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IDEALIZED MASCULINITY: IMAGES OF WHITE MEN'’S
BODIES AND WHITE MEN'’S IDEAS ABOUT
MASCULINITY
BY
Sally Gehan Mohamed
ABSTRACT

This dissertation explores the ways an idealized — overtly muscular — male body
type influences how relatively young, white, middle class USAmerican buh
heterosexual and homosexual, understand the meaning of masculinity. The multi-method
approach included analysis of magazine cover images and focus group discussions. A
probability sample of 104 cover images appearing between 1999 and 2009 from four
men’s magazines — two directed at heterosexual men and two directed at h@hosex
men — was studied using both traditional content analysis and visual analysis. In the
spring of 2011, 27 men participated in five focus groups — four groups of straight men
only and one group of gay men only. Immediately prior to the group discussions, the
men responded to a questionnaire asking about media exposure, exercise habits and ideas
about masculinity; these were also the broad topics discussed in the focus groups.
Magazines convey the social message that an idealized muscular body imtagdorst
which all men should measure their masculinity. All of the men place physeadtt

at the core of masculinity although certain contrasts emerged betweghtstiral gay
i



men’s ideas about their own masculinity and their ideas about masculinity in
USAmerican society in general. The results confirm existing argurabotg the impact
images have on social comparisons men make regarding masculinity in US&meri
society. The results also support the notion that heterosexual and homosexual men
perceive their masculinity and others’ masculinity from a perspectivened by a
hegemonic ideal, as put forward and elaborated in the work of Connell, and this ideal
includes an idealized version of the male body as a central element. Treertard
existing literature by indicating that men are not immune to issues of poesaure

emanating from idealized body images.
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CHAPTER ONE

INTRODUCTION

This dissertation explores the ways an idealized — overtly muscular — mgle bod
type influences how white USAmerican heterosexual and homosexual, mickevsa
understand the meaning of masculinity. It uses R.W. Connell's formulation of
hegemonic masculinity to help analyze an image of masculinity agairct wien are to
be measured. Understandings of men’s individual meanings regarding maseudni
framed in terms of their consumption of images of masculinity and comparisons of
themselves to other men.

Through a multi-method approach, a social constructionist lens brings focus to the
presentation of masculinity on 104 men’s magazine covers and the ideas about
masculinity from 20 white middle class heterosexual men and seven white niaddle ¢
homosexual men. Masculinity’'s meaning is shaped by many different soceisions;
however, it is white men’s perspectives that are the focus of this stuflyre Bealyzing
the meaning of masculinity presented by white men, it is important to elsttdais

framework within which this research was undertaken



Gender norms

Throughout human existence, people have had the social burden of learning the
normative standards of the cultures in which they live. A normative understanding of
what it means to be a male or a female, masculine or feminine, has existesboiediés.
The idea that sex and gender are the same is a misconception. Sex is dé&teymine
biological reproductive organs identified as male or female at birth — lypigea
medical practitioner. In the instances of intersex, those born with a combinatiateof m
and female reproductive genitalia, the medical profession typicalktsngbon
assignment of male or female as the only “natural” options (Kessler, 1990). Gender, on
the other hand, is based on abstract, normative representations of masculinity and
femininity, which are socially constructed by each society. What is coadider
characteristic of the masculine gender role or feminine gender role in onty soayenot
be defined as such in another society. These social constraints of how genderaaad sex
defined solidify the gendered order of a society. As such, it creatdsrgappropriate
selection in social arenas like sexual coupling, occupational selection and
appropriateness, and parental roles (Schilt, 2009; West & Zimmerman, 1987).

These representations allow a particular society to identify people mdarge
category when biological sex characteristics are covered by clathsgem ambiguous.
Transgender people are examples of how appearance can be taken as proof of d biologica

definition of sex (Schilt, 2009). A transgender person is someone who does not self-



identify with the medically assigned sex category given at birth. Somelmoase to

dress like the gender they identify with and reinforce that dress with antexpec
gendered behavior. The need to identify with one or the other gender through outside
appearance and behavior allows them to participate within the boundaries of the socia
construction of gender. Therefore, in order to be considered as belonging towdgrarti
gender category, one needs to fit into the socially constructed understandirigg @f w
means to be masculine or feminine in the society in which one lives. When gender
characteristics are not straightforward or people blend gender chataxteriaking it

more difficult for others to identify an individual’'s gender, others in society \wags to
determine gender in order to sustain the gendered order.

In the United States of America’s (USAmerican) society, the $p@atepted
understanding of what it means to be a man or a woman is based on a binary approach to
gender: meaning there are two and only two recognized and distinct gendersinmascul
and feminine (West & Zimmerman, 1987). Each gender has a specific role and
prescribed way of behaving that creates differentiation by gender andndattuals to
identify and be identified as either masculine or feminine. This genderadbbrden
and women is hierarchical, and this hierarchy of men over women pervades @b aspe
social life.

With the ever increasing globalization of USAmerican values, one mighvéelie
the USAmerican version of masculinity is now universal. However, the leafirmihde
USAmerican masculinity as a worldwide phenomenon ignores vast culturaéddés as

well as historical change. Major tenets have typically defined USAaren@asculinity



as either the American cowboy of the Wild West or the corporate man chfaslism.

This corporate businessman, who has the ability to operate in the global market,
embodies a more egocentric attitude and requires no permanent loyalty toguoytleir

than accumulation of wealth (Connell 1998). It is through world exposure to this type of
transnational business masculinity that the creation of a world gender andanise.

Some scholars, like R.W. Connell (2005), contend that the transnational business man is
currently the hegemonic ideal, the most socially valued form of mascuimity,
contemporary USAmerican society. However, even R.W. Connell (1998) admits that the
ideal is constantly being challenged by other masculinities.

Masculinity is a fluid concept changing from one generation to the next and
varying across cultures as well (Connell, 2005). Yet in everyday life, wlaatepted as
masculinity is normative and thought of as natural. Social, political and economi
changes over time make it challenging for men to figure out how to act nrmasicuthe
expected way, even in USAmerican society (Whitehead, 1999). Across culturesand t
periods, masculinity has consistently been defined as the oppositional fommirionity.

This differentiation is central to maintaining the gendered hierarchyastutine

superiority through patriarchal ideological societies.

Women’s Encroachment on the Elements of Masculinity

The masculine superiority in USAmerican society is rooted in a polarizedodivisi

of labor in which men are seen as wage-earners and women are the domestigenon-wa



earners (Connell, 1998). In an early benchmark work, Janet Saltzman Chafetz proposed
seven key elements of masculinity in USAmerican society. They includedllith&ihg
dimensions and characteristics (1974, 35-36):

1. Physical--virile, athletic, strong, brave;

2. Functional--breadwinner, provider;

3. Sexual--sexually aggressive, experienced. Single status acceptable;

4. Emotional--unemotional, stoic;

5. Intellectual--logical, practical, mechanical, dogmatic;

6. Interpersonal—leader, disciplinarian, individualistic, demanding;

7. Other Personal Characteristics—aggressive, ambitious; proud,

trustworthy decisive, competitive, adventurous.

The extent to which men are acknowledged as masculine in the United States(U.S.) i
based on how they present and perform the socially relevant characteridteseof t
dimensions in relation to and amongst others. Certainly, there are some taa tha
more successful at these dimensions than others. However, in the duality of the gender
order in the division of labor, socialization has played a key role in creating the
continuum of masculinity and femininity to which men and women are measured.

In the last four decades, more and more women in USAmerican society have
become more similar to men in terms of exhibiting the characterist&s of the seven
dimensions of masculinity Chafetz identified. Educationally, Chafetz'dantaél
category, thirty-six percent of women in the labor force held college deigre€08

compared to only eleven percent in 1970 (Bureau of Labor Statistics, 2009). This has



aided women'’s ability to gain better employment and positions of influencademric

and professional fields, which were previously privileges of men. With their talusa
achievements and professional attainments, women have made strides in blurring the
dominance of men in other areas of social life.

Women'’s functional achievements have been gained through employment and
breaking some glass ceilings that once existed, which limited their eat@evements.
According to the Bureau of Labor Statistics 2009 report, “women accounted feawridt
percent of all persons employed in management, professional, and relatedtiocs.”

This provides women the means to become more economically independent as wage-
earners, which has traditionally been a part of the masculine aspect of tlena¥is

labor. Economic independence brings with it the ability for women to be morelgexual
aggressive and sexually autonomous. A combination of economic, sexual, emotional,
and intellectual autonomy for women creates a social environment that i$ force
redefine the division of labor in a more egalitarian structure.

The only aspect of Chafetz’ conceptualization which remains as a difegremti
of masculinity from femininity is the physical dimension, the body. While thvere a
exceptions, such as women body builders who successfully emulate the muscularity
typically found in men, the physical body remains a basis for social differentiat
between genders. Female to male and male to female transgender petaiteithus
societal need to have two distinct sexes. The process of having surgery to remove
identifiable parts of the female body, such as a double mastectomy, in ordenatans

more masculine body, places emphasis on “doing gender” beyond the superficial. The



taking of hormones and having reconstructive surgery in order to be male is a means to

continue the societal separation of two sexes (Schleifer, 2006).

Research Questions

If the understanding of masculinity centers on physical embodiment as male, a
number of questions arise which this research seeks to answer by examining cover
images on men’s magazines and listening to men in focus groups discuss their ideas
about masculinity. Through the consumption of magazines, society can be manipulated or
socialized into accepting what is presented as an ideal as the imaignto As
suggested by Erving Goffman, Anthony Vigorito and Timothy Curry state, “...that
magazine pictures and advertisements carry significant messagesuhoat norms
and values, including the norms of gender relations” (1998, 136). It is no surprise to find
many researchers have placed more emphasis on women feeling socisieghess men
when the main focus of body image research has been on women. With that much
emphasis on women, it makes it easier to claim that society holds a highetlag&pdor
women than men to meet a physical body shape due to a higher exposure of the female
ideal in the media (Fouts and Vaughan, 2002).

That is not to say that the influence that magazines have had and continue to have
on men in society has not gone unnoticed. The limited number of studies on this subject
within the field of men’s or masculinity studies is beginning to reveal evadehc

researchers taking an interest in this medium. | contend that men’s madeareean



impact in promoting an idealized version of men’s bodies, which leads USAmerican men
to understand their masculinity as centered on their bodies. It is through théenspac

of visual imagery and social pressure from others for men to have perfect batlies t

ideal or hegemonic masculinity is being transformed to include an idealizednvefsi

the masculine body. Through a social constructionist lens | will explore the
understanding of masculinity as centered on men’s physical bodies.

The questions that will guide this research are: What do men’s magazines convey
about the meaning of masculinity in USAmerican society? How do men’s magazi
convey the understanding of masculinity as centered on the body? What is the content of
this bodily understanding of masculinity? How do men consume popular images of
masculinity? How do men understand masculinity for themselves? To what extent i
men’s personal understanding of masculinity centered on the body? To what extent do
men’s understandings of masculinity emulate the idealized masculine boliisngéat,
or stand in other more complex relations to it?

As Connell states, “Hegemonic masculinities can be constructed that do not
correspond closely to the lives of any actual men. Yet these models do, in varysus wa
express widespread ideals, fantasies and desires” (2005, 838). It is thragglesaarch
guestions that understandings of masculinity centered on idealized constructions of the

male body will be analyzed.



Theoretical Approach and Review of Relevant Literature

The following section provides a foundation for understanding the various roles
masculinity has and how it functions in society. As Connell states, “Maggu$ not a
fixed entity embedded in the body of personality traits of individuals. Masiesi are
configurations of practice that are accomplished in social action and therafodéfer
according to the gender relations in a particular social setting” (2005, 886). T
examination of past research in body image, body perception and the interplayabf visu
imagery in media, specifically magazines, can enlighten the understaridumngt
influences a social presentation of self in daily life. It is through thdfspresentations
and social normative expectations that society conceives of our place imtlez ge
ordered society.

Pervasively, men have been overlooked as a subject matter when it comes to the
impact that visual imagery has in their conception of what it means to be masculi
Additionally, the physical body is an agent of self-expression and social cotyfbias
not been at the forefront of men’s or masculinity studies. In the words of Connell, “Our
bodies are interconnected through social practices, the things people do infaily lif
(2009, 67). Itis important to analyze the means through which our social understanding
of our gendered society is transferred beyond the manifest.

The next section discusses the four types of masculinity as defined by Raewyn
Connell. They are hegemonic, complicit, subordinate and marginalized. Udhysistl
focus on hegemonic, complicit, and subordinate masculinities and how the embodiment

of these types of masculinity is expressed through men’s bodies. It exaneimes t
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individual understanding of how their masculinity is in relation to others in the social
world. Marginalized masculinity is not being selected as a type of m@isgulue to the
narrow scope of this research. However, it is briefly presented in this chapter f

conceptualization of the entirety of Connell’s masculinity concept.

Masculinity

Hegemony

The concept of hegemonic masculinity has roots in several different fields of
thought within and outside of Sociology. It blends together psychoanalytic, Gramscia
critical role theory and feminist thought. While Antonio Gramsci brought the ter
hegemony into theoretical discourse in1928¢ewyn Connell was a pioneer when she
focused the concept of hegemony by merging the concept of hegemony with migsculini
in 1995. In so doing, she opened up the sociological subfield of men’s studies and is still
the most cited researcher on masculinity.

Connell expanded the scope of gender studies by bringing spotlight on hegemonic
masculinity in the arena of gender research. Her concept of masculinityhbrotige
ideas of power, production and emotion (Beasley, 2005). By doing so, it refocused
gender discussions from the dualistic division of gender (of what is not male must

therefore be female) to a more in depth and complex conceptualization of gender studie
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as a whole. Connell's notion of hegemonic masculinity has been the topic of much
discussion and debate within gender studies of masculinity.

So what does hegemonic masculinity mean? Connell states “Hegemonic
masculinity embodies the currently most honored way of being a man, it requires al
other men to position themselves in relation to it, and it ideologically legitsniage
global subordination of women to men” (2005, 832). Therefore, hegemonic masculinity
is based on the assumption that there is a hierarchical structure of gestt@ngelDue
to this hierarchical structure, femininity is subordinated to masculmiél iaspects of
society. However, hegemonic masculinity does not mean that all men, becalse they
men, are equal in their domination in the gendered society. A hierarchichlisgrof
masculinity exists.

According to Carrigan, et al., hegemonic masculinity is a “question of how
particular groups of men inhabit positions of power and wealth, and how they legjitimat
and produce the social relationships that generate their dominance” (1985, 592). A man
can be subordinate to another man based on the overarching prejudicial ideology that
exists in society, based on race, class or sexual preference. For exampkexuah
men are oppressed by the USAmerican view of masculinity due to the hierlasolieh
construction of power because homosexuality is equated with femininity (Dowsett,

2005).
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Complicit Masculinity

This is not to say that all men are oppressed or submissive because of heir rac
social class or sexual preference in all situations. Connell states tlggritiey works
in part through the production of exemplars of masculinity...symbols that have authority
despite the fact that most men and boys do not fully live up to them” (2005, 846). An
example of an exemplar is a professional football player. These athletes ser
continually as an idealistic symbol of masculinity (Connell, 2005). A veryl smalber
of men can ever hope to achieve this masculinity.

More so, there are men who lack the ability to be one of these exemplars of
masculinity. These are what most USAmericans would classify astbeae Joe.” He
may exhibit some physical characteristics of the heterosexual bagemasculine ideal,
but does not have any social power or skill that would propel him into a higher standing
in the hierarchy of the social structure. According to Connell, “Men who recdiged t
benefits of patriarchy without enacting a strong version of masculine domicauidebe
regarded as showing complicit masculinity” (2005, 832).

Complicit masculine males have an advantage over other masculinities. These
men gain advantages of the existence of a hegemonic masculine ideal. Foeeaampl
heterosexual man who played on an athletic team in secondary school but not
professionally, if they exhibit some physical representation of that hegemdeal, they
receive the social status and social privileges that accompany that sthths.same
time, they recognize their own inability to attain the hegemonic ideal and aregxsve

to change the inequality that exists in society for them. They continue to takdsapgva
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of the gender inequalities that exists in society and accept them as a n@acabétfe.

It can be said that hegemony is most powerful within the context of complicit men and

compliant women (Connell, 2005).

Subordinated Masculinity

Another form of masculinity that stands in relation to hegemonic masculinity is
subordinated masculinity. This type of masculinity applies to both heterosexual and
homosexual men as well as women in general. Women'’s subordination is manifest in
society through practices such as unequal pay, devaluation of stay-at-homies naoithe
“mommy tracks” in corporate America. A man’s subordination to another man takes
other forms. Therefore, subordination within hegemony for men is best explained
through the relation of homosexual masculinity to the hegemonic ideal, which is a
heterosexual male. A homosexual man experiences contradictions when defining
masculinity (Connell 1992).

Many people still assume that a homosexual male can be recognizedgasily
some identifying performance of altered masculinity (Clarkson, 2006). Hoyvihigeis
not true. No social roles or definitions exist during childhood to socialize hooadsex
men or women, or society at large, in what homosexual masculinity or homosexual
femininity is (Connell 1992; Levine 1998). There exists only a heterosexual
understanding of masculinity and femininity, and gender role models of those imascul

and femininity understandings continue to be socialized. In the realm of hegemonic
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masculinity, gay men are socially defined as effeminate becausedkeal preference is
male (Levine, 1998). Therefore, a gay man’s masculinity becomes subordinate to
heterosexual man’s masculinity for the mere fact that a gay manialgmeference is
other men, which equates to being feminine (Connell, 1992).

In the hegemonic hierarchy, however, a gay man’s masculinity can be siterdi
or dominant depending on his social situation. An example of this would be homosexual
male athletes. Eric Anderson’s (2002) study on gay male athletes foumu dhder to
maintain the hegemonic ideology — and in the face of gay male athletes’ fear of
repercussions — they would keep their sexuality a secret and participate ohrsatoy
openly gay teammates. Anderson states, “...most of the time...[closeted}igat
failed to recognize that their identities were being denied, and they often toak fheir
own oppression by self-silencing and partaking in heterosexual dialogue” (2002,1870). |
this instance, the gay man who remains closeted and participates in subordinating his
openly gay peers through anti-gay language, jokes and heterosexual prowesstalk enac
the dominate hegemonic masculine ideal. However, those same male athlet®srevho
eventually outted by their teammates, received repercussions that werghyisecally
brutal because of the perceived social boundary of masculinity that was crp$issd b
and deceit (Anderson, 2002).

For some gay men, it means adhering to an extreme form of hegemonic
masculinity in order not to be subordinated in society. Levine (1998) points to the hyper-
masculine gay male identity, which began in the 1970s. Recent research indicates that

this type of gay identity did not disappear in 1984 when AIDS hit the gay conymuimit
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fact, it continues into the 2kentury. Through the use of a homosexual internet chat

board Web site to gather his data, Jay Clarkson (2006) found that some homosexual men
still adhere to the hegemonic ideal of masculinity in a more extremehaay t

heterosexual men. They are more hyper-masculine. These men tratm recl

“normative” masculinity through their sexual prowess and boasting (Levine 1998). It

their way of showing off hegemonic masculinity as heterosexual men do with bach ot

Some men become extremely masculine in their physique. Martin Let@@3s
book entitledGay Macho the Life and Death of the Homosexual Ctheeusses this
hyper masculinity body of the subordinated homosexual male. These men use the gym t
build and sculpt their bodies with massive muscles to display the heterosexual hegemoni
version of masculinity. However, their attraction to men subordinates them. trtmrde
overcompensate for that subordination they reject the most effeminate Igsy thas
through the rejection of flamboyant gay males that they try to distance thesiem
being seen as effeminate in the larger society and oppress all thainiséeim order to
reduce their subordination in the larger social structure of society.

