaftict vicut kremi: 34 YTL BIODER

Satinefie son

devam
irl.com.tr'de

Epilator: 179 YTL PHILIPS
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Guzel gorunmek igin kozmetik Griinlere
tonlarca para vermek zorunda degilsin.
Maskelerin: kendin hazirlayarak, uygun fiyath
Uranleri bularak karl ¢ikabilirsin,

Parfiimeri depolarina ugra
Buralarda bircok ariini cok daha uygun fiyata
bulabilirsin. Ozellikle kapt oniindeki sepetlere atilan
ojeleri ve rujlar cok ucuza satin alabilirsin!

Kendin yap

Cildinde sivilce, siyah nokta gibi sorunlar mi var?
Oyleyse, dogru mutfaga! Neden mi? Evdeki sebze
ve meyvelerle kendin igin maskeler hazirlayabilirsin
de ondan!

Karnabahar maskesi

Malzeme

Zeytinya®

Kamabahar

Yapilist

Karnabahan yapraklarindan aynp temizie

ve 3 kagik zeytinyag) ekleyerek mikserde kanstr,
Bu kangimu sivilceli bolgenin Gzerine uygulayp
15 dakika bekle ve daha sonra yka! Bir hafta
sonra kamabahann mucizesine sagiracaksin!

Peeling

Malzeme

Tuz

Yogurt

Yapiligi

3 yemek kasig yogurdun igine 3 yemek kasig)
tuz ekle ve karighr. Karigimi ciidine dairesel
hareketlerle uygula ve ilik suyla yika!

Bu dogal peeling sayesinde cildin

151l 151l olacak!

80 heygiricomtr

Tonik

Malzeme

Gl suyu

Yapihigt

Gul suyunu her gece ve her sabah yiiziine pamuk
lle dairesel hareketler cizerek uyguladi@nda cildine
gan icerinde yapisan kirlerin pamuga ciktign
goreceksin! Iste bu kadar basit!

El kremi

Malzeme

Salatalik suyu

Badem yag@

Kakao ya@

Yapihsi

5 corba kasig badem ya@ini, 3 corba kasi@ kakao
yaini ve 4 corba kagi@ salatalik suyunu bir kaba
koy ve iyice kanstir. Kansimi 10 dakika buzlukta
beklettikten sonra ellerine uygula.

Geri déniigtir

* Rimelin kuruduysa igine biraz zeytinyag dok

ve kanstir. Hem rimelin eskisi gibi olacak hem de
zeytinya® kirpikienini besleyecek.

+ Rimelin bittignde fircasini atma! Bu firgay:
kaslarini taramak igin kullanabilirsin. Ustelik bu firca
lle kaslanni daha da belirgin hale getirmis olacaksin!
* Rujun bitmek Gzereyse ve artik rahatiikla suremi-
yorsan, kalan rujlanni kulak pamugu yardim ile far
olarak rahatiikla kullanabilirsin!

* Ojeler gerek sicaktan gerek de acik kapaklardan
dolay kuruyup kalir. Iste ¢6zim: Igine bir ka¢ damia
aseton damlatip calkala! Ojelerinin eskisinden daha
akic oldugunu goreceksin! Kinlan fanni far ku-
tusunda tutmak yerine kiiguk bir kavanozda biriktir!
Zamanla olusacak bu renkli kangimi istersen far
olarak istersen de allik olarak kullanabilirsin!

Netten al
Rengini gdrmeden, tester'lan denemeden kozmetik
urinleri almak olmaz. Ama daha onceden
denedigin ve renk kodlarini bildigin driinleri online
sati§ yapan sitelerden cok daha uygun fiyatlarla
satin alabilirsin. Iste, tiklayabilecegin birkac site.
www.ucuzakozmetik.com
www.strawberrynet.com
www.hepsibenimolsun.com
www.koysepete.com
www.hepsiburada.com
www.nebbu.com

>

Parfum: 29.90 YTL ORIFLAME

Far: 7.95 YTL PASTEL

_—~ Far: 9.30 YTL FLORMAR
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Kapatici: 22 YTL CARMINA
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Rui: 8 YTL PASTEL







Ailelerin hayatim
kolaylastiran
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MaxiPara Genclik. & g i o

Cocugunuza verdiginiz
harchg duzenli olarak
takip etmek ve ona kendi
butcesini idare etme bilinci
kazandirmak istiyorsaniz

Is Bankas'nin genglere ozel
sundugu MaxiPara

Genglik Kart tam size gore...
MaxiPara Genglik Kartlarla
cocugunuz yurticinde ve
yurtdisinda, yatirdiginiz
miktar kadarim
harcayabiliyor,

tercih etmeniz halinde
nakit cekebiliyor.

Sizin i¢in
kolaylik,
cocugunuz
icin givenlik.
MaxiPara Genglik Kart,
cocugunuzu para tagima
derdinden de kurtarmig
oluyor. Kartiyla ahgveris
yapiyor, kendi sifresini
kullanarak ihtiyac1 oldugu
anda ihtiyac kadar

para cekiyor. Hem parasiz
kalma korkusu yasamiyor
hem de para kaybetmek ya da
caldirmak gibi riskler
tagimiyor.

Size en yakin subemize gelerek
cocugunuz igin bir MaxiPara
Kart edinebilirsiniz.
Aynintih bilgi icin:
maxipara.com.tr B

Dilerseniz
belirleyeceginiz
tarihlerde ya da
karttaki para
azaldiginda MaxiPara
Genglik Kart'a
otomatik para
yukleme talimat
verebilirsiniz.
Boylece, cocugunuz
sehir disinda
okuyor olsa bile
har¢hgim

tam zamaninda
yaturdigimzdan
emin olabilirsiniz.
Ustelik, karta

para yaurabilecek
kisileri de siz
belirleyebilirsiniz.

- Harelik

istemekten

stkildiysan

- yandaki ilant
ailenin okudugu

- dergiye

- yapustr.
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Nakit paranin yerini

| MaxiPara aliyor!
Artik harcliklar
MaxiPara Genclik Kart'a

XN 38 OINOE0F 3

yatiyor, para yerine . \Wﬂﬁ. - =
MaxiPara kullaniliyor. | e =" = | »Sv/i&i)‘].»mvgﬁ \
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