In addition, clothing becomes a major outward symbol of their need to distance
themselves from subordination. By adhering to masculine dominated heterosexual job
uniforms, such as the lumber jack or the white collar corporate man, they can anhabit
dominant role in the larger society. However, within those masculine presentdtgyns, t
form their own inconspicuous forms of homosexual references through symbols to
identify themselves to each other (Levine, 1998). By using such objects as bamdanas a

key chains, they are able to blend in with the larger community and inconspicuously
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communicate with each other at the same time (Levine, 1998). However, as Clarkson

states, “...even the most masculine gay man’s homosexuality denies him tlyg@bilit

truly achieve the power inherent in hegemonic masculinity...” (2006, 203).

Marginalized Masculinities

Hegemony, complicity, and subordination do not encompass all men. Some
groups of men are marginalized. According to Gordon Marshall, marginalizatidreca
defined as, “a process by which a group or individual is denied access to important
positions and symbols of economic, religious, or political power within any society”
(1994, 304). Some men are marginalized because of their race. Some men are
marginalized because of their class. The way some men move out of maagoraliger
Connell, is, “...ascendancy achieved through culture, institutions, and persuasion”
(Connell, 2005, 832). However, this is the exception more than the rule.

An individual can move himself out of a marginalized form of masculinity by
achieving great power and status in the larger society. However, he cannot snove hi
entire racial group or social class up to that higher form of masculinitycaffr
American males are a prime example of a marginalized man. At first biustdieidual
is seen on the bases of recognized gender and race (Cheng, 1999). As the hegemonic
ideal in USAmerican society is the patriarchal white male, Afrisarerican males
cannot overcome this color differentiation. However, as a male he will be pra/ibege

women and based on his socio-economic status will be privileged over his own race.
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Criticisms of Hegemonic Masculinity

While hegemonic masculinity replaced sex role theory and categoricalsraid
patriarchy (Connell, 2005), there are areas of criticism of hegemonicinggc Some
critics believe that the use of hegemonic masculinity has deviated far too mwncitsfr
original definition. A few critics of hegemonic masculinity believe that thgiroal
concept is too ambiguous. At the same time, other critics believe that the urgderlyi
concept is flawed because it is not a unifying definition of all that encompasses
masculinity. No matter how one views it, the term is still under much scrutiny. IConne
admits that there is still not a solidified and concrete theoretical pattéiegemony
(2005, 851). So it appears, sociologically, hegemonic masculinity is still in development
after twenty years.

An important critique of the original concept of what embodies hegemonic
masculinity claims that it creates a concept that fails to include tlegahtfes and
exclusions within same gendered persons. Its tenets are centralized adloaligtia
definition of male-female relationships (Demetriou, 2001). It excludes saxe
relationships. Theoretically, it is conceptualized as a single definititvwutitegard to
other types, regions, or cultures causing a more fluid definition of mascudirby t
lacking.

These days, hegemonic masculinity has taken on a more general traheforma
because its use has gone global. Liberal interpretations of the ternmsicaigstract
ideas have broadened the scope of what hegemonic masculinity means, which brings

systemic problems. If you allow hegemonic masculinity to be so overarching, the
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definition becomes, as stated by Beasley, “politically deterministic dedtdst to
assume.... ideal/forms of masculinity are necessarily the same as thioserthe
guarantee men’s authority over women” (2009, 89). Rather than being a term wich is
facilitator of patriarchal dominance through the use of various degrees ofdmgand
situational class struggles, it becomes a specific cohort of men. This peeitiadese of

the term with anything other than an actual group of men.

This is exactly what Connell does when she uses the transnational businessman as
the culmination of hegemonic masculinity. Through the use of this globalized term to
embody the meaning of hegemonic masculinity, Connell is giving a specific group of
men global domination and eliminating the complexity of marginalized, compitit a
subordinated men as a lived experience. It eliminates the theory of competing
masculinities for the hegemonic ideal. As Beasley states, “it is rpesimatter to claim
that transnational business masculinity.thishegemonic form on a world scale,
legitimating men’s dominance...” (2009, 92). It negates social, cultural, anddastor
influences on the idealized masculinity for future intellectual discoursehwshiteeded

in the discussion of men’s and masculinity studies.

Athletic Men and Sports
When hegemony is used to analyze men and sports, it is often used with the
description of athletes in physical contact sports that have a violent componeamt.oRoc

these exemplars of hegemony invokes some critics to take issue with the lackieé posi
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association with hegemonic masculinity because the term is all too often lirtked w
violence and/or crime. Theorists claim it gives a legitimate scapégonen for acts of
dominance by justifying, protecting, and /or reproducing the hierarchytridghic
systems. However, as a dualistic gender ordered society, USAmarales have been
relegated to a physical expression of masculinity through the emphasis at spotds

as a means to come of age. To that end, hegemony and violence is a likely coupling.

Professional athletes are exemplars of this physical ideal form of hegemoni
masculinity. Sports, in general, are for men an arena for defining heteabsex
masculinity. Female athletes are required to show that they are not |edigaeas male
athletes are never assumed to be homosexual (Anderson, 2002). While the social
environment is one that illuminates hegemonic masculinity and exclusion of anything
effeminate or feminine, it is the physique of the athletes that is pervagashion
media.

Connell does acknowledge, “The concept of hegemonic masculinity helped in
theorizing the relationship among masculinities and among a variety oscrifr(@005,
833). To that point, it can be said that hegemonic masculinity is neither a cause of
criminal activity nor is its intent to become a scapegoat for any typereigdird for
social punishment for those who break social laws. It has merely been usedito expla
the social phenomenon of crime within the social context of social structuresmaadyre
the negative association hegemonic masculinity has, researchers needhéoteise to
theorize other aspects of how society embodies hegemonic masculinity. €hrehes

intends to provide such a use.
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Body Image

When one thinks of body image problems, women typically come to mind.

Billions of dollars are spent annually on weight loss products and services in the U.S.
(Federal Trade Commission, 2002; Melcher and Bostwick, 1998). As a society, we
assume that most of the diet consumers are women. Researchers in theiesocebsd
medical fields have essentially feminized this issue by focusimgetherts of study on
women. The vast amount of data and case studies on women only fuels this notion. Not
surprisingly, body image issues are, for the most part, rarely associdtedem. There

is a relatively small amount of research on men and body image (Morrison, 2004;
Markey, 2005; Halliwell, 2003; McCabe .et al. 2003; Hatoum 2004).

So, what about the men? Do we, as a USAmerican society, assume that men are
somehow immune to the social pressure to conform to an ideal body image that they are
exposed to on television, in a magazine or in a blockbuster movie? Do we assume that
women are the only ones who suffer from comparative self-esteem issoes@ D
assume only women go to extremes to transform their lackluster bodies into the idea
body image that they perceive the opposite sex wants in a mate?

The limited amount of research on men and body image strongly indicatdsethat
USAmerican society, as a whole, has ignored the ever increasing sossalrprior men
to measure up to an ideal body image (Halliwell, 2003; Baker, 2005; Hatoum, 2004;
Markey, 2005; Morrison, 2004). There are seemingly limitless data points anathesea
conclusions about women and body idealization. So, as a research subject, body

idealization is a significant aspect of social inquiry. Even Connell dédisten to
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bodies by stating, “Bodies are involved more actively, more intimately, anel m

intricately in social processes than theory has usually allowed. Bodiasgadetin

social action by delineating the course [or courses] of social conduct...” (2005,1851).
goes to conjecture as to why men’s bodies, as a subject of masculinity, have been
neglected. This research’s aim is to bring much needed focus on how men’s bodies are

the embodiment of masculinity in USAmerican society.

Propagandizing an Ideal

With the idealization of a specific body type so prevalent in fashion media, the
guestion one must first ask is; how did this begin to seep into the understanding of what
masculinity and femininity look like? Past research points to The Metropoli@an L
Insurance Company’s 1950s campaign as the source of the foundation of USAmerican
society specifying an ideal body form for men and women to aspire to achieve.
According to Melcher and Bostwick, the purpose of the campaign, “was designed t
convince the public and the medical profession that an ideal weight existed...” (1998,
197). Prior to this, insurance companies were not adhering to a specific weighteo insur
their policy holders.

It wasn’t until Metropolitan Life Insurance Company began to have to pay out
large sums of money due to earlier than expected deaths of their clients #mataacst
ideal was conceptualized. In order to boost profits and cut loses, the compaieyl deci

create an ideal body weight and compel the medical field to accept it as valigiiricor
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assure the society at large viewed it as a medical necessity and not agpredit

driven. The propaganda behind this campaign was so successful that the medlical fiel
accepted this notion of an ideal body as a means to define health. It launched medical
science to prove that it was a scientific fact that men and women should betaina ce
weight to be considered healthy.

Over time, women became the target of these health studies and healthiness
became solidified with appearance and an ideal body image. As Connell states,
“...bodies are both objects of social practice and agents of social practice” (2005, 851).
So itis not a surprise that in this day and age, it is not just women being held to an ideal
physical form. Men are being exposed to the idea that a key to their success dapends
his physical appearance which will afford him hegemonic privilege. If he mlotemeet
or come close to the ideal body image, his masculinity will be marginalzetbse the
power that comes with that type of totem of success.

As the weight ideal becomes more extreme and unrealistic propagateddithe me
in particular the fashion media, the message for most people continues thastfonnes
women and a toned body for men lead to happiness, acceptability and worthiness
(Melcher, 1998). These messages are providing the social pressure to conform to the

normative standard of what the normal, desirable masculinity and femininitylibeks
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Media Images

By and large, people are bombarded with media images through daily life. Clips
of images on television, in films, and in magazines repeat the ideals of what armal
female body should look like. We become socialized into believing that these images a
attainable. To perpetuate that socialization, as a society, blame is placed/oluahsli
for their perceived complacency to noncompliance to this ideal. Jeffery SabBbana
Maurer state that “through discursive constraint, society controls a person or group of
people...by establishing and perpetuating negative stereotypes that affduttibgior
and how they think of themselves” (1999, 31). People are then deluged by the media
with ways in which to correct their imperfect bodies.

While some television shows and films are created with a particulamgewi
audience in mind, the producers of those types of media aim for a general viewing
audience to boost viewership. Magazines have the luxury of being targeted modes of
gendered socialization. Magazines are specifically designed foymmeftaudience,
whether it targets men who want to learn about cars or women who want to learn about
fashion. Their audience is very purposive, which gives them a slightly better ddtantia
influence on society. Interestingly, past research found the overall socestshge to
attain an ideal body image is the same for men and women. The way that sagsety go

about reinforcing the message is different.
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Magazines

Society sends messages in magazines about achievement of the body ideal by
having more food and diet advertisements in women’s magazines (Silverstein, 1986) as
compared to more fitness-related articles and advertisements in mgazines (Sobal
and Maurer, 1999; Stinson, 2001). However, in both men’s and women’s magazines, the
language has shifted over time from extreme dieting and food restricticgagesso
healthy eating messages (Sobal and Maurer, 1999). The message, howeVéhgs stil
same. One should aspire to look like the ideal body image to be socially accepted as a
woman or man.

Magazines, in particular, make use of negative images to fault individuals for
their deviant body. The images on cover pages showcase the most important image that
the producers of the magazines want the viewer to see. Rather than seeing arfi anage
overweight male in swimsuit trunks, for example, on the cover of a magazine, those
images are hidden inside in advertisements for weight loss products. The glierwei
images of men in those particular advertisements blatantly telldderéat in order to
get the woman of his dreams, a.k.a. the supermodel, he has to have the body of the well-
toned male model. That perfect body graces the cover of the magazine, whldesda
particular body type. This kind of imagery creates and reinforces the sociepipen of

how one’s body measures up to another.
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Social Expectations and Socialization

On that note, most research on body image ignores assumptions people have
about how they believe others expect them to look (Jacobi, 1994). This lack of research
led Lora Jacobi and Thomas F. Cash (1994) to their study on self-perception and the
perceived desirable body that the opposite sex wanted. This research examyned sixt
nine men and sixty-nine women in college on the discrepancies of perception of what the
opposite sex wanted in physique. Jacobi and Cash (1994) concluded that people have
absorbed too much of the idealized concept society has for the desirable body. Their
subjects proved that society has socialized them into having distorted percepbions a
what the opposite sex finds desirable in terms of the physical attributes of someone
attractive. All believed in a socialized ideal of what a masculine anaifeeribody looks
like and is what the opposite sex wanted in a mate.

To meet expectations of what it means to be masculine in USAmerican society
presented on the covers of men’s magazines, a man may subject himself to many
different strategies. He may do whatever is necessary, regardlefshairseor lifelong
injury to live up to the social pressure to conform (Forbes, 2001). USAmericans are
shocked that some men are using medical science as a means to speed uptyhir abil
match or sustain that ideal body image in the twenty-first century. Accdali®grdon
Forbes, ‘male body dissatisfaction is a major factor in the widespread usabofia
steroids” (2001, 462). It goes to show that some men are just as susceptible as women to
feel the need of perceived social acceptance, e.g. to have the perfect boaywitlit i

their peers.
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This concept of peer social acceptance is prevalent in adolescence. While issues
of this kind have already been well established for women and girls in othesstudie
studies with adolescent boys is deficient. However, the research that hatobeghus
far provides some interesting relationships between magazines, the attainthent of
idealized body image and adolescent boys. For example unlike adolesseMaiifa
McCabe and Lina Ricciardelli’'s 2001 research found that boys are more bkede t
weight gain as a means to achieve the male ideal image. Also, they found thatysese bo
were less likely to attribute outside social influence, such as magazinesiraage
contributing factor to their body shaping regime. They concluded that weizetial/s
to discount the influence of media on their achievement of a particular body physique.

Is it correct for McCabe and Ricciardelli to conclude that we are soogour
boys and men to discount the influence of magazines and other forms of media have on
creating an atmosphere of reinforcing a male ideal body? ReneesE168 study of
the relationship magazines had with adolescent body image and eating prablems i
supports this notion. Her research shows a negative social relationship betwseandoy
magazine images. The boys openly rejected the images when among peers.rHoweve
Botta’s (2003) research also found that the more boys criticized the male srimmi#Es
the more body image and eating disorders those boys had. In her words, “When
adolescent boys compare themselves to the muscular athletes and models in sports
magazines, they are less satisfied with their bodies” (2003, 396).

So, it appears that socialization of an ideal body type, which the hegemonic ideal

includes, is occurring. Is it just through magazines or is there something or s@fssone
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that is reinforcing the dominant masculine body? In a 2003 follow up study bylddcCa
and Ricciardelli, they examined the effects of body changes of adolescerarubyirls

and their body image. It was found that, while the social message for boygito buil
muscle was strong in influencing weight gain, overall, it was influencerehfsathat
impacted the changes in body to meet an ideal. So, the socialization from padents
peers play a role in the perpetuation of the dominant masculine ideal body. The&expos
to images in magazines and television of culturally accepted images lafatiaity

bodies has a negative effect on self-esteem in older adolescent males angl female
(Morrison, 2004).

Past research does not bode well for the collegiate-aged members of wihiety
their exposure to magazine images. Both Gordon Forbes’ 2001 study on body
dissatisfaction and Ida Hatoum’s 2004 study on the relationship between magazines
body image found a significant influence that magazines have on self-perceived body
acceptance in collegiate-aged males and females. Each found evidebhothtima¢én and
women had self-perceptions that their bodies were not in the physical form they should
be. Hatoum’s results presented further evidence that the men in her study were
dissatisfied with their body enough that they wanted to change their physiqeettam
ideal weight they felt they should be. Interestingly, Hatoum study showgdtkinse
who had skimmed through more male-directed magazines in the previous month clearly
demonstrated elevated concern about every aspect of muscularity anenalsd g

fitness” (2004, 404).



28

Clearly, men’s magazine images are reinforcing an idealizésllmody image
throughout a man’s life. Men are feeling that social pressure to confotine lopnstant
barrage of images that they see on the magazine covers. This is evident in Emma
Halliwell’'s (2003) study on men and women’s body image as they age. What she found
was that as women age they are concerned with their outside appearanice.otbart
hand, men were concerned with the physical abilities of their body ratheh#ian t
appearance. This concern, to have the virile strength of a young man’s bochteindi
that the images men are being exposed to in magazines are creatingeatlzaltu
pressures men to attain and keep an ideal body as women have been pressured since the
1940s (Forbes, 2001).

The social stigma attached to not meeting the physical ideal can basthgte
people have to create coping mechanisms to deal with the social raonifscathat
Sobal and Maurer (1999) found,\Meighty issues: fatness and thinness as social
problemsis that people fall into two modes of thought. They either have the ability to
deal with their body image or they become consumed by it. They concluded that most
people have some ability to accept the trials and tribulations that go along with not
having the ideal body and facing negative stigma. They become compladetitewit
body as it is and do not bother trying to achieve what they perceive as unattainabl
However, some people become so consumed by that ideal body image and their inability
to attain it that they have repercussions of suicide just to end the social erbaltlzey
receive or perceive to receive by others. It is all to seek the approvateemtance of

their peers and society at large.
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Past Studies on Men’s Magazines

With all of this past research on men and body image as it relates to magazine
images, one might ask the question: is there a particular magazine thatrbasfluence
on men and boys than others? Over the last twenty years, print media has sdar an inf
of men’s lifestyle magazines into the market place. The 1990s experieneggiasion
of men’s magazines that hit the market across the U.S. and the United Kingdortm Due
that, the market no longer has the idea that men are just interested in car andidport
influx of men’s magazines in health, fashion, lifestyle and magazinesitgrgetn under
twenty-four has changed that stereotype (Jackson, 2001).

Overall, the most studied men’s magazine appears Mebés Health It has
been the focus of such studies as Paul Crawshaw’s (2007) study of a two yeshoperi
its promotion of health, and Arran Stibbe’s (2004) study that claims that theimaga
promotes bad health behavior in its readers. Rather than promoting real medibal heal
according to Crawshaw/en’s Healthfocuses on, “...the construction of the body as a
signifier of success and masculine identity...” (2007, 1609). Stibbe statddethst
Healthmagazine promotes little or no exercise except to build arm muscle mass (2004).
It uses blatant promotion of eating red meat and junk food that is loaded with higt fat a
eating no vegetables as a way for a man to get healthy. Crawshaw (2008)tbkat
what the magazine is really doing is just promoting the dominant mascutiriitg form
of promoting the ideal male body physically. Further Stibbe’s research fourntdiatde
language used by the magazine to promote avoidance of any domestic behavior that

would be considered effeminate. Its presumptuous authoritativeness as a mdm’s healt
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magazine further fuels the dominant masculine ideal body by equating mardiness t
muscle mass.

One of the most notable and the most referenced examination of a men’s
magazine is Lauren Davis’ 1997 book entitfldte Swimsuit Issue and Sport: Hegemonic
Masculinity in Sports IllustratedHer research int§ports lllustratednagazine was
centered on the swimsuit issue that is published by the magazine annually. What she
found was that the magazine as a whole did little to aid in the end of the heterosexual
male dominant ideology. It shows a very limited quantity of women’s sports andrwom
athletes in general. A majority of the sports and athletes that are sh8parts
lllustrated are masculine sports and males with physical prowess. Again, this reinforces
the socialization of the hegemonic masculine ideal through a physical body image
through its promotion in a men’s magazine.

As men read and purchase these magazines, it creates a consumer vehicle for
socialization of this idealized body. By creating a male consumeratesra means to
reorganize consumer tastes and stimulate the USAmerican capitakstmKenon
Breazeale explains, “Only by sophisticated methods of manipulating and
reconceptualizing consumer audiences... could corporate America revive and prosper”
(1008, 2). It was through his (1994) studyEsiquiremagazine that he showed how this
particular magazine transformed the understanding of who was a viable eoragwin
transformed consumerism from a feminine trait to a masculine trait s Ty argued
against status quo and stood behind the rhetoric of being a men’s magazine, which

change the industry thinking.
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Outline of the Chapters

Chapter one has discussed relevant literature and past research on the subjects
such as hegemonic masculinity, propaganda of an idealized male body, influence of
magazines and the identification of the research question. Chapter two presents the
methods used to conduct the research. The analysis of the manifest content and the
subtext of a sample of images of men on men’s magazine covers is presented in Chapter
three. The analysis of the reception of such images among a purposefullydsgiecfe
of college aged and young professional men who responded to a questionnaire and
participated in focus groups is presented in Chapters four and five. A discussion of the
results and conclusions are presented in Chapter six. The intent of this restarch is
broaden the understanding of masculinity and the consumption of masculinity by men in

USAmerican society.



CHAPTER TWO

METHODS

Strateqies of Observation and Analysis

This research study uses a multi-method approach to examine the issue of the
bodily understanding of masculinity in USAmerican society. Through theatidn of
gualitative and quantitative methods, this study investigates the following:dvha
men’s magazines convey about the meaning of masculinity in USAmericary2ociet
How do men’s magazines convey the understanding of masculinity as centered on the
body? What is the content of this bodily understanding of masculinity? How do men
consume popular images of masculinity? How do men understand masculinity for
themselves? To what extent is men’s personal understanding of masculinitgcemnte
the body? To what extent do men’s understandings of masculinity emulate theetieali
(or “hegemonic”) masculine body, challenge it, or stand in other more com@&rms|
to it?

This research makes use of content analysis, visual analysis, and foqssigrou
conjunction with a questionnaire to answer these questions. A visual analysis method is
used in combination with traditional content analysis as a means to interpret

understandings of masculinity conveyed on magazine cover images. In order te captur

32
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the perceptions and attitudes towards images of masculinity presented irdtae me
generally, focus groups and a pre-focus group questionnaire were conductesse dhe

a questionnaire and discussion in the focus group allows the researcher the adfantag
comparing what participants said and how they behave in the group and what they say on
the questionnaire. These two methods of collecting data may show a difference in the
public and private persona of a participant. This multi-method use of stratedegs of
collection enriches the findings of the study.

One of the qualities that qualitative methods bring to research is incorporation of
researcher bias. This bias threatens the validity of the research as onegueiithatr
non-objectivity taints the results. However, most research is not without bias.
Qualitative research uses researcher bias as an asset rather thiameatdeDue to the
gualitative nature of this research, this researcher acknowledges tlogigbéras existed
and played a factor in interpretation of data. Through the use of the questionraire dat
which can be quantified, some research bias was minimized through thatigealita
analysis.

Normally, interrater reliability is discerned through the use of multiplersdde
whom a reliability factor is assessed based on the level of similaritththaoders have
matched. Due to this research being conducted by a sole researcherernradility
is a controlled limitation to the reliability of the coding. Detailed openalization of
the coding criteria was instituted for consistency and clarity in the cantahtsis data

collection. A pilot test with a sample of magazines was used to test timg) codi
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understanding of the criteria. A pilot test of the questionnaire was used to insure the

guestions captured data accurately.

Limitations of the Research

All research methods have limitations. Focus groups, questionnaires, content
analysis and visual analysis bring their own set of limitations to thiandseThese are
discussed previously in this chapter. However, by using a multidimensionathesea
design to create triangulation, the researcher has the opportunity to offset shose of
limitations that each strategy brings to the research.

Through the restriction of collecting only certain demographic data on
guestionnaires, one misses the opportunity to make inferences about their pésticipa
viewpoints from something that might be influencing them more than the categories
collected. This research does not inquire about religion or income. These two factors
can play a significant role in a person’s life and can affect their opinion. The use of a
focus group with the questionnaire has the potential to bring forth this influence through
conversation.

The exclusion of all other members of society narrows the application of the
results of the research. This study purposively excludes other races othehitieaasv
well as all women. It is through this exclusion that the researcherpéstémrcontrol for

any cultural, racial and gender influences found in the larger societyhdzd bow a
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person interprets masculinity. By not collecting information from these grawgews
the research to focus on the dominating racial group in the U.S.
The final limitation of this research is the reliability and the abibtyréplication.
It would be feasible to repeat the study using other men’s magazines and aiker foc
groups. The results from which could be used to validate or refute the findings in this

research.

Content Analysis

Content analysis allows for the examination of social artifacts through a
guantitative and objective methodology of research through coding. In this re$earch t
unit of analysis is the magazine covers. Since content analysis disaisawe of the
“what” aspect of research, the coding of the content of the magazine coverglisitbase
two key factors that are the following: whether a human figure is presdht cover and
what the words are that present on the cover.

If there is a human figure on the cover, data is collected in the followinggodi
categories: Number of human figures; Gender of image (Male/FerGabéhed, partially
clothed or unclothed; Part of body shown (1. Full Body, 2. Head shot, 3. Head to waist, 4.
Head to knees, 5. Head to mid-thigh, 6. Head to ankle, 7. Head to mid-crotch, 8. Head to
mid-shoulder, 9. Head to mid-chest, 10. Head to shoulder, 11. Other); Does the body
show: defined muscles on unclothed body part, defined muscles under clothes on body

part, absence of muscles on unclothed body part, absence of muscles under clothes on
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body part. Collectively, these items are collected and used to createighbmntif
descriptive statistics about the magazines.

Words can create a certain perception of how the image is to be viewed. So, itis
important to collect the words that appear with the images because the enting cover
being viewed and interpreted by the reader. In this research, the words on the cever we
coded to see what words the producer of the magazines used to capture a reader’s
attention. The capture of specific words, key themes and general observasarseda
for visual analysis. Data is collected in the following coding categdor words on the
magazine covers: picture image description, words on cover that are theflamgest
words on the cover that are the second largest font, general message on the taver by t
collective words, descriptive observation of the image. The detailed coding sisheme

Appendix C.

Visual Analysis

Visual analysis has been used in many different fields of science to gather or
enhance information. Its use in the field of sociology, however, has been met with
anxiety over the integrity of the image, the fallibility of the process ettteh and that it
is not scientific (Collier, 1979; Cheatwood and Stasz, 1979; Prosser, 1996). Imagery is a
very powerful tool in conveying information. The photograph is, per Jon Wagner, “an

image selected from all there is to see, framed in a distinctive amaeat pieculiar
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manner, and processed...according to a set of highly manipulable techniques” (1979,
147).

Visual analysis allows for interpretations of meaning in an image that ch@not
captured in other means of data collection. Rather than looking at just the mamifest
surface image as in conventional content analysis, visual analysis attéhelsrteaning
of what is presented. One of the strengths of visual analysis is that whes enageit
together they can show cultural and social structure references, ratharmchantifiable
numerator (Collier, 1979). It considers not only the picture, but also the viewer and the
photographer (Wagner, 1979; Harper, 1994). It allows a researcher to astrgugsth
as: is the viewer in public when he accesses the image? Is the viewer atdrefiela
the image meant for the viewer to be alone or with others when looking at the image?
What does the image convey from the point of view of the photographer?

In this study, visual analysis is used to generate more nuanced data about the body
images on men’s magazine covers. lItis essential to look beyond whatifiestia
order to truly use one’s sociological imagination to uncover the impact the images h
on not only the individual viewer but the society as a whole. It is important to expand the
way in which sociologists examine the world; particularly in the advent of @ mor
technologically dependent society. As we connect more through our technology and less
face to face, the picture/image is becoming increasingly more importsotigty today.

How we represent ourselves and others becomes a way of informing others about who we

are as individuals and as members of a larger society. The perception obettenes
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an important part of how we define ourselves in terms of masculine or feminine,

regardless of the degree to which we choose to conform to societal constraintsesn gend
The use of visual analysis and content analysis does possess potential issues

regarding bias and validity. Visual analysis is based on subjective ettgrpn of the

data and inferences are made by the researcher who has their own biasesabnd s

experience that can cause prejudice in selection as well as interpretatvoever,

analysis of a group of images randomly selected can reduce prejudice oficeatite

contribute to the statement of the collective group (Wagner, 1979). By syistemat

random selection of the magazines, this researcher reduced that aestjueticepia

this study.

Focus Groups

Focus groups allow this researcher to gather perceptions and attitudes about a
topic through the collective discussion of a group of individuals who share a particular
characteristic. Also, it allows this researcher to capture data inah eoeironment,
which some researchers believe to be similar to a setting that would oceak lifer
(Hollander, 2008). It is a simple means to explore a topic rather than explaheit. T
heart of this focus group was to find out how each man interprets the meaning of the
societal understanding of masculinity and how he chooses to manifest thatgneani

Through the use of the focus group and a pre-group questionnaire this is explored.
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An integral part of any focus group is the facilitator/moderator. The moderfat
a focus group has the advantage of choosing to allow the group to be either séledirect
in dialogue by blending into the background and having a member of the group facilitate
the group discussion to allow a more natural interaction to occur or be an active
moderator who introduces specific questions and insures the discussions do not stagnate
or go on too long or. As a self-directed group, a researcher has less contrdl toipidsa
are discussed at length, which might be something irrelevant to thecresgac. This
is an important aspect of focus groups because moderators have the abilifytteekee
participants on track. This researcher uses an active moderator inoitiesgroup
discussions because the topic of masculinity is so abstract that the grdag tebe
directed in an efficient way to get the participants to discuss the moretamipaspects
of the term to answer particular questions this researcher was aimingetartsavered.

The overarching question for the focus group is exploring what masculinity
means to these participants. By interjecting well thought out questions, theatooder
focuses the group on very specific topics in a very quick manner. For example, the
moderator can pose questions to the participants that involve more thought provoking
answers to move the discussion along. Questions such as: what source does their
meaning of masculinity come from? Is it something that they receive mxtiusom
the media or does the meaning come from a variety of sources that cveljeatiow
them to understand the meaning of masculinity in the USAmerican society? Vphat im

do the media play in their perception of what being masculine means? By avoiding yes
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and no type of questions, it provided more of an insight into what influences these
participants. The focus group questions are listed in Appendix E.

Prior to participation in the group discussion, focus group participants take a
guestionnaire. By asking the participants to respond to a questionnaire before they
engage in group discussion, it allows this researcher to assess whetheraher
“groupthink” (Janis 1972), meaning answers are a consensus of the group rather than
unique to the individual, influencing participant discourse. The questions on the
guestionnaire were similar to the questions that were asked in the focus grogpidisc
The questionnaire consisted of thirty-one force choice questions and five rapehhst
type questions. The questionnaire is in Appendix D. It aides the participagetting
them in the right frame of reference to actively participate in the greepssion.

Focus groups’ limitations center on the participants. With this type of
methodology, a researcher relies on what the participants say. It is ceaaditaken at
face value. A researcher doesn'’t truly know if the participants areslisg the full truth
of their opinion or if they are influenced by the group (Hollander, 2008). However, the
benefit of focus groups is to capture that very dynamic between the members of the
group. Group members may influence each other. There may be an underlysngepres
to appear in agreement with rather than a dissention from answers given. Aslétolla
states, “Participants may exaggerate, minimize, or withhold experidapesding...”

(626, 2008). This is not something that a researcher can capture with one-on-one

interviews.
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Another issue researchers face with focus groups is the notion that the dath gai
from these groups are not generalizable to the larger population. One is better abl
describe the group than translate the data into something that describes thentaege
because the group may not be composed of a true representation of the larger societ
Through the use of focus groups, the validity of the researcher’s intequmesalti be
increased as the meaning gained from the magazine covers is explored by theolgzus g
participants. The use of standardized questions and standardized operationairdefinit
in the content analysis will support the reliability of the analysis. Somarobses find
differences between groups problematic, and groups are difficult to asdeechluse of

time or location of the focus group.

Sample Selection

Magazine Covers
The Association of Magazine Media (MPA), an non-profit organization
representing approximately 275 U.S. and International publishing companies l&tates t
there were approximately 20,638 magazines in publication in 2009 in North America; of
those 7,110 magazines were consumer magazines (2010, 81). Borders Bookstore, a
nationwide bookstore associated with Amazon.com, an online bookstore, claims to carry
4,881 magazines in its stores nationwide (Borders, 2008). With a population size of over

20,000 magazines currently in print and due to the lack of a consistent industry standard
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of what constitutes a men’s magazine, purposive sampling was done to selert specif
magazines for this study.

Through a cross listing of magazines from Borders bookstore, the listings of the
top 100 magazines ranked by the average total single copy circulation angsiobscr
circulation according to the Association of Magazine Media (MPA), a list eftstxual
and homosexual men’s magazines was created. These lists can be found in Appendix A
and Appendix B. To further narrow down the list of men’s magazines compiled, this
researcher has additional criteria the magazine needed meet in orderdinided in the
sample. They were the following: published in the U.S., printed in the English l&nguag
was in print during the period of 1999 to 2009; defined by the publisher as an annual
magazine; had a main target readership of white males; publisher sta#esd i
specifically targeting a heterosexual or homosexual male as its aydientarget
audience was between the ages of 18 and 34 years old; the cover of the nteghzine
male figures more often on the cover than female figures. An annual magazsine
defined as having at least 12 monthly publications per year.

Magazines were excluded from the sample based on a second set of criteria.
Quatrterly publications were excluded from the sample because these maparme
limited exposure to the target audience with four magazines produced a yeagn Fore
publications are excluded from this sample. Foreign magazines were defithedea
that were printed in a language other than English or those that were prxnlesively

outside of the U.S. Pornographic magazines were excluded from the sampleinbtagaz
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that had a target audience of women or persons under the age of 18 were excluded from
the sample.

The magazines selected from the criteria listed above were the fajtoiien’s
Health, Men’s Fitnessinstinct andOut. There were over 76 magazines directed toward
a heterosexual male readership in the sample populdden:s Healthmagazine and
Men’s Fithessnagazine publishers specifically claimed a targeted heterosexual male
readership between the ages of 18-34 and met all the criteria needed to be.selecte
There were less than 30 magazines currently in print that were availatiie &ample of
magazines directed toward a homosexual male readelsisimct magazine’s publisher
specifically targeted homosexual male readership and met all the otbeadatbe
selected. While Out magazine publisher stated it targeted homosexual aawl lesbi
readership, it was included in the sample because it met all the critegjat @xe. None
of the other magazines in the list of homosexual directed readership matasniteria
asOut magazine.

A random sample of 104 magazines covers over a 10 year period to do the content
analysis and visual analysis is created by the researcher. A systeangple with a
random start between one and 12 and using an interval of five is used to pick the issues of
the magazines to be in the sample. The subset sample of the magazines resulted in the
following months and years to be selected for each magazine: May 1999, October 1999,
March 2000, August 2000, January 2001, June 2001, November 2001, April 2002,
September 2002, February 2003, July 2003, December 2003, May 2004, October 2004,

March 2005, August 2005, January 2006, June 2006, November 2006, April 2007,
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September 2007, February 2008, July 2008, December 2008, May 2009, and October
20009.

A random subset of six magazine covers is used in the focus groups to direct the
discussion about masculinity in the body. Each focus group views magazine covers that
were directed toward their sexual orientation. It is the intent of thearaser to
minimize the risk of offensive images through the exclusion of women’s magaxide
other types of magazines in the focus group sessions. Therefore, thisheisearated a
homogenous sample of covers to allow the participants to focus on the images
specifically targeted to them. The magazines selected may not hava toeen
representation of what the participants view on a regular basis. However, for the
purposes of this research, the sample was appropriate.

The use of these magazine covers for this study does bring with it some
limitations and strengths to the research. Exclusion of women’s magazines, porrmmographi
magazines, hunting magazines, etc. runs the risk of not capturing a completecgample
magazines the participants may be exposed to in their daily lives. What it doesehow
is focus the participant’s attention and this researcher’s attention on af area
masculinity research that targets a social understanding of how the whitplagslya
part in defining masculinity in the U.S. The targeting of magazines with aispecif
readership of white males limits the ability of this study’s gereadaility to other racial
and ethnic groups. However, the strength of this study’s exclusion of these ot fact
and groups allows the research to focus in on the influence of the dominating white racia

group in the USAmerican population.
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Focus Group Subjects

This study involves five focus groups. Group size ranged from six to eight
participants in each session resulting in a sample size of 27 participargatyTnen are
heterosexual and seven men are homosexual. Participants are reavuitedefa gyms,
universities, bars and social groups through snowball sampling from the Washington D.C
metro area, which includes parts of Virginia and Maryland. The use of key arftsm
such as membership managers, social club presidents, and bar staff is usediimgrecr
targeted participants. Snowball sampling is chosen because of the veng spg¢egory
of men with which this research is being conducted.

This research’s intent is to focus on a select category of members &y socle
measure unquantifiable aspects of behavior and social influence. Therefoledherse
of participants has to be purposive. Participants are selected to peetioigae study if
they were male, self-identified as homosexual or heterosexual, Inetineeages of 18
and 34, white, and self-identified as middle class, with at least a high schaaition.
While there are not any physical restrictions, recruitment fromsggrdeliberate to
insure that some of the participants are active in changing the shape bbtheto a
more muscular physique.

Because whiteness is part of masculinity found in the production of U.S.
magazines, it requires these specific criterions and placed other coliticfsthe scope
of this research. This researcher chooses to focus on white middle ctesecaase
they form the dominant group in society, which has vast control of the social institutions

These social institutions produce and perpetuate collective social undergsasbout
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masculinity in the U.S. Thus, the reason the men have to be born and raised in the U.S. is

to try and hone in on those with a lifetime exposure of U.S. media.

Significance of the Research

As a researcher, one has the power to delineate knowledge. The significance of
this research is to broaden the understanding of the agency of gender and bodrés in m
and masculinity studies. By analyzing a medium that has the potential to timpéces
of every USAmerican, this research can make a difference in the way avepaiety,
take for granted the images that we allow ourselves to consume. By bringinghforth a
examination of the social understanding of men to conform to an idealized boayinmag
order to be viewed as masculine, it brings into focus a relatively new areaarfcrem
Sociology that deserves expansion.
Not only is there a lack of research in this area of men’s and mascuiudigs
but the field of Sociology must begin to examine men when it comes to body image and
masculinity, as systematically as they examine women, body image aimdhigm This
research is creating a baseline from which other researchers can exgpamgrve
upon. Through the purposive selection of white men, it begins the deconstruction of the
hierarchal social system from which understandings of masculinity aedréaught
and learned. Without a baseline, the importance of this area of inquiry is overlooked.
Through the comparison of heterosexual and homosexual white men, the

concealed whiteness and heterosexual interplay with masculinity is ptaéot While
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past research has focused on one particular sexual orientation when examining
masculinity, the comparison of heterosexual and homosexual men has not been combined
into one study. This study accomplishes that and creates a stepping stone for future
research.

The question of what overarching, mainstream ideal body image being promoted
to men in the U.S. of America and how it affects them is an important areseafcb.
This researcher hopes to extend the interest in the analysis of the sosialgooesmen
to live up to an ideal masculinity via images seen in the media. The strength cd using
multimethod approach in this study is that it brings the perspective of thechtesedne
perspective of the individual men and the perspective of the group of men into view.
Those different perspectives can then be analyzed and compared with each other to
deepen the understanding of masculinity and how the messages that the media produce

are consumed. The next three chapters each focus on one of these methods of analysis.



CHAPTER THREE
CONTENT AND VISUAL ANALYSIS FINDINGS

The findings of the content analysis and visual analysis of 104 magazine covers
are presented together in this chapter. Due to the enormity of the data piee isha
subdivided into five sections. The first section pertains to the content analysisginding
for the overall sample. The second section details the visual analysis firatitigs f
overall sample. The third section presents specific content and visual afaliées’s
Healthmagazine. The fourth section covers content and visual analyseifos
Fithessmagazine. The fifth section deals with the content and visual analysis found for
Outmagazine. Finally, the sixth section reviews the content and visual analysis for
Instinctmagazine. A sample of covers from one of the magazines is contained in

Appendix F.

Content Analysis - Overall findings

Description of Cover Images
In order to assess the depiction of masculinity on magazines, it is important t

capture a sample of images to which these men have access. Through thatexaofi
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the manifest representations, one can get a general sense of what the pafdheer
magazines associate with masculinity.

The 104 magazine covers in the total sample are very homogeneous as a group.
All of the magazine covers show at least one human figure. This is the norm with 92 of
the covers having only one human figure presented. Twelve of the covers have two or
more humans shown. The largest number of human figures found on one cover is 11.
Ninety percent of the magazine covers have a white model. While only 14inesyouat
of the 104 in the sample have a race other than white on the cover, 13 of those models are
male; 11 African-American men, 1 multi-racial male and 1 Hispanic mableT. shows

the breakdown of the basic findings for the cover images.

Table 1
Cover Images Basics
Item Operationalized Finding N / Percent
Human Figure| Yes 104 / 100%
No 0%
Number of 1 human figure 91/ 87.50%
figures 2 human figures 10/ 9.62%
3 human figures 1/ .96%
9 human figures 1/ .96%
11 human figures 1/ .96%
Gender of Male 88 /84.62%
image Female 51/4.81%
Both 11/10.58%
Race of White 90/ 86.53%
human figure | Black 11/ 10.57%
Hispanic 1/ .96%
Multi-racial 2/ 1.92%
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Of those human figures found on the covers, 88 of the covers have a male model
only. Only 11 of the covers have both male and female models on the cover. However,
the female is a secondary figure to the male and is shown in a small insert bofall
those covers. Five of the magazine covers have a female model only on the cover. These
eight female model covers are found equallyMen’s Fitnessnagazine an@ut
magazine. However, the women on ken’s Fitnessnagazine are either nude or in a
bikini, which can be seen as a direct marketing strategy to entice heterosetes to
look at or purchase the magazir@®@ut magazine has the women shown from their head
to their shoulders and appear fully clothed, which has no sexual enticement for the
viewer. The only enticement for a viewer with the f@ut magazine female models is
the draw of the particular celebrity shown on the cover.

The use of celebrity figures or professional athletes on the cover of the
magazines in the sample is varied. Table 2 shows the frequency of how oftertieglebri

or athletes are used as cover models on the magazines in the SQotpteagazine has

Table 2
Count of Types of Models
Magazine Celebrity Professional Athlet§ Unknown Model
Men’s Health 10 3 16
Men'’s Fitness 7 9 17
Out 39 1 6
Instinct 8 0 19

*These counts include the small insert photos. Some covers have more than one cover model presented
increasing the count.
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the highest number of celebrity or professional athlete models shown on 19 out of its 26
covers in the sample. Two ©ut magazine’s covers have 9 or 11 people on one cover,
which increases the countlen’s Healthmagazine has 11 of its covers show celebrity or
professional athletedVlen’s Fitnessmagazine has 14 covers out of its 26 in the sample
show celebrities or professional athletes. Celebrities are found on only eligiirodt
magazine’s covers. What is significant ablmstinctmagazine is that none of the covers

in the sample olinstinctmagazine were professional athletes. Rather, they used
celebrities that are either film actors or reality television st@/gh this lack of athletic
imagery, one could surmise thastinctmagazine’s believes its readership has no

interest in professional sports or athletes.

In sum, the magazine covers in this sample show that the producers of these
magazines are focused on a white male to represent their brand. It is through the
purposive selection of these white males as cover models that the magazines ar
reinforcing the social perception of whiteness as being an overarchinetads
representation of the USAmerican society (Perry, 2001). The use of cetebntthe

covers brings to the forefront the exemplars of dominant masculinity andfeness.

Clothing on Body Parts
Comparatively, the four magazines create a continuum of conservatism thsliberta
how they showcase the model’s bodies with or without clothes. Overall, 51 pdrcent o

the covers have the models fully clothed. Forty-three percent magazine ltaverthe
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models partially clothed. Only six percent of the magazine covers have a tynple

unclothed model. This information is captured in Table 3.

Table 3
Amount of Clothing on Model
Is the figure Number of covers Percentage of
sample
Completely clothed 53 50.96%
Partially clothed 45 43.27%
Completely Unclothed 6 5.77%

Out magazine is the most conservative of the four magazines in regards to
showing an unclothed or partially clothed body. It has the most instances, 21 out of 26
magazines, where the models are completely clothed. Of theQhteeagazine covers
with more than one model, there was opportunity for the producer of the magazine to
deviate from conservatism and have unclothed or partially clothed bodies. Hopatever
three of these covers have the models fully clothed or just have head shots.

When it comes to showcasing the model’s bodies with clothing or without
clothing,Men’s Healthmagazine anthstinctmagazine are more equal to each other and
fall in the middle of the continuunMen’s Healthmagazine has 16 of its covers with
models completely clothed, which leaves 10 covers with models partialedlot
completely unclothed (although the entire body may not be shown). Of the three
instances where there is a second picture placed as a small inglem’srHealth

magazine, two of the inserts are of women’s heads and one is an insert of algnale ful
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clothed. Instinctmagazine only covers 12 of its models with complete clothing and
leaves 15 to partial clothing or no clothing at all.

On the opposite end of the clothing continuum fi©oat magazine idlen’s
Fithessmagazine. In this case, the cover models oMin@s Fitnessnagazines are
only completely clothed in seven out of 26 covers. The number of partially clothed or
nude models goes up if you include the six smaller insert pictures. Of the intaei
two are women nude from the waist up covering their breast with their arms; @ne i
male model partially clothed; two are head shots of women; and one is a completel
clothed male inserted next to a completely unclothed cover model woman. So, out of 32
models, 22 of them are either completely unclothed or partially cloth&teais Fitness
magazine.

In sum, 49 percent of the magazine covers in this sample emphasize a body with
little to no clothing. The amount of clothing that the magazine producers chose to have
on the models makes a statement about the importance of the body as a visual
representation of masculinity. The more of one’s physical features are dromoite

the message becomes about the body than the person or celebrity on the cover.

Body Part Shown
In this sample, there are 10 different categories of body parts that ane show
the covers. What is noteworthy about the part of body shown to the viewer is what the

producer of the magazine considers the most important aspect of the body to rejpeesent
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magazine. The images that are shown most often are the images that are gaveg to |
the most impression upon the viewer as to what these magazines believe to be the best
representations of the male body. Table 4 shows the ten different categorieswv

much of the overall sample they represented in percentages and number of covers.

Table 4
Model’'s Body Part Shown on Cover
Part of Body shown Number of covers| Percentage of sample

Full body 6 5.77%
Head shot 6 5.77%
Head to ankle 2 1.92%
Head to knees 11 10.58%
Head to mid-chest 8 7.69%
Head to mid-crotch 1 .96%
Head to mid-shoulder 1 .96%
Head to mid-thigh 41 39.42%
Head to shoulder 1 .96%
Head to waist 27 25.96%

As noted in Table 4, the most common body shot for the figures in the sample of
covers is head to mid-thigh with forty one covers. What is notable is that the
heterosexually directed magazines have a higher percentage of theaimeaghowing
this particular image than the magazines directed toward a homosexuasmgadexf
the magazines directed toward the heterosexual reader, 50 percent (26) ofahi@esag
show the model from the head to mid-thigien’s Healthmagazine has the highest

number of covers with this type of body part representation on its covers. litprise
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image on 18 of its 26 covers. Only eightvén’s Fitnessmagazine’s models are shown
from the head to mid-thigh.

The results for images capturing a model from head to mid-thigh on the
magazines covers directed toward a homosexual readership represents tlowvenssh c
that sample as well. However, it is significantly lower than the magadirezsed
toward a heterosexual readership. Only 15 covers, 29 percent of the magazated dire
toward a homosexual reader, show the model from the head to mid-@ugmagazine
has just three models depicted in this categbrgtinctmagazine has 12 cover models
shown from the head to mid-thigh, which represents 46 percent of its covers in the
sample.

Also seen in Table 4, the second most common body shot is head to waist
depictions found on 27 covers out of the 104 in the sample. The comparison of results
for heterosexually directed magazines and homosexually directed magstzoves a
more even representation on the magazines in this category. Of the heterpsexuall
directed magazines, 13 of the covers have a model that is seen from the head to.the waist
Fourteen of the homosexually directed magazines have a model on the cover from head
to waist.

While Men’s Healthmagazine has just two covers that have models shown from
the head to the waid¥jen’s Fitnessmagazine has 11 of its cover models depicted from
the head to the waisDut magazine anthstinctmagazine do not have such a

disproportion between them lilden’s Fitnessnagazine an¥len’s Healthmagazine.
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Outmagazine has models shown from head to waist on six of its covers in the sample.
Instinctmagazine has eight models shown from head to waist.

In sum, two of the categories, head to mid-thigh and head to waist, dominated the
covers overall. The importance of these two categories is the capturiregareas on
the male body that can be physically manipulated naturally or art¥iciklis from the
neck down to the thigh that men can build physical strength or images can be remnaged t
make those body parts appear physically strong. It is this area of theithadbdyen can
differentiate themselves from women. Thus, this is where a man’s magolinit

embodied.

Muscularity of Bodies

As previously noted, on these covers, masculinity is represented in the body of the
models on the magazines. The capturing of the areas of the male body that symdolize hi
masculinity becomes more significant when the level of muscularitystipaésented to
the viewer is repeated continuously. The repetitiousness of the images putsismipha
the physical structure of these bodies.

In this sample, there are four different levels of muscularity exhibited on the
covers. However, muscularity on the figures is skewed to one of two estrédme
level, defined muscles on unclothed body part, appears the most often in the sample.
Table 5 shows these categories and how much of the overall sample theyntegdrese

percentages and number of covers.
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Table 5
Definition or Absence of Muscles on Model
Body Shows Number of Percentage
Magazines

Defined muscles on unclothed body part 52 50.00%
Defined muscles on clothed body part 6 5.77%
Absence of muscles on unclothed body part 7 6.73%
Absence of muscles on clothed body part 39 37.50%

Out of the 104 covers, a model that has defined muscles on the parts of his/her
body that are unclothed is 52 magazines. This represents 50 percent of the sample. On
the opposite end of the spectrum of exhibiting muscularity is the absence of mtyscular
on a model. In this sample, 39 magazine cover models do not have any signs of muscle
definition on their bodies. The pronounced lack of covers the other two categories
indicates the value of extremes in the sample. Thus, the overall sampls sgvedbe in
the number of covers that have depictions of defined muscles compared to those with the
absence of muscles on the cover models.

When looking at which magazines are most represented in these categories, the
difference between the heterosexually directed magazines and the hoatlys#irected
magazines becomes more apparent. The heterosexual magazines have 60 pkecent of t
covers show a defined muscular body on unclothed body parts, which is pretty evenly
split between the two magazindglen’'s Healthmagazine has 14 covers with this image
andMen’s Fitnessnagazine has 17 presenting this image on the cover. The

homosexually directed magazines have 40 percent of its covers show a definedmuscula
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body on unclothed body parts. Unlike the heterosexual magazines, the distribution of this
40 percent is skewedut magazine has seven representations of this image on its cover,
while Instinctmagazine has 14.

In the category of absence of muscles on clothed body part, this image is more
prevalent on magazines directed toward a homosexual reader. It is found on 26 covers,
which is 50 percent of the sample of homosexually directed magatigsiagazine
has 16 of its covers with this imagmstinctmagazine has 10 of its models demonstrate
this image on its covers. Drastically different is the number of magatineesed
toward the heterosexual reader that have this type of image. Only 13 of the 52
heterosexually directed magazines in the sample present a model with noaniyscol
clothed body partsMen’s Healthmagazine uses this image only nine timegn’s
Fitnessmagazine uses this image even less with only four images.

In sum, the images that are presented on these covers represent the brand of the
magazine. One would expect to find more muscularity showenis Fitness
magazine antMen’s Healthmagazine because the magazines are focused on the body
and fitness.Out magazine anthstinctmagazine are general lifestyle magazines. So, the
muscularity in the models that are shown is viewed through fashion rather than fitness

like Men’s Healthmagazine oMen’s Fitnessnagazine.
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Visual Analysis — Overall Findings

Words Used on the Covers

The importance in the use of words with the images is the message that the
producer of the magazine is trying to convey and who the targeted audiencerill, Ove
the covers have no fewer than 17 words and no more than 100 words. The most frequent
number of words found on the covers is 46 and 50 words, found six percent and five
percent of the time respectively. This shows that the producers of the magazine know
they have to be more deliberate in which words they use on the covers to convey what a
model could convey on its own.

Of the 104 magazines, there are 12 covers that were identified as targeting
heterosexual males directly. Not surprising, these 12 covers are found atherijst
magazines in the sample directed towards the heterosexual reader. The waalsstth
the 12 magazines to distinguish themselves from the others are in phrases sugh as; “g
her what she wants,” “will she cheat? Here’s how to stop her,” “your guiddsd gir
“abs for her bed,” and “get fit for her.” Choice words like those allow the viewer
know that this particular magazine is intended for a heterosexual male. ThéGther
magazines, which are stated to be directed toward a heterosexual readetiship by
publisher, did not have any direct language that would indicate heterosexual makes are

specific targeted audience.
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The magazines that are directed toward a homosexual readership havd a sexua
connotation to them, which alerts the viewer as to whom the magazine is targedimg a
audience. However, the words are less overt than the magazines that &ed thweard
heterosexual readership. Words that are used on magazines directed toward a
homosexual readership are more centered on looking at the male body and how being
homosexual impacts different aspects of life. For example: “the naked’is3guys in
briefs and nothing else,” “how firing gay soldiers puts our country at righy TV takes
off,” “the greatest gay success stories of 2003”. While some of the magaze
sexualized through showing almost nude cover models and having some words that tease
the viewer into associating sex with the image, a majority of the magatnaeted
toward homosexual readership in this sample have some type of socially conguantis as

directed at their readers and how their sexuality plays a part in theydaydives.

Presentation of the Models
All of the models on all 104 covers are of attractive and physically fit people.
Physically fit is defined as a person who has no signs of being overweight, who could
perform daily activities without fatigue, someone who appears energetic, andtake
active role in maintaining their appearance and physique (Center f@asbiS®ntrol and
Prevention, 2011). All of the models on all 104 covers are well groomed. Well groomed
is defined as physical aspects that convey they conform to the sociaptatue

measure of grooming. They have the following characteristics: theiishaatly
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combed, their clothes are fitted appropriately, and their teeth are white andsgns of
irregularities (crooked or broken teeth).

The most significant grooming aspect in the presentation of the models is the
absence of hair on the face, chest or underarms regardless of gender. Out of 504 cove
only two show hair on the arm or underarm. Without the aid of the producer of the
images, the reason behind the lack of hair cannot be known for certain. However, one
can speculate on the reasons for the lack of hair. First, the lack of hair thitomedel’'s
muscularity to show more visually. Second, the male figures that are sebarimetdia
outlets are hairless, such as in professional wrestling or body buildingsi@heshows.

Thus, hairless models on the magazine covers are on par with the trend in media. The
hair may detract from the visual attractiveness of the model leading to rredecli
magazine sales.

There is an element of sex appeal that the magazine producers are trying to
convey. It can be seen through the positioning of the models. As noted earlier, six of the
covers in the total sample are of completely unclothed models. Two of the models are
women and four of the models are men. Also noted earlier, the two women are
strategically used to elicit sexual desire from a heterosexual malee i§h® difference
between these two images. However, when viewing the four male models, there is a
significant difference. The distinction between the four male models isabsage
behind the imagery conveyed to the viewers.

Thelnstinctmagazine cover model is seen from the point of view of a person

looking down at a man laying nude in a bed. It is a sexually enticing position due to the
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sheets of the bed crossing over the lowest point on his body that covers his geaital a
The perception of the viewer is that this man is waiting for a sexual encounter esthas |
had a sexual encounter. When compared to the other unclothed rrestelst

magazine is deliberately using the male body as a powerful medium to coithetbiew
viewer’s sexual desires.

Outmagazine’s two unclothed models and the one unclothed modétios
Health magazine are not in a sexual position likeltigtinctmagazine cover model. The
Men’s Healthmagazine’s cover model is shown from the chest up to his head. He
appears to have been caught by the camera having fun in a swimming pool. Ge of
magazine’s cover models appears from the chest up to his head also. His pose and the
words on the cover convey that he is sunbathing. In addition, his arm is across his
forehead indicating he is trying to cover his eyes from the sun. This is not an iratge t
conveys sexual encounters but relaxation and fun.

The secon@ut magazine cover model is standing. The image captures him from
his head to his hips. It is somewhat blurred as if the model is standing behirdlg slig
steamed glass shower door and was caught after he turned the water tiér dfeltese
two Out magazines covers nor the den’s Healthmagazine cover conveys to the
viewer a sexual desire like the imagelostinctmagazine. All three of these images

suggest more of a captured moment in everyday life.
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Image Color

The use of color on the magazine covers is a significant aspect of thehe¢kaarc
was captured through visual analysis more than tick marking for content andtysas
done this way because the imagery as a whole tells more about the producer of the
magazine than the reader or viewer. Deliberate use of colors or lack of coloptae ca
an audience’s attention or lead to not noticing the image at all.

The images oMen’s Healthmagazine are so similar to each other that the covers
as a whole appear to be cookie-cut outs of one layout. The words and models change
from one issue to the next. However, the covers look like rotating inserts instead of
images that are depicting an aspect of real life. The use of black and wHiteuin a
three of the covers dden’s Healthmagazine is not attention getting as far as catch
words or image. What stands out slightly is the title of the magazine at the bhap of t
page, which is either in tone-down shade of red or orange. The three covers that are in
color onMen’s Healthmagazine are issues that have famous men as models. They are
the following: December 2008 has actor Cam Gigandet on the cover; May 2009 has actor
Chris Pine on the cover; and October 2009 has US President Barak Obama on the cover.
However, even those three covers do not grab the viewer’s attention. Becausertbere i
sharp contrast between the words and the imd¢es’'s Healthmagazine forces the
viewer to go to the magazine rack to get a closer examination of the magaattes by t
alone. So, one must be a knowledgeable magazine reader or familiar with thenmagazi

to notice it among the magazine industry’s 72 identified men’s magazinesefor sa
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The other three magazines choose to show contrast between the model and the
words through color. While the title of the magazine is prominent, the color contrast
allows the magazine to grab a person’s attention through a catch phrase or a body part,
which would lead them to look at the magazine regardless of whether they were

knowledgeable about the particular magazine.

Placement of Words and Models on the Covers

The words on the cover are found more often on the left side of the cover.
However, some magazine covers surround the models with words on either side of them.
There were no instances in this sample that the models were completely loghivatc
A few of the models had parts of an arm or leg covered by words. However, none of
those instances detracted from the image of the model.

The significance of the placement of the model relative to the words plays an
important part in what the magazine cover is trying to convey to the viewer. Thismode
on the covers are typically centered or placed to the right side of the meagaxer. If
the models are more visually prominent on the cover, taking up more than half of the
cover page, the producer of the magazine is conveying that they believe the model wil
prompt that person to read or purchase the magazine. If the words are more prominent on
the cover than the model, the producer of the magazine believes those catch phrases are
important enough to entice the viewer to look inside the magazine for more information,

which may lead to a purchase.
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All of the magazine covers had words that coordinated with the model’s physique,
pose or identified the celebrity or professional athlete. For example, oneimeagazer
had the words “Get Ripped Like A Fighter!” and the image of Floyd Mayweather
who is a professional boxer, next to the words. In cases like these, the producer of the
magazine is enticing the viewer with both the catch phrases and the draw of a
professional athlete or celebrity. In the sample of 104 magazines, the cawers wi
celebrities or professional athletes positioned the person more prominently than the
words.

Overall, the words that are placed on the left and above the center of the page are
the words that have font sizes significantly larger than the rest. Placentleis upper
left section of the page is what catches USAmerican’s eyes firsisahét starting point
to how they were taught left to right reading. These are the words thaetedader
what important information is in the magazine that makes the viewer want t¢ oead i

purchase it.

Other Observations

While the individual sections of the cover can stand alone in their message,
collectively, the cover’s words, placement of words, colors on the covers, the way the
models are presented, all have a shared meaning for the viewer. That negssge
these men that are shown as models represent a form of masculinity to whickvtre vie

must measure his own masculinity against. The words surround the model are not only
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telling the viewer how masculinity is being measured, but the heterosexual a
homosexual magazine provide a different way to accept how a man falls on this
masculinity measurement. Heterosexually directed magazines givewer vi

information on how to fix their masculinity so that it equates with or comes close to wha
is seen in the model. Homosexual directed magazines tell the viewer howpbthete

masculinity and be proud of it.

Men’s HealthMagazine Additional Findings

Overall,Men’s Healthmagazine is a periodical that is produced by and targeted to
the white heterosexual male. Its editor-in-chief is a white male.nfimeur out of 26
models are white, while the remaining two are African-American. Ad@&rs have
men as cover models. Two out of 26 have a woman on the cover, but only as a small
insert at the top of the page.

The focus of the magazine is a man’s body and how to perfect it. It emphasizes
quick fixes and shortcuts to attaining the type of body presented on the dehesr’s.
Healthmagazine presumes a level of implied understanding from its audience, which is
the bodies presented on the covers are attainable with the information contained in the
magazine. They neither show nor explain how much time it takes these models to
achieve this type of body. They do not explain how much work it takes to maintain this
type of body. None of the magazine covers in this sampeafs Healthmagazine

show any type of fithess equipment being used by these models to attain these bodies.
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However, there is one instance on a cover that makes a reference to a revieessf fi
equipment as a small insert on the top right side of the cover page. This magazine puts
its emphasis on doing less work and getting more muscle.

Overall, the layout of the magazine for a left to right reading audience is well
crafted. As noted earlier in this chapter, the words on the covers in the total sample a
found more often on the left side of the page. Twenty out of B&eafs Health
magazine’s covers have almost all of its words on the left side of the page. Sbeseof t
covers have small inserts with words on the right side. However, the word emphasis is
on the left side of the page. The notable exception to this is the name of the magazine. It
is in either the color red or orange. It is consistently on the top portion of the cover, i
the same size font on all twenty six covers.

The most common words dien’s Healthmagazine are “Get Back in Shape,”
some derivative of building muscles and losing weight. All of the largestaégieirng
words are place above the center left side of the cover. Table 6, on the next {sae, lis
largest eye catching words and second largest eye catching words founced6tthes
covers.

In the physical placement of the models, none of the model images are on the left
side of the cover. Rather, they are placed either in the center of the page ongint the

side of the page. It works well with the placement of the words. In addition, thesmodel
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The Most Prominent Words on the Cover oMen’s Health

T

Magazine Issug Largest Words Second Largest Words
May 1999 LOSE 10 LBS. of Fat! THE BEER LOVER’'S WORKOU
October 1999 LOSE 10 LBS. MORE MUSCLE, LESS SWEAT
March 2000 LOOK GREAT NAKED 1-MINUTE MUSCLE MAKERS
August 2000 GET YOUR BODY BACK BEER; ABS
January 2001 GET BACK IN SHAPE! THE EASY WAY TO HARD ABS
June 2001 PACK ON MUSCLE! RATE YOUR MATE
November 2001 GET STRONG SEX APPEAL
April 2002 BUILD THE PERFECT YOUR GUT’'S A GONER!
BODY
September 2002 HARD BODY PLAN RELAX!
February 2003 | GET BACK IN SHAPE! SAME JOB, LESS STRESS
July 2003 SPECIAL SUMMER ISSUE] EXCLUSIVE 36-PAGE GUIDE
December 2003 ROCK STAR SEX! ROCK HARD ABS!
May 2004 STRIP AWAY BELLY FAT!| SEX SO GOOQOD...
October 2004 101 BEST FITNESS “A GREAT BODY IS A GIFT TO
PRODUCTS FOR MEN YOURSELF” -NELLY
March 2005 100 WAYS TO LOOK PLUS:THE PERFECT
GREAT MIND/BODY WORKOUT
August 2005 LOSE YOUR GUT! SCULPT YOUR ABS!
January 2006 GET BACK IN SHAPE LOOK BETTER — INSTANTLY!
June 2006 A MAN’'S GUIDE TO AND LIVING
EATING GREAT
November 2006 1029 WAYS TO HAVE IT | GET NFL TOUGH!
ALL
April 2007 YOUR WINNING SEASON | THE BEST DAMN HEALTH
ADVICE FOR MEN
September 2007 YOUR PERSONAL HEAL THYSELF!
SUCCESS PLAN
February 2008 | GET BACK IN SHAPE YOUR BEST BODY EVER!
July 2008 SEX ON THE BEACH! MUSCLE BEACH!; LIFE'S A
BEACH!
December 200§ STAY ON TOP! 100 BEST NEW TECH TOYS F(
MEN
May 2009 STRONG BODY STRONG | THE THREE FOODS YOU MUST
MIND EAT TODAY
October 2009 OBAMA'S PLAN SPECIAL STAY-LEAN-FOR-LIFE

ISSUE!
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are posing in positions that make it appear they are having fun, doing something outdoors
or doing abductor exercises that they can do quickly before running off to a beach.

Furthermore, of the 26 magazine covers, only three models appear to have any
type of chest, arm or underarm hair. This is out of the ordinary because biojogicall
males have a prominent amount of hair on their arms, chest, and face while females hav
less. Therefore, the depiction of males with no arm, chest or underarm hairileeate|
misrepresentation of a natural state of the male body by the producer of thenmaga

In sum, the magazine captures the viewer with both words and an image
regardless of the fact that 23 out of twenty-six cover images are in blackhéed W
repeats the same image throughout the years, which makes it appear that it has
template. That template represents the one and only imaddeha Healthmagazine
equates with its brand, which is the dominant masculinity of the ideal body type. That
image is then transferred to the viewer and the social meaning of magdiciimes
understood as that against which one must measure one’s own masculinity. If one
doesn’t measure up to that ideal, the magazine will try and help you get to thatiideal w

the information contained within its pages.

Men’s FithesdMagazine Additional Findings
Overall,Men’s Fitnessnagazine is a periodical that is produced by an editor-in-
chief that is a white male and is overtly targeting heterosexual malks itglcompetitor

Men’s Healthmagazine. Out of the 26 covers in its sample, four covers have women as
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the main model; three have a bikini on and one has just a thong. There are four covers
with unclothed white females as secondary images next to white males asrthe ma
image. In addition to those eight women, four additional images of women’sihahds
upper right corner as a small insert on the cover. In td&h's Fithessnagazine has
women grace 12 out of 26 covers, which is 46 percent of the time.

As opposed tdlen’s Healthmagazine’s two covers that have African-American
men as models, eight of the coverdviEn’s Fitnessnagazine feature a minority. Seven
of the covers feature an African-American male and one cover featurds-sacial
female. This leaves 18 of the covers feature a white male or femaleca@sarmise
that featuring more racial and ethnic groups on the coveMba’s Fithnessnagazine is
attempting to connect with a wider audience than its comp#&tiors Healthmagazine.

The focus of this magazine is about weight loss much more than muscle building.
Men’s Fithessnagazine does not presume its readers have a level of understanding about
weight loss or fitness. It has models on fithess machines or holding objectgthat ar
related to a sport, which allows the viewer to believe the model's body is aalesult
particular machine or sport. It reinforces its message of using filgegsment and
sport participation by having recognizable sports figures and celslwoitigs covers.
There are 17 covers that have a celebrity or professional athlete aséhencaolel.
Therefore, the overall message is to be active more and lose weight withyperné t
aid.

Overall, the layout of the magazine is similaMen’s Healthmagazine. It is

intended for a left to right reader. Twenty-three out of 26 have almost all obtide wn
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the left side of the page. Most of the covers have small inserts of words on ttsédeght

of the page. However, the main word emphasis is on the left side of the page. The name
of the magazine is in a variety of colors, but generally stays within the hbagdand

red. It is consistently at the top portion of the page, but it is not the same size font or in
the same line placement on all 26 covers.

The most common words drien’s Fitnessnagazine are “Get Back In Shape,”
some reference to eating and losing at least 10 pounds Meiks Healthmagazine, all
of the largest eye catching words are placed above the center left side @fehd phle
7, found on the next page, lists the largest eye catching words and the secondyargest e
catching words found on these 26 covers.

The physical placement of the models is in the center of the page or on the right
side of the page. There are no cases where the model was placed on the lethside of
magazine cover. The models are posing in positions that make it appear that they ar
the cover to show off their bodieMen’s Fitnessmagazine has 13 out of 26 of the cover
models shirtless, which allows the viewer to observe the muscular physique of these
models. This is a deliberate choice by the producer of the magazine to showcase the
models this way.

Unlike Men’s Healthmagazine that has three models that appear to have any type
of chest, arm or underarm hair, none of the modeldems Fithessnagazine covers
have any signs of arm, chest or underarm hair. They further distort the statealf
the human body by airbrushing out the female model’s bellybutton on the November

2006 cover.
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The Most Prominent Words on the Cover oMen’s FithnessMagazine

Magazine Issug

Largest Words

Second Largest Words

May 1999

STRIP FAT FAST!

STRETCH YOUR SUPPLEMENT
DOLLAR

October 1999

SEX SURVEY

12 INSTANT NUTRITION FIXES

COOLJ

March 2000 GIVE HER WHAT SHE | LOSE 10 LBS. WITHOUT DIETING
WANTS

August 2000 THE BEST WORKOUT | HEALTHY JUNK FOODS

January 2001 YOUR BEST BODY CAN A FAD DIET WORK FOR YOU?
EVER!

June 2001 GET SUMMER ABS & LOSE FLAB IN SIX WEEKS

November 2001 BUILD YOUR HARD FOOD SOLUTIONS
BODY

April 2002 BUILD MUSCLE NOW! | WILL SHE CHEAT?

September 2002 MUSCLE UP PRONTQ! LOSE FAT WITH GREEN TEA

February 2003 | BLAST AWAY YOUR | AMERICA’S FATTEST CITIES
FAT!

July 2003 MUSCLE UP WITH LL | SEX SECRETS

December 2003

STAY FIT FOREVER

MORE MUSCLE FASTER

FIGHTER!

May 2004 ULTIMATE HARD DANGER!
BODY GUIDE
October 2004 SEX HOT TUB! HOT BABES!
March 2005 BE YOUR BEST! THE ULTIMATE GUIDE FOR
IMPROVING YOUR LIFE
August 2005 BE A MAN OF METAL | MF'S FAST FOOD 50
January 2006 STAY JACKED + CUT! 53 WAYS TO MORE MUSCLE!
June 2006 25 FITTEST GUYS HAVE A GUT-FREE SUMMER
November 2006 325* LOSE YOUR GUT!
April 2007 582* CHUCK LIDDELL
September 2007 FITTEST MAN IN THE| BIGGER, STRONGER IN 4 WEEKS
NFL
February 2008 | BURN FAT BUILD MUSCLE
July 2008 THE UFC WORKOUT Illf LOSE THAT GUT!
December 200§ TIGHT ABS! MAX FAT LOSS
May 2009 827* GET LEAN MUSCLE UP!
October 2009 GET RIPPED LIKE A | FLOYD MAYWEATHER JR.

* The numbers shown are associated with tips ontiedvuild muscles or build health that are shown in

small font.
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In sum, the magazine captures the viewer with covers that are packed with words
and images in colors that are appealing to the eye. As opposed to the deliberasgssempha
on muscle building found oMlen’s HealthmagazineMen’s Fitnessnagazine is about
achieving the idealized body through weight loss. It presumes that itssead
overweight and are in need of a guide to help them reveal the muscular body that is
underneath the excess fat on their body. The repetition of information and imdgas wit
variety of sports equipment underlines the importance of being active in the acmevem

of the idealized body.

Out Magazine Additional Findings

Overall,Out magazine is a periodical that is produced for and targeted to
homosexual males. Its editor-in-chief is a white male. Twenty-four abed6 covers
have white models on the cover. One cover has a multiracial male and one has an
African-American male. The women that grace the cove@®@ubfnagazine are presented
in two ways. They are either a solo cover model or on the cover with multiple models.
Notably, however, the females that are solo cover models are white. Thig racial
minority females are both shown with white models. The Hispanic female is posed on a
cheerleader pyramid of two white males. The African-American femaisested as a
small headshot on a cover that has eleven white models.

The focus of the magazine cover is the person on the cover or some aspect of

social life. It is a magazine that wants to connect to its reading audmeeoagh
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celebrities and examining social issues in an entertaining way. &woipéx they chose
words like “What a Drag!” which has a double meaning. One meaning is to be a person
who brings a group’s emotions down by his or her constant complaints. The other
meaning is the art of homosexual men dressing up in makeup and women'’s clothing for
entertainment purposes. Itis evident by the most common words found on the covers in
this sample that this magazine understands its audience looks to it for ententai
Table 8, found on the next page, lists the largest eye catching words andtite sec
largest eye catching words found on the 26 covers.

The layout of the magazine is not consistent across the sample except for the fact
that all of the covers are in color. Unlike the other three magafies)agazine places
the words in different areas of the cover. The name of the magazine is neither in the
same spot nor in the same font size or color. Rather, the producers of the magazine have
chosen to incorporate the title into the overall theme of the cover page. For example, the
March 2005 issue with Dwayne Johnson appearing in a red-orange t-shirt. The title of
the magazine is in the same shade of red-orange, which creates a aspediing and
color coordinated image overall.

In the physical placement of the models, there is a lack of consistency as well
The models are placed on the right, left or center of the page. Also, the poses of the
models are not cookie-cutter like the heterosexually directed magazineslagee is a
wide variety of poses o@ut magazine. Unlike the heterosexually directed magazines,

Out magazine presents more of its models in a more natural unaltered state whessit com
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The Most Prominent Words on the Cover ofOut Magazine

Magazine Issug

Largest Words

Second Largest Words

May 1999

TODD OLDHAM

HOW TO STUFF A WILD BIKINI

October 1999

HILARY SWANK

GARBO’S GIRL; IS BIGGER BETTER
WILLKOMMEN TO SIN CITY

March 2000 PLAY DIRTY WHAT A DRAG!; CENTER SQUARE;
EARTHA KITT; GORE IN GUCCI
August 2000 MY NIGHTS WITH TECHNICAL ECSTASY; FALL
THOMAS GIBSON FASHION; SAPPHIC ROCK
January 2001 100* DAN SAVAGE ON SLUTS
June 2001 GAY TV LESBIAN SERIAL KILLER
November 2001} BILL BROCHTRUP THE CALL OF DUTY
April 2002 CULT OBJECT ANDREW HOLLERAN
September 2002 DAWSON GETS FALL
DOWN
February 2003 RENEE & GAY THE ENVELOPE PLEASE
CHICAGO
July 2003 MARC JACOBS GAY RELATIONSHIPS: HOW TO
HAVE ONE
December 2003 100* GREATEST GAY SUCCESS STORIE
OF 2003
May 2004 TAKE IT OFF! GAY MARRIAGE SPECIAL
October 2004 BILLY CRUDUP IS HE STRAIGHT OR GAY?
March 2005 THE ROCK GOES SPRING STYLE
GAY
August 2005 SPORTS STUD FALL FASHION PREVIEW:
January 2006 RISING STAR HEALTH & FITNESS SPECIAL
June 2006 PARIS HILTON THE HOT ISSUE; TURNS UP THE
HEAT
November 2006 OOOH, JAMES! THE NAME IS BOND, GAY BOND
April 2007 BETTY 35% GAY
September 200 NAKED & EXPOSED  FASHION MUSIC MOVEIS ART + LI
February 2008 | WATER BOYS HOT NUDE YOGA
July 2008 YEAH, | AM A FAG TOUGH LOVE
December 200§ GET WET! CELEBRITY REBOOT
May 2009 BRUNO ICH BIN EIN
October 2009 SWIM TEAM GREEK LOVE

*This number is associated with the gay success stories of the year. These words are in significantly

smaller font.

S
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to chest, arm or underarm hair. Only two out of the 26 covers have models that do not
have chest, arm or underarm hair.

In sum, this magazine captures the viewer with a more visually harmonious and
fun cover. While the social awareness of the homosexual man’s masculpetgésved
as different from the dominant masculine ideal, this magazine uses thalbfemn to
explore a variety of masculinities and present those on the covers of its magé#zines
does not use a template of masculinity Mten’s Healthmagazine. Rather, it
harmonizes the masculinity of the model with the social issues that it presdahts
cover. It attempts to convey a meaning that is beyond the physical though @§ lack

muscularity in its models as noted previously in this chapter.

Instinct Magazine Additional Findings
Overall, this periodical is produced for and targeted to homosexual males. Its
editor-in-chief is a white male. Twenty-four out of 26 of its covers in thipkahave
white models on the cover. One cover has a Hispanic male and the other has an African-
American male on the cover. Notably, none of the 26 covers have female models.
Table 9 lists the largest and second largest eye-catching words found on the 26

covers.
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The Most Prominent Words on the Cover ofinstinct Magazine

Magazine Issug Largest Words Second Largest Words
May 1999 BALLS! WORLD’S SEXIEST SPORTS
October 1999 NAKED ISSUE TRUCKLOADS OF SEXXX
March 2000 BURNING DOWN SIMULDATING
THE HOUSE
August 2000 SCORE! PLUS!
January 2001 TOASTY! HOME FOR THE HOLIDAZE
June 2001 MELTDOWN! SEX!
November 2001 LONE STAR! LET'S FLIP FOR IT
April 2002 WET ‘N’ WILD GREAT SEXPECTATIONS; COY BOYS
September 2002 GOING BLIND; MAD| PLUS!
FOR MINI
February 2003 SHOW SOME SKIN NOTHING PERSONAL
July 2003 IS THERE A IS BLONDE BETTER?
PROBLEM OFFICER?
December 2003 59* BOY MEETS BOY'S
May 2004 53* RUFUS
October 2004 50* REICHEN RETURNS!
March 2005 HOW FIRING GAY STEP OUT
SOILDERS PUTS OUR
COUNTRY AT RISK
August 2005 THE JOCK ISSUE ouT
January 2006 GAY POP! SEX CRAZED!
June 2006 PRIDE HEY NICE PACKAGE
November 2006 LEADING MEN OF | TIMM GUNN; WET & WILD
2006
April 2007 SNIKT! SUMMER PREVIEW
September 200 GUY FALL
February 2008 14* CHIPPENDALES
July 2008 SORID LIVES SIZZLIN' BEACHES
December 200§ NICK ADAMS BROADWAY’S GOLDEN BOY
May 2009 PROUD THE JONATHAN GATRO
October 2009 SEXY SKIVVIES COVERING ALL YOUR VACATION

BASES

*The number is associated with lists of how to sgamd or how many pages of men are inside the
magazine for a swimsduit issue. These words as@imficantly smaller font.
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Much like Men’s Healthmagazine, the focus dfistinctmagazine is the
showcasing of the male models. It is a magazine that wants to elicit fdesiris
audience. It assumes that its audience is reading the magazine for fughdrehtied
information. For example, the October 1999 issue has a model that is nude but his
genitals are covered with police caution tape. The presentation of the model in this
fashion is playful but has a sexual overtone of “come and get me” to its viewelyéd he e
catching words convey the same message. The words are “The Naked Issue” and
“Truckloads of Sexxx.”

Unlike its competitolOut magazinelnstinctmagazine does not have any
seriousness or social issues that grace the cover of the magazine in this Eaenple
words appear to be a secondary eye-catching pointmgtinctmagazine’s covers. The
eye-catching words are in a smaller font than the other three magazinesamtple.

None of them “pop” out. Rather, they are blended in with the overall cover image.

The layout of the magazine is consistent across the sample. In particutes, all
covers appear in color, which are sometimes bright and bold while others are subdue.
Similar toMen’s Healthmagazine an¥en’s Fithessnagazine, the name of the
magazine is placed in the upper portion of the cover. lItis in the identical location and in
the identical size font on all twenty-six covers in the sample. While this nagazi
alternates the color of the title of the magazine, it remains a stand-ouhpudrtie
image presented. Some of the models’ heads are placed behind the name and some ar
place in front of the name of the magazine, which reveals the importance tttee ti

the producer of the magazine.
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Like Out magazine, the physical placement of the models on the cover is all over
the page. They are seen in the center, left and right sides of the page. Theaneodels
posing in positions that are sexually enticing or playfoktinctmagazine has 13 of its
models shirtless, which allows the viewer to observe the muscular physique of the
models. However, unlik®len’s Fitnessnagazine, these models are not showcasing their
muscles to encourage the viewer to workout. They are posing in positions that are more
sexually charged, which are seen in their facial expressions.

The issue of hair or lack of hair is a themdmstinctmagazines covers as well.

Of the 27 models on the 26 covers, 11 of the models are shown without chest, arm or
underarm hair. As stated earlier in this chapter, the removal of armacigesnhderarm
hair is a deliberate misrepresentation of the natural state of the maleybibdydvoducer
of the magazine. Like the heterosexual magazines, the use of those mistapoese
could be a way to accentuate the male body for better viewing their muscularity

In sum, the magazine captures the viewer through sexually expressive nards a
poses from its models. It is through the use of sexualityrisahctmagazine presents
and deals with the dominant masculine ideal body. Mke’'s Healthmagazine and
Men’s Fitnessnagazinelnstinctmagazine has more men shown on its covers with the
muscularity that is ascribed to the dominant ideal. By sexualizing these,libdieare
removing the abstractness of idealization and presenting totems of mascihesty
bodies, to worship. They are laying claim that these bodies are the form ofimgscul

that should be revered and desired.
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Discussion

Through consumerism, USAmericans are overwhelmed with media images
through daily life. Images on television, in films, and in magazines repeat theatmi
ideals of what a male and female body look like. Magazines, in particular, mak use
cover pages to showcase the most important images that the producers of the magazine
want the viewer to see. These perfected bodies that grace the cover of nsagaate
and reinforce the social perception of how one’s body measures up to the exemplar.
Through these 104 magazine covers, an insight into what USAmerican men are being
shown in print media is revealed.

The overall sample findings show that 90 percent of the magazine covers have a
white model. Of that 90 percent, 92 percent of those models are white men. The use of
celebrities or professional athletes is another aspect of bringing ta¢fi®i the
whiteness of these covers. As found in the total sample, 50 percent of the magazine
covers have a celebrity or professional athlete as the model. Of that 50 ,®#2cent
percent are white. While it is not unexpected that females of anyreash@wvn on less
than 16 percent of these magazines that are classified as men’s magaziniss, wha
notable is the lack of representation, only 13 percent, of racial and ethnic mirmrities
these magazine covers. ltis clear that the producers of these four nagezifteused
on a white male to represent their brand. It is through deliberate selectimsefwhite
cover models that these magazines are reinforcing their social perceptibiterfess as

an overarching cultureless representation of the USAmerican society, @0€t).
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Another aspect of these magazine images is the visible use of the body to convey
a representation of masculinity to its viewer. These images of the body aresn pas
objects of display. They exert power over a person’s self-image (#lexa2003).

Through imagery, men are being exposed to the notion that a key to their masculinity
depends on their physical appearance. Thus, the body becomes an agent to social
structural ideology, which is transferred from individuals, groups and institutions
(Connell, 2009).

Comparatively, the four magazines create a continuum of conservatism and
liberalism of how they showcase the model’s bodies in relation to clothing, mitscula
and which part of the body they sho®ut magazine is the most conservative in regards
to showing an unclothed or partially clothed body. Eighty-one percent of its covers hav
models that are completely clothed. In opposition to Mes)’'s Fithessnagazine is the
most liberal. Seventy-three percent of its covers have partially clothmedlermodels.
Men’s Healthmagazine anthstinctmagazine fall in between these two extrenidsn’s
Health magazine is more conservative thastinct magazine with how many models
they show with little to no clothing, 38 percent versus 58 percent respectively.

Underneath the clothing is the body and how much of the body is shown is
noteworthy. It conveys to the viewer what aspect of the body the producers consider the
most important. The images that are shown the most often are ones that ate going
leave the most impression upon the viewer as what represents the best pdrysioél
the male body. The most common body shot for the models on the covers in the total

sample is a model from the head to the mid-thigh. Notably, heterosexuallgdirect
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magazines have a higher percentage of their magazines that show thisgpamiage
than the magazines directed toward a homosexual readership, 50 percent versus 29
percent respectively. Twenty-six percent of the covers, in the total sahple a model
from the head down to the waist making it the second most common depiction of a
model. The importance of these two categories is the capturing of the areasnaiethe
body in an image that can be physically manipulated naturally or artificiialiy.from
the neck down to the thigh that man can build physical strength or images can be
reimaged to make those body parts appear physically stronger than thetyeiyna

Representations of physical strength becomes more significant as anfagent
socializing the physical structure of the body as a symbol of a man’s Imagdbe
more often that imagery is repeated. Within this sample of magazine cowers, f
different levels of muscularity on the models are exhibited. However, thardraf
muscularity is skewed between two extremes, defined muscularity on unclothed body
parts and the absence of muscularity on clothed body parts. Fifty eight peritent of
models show distinct understandings in their muscular physique whether they are
wearing clothes or not while 42 percent have no muscularity in their physique. alVhile
four magazines show all four levels of muscularity on their covers, musgutatiite
models orOut magazine anthstinctmagazine is viewed through fashion rather than
fitness likeMen’s Healthmagazine ant¥en’s Fitnessnagazine.

Looking more closely at these bodies presented on the covers in the total sample,
all the models on all of the 104 covers are attractive, physically fit andywelned.

The most significant aspect in the presentation of the models is the absenc®wofthai



83

face, chest or underarms. It is a deliberate manipulation of the natuzadfstatan’s
body; however, it places emphasis on the muscularly of the body. It is a parfecti
these models that further emphasizes an ideal.

Like the body, words used on the cover propel the cultural ideology on to the
viewer. The producers of the magazines are deliberate in the words thatregpgdéa
the models on the cover. Deliberate use of color or lack of color on the cover cam captur
an audience’s attention or lead someone to not notice the imageMealk Fithess
magazineQut magazine anthstinctmagazine choose to show contrast between the
model and the words through color. While all four magazines use color to make their
title prominentMen’s Healthmagazine’s use of black and white forces the reader to be
purposively aware of the magazine because there is such a lack of contrast.

Words that appear dvien’s Healthmagazine antflen’s Fitnessnagazine are
more oriented around the body and the message is, as Susan Alexander assanen) “tha
should build and maintain a hard body” (2003, 542) in order to show their masculinity.
Outmagazine anthstinctmagazine covers contain words that are more centered on
looking at the body through a sexualized lens and how being homosexual impacts
different aspects of social life. Thu8ut magazine anthstinctmagazine, representing
the subordinated masculine male reader, use their covers to admire thentapoesef
the ideal masculine body rather than try to convince its readers to emuttéeit’'a
Healthmagazine anMen’s Fitnessnagazine do.

Collectively, the cover’s words, the placement of words, colors used on the

covers, and the poses and muscularity of the models that are presented all heagk a sha
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meaning for the viewer and producer. Through commonly found, often modified,
representations the male body, the social message the magazines armgasviee

ideal masculinity to which all men should measure their masculinity. The covers not
only tell the viewer how masculinity is being measured in the social worldhéyt t
communicate how the heterosexual and homosexual man can approach his placement
within this masculine measurement of the ideal. Heterosexually dinectgazines give
information on how a man can fix their masculinity so that it equates as much ddepossi
with what is depicted on the magazine. Homosexually directed magazines guide men on
how to accept their masculinity and be proud of it. The next chapter discusses these
images with heterosexual and homosexual men to see if this interpretation of the
magazines’ message about masculinity corresponds with ideas aboutimitsidoeld by

the men the magazines target.



CHAPTER FOUR
QUESTIONNAIRE RESULTS

The questionnaire found in Appendix D is divided into three areas: influence of
media, gym use and exercise, and masculinity. Questions 1 through 12 ask the
respondents about their opinions about the media they interact with daily. Questions 13
through 16 ask the respondents about their opinion about exercise and their gym use.
Questions 17 through 30 ask the respondents about their views on masculinity in the
USAmerican society. Through the questionnaire, these men provide a genatal soci
understanding of where their perceptions of masculinity are obtained ancedffirso,
it provides insight into how white men aged 18 to 34 in USAmerican society view their

masculinity in comparison to other men.

Description of Sample

The criteria the men had to meet in order to be eligible to participats in th
guestionnaire and then the focus group was self-identification as white, eithe
heterosexual or homosexual, middle class, and between the ages of 18 and 34. During
the data collection period, 42 heterosexual men and 20 homosexual men inquired about
the study and volunteered to participate in the questionnaire and focus group. Twenty

heterosexual men and seven homosexual men, all self-identifying as middienclass

85
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white between the ages of 18-34, participated in the questionnaire and the focus group
sessions for a total sample of 27 men.

For the heterosexual men, the split between full-time students and non-students
who worked full-time was even at eight men each. See Table 10. Two men were part-
time students. When considering employment status with student status cihaistnes
eight men who were employed full-time were not students. Three of the men vého wer
employed full-time were part-time students and five of the men were pegppart-time
and full-time students. Two of the men were not working at all but were full-time

students. One man identified himself as a full-time worker and a full-timestu®ae

other man identified himself as a part-time worker but did not identify if higsstes a

student.
Table 10
Description of Sample
Category | Response Option Heterosexual Homosexual
Frequency(Percent) Frequency(Percent)
Age 18-23yrs old 9 (45%) 3 (29%)
24-29 yrs old 6 (30%) 1 (14%)
30-35 yrs old 5 (25%) 4 (57%)
Student Full-Time 8 (40%) 2 (29%)
Part-Time 3 (15%) 1 (14%)
Not a Student 8 (40%) 4 (57%)
Missing Response 1 (5%) 0 (0%)
Employed | Full-Time 12 (60%) 6 (85%)
Part-Time 6 (30%) 1 (14%)
Not employed 2 (10%) 0 (0%)
Total in Sample 20 (100%) 7 (100%)
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The split between full-time students and non-students who worked full-time was
slightly different for the homosexual men. Four of the men were not students and three of
the men were students. When considering employment status with student status, one
sees that four of the men who were employed full-time were not students. Omneama
employed full-time and was a part-time student. One man was employ¢uingsand
was a full-time student. One man identified himself as a full-time warkeéra full-time
student.

Due to the small sample, age was collapsed into three categories. The
heterosexual men were generally younger with the largest percentagenahtthe 18-

23 years old category. The homosexual men are older as a group with the greatest

percentage of them in the 30-35 years old category.

Amount of Exposure to Masculinity through the Media

Electronic Media
The amount of time that the men in this sample spend with different forms of
media can provide a sense of how much exposure to images representing masculinity
they come in contact with on a daily, weekly or monthly basis. The three modes of
accessing these images are using the internet, television and movie viewing, and book

and magazine reading.
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Beginning with internet use for non-work related activity, 11 out of the 27 men in
the total sample use the internet more than ten hours a week. Eleven of the 27 men use
the internet between four and nine hours a week for non-work related activity. Only one
heterosexual man indicated that he used the internet less than an hour in a week for non
work related use. The remaining four men indicate that they use the internedrbetvee
and three hours a week for non-work related activity. What is notable is that 10 out of
the 11 who use the internet for more than 10 hours a week for non-work related activity
are heterosexual. This could be an indication that homosexual men are more social with
each other by other means rather than electronic.

The number of hours this group of men watches television is an indication of the
internet as a viable option to television as a source of information and entertaisment a
well as the impact on contemporary life of internet accessibility. Caleohthe
homosexual men and heterosexual men indicate they watch less than six hours of
television in a week. As a group, 19 out of 27 of the men watch no more than six hours
of television, while six of the men watch 10 or more hours of television in a week. Two
men in the total sample indicated they watch seven to nine hours of television in a week.

The most notable responses regarding this group of questions are from three
participants. These three participants are heterosexual. None of the homosexual
participants had responses as these men did. These three heterosexual men not only
indicated in Question 1 that they use the internet for more than 10 hours a week for non-
work related use, they indicate in Question 2 that they watch 10 or more hours of

television in a week. Out of the 27 men in the sample, these three men have the largest
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opportunity to be exposed to examples of the dominant masculine ideal body in the
media.

The number of movies or films the men in the sample watch on average in a
month is similar for the heterosexual and homosexual men. Of the seven homosexual
men, a majority of them watch one to three movies in a month. The movie viewing
habits of the 20 heterosexual men is evenly split. Half of the men indicate théy watc
less than three movies in a month. The other half indicates they watch more than four
movies in a month.

When combining these three means of accessing of images that represent
masculinity, the most notable response is from one heterosexual participasttivdo i
outlier of the group. This individual not only indicated that he uses the internet for more
than 10 hours a week for non-work related use and that he watches 10 or more hours of
television in a week, he views 10 or more films in a month. He has the most opportunity
to be exposed to the dominant ideal and the social understanding of what masculinity
should look like.

With the amount of internet use, television and movie watching, it is important to
capture the exemplars of masculinity with which these men come into contastioQue
4 and Question 5 on the questionnaire purposively asks what images these respondents
focus on the most. Question 4 asks, “Name your favorite recent movie and/or current
television show.” Question 5 asks, “Name your favorite male celebrity or"adtoe

more notable difference between these two questions is the answers to Questisn 5. |
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more telling than the answers to Question 4 about the participants’ idea of vehat typ
image they admire.

The following is a list of television shows or films that were given by the 20
heterosexual men: Community, Inception, House, Good Will Hunting, Arrested
Development, Archer, Little Fockers, South Park, In the Shadow of the Moon, Sons of
Anarchy, Modern Family, Grey’s Anatomy, The Big Bang Theory, ThewdiH the
Dragon Tattoo, Rules of Engagement, Fringe, Wipe Out, Saving Private Ryaty Fami
Guy, The Fighter, Topshot, and Tosh O. Additionally, the following is a list of
television shows or films that were given by the homosexual men: InceptmtheBy
and Sisters, The Office, True Grit, Tron, Freakanomics, Your Highness, aagsAlw
Sunny in Philadelphia. Overall, this group of television shows or films is a compilation
of comedy, drama and action genres. There is not any particular genraridatcit
above the rest.

Question 5, however, does show a distinction in the type of celebrity these 27
respondents chose to hold to a higher standard than other celebrities. The following is a
list of favorite celebrities or actors that provided by the heterosexumaneeis in rank
order: Matt Damon, George Clooney, Brad Pitt, Leonardo Dicaprio, Matthew
McConaughey, Daniel Day-Lewis, Anthony Hopkins, Clay Matthews, RoberhBarti
Kevin Spacey, Ryan Philipe, Ryan Reynolds, Will Smith, Vin Diesel, Bruce Willis
Charlie Sheen, and Jim Carey. The following is a list of favorite cekbatiactors that
provided by the homosexual respondents: Leonardo Dicaprio, Brad Pitt, Jake Gyjllenhaa

Chuck Vogelphol and Bo Burnham.
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A majority of these men are professionals in the entertainment businesss such a
Brad Pitt and Matt Damon, who have achieved great success in their actirggiprofe
and are admired worldwide. Through that public admiration, they have become symbols
of the dominant masculinity. Some of these men are successful in professiorsal sport
With that success, they have greater power and authority afforded to theim prdpels
them into an exemplar status symbol of hegemony like the actors. For exaraple, ClI
Matthews is a successful professional (USAmerican) football playerClay
Matthews, the nature of his sport requires that his body be muscular and that he show
aggressive behavior in the act of playing the sport. This sport propels him into the sam
category as the actors, which is for him exemplifying ideal masculhmbygh action
and power. As a group, these 27 men in the sample are exposing themselves to similar
representations of masculinity to each other, which suggest a homogenous ideal.

Due to the action movie star status of a sizeable number of the men the
participants say they admire, one would assume that action and adventure movies would
dominate the genre of films they watch most often. Comparing the response options
chosen between the heterosexual and homosexual men one sees general simithetie
genre they watch the most. Despite 19 options on the list only six options were marked
on the questionnaire as a most watched genre by these 27 participants. Givendhe ans
in Question 5, it is not surprising that 10 of the 27 men selected action as their most
watched genre. Comedy is the second most watched genre of film/video/TV
entertainment, which was selected by seven of the men in the total sample. Four

respondents said the documentary genre is their favorite to watch. The genres of
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adventure, thriller, horror and independent are selected by two members each. The

complete list of response options can be found in Appendix D.

Print Media

The questions 7 through 12 on the questionnaire are related to how much
interaction these participants have with print media. Book reading is asked about in
Question7. Questions 8 through 12 explore magazines. Overall, the total sample
indicates that they expose themselves to less time on print media, in the form of books
and magazines, than electronic media. Twenty out of the 27 respondents statertdey sp
three hours or less of their time reading books in a typical week; two indicating no book
reading at all. Rather, these 22 men spend four or more hours using the internet a week,
watch between four and six hours of television in a week and some see four or more
movies in a month. The remaining seven men read books between four and 10 hours a
week. The increase of book reading for these seven men is not surprising aagsideri
that they are college students and one would expect a heavier amount of time spent on
book reading than non-students.

At the heart of the study is the influence of magazine cover images on these men.
Thus, questions 8, 9 and 10 directly ask the respondents to indicate how much they
expose themselves to magazines. Question 8 inquires about how many magazines they
read in a month while Question 9 asks about hours spent reading magazines in a week.

Sixteen respondents say they read between one and three magazines in a month. Five
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heterosexual men and one homosexual man indicated they did not read or look at
magazines at all. Notably, one homosexual participant became the outlier of the group
when he states that he reads seven to nine magazines in a month, which is more than any
other member of the entire sample. In the middle of these extremes, fotippats say

they read or look through between four and six magazines in a month.

The amount of time the homosexual men spend reading magazines in a week is
less than the amount of time heterosexual men spend reading magazines. Five
homosexual men state that they spend less than one hour a week reading magazines.
Fourteen out of the 15 heterosexual men who do any magazine reading state they spend
less than three hours a week looking through or reading magazines. Two men — one
homosexual, one heterosexual - are the outliers of the group. These two men spend
between four to six hours reading or looking through magazines in a month.

The last question regarding reading or looking through magazines is Question 10.
It asks, “Where do you read or look through magazines most often?” As a sample,
reading magazines in paper form at home is more highly desired than the otbres opti
provided. It was selected by 15 out of the 21 men who were eligible to answer this
guestion. Sexual orientation did not factor into the answers received on this question.
Two men indicate that they read or look through magazines online. One has apecfere
to read them at the office, while another prefers to read magazines at a store

In order to identify the magazines that these men have the most interaction with
guestions 11 and 12 make that inquiry. Question 11 states, “As of today, do you have

any magazine(s) subscription(s)?” Twenty one of the 27 men in this studggdrk
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to answer these two questions based on their answer to Question 8. Of the 21, 15 of them
indicate they have at least one magazine subscription. It is not unexpected to note that
the men who prefer to read magazines in stores or online do not have magazine
subscriptions. One man who indicates he has at least one magazine subscription stat
that his preference is to read them at the office. As a group, the majority ofrrahén fi
preferable to read magazines at home in paper form over other locations or formats and
have subscriptions to those magazines they read the most.

What are those magazine they read the most? In order to be eligible to answer
this question, the men had to have answered yes they have a magazine subscription in
Question 11. Question 12 asks the respondents to list up to 5 magazines for which they
have subscriptions. There are some similarities in the magazines to which the
heterosexual men and the homosexual men subscribe. Both heterosexual and
homosexual men providden’s Healthmagazine as the name of a magazine for which
they have subscriptions. NotabMen’s Healthmagazine is listed in tHgtandard
Periodical Dictionaryand Borders Group Inc. (Appendix A) as a heterosexual men’s
magazine.

The rest of the magazines listed by the heterosexual group collectivedgerpa
wide gamut of interests. The following is the list of magazines for which tveéle
fifteen eligible heterosexual men indicate they have subscripfitvesEconomist, The
Week, Men’s Health, Popular Science, US News & World Report, Time, American
Rifleman, Muscle & Fitness, Game Informer, National Geographic, Rolling Stone, The

Family Handyman, Handy Magazine, Splat, Action Pursuit, Transworld Snowboarding,
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Bass Player Magazine, Gameinformer, NBAJRunners World The majority
magazines for which the heterosexual men have subscriptions are not classified as
“men’s” magazines. They are more general interest magazines otyamtiented
magazines as classified by the periodical industry.

Due to the smaller number of homosexual men in the group the list of magazines
to which they have subscriptions is much smaller than the list from the heterasexual
However, there is a pattern amongst the homosexual men. They tend to have
subscriptions for more magazines that are aimed at social issues ormelfement.

The following is a list of magazines for which the three eligible homosexs@dmdents
indicate they have subscriptioidden’s Health The AdvocateOut, GQ, Newsweek

Money In¢ andWired Of the magazines listed by the homosexual mveEm’'s Health

andGQ are magazines found in the list thendard Periodical Dictionargnd Borders
Group Inc. that have identified as a “men’s” magazine directed towardbeteal men.

The AdvocateandOut are magazines are identified 8tandard Periodical Dictionary

and Borders Group Inc. as magazines that are directed toward homosexual men. Thes
complete list of the categorization by Borders Group Inc. an8tdredard Periodical
Dictionary can be found in Appendices A and B.

In sum, the use of electronic means to connect with the entertainment world and
other aspects of social life provides these men an ample opportunity to come ih contac
with the ideal masculine body, as found in Chapter 3. Over 81 percent of the total sample
uses the internet more than four hours a week, some in excess of seven to 10 hours a

week, for activities not related to their jobs. Seventy percent of the totplesapends
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up to six hours of their week watching television and between one and three movies in a
month. With this much potential exposure to images that provide hints about
masculinity, how they receive the message and what they interpret asssagmbas an
impact on their own view of masculinity.

The images to which they expose themselves reflect their idealized form of
masculinity. As pointed out in Chapter 1, athletes are just one example of arettiealiz
form of masculinity (Connell, 2005). Virtually all of the men in the sample teelexs
“favorites” male film actors who are exemplars of the dominant ideal. Aflesfet actors
are all white males who are successful in their field. Most have bodiesdimtiacular
and physically fit and play action or powerful roles in movies. In addition, thezinaga
that the men in the sample choose to come in contact with the most, through subscriptions
in particular, provide additional exposure to these types of activities that are

stereotypically associated with masculinity.

Gym Use and Exercise

Getting a sense of how and how much time these men put into controlling the way
their bodies represent their views of their own masculinity is important to the dtud
through examining exercise that this information is captured. Questions 13 through 16
ask the participants about their exercise habits and the reasons behind thisingxerc

Question 13 states, “On average, how many times a week do you exercise?” Only

one participant in the total sample indicates that he does not exercise at alheltvas
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not eligible to respond to questions 14, 15, or 16. The rest of the 26 men exercise at least
one day a week. A majority of the men, 21 participants, exercise in excess of {fsree da
a week. Ten of the men in the sample claim they exercise between five and seva&n day
week, while three to four days a week is the average number of days a week 11 men
exercise. Neither age nor sexual orientation plays a factor in how mang esek
these men exercise.

Question 14 asks for reasons they exercise and instructs them to mark atl in a lis
of nine possibilities that apply. Table 11 shows the response options selected in rank

order for the total sample. Notably, the top two answers are common among all the

Table 11
Rank Order of Reasons for Exercising

Heterosexual | Homosexual Total marked
Maintain my fitness level 14 4 18
To build muscles 12 4 16
To lose weight 8 0 8
To gain weight 2 4 6
To maintain my health 0 3 3
| work at the gym 0 3 3
To better my health 0 2 2

groups of men. Of the 26 respondents eligible to answer this questioned, based on the
answer to Question 13 which is that they exercise at least one time a wesksthe

common answer is to maintain their fitness level. The second most common response is
to build muscles. Notably, the heterosexual men indicate that losing weilyattisrd

most common answer given to why they exercise. In addition to maintaimagdijtthe
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homosexual men indicated that building muscles and gaining weight were high on their
list of reasons for exercise.

Where these men exercise and how much time they spend there is important to
assess because it makes a statement of how much exercise is part ofitliziatsmc.
Whether they choose to exercise at home or at a gym, location can give ananditati
their level of interaction with men who have sculpted their bodies to resemble the ones
found on the magazines sampled in this research. The more exposure they have to these
ideal bodies the more their understanding of masculinity can be reinforcddtedre

Where they choose to exercise was not as uniform. Of the 26 men who were
eligible to answer the question, ten men indicate that they only exerciggrat 2Of the
remaining 16, two indicate that they prefer to exercise only at a home. A sejdhe
men, 13 out of 26, have no preference between the gym and home as a location to
exercise. Twenty four out of 26 of the men say they only exercise one time aafay wh
responding to Question 16. The full list of response options to this group of questions
can be found in Appendix D.

In sum, almost all of these men consider exercise an important part of their
routines. Except for one man who does not exercise at all, all of the men in the sample
exercise at least one day a week; some exercise almost daily. ifheasans they
exercise are to maintain their fitness and to build muscles. The fact thaoap ahgy
chose building muscles as the second most important reason they exercise suggest
connection between muscularity and their understanding of how they want to present

their masculinity. Ranked last in their reasons to exercise is to bettenehaéh. Thus,
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health is not a motivating factor in their participation in exercise. There isinot a
overwhelming preference as far as the location for exercise. Whethex#reige at
home or at the gym seems to be less important to them than the reasons for their

exercising.

Masculinity

Assessing the amount of exercise, the reasons men exercise and the amount of
exposure they have of images to the ideal body type does not complete the picture of how
these men define masculinity for themselves. Those things play a panpimgstieat
perception. Questions 17 through Question 30 delve more deeply into what masculinity

means to these men and how they measure their own masculinity against other men.

Words That Best Describe Masculinity in USAmerican Society

Question 17 asks the respondents the following; “List 5 words you think describe
what it means to be masculine in the United States.” A compilation of the words
provided by the men is broken into four categories originated by Robert Brannon (1976)
and one additional category: Sturdy Oak, Big Wheel, Give ‘em Hell, No Sissy 8tuff a
Other. Sturdy Oak words are words that suggest strength and emotional datachme
The Big Wheel category contains words that have to do with financial success. Words
that describe aggressive and dominating behavior fall into the Give ‘em kglbca

Words that are not associated with femininity make up the category of No Siffsy St
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The category of other is added to the list in order to capture all of the words that do not

fall into one of the other four categories. The complete list of the words and noimber

times they were stated for the total sample is listed below in Table 12.

Table 12

Men’s Responses to Question 17

Heterosexual /N

Common Words /N

Homosexual /N

Sturdy Oak

Straightforward / 1

Strong / 11

Courageous /1

Resourceful /1

Tough /4

Fortitude / 1

Logical / 1

Strength/ 2

Endurance /1

Clever/ 1

Character/ 1

Smart/ 1

Hard-working / 1

Strong-willed / 1

Rational / 1

Motivated / 1

Integrity / 1

Decisive / 1

Wise / 1

Determination/ 1

Unflinching / 1

Responsible / 1

Honorable / 2

Mature / 1

Professional/ 1

Big Wheel

Successful/ 1

Wealth / 1

Self-Sufficient/ 1

Financially successful /

Give ‘em Hell

Assertive/ 1

Leader/ 1

Bold /1

Aggressive / 3

Powerful / 2

Patriotic / 1

Power/ 1

Brave /3

No Sissy Stuff

Athletic / 4

Confident/ 5

Muscular / 1

Rugged/ 1

Independent/ 6

Groomed / 1

Thick/ 1

Tall/ 2

Lean/1

1
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Table 12. (continued)

Heterosexual /N | Common Words /N Homosexual /N
Energetic/ 1 Fit/ 2 Vascular (cardio) / 1
To have six pack Jock /1
abs/ 1
Sexual/ 1 Deep voice / 2
Handsome/ 1 Manly walk / 1
Sex Appeal/ 1 Big muscles / 1
Sexual / 1 Big/1
Macho /1 Bald/ 1
Healthy/ 1 Facial hair/ 1
Manly/ 1 Meathead / 1

Interesting/ 1

Autonomous / 1

Chivalry / 1
Size/ 1

Other Personable / 1 Attractive/ 2 Supportive / 1
Nice /1 Wit/ 1
Versatile/ 1 Funny /1
Selfless / 1 Insightful / 1

Dependable / 1

* This list is compilation of words from the total sample. N represents the number of times a word is
stated in the total sample.

Of the total list in Table 12, 89 words are provided by the heterosexual men who
chose to answer the question. The word strong, and two of its synonyms, is the most
common descriptive word used listed 10 times by the heterosexual men for what they
believe it means to be masculine in the U.S. A person who is independent is a sign of
masculinity in the U.S. to these men, being stated five times. Other top wdrdeetha
mentioned four times total are athletic, confident, and brave. Notably, the stlkrdy
category, i.e. strength and emotional detachment, is where the majoritydsf ethasen

by the heterosexual men to describe masculinity fall.
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Of the total list of words, 32 words are provided by the homosexual men who
chose to answer the question. Similar to the heterosexual men, the words strong and
strength are the most common descriptive word used listed four times fohesaien
believe it means to be masculine in the U.S. Overwhelmingly, the words used tbedescr
masculinity by the homosexual men fall into the no sissy stuff category of wohils

was the second category of words most used by the heterosexual men.

Are Your Words for Masculinity Represented in the Media?

Questions 18, 19 and 20 asked the respondents to reflect on their answer to
Question 17 in various ways. While all of the men were eligible to answer these
guestions, one man chose not to answer these three questions.

The first in this series of questions ask respondents if they think the images on the
covers of magazines represent the words they put down for Question 17. Thirteen of the
heterosexual men and all seven of the homosexual men said that the words they chose in
Question 17 reflect the masculinity they see in magazine cover imagagstingdy, the
homosexual men’s assessments are based on magazines supposedly directed to
heterosexual men as well as those directed to homosexual men. Thus, theiresgssssm
based on a wider range of magazines.

The next question in the series asks the respondents masculinity and television
images. It states, “Thinking about your answer in Question 17, do you think magculinit

is represented, by the words you selected, in television images?” Ovemlnaorsaid
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yes to Question 19 than Question 18. Eighteen of the men in the total sample said that
they believe the words they chose in Question 17 are represented in the images of
masculinity they see on television shows. While a majority of heteroseruatand yes
to this question, the homosexual men were split on whether or not their words describing
of masculinity are reflected in television images. However, a comparigbe tfo lists
of television shows provided in Question 4 and words put down in Question 17 to
describe masculinity in the U.S. suggests no substantive differences betw&en the
groups. The reason for the split amongst the homosexual men on whether their words are
represented on television is not captured by the questionnaire.

The final question in the series asks the respondents to think about their words
from Question 17 and assess if those words are represented by the images they see i
films. It specifically asks them to recall their favorite gerfrélim as indicated in their
response to Question 6. Question 6 was included to focus the men’s attention on the
particular genre they find most appealing and to which they presumably have more
exposure. Of the 19 heterosexual men who answered this question, 18 indicate that the
words they chose for Question 17 do describe the masculinity they see in the images |
their favorite film genre. Six of the seven homosexual men indicate that tte thewy
chose are represented in the images they see in their favorite film genre.

In sum, these men see their idea of masculinity represented in the media with
which they spend the most time. These images contribute to creating an undeystandin
of masculinity as well as reaffirming the understanding of mascutimitse men believe

exists in their larger society. That image can be described by the masboosords
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these men used to describe masculinity in the U.S. Those words in rank order are strong

independent, confident, and tough.

Your Three Most Important Sources for Learning Masculinity

In order to assess where these men learned what masculinity means, Question 21
asks the respondents to, “List in order, from 1 to 3, the 3 most important sources from
which you learned the most about what it means to be masculine.” There are 14 response
options to this question, which can be found in Appendix D.

The response option that is selected more often than the others by both the
heterosexual men and the homosexual men as the number one source, from which they
learned the most about what it means to be masculine is “father”. While the hetalose
men found movies to be their second source from which to learn the meaning of
masculinity, the homosexual men indicate that it is a male friend who has taemghthie
meaning of masculinity. Books round out the top three of most important sources for
heterosexual men from which they learned the most about what it means to bermaasculi
While male teachers rank third with the homosexual men as a source from which the
learned masculinity, the heterosexual men ranked male teachers atahe dfdtieir list,
preferring books over teachers to school them about masculinity.

Given the different degrees of interaction with TV and magazines indicated on the
guestionnaire, it is surprising to find that TV and magazines tied on the list at number

five. Brothers and mothers ranked sixth overall as important sources from whicarthe m
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learned masculinity. At the bottom of the overall ranking are sources such as musi
female friends, male teachers, male cousins, a friend’s dad, and coworkpmdees
options female teacher and sister were not chosen by either heterosexuabsehah
men as sources from which they learned masculinity.

These responses indicate that learning masculinity from their $adhdrtheir
peers was more important than television and magazines and suggest that formulating
their understanding of masculinity begins early in boys’ lives. The filstein€e in
defining masculinity comes from those that boys interact with on an intimate dnd dai
basis. As they age through adolescence and young adulthood, young men seaimages i
the media that are replications of that understanding of masculinity. These,ithaeges

reinforce their understanding of masculinity they learned as children.

Words Others Would Use to Describe Your Masculinity
Question 22 is similar to Question 17: respondents are asked to, “List five words
that your family or friends would use to describe your masculine traif{$le men’s
selection of strong as the most common word others would use to describe their
masculinity replicates their response to Question 17.The words tall and confaent a
mentioned by heterosexual men as many times as strong as descriptdsligveytheir
families or friends would use in reference to their masculinity. Thidasitgibetween

what the men believe represents masculinity in USAmerican society anithépthink
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others perceive their own masculinity is noteworthy. Table 13 provides the tetgile

of words given by the men for Question 22.

There are also notable difference between the way these men desctiie wha

means to be masculine in society and what they think others would say about their

-

Table 13
Men’s Responses to Question 22
Heterosexual/N Common Homosexual/N
Words/N

Sturdy Oak Direct/ 1 Strong/ 6 Stoic/ 1
Persistent/ 1 Courageous/ 2  No-nonsense/
Motivated/ 1 Smart/ 3 Deliberate/ 1
Decisive/ 1 Reliable/ 2 Integrity/ 1
Logical/ 1 Strength/ 1
Determined/ 1 Arrogant/ 1
Responsible/ 1 Courage/ 1
Perseverance/ 1 Dismissive/ 1
Respectable/ 1 Trustworthy/ 1
Respectful/ 1
Loyal/ 2
Independent/ 1

Big Wheel Self-sufficient/ 1

Give ‘em Hell Bold/ 1 Tough/ 2 Assertive/ 1
Powerful/ Pit-bull/ 1

No Sissy Stuff | Deep voice/ 1 Athletic/ 3 Horny/ 1
Coordinated/ 1 Chivalrous/ 3 Hairy/ 1
Lean/ 2 Confident/ 4 Tattoos/ 1
Fit/ 1 Big/ 2 Broad shoulders/
Ripped/ 1 Honorable/ 3 Courteous/ 1
Huge/ 1
Jacked/ 1
Shredded/ 1
Handsome/ 1
Active/ 1
Rugged/ 1
Masculine features/ 1
Tall/ 3
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Table 13. (continued)

Heterosexual/N Common Words/N Homosexual/N

Good with hands/ 1

Traps (i.e. muscles)/1

Energetic/ 1

Beastly/ 1

Fitness Level/ 1

Outdoorsy/ 1

Muscular/ 1

Thickness/ 1

Adventurous/ 2

Other Zeal for life/ 1 Attractive/ 2 Funny/ 1

Generous/ 1 Quick (as agile)(1

Selfless/ 2 Looks/ 1

Easy going/ 1 Spontaneous/ 1

Concerned/ 1 Flexible/ 1

Selfless/ 1 Wirey/ 1

Musical/ 1

Caring/ 2

Cute/ 1

Humorous/ 2

Kind/ 1

Speech/ 1

Skinny/ 1

Eyes/ 1

Dependable/ 1

Supportive/ 1

*This list is compilation of words from the total sample. N represents the number of times a word is
stated in the total sample.

masculinity in terms of the types of words used. Sexual orientation and agerfaxtor
these perceptions of how others see their masculinity. As a total sampldesiceie
masculinity in USAmerican society in Question 17 with more Sturdy Oak words. In

answering Question 22, the heterosexual men think others would describe them with
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more No Sissy Stuff words. The homosexual men believe others descriptions of them
would be sturdy oak words. Both are differing categories from what they stat

Question 17. Notably, age influences this perception more than sexual orientation. The
older men, in particular the homosexual men, claim others would see them more with
sturdy oak words. Thus, the men in the total sample have a clear perception of what
masculinity is in the larger society. Yet, the heterosexual men perceiveetpe in

their lives think their masculinity fall into the no sissy stuff categoryafds. The
homosexual men attribute more strength and emotionally detachment words from the

sturdy oak category.

Comparative Masculinity

In order to probe more deeply into men’s masculinity as it relates to others,
Questions 23 through 26 on the questionnaire ask the respondents to make comparisons
between themselves and male friends or other men. The series of questiona/iitiegins
their general assessment of their masculinity as compared to theifrieradis. It
continues with asking the men to assess their masculinity relative to other en in t
context of exercise.

Only two respondents out of the 27 men in the sample think they are less
masculine than their male friends. Notably, the heterosexual male thateddicat he

does not exercise feels less masculine than his male friends. Ten of the kettmsa
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feel they are more masculine than their male friends. Nine believerthagither more
nor less masculine than their male friends.

Like the heterosexual men, a majority of these homosexual men feel they are
equal to or are more masculine than their friends. However the homosexual men feel
they are neither more nor less masculine than their male friends, whilet¢énesexual
men believe they are more masculine than their male friends, Intengsitmigbth
groups of men, the men that are in the age category 30-35 years old indicagelthey f
they are equal in masculinity with their male friends. The reason fohish is
supported in the focus groups discussions, is because they are more comfortable in their
own masculinity and have more friends that are similar to them.

When comparing the general population of men who exercise versus those who
do not exercise in Question 24, the distribution of the response options for this question
shows a polarity in opinions. More heterosexual men, 12 out of 20, in this sample
believe that men who exercise are more masculine than those that do not exercise.
However, seven of the heterosexual men feel that, men, in general, whoecasrdess
masculine than those that do not exercise. There is one heterosexual man thatis neutr
The responses that are chosen by the seven homosexual men are sintiiduyedis
Four of the homosexual men believe that men, in general, who exercise are more
masculine than those that do not. The other three homosexual men think that men, in
general, who exercise are less masculine than those that do not exerdisgroBos are

split across opposite positions.
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Question 25 asks the men to compare themselves to men who do not exercise and
to state if they are more or less masculine than such men. It stateqd@dnto men
thatdo not exercise, do you thinkou are....?” A majority of the heterosexual men, 12
men, state that they believe that they are more masculine than men who do nat,exercis
which is consistent with how this group answered Question 24. Seven of the
heterosexual men have the belief that they are no more or less masculitheseantio
exercise. The one heterosexual man that indicated he thinks he is less m#senline
men who do not exercise, also claims he does not exercise and believes he is less
masculine than his friends, and was neutral in his answer to Question 23. Unlike the
heterosexual men, the majority of the homosexual men believe they are neith@omor
less masculine that other men who do not exercise. Three of the homosexual men belie
they are more masculine than men who do not exercise.

The last question in the series asks, “Compared to meddfeatercise, dgyou
think you are....?” Overall, a majority of the men in the sample state they arera@m
less masculine when comparing themselves to men who exercise. While three
heterosexual men and two homosexual men indicated they consider themselves less
masculine than men who exercise, seven heterosexual men and one homosexual man
believe they are more masculine than men who exercise. Notably, while only one
homosexual man believes he is more masculine that other men who exercise, based on
his answers to Questions 13 and16 in which he states he exercises twice a tiay, five
seven times a week, one can surmise that his physical body is of prime imgtotars:

presentation of masculinity. Similarly, four of the heterosexual men whabedicat
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they believe they are more masculine than men who exercise are the oregioupi

that exercise five to seven days a week. The other three men who think theyeare mo
masculine than men who exercise state that they exercise three to foarvadsgis. For

these men the connection between their dedication to the shape of their bodies and their
sense of superior masculinity relative to other men seems clear.

In sum, when assessing their own masculinity against other men in society, the
majority of the men in the sample believe they are more masculine than their mal
friends. Moreover, this series of questions show that exercise factors intongr@se
perceptions of themselves as well as other’'s masculinity. As a group, ¢héyatemen,
in general, who exercise are more masculine than those that do not. In addibibtineal
men in the sample, except one, indicate that they regularly exercise dunmeethe A
majority of these men feel that they are more masculine than men who do notexercis
By the same token, they do not believe that they are more or less masculine than other
men who do exercise. So, there is a sense of association they make between their own
commitment to exercise, their masculinity and other’'s masculinity based ombuolw

one does or does not exercise.

Signs of Masculinity via the Body
Question 27 states, “Do you think masculinity is shown through....?” There are
eight response options provided in this question. However, both the heterosexual men

and the homosexual men chose only four out of the eight the response options. The
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complete list of response options is located in Appendix D. Two of the response options
are shared between the groups, and they are the most frequent choices. The remaining
two options chosen by each group are unique to those groups. Table 14 lists these
responses and shows the frequency of that response option being chosen. An explanation
follows.

Although narrowly so, the largest number of men in the sample — 12 — believes
masculinity is demonstrated through certain personality charaasri®ut for 11 men
muscularity in addition to certain characteristics defines masculifatyhis, one man

would add having “six pack abs”. Two men appear to equate masculinity entirely with

Table 14
Ways Masculinity is Shown

Heterosexual Homosexual
Being muscular 1
Being muscular, having six-pack abs, and 1
certain personality characteristics
Having certain personality characteristics 10 2
Both being muscular and having certain 8 3
personality characteristics
Having six-pack abs
None of the above 1

=

muscularity, in general or in terms of “abs.” In sum, 24 of the 27 men believe that
masculinity is defined by the display of particular personality — or subgecti

characteristics. However, for half of those men masculinity also involves ratuscul
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My Masculinity versus the Media

The last part of the questionnaire brings the focus back to the impact of men’s
relationship with the media in terms of their assessment of their own magcadiative
to the images they see in the media. Questions 28, 29 and 30 ask the respondents to
compare themselves to the images in media they view the most. From theirsaonswer
can glean the underlying source(s) from which these men can recogsizagdimgy and
reaffirm their beliefs about what masculinity means. .

Question 28 states, “In general, do you think you are more or less masculine than
the images on magazine covers that you read the most?” As indicated in Question 21,
magazines rank sixth, overall, in the most important sources from which these men
learned what masculinity means. Twelve of the men in the sample believeghey a
neither more nor less masculine than the images they see on the covers afiesabayi
read the most; eleven of the men in the sample consider themselves lessmésaali
the images on the covers of the magazines they read the most. Considering fibis quest
with Question 9 on the number of hours spent in a week reading magazines, one sees that
men who believe they are less masculine than the images on magazine covemsspend |
time (on average less than one hour a week) looking through or reading magazines than
the other men.

Opposed to that feeling of being less masculine than the images found on
magazine covers, four heterosexual men believe they are more masculihe thetges
on the magazine covers. None of the homosexual men see themselves as more masculine

than the images on the cover of magazines they read the most. Two of the heterosexual
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men who feel they are more masculine than the images on the covers of magayines th
read spend between four to six hours a week looking through or reading magazines which
are not considered “men’s” magazines by either Borders Group Inc. $tahéard

Periodical Dictionary The images of masculinity in the magazines that they view the
most, such as tHeconomisior National Geographi@re not comparable to the images of
masculinity in the (heterosexual) men’s magazines considered in the study.

The next assessment is a comparison of men’s own masculinity to images they
see on television. As indicated previously, television ranks fourth in the most important
sources from which these men learned what masculinity means. A majorityno¢the
this sample watch less than six hours of television in a week. Seventeen of the 27 men
indicate they do not consider themselves more or less masculine than the images they
most on television. Four men consider themselves less masculine than the images on
television. It is notable that four of the six men who consider themselves marainmeas
than the images they see on television watch more than 10 hours of television in a week.
Moreover, these men who consider themselves more masculine than the images they
watch on television exercise five to seven times a week. Since most teleinsiynss
are controlled by the gym staff and are tuned to news or talk shows or general
programming, it is likely these men are exposed to programs they may not choose for
themselves. Thus, these television shows could conceivably have men shown that these
five men would consider less masculine than they consider themselves to be. In sum,

while some of the men feel more or less masculine than the images they see sinriglevi
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most of the men believe their masculinity to be neither more or less mascutiriee¢ha
images on television.

The last question asks the participants to compare themselves to images they see
in films. Specifically, Question 30 states, “In general, do you think you areantass
masculine than the images in movies or films that you watch the most?” Like the
previous two questions, a majority of the men feel they are neither more nor less
masculine than the images in the genre of films they watch the most. Netalbbn of
the men in the sample do indicate they believe they are less masculine tinaagie in
movies are film they watch the most. The genre that is favored the most out of these
eleven men is action. And per their collective answers to Question 17, the presentation of
the main character in action films is what these men in the sample consider to be
representation of masculinity in USAmerican society. Thus, it is not surptiehg@6
out of the 27 men do not feel they are more masculine than the images they see in films.

Overall, the answers in these final questions asking the men to compare
themselves to the images that they choose to expose themselves to most seemtto sugge
that the images they see are more reflections of how they perceivevwhamnasculinity.

The majority of the men in the sample do not believe they are more or less measculi
than the images on magazine covers they read most often, in television shows or in
movies they view most often. Through this belief, they can remain confident in their
self-assessments of how they compare to other men and where their stadliativesto

the dominant ideal masculinity.
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Discussion

The responses that are provided by the total sample offer insights into men’s
personal views of masculinity, their masculinity in relation to others andwakde
commitment they have to positioning themselves in close proximity to the idebbzy
through exercise. The images that they expose themselves to through television, the
internet, movies and magazines provide these men a source to draw comparisons of
themselves and others.

When asked on the questionnaire if the images in the media represent the words
they used to describe USAmerican masculinity, overwhelmingly theyemedwes. The
words they used depicted masculinity mainly as emotionally detached nghomyisical
strength and non-feminine. Twenty out of the 27 men said the words they statd refle
the masculinity they see on magazine covers. Eighteen in the total sampleysaid the
believe the words they chose are represented in the images of masdwdinged on
television shows. Twenty-four out of the 27 men indicate that the words they chose for
masculinity in the U.S. is represented in the images they see in their fahorigerre.

Thus the images which they spend the most time contribute to the dissemination of and
reaffirm their understanding of masculinity stemming from the dominantl sde@ogy
that values muscularity to show masculinity.

When comparing themselves to others, a majority of the men in the sample feel
they are more masculine than those that do not exercise. Fifty-nine perttentaiél
sample believe that men that exercise are more masculine that those that do not.

However, this study found that health is not a motivating factor in their pattoripa
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exercise. The most common reason given to why they exercise is to mthetafitness
level. The second most common reason provided by the total sample for exesdiging i
build muscles. The fact that as a group they chose building muscles as the second most
important reason to exercise suggests the connection muscularity hdsewitelf-
perceived masculinity and the masculinity they want to present to othersallChere
is an association on their part between their own commitment to exercise, thei
masculinity, and other’s masculinity with the extent to which one does or does not
exercise.

The next chapter explores these questions and perceptions through focus group
discussion. While they indicate on the questionnaire their individual views, in a group
setting these opinions may be influenced by others. It is through focus dgnatps t

deeper understanding of these perceptions is better captured.



CHAPTER FIVE
FINDINGS FOR THE FOCUS GROUPS

This study contains five groups of white men who patrticipated in the focus
groups. To take part in the focus group men had to meet the eligibility requisesment
respond to the questionnaire. All of the participants completed the questigraite
the start of the focus group sessions. The purpose of the focus groups is totbeplore
notion of masculinity in more depth than could be done with the questionnaire. Through
the focus groups these men provide insight into how masculinity is understood and

expressed by white men aged 18 to 34 in USAmerican society.

Description of the Members of the Focus Groups

Group 1- The Straight College Men
This group consisted of four heterosexual men. All four of these men were full-
time students at a Washington D.C. college or university. Three did not workrad all a
one worked full-time. The ages ranged from eighteen to twenty-nine. Tlysicah
bodies showed no signs of muscularity or body mass. All of these men stated on the

guestionnaire that they worked out a couple of times a week.
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Collectively, this group’s average use the internet eight hours a week for non-
work related activity. On average, they watch three to four hours of television gka we
This group averages about four movies a month in viewing habit. The members of the
group chose the names Robert, Ron, Fry and Scooby as their pseudo names, which will

be used when making references to their individual answers or group discussions.

Group 2 — The Straight Working Men

This group consisted of six heterosexual men. All of these men worked fell-tim
The ages of this group ranged from twenty-five to thirty-two. This groupveasbst
diverse when it came to exercise. Five of the men exercised regulargxénmsed
occasionally and one of the men did not work out at all. This is the most diverse group of
men out of the five focus groups. Their physical bodies represented the spectrum of ma
body types. Two were very muscular; one was overweight, two were thin withnso si
of muscularity; and one has some muscularity but not pronounced like the two who
appeared muscular.

Collectively they average nine hours of internet use dedicated to non-work related
activity. The average number of hours they watch television is five and a half hours
They watch an average of three to four movies in a month. The members of this group
did not use pseudo names during the focus group because they knew each other.
However, they will be referred to as the following to protect their anonymityisn t

research: Brady, Red, President, Maddog, Jeep, and Hart.
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Group 3 — The Straight Athletes

This group consisted of six heterosexual men. Five out of six are full-timge&olle
students at a Washington D.C. university and play the sport of lacrosse. Notably, one
lacrosse player is a self-identified gym fanatic and spent most otRkisifine at the gym
and works part-time there as well. The sixth man in this group is neither a studant nor
lacrosse player but does participate in social sports like softball. Thenggefoathis
group of men is between 18 and 29. As athletes, these men’s bodies show some
muscularity but not pronounced muscularity.

The number of hours this group averaged using the internet for non-work related
use is seven and a half. Their television viewing habits were the most divarse. ol
the men watch less than an hour of television a week. Of the remaining three, they
average about seven hours of television viewing in a week. Collectively, this greup see
about six movies a month. This group chose their own pseudo names. They will be
referred to as such from this point forward to protect their anonymity. Theisrenere

George, Matthew, Daniel, Bruce, Brad, and Jim.

Group 4 — The Power Lifter Straight Men
This group consisted of four self-identified former body builders or currentrpowe
lifters. All of these men work full-time. One is a part-time student aha$3#vania

online college. The other four are not students. The ages of this group vary from 24 to
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31. All of the men in this group are reflections of the dominant ideal body type. They
have extreme muscles developed from their neck to their calves.

As a group, they use the internet, on average, five and a half hours a week for
non-work related activities. The average number of hours they watch television in a
week is five. Collectively, this men view one to three movies in a month. These men
chose their pseudo names as well. They will be referred to when necessary to the

following to protect their anonymity: Anthony, Matt, Vin and Chuck.

Group 5 — The Gay Working/College Men

Seven homosexual men make up this group. Six out of the seven men in this
group work full-time, while one man works part-time. Two of the men areirfod-t
students and one is a part-time student at a Washington D.C. college or unitarsity;
are not currently students. The ages of these seven men fall between 21 and 35. The
men in this group were evenly split in body type. Half of the men had slight bodies that
had no evident muscularity while the other half had muscularity that resembled the
magazine cover images. However, none of these men were built like the paxer lift

As a group, their internet use for non-work related activity averages todaws
a week. Collectively, they watch one more hour of television than they use the jnternet
five verses four respectively. On average, this group watches one tonthviess in a
month. One member watches slightly more at four to six movies in a month. These

seven men chose their pseudo names and will be referred to when necessary to protect
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their anonymity. These names are the following: George, Clay, Robert,rdepRgan,

Will and Jake.

Media and Exercise as Sources and Meaning of Masculinity

Collectively, the men said they volunteered for this study because somedspect
the study intrigued them and some felt it was important to represent their group in
research such as this. However, answering the question of what masculamty tme
them was new territory for most of them. The complete list of questions for the focus
group sessions is listed in Appendix E.

Due to the fact that most, if not all, of the heterosexual men admit that they have
never really given thought to the meaning of masculinity, the initial answeexjaeeted
to be brief and more first impressions than having any deep intellectudd. bride
homosexual men’s discussions are more insightful from the start of thearse$tiree
engagement questions are asked in order to approach this new topic. Threeyrelativel
easy to answer questions at the beginning of the session allows the group to form a
cohesive bond with each other. Once that bond is established other exploratory type
guestions stimulates more conversation between the members. Once the groike feels |

it has exhausted the topic the closing question wraps up the session.
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What Does Masculinity Mean?

When asked what five words best describe what it means to be masculine to them,
all of the heterosexual men became flustered trying to remember whatrthteyon their
guestionnaire. There was some nervous laughing by some men due to mild
embarrassment of their loss of short term memory with rememberinghaygtst
wrote down on the questionnaire. While some expressed jokes to break up the silence in
the room, the silence was short-lived. With some needed time to reflect,¢henble
to focus on how they wanted to begin the focus group discussions. The homosexual men
did not have any difficulty answering the question.

The straight college men and the straight athletes began their caiovevath no
sissy stuff words, much like what they put on their questionnaire. Rather than repeating
what the person before them said, as happened with the college men and thetathletes,
straight power lifters seem to have sturdy oak and no sissy stuff typs.wbhey gave
words like maturity, integrity, beard, large, and courage. Thus, the power liftershea
most diverse group of words to describe masculinity. The consensus, though, for all
three of these groups is that masculinity is best defined by the word,siom physical
strength. Other key words that are mentioned in these groups are braveg:vstled,
fearlessness, and being independent. Like the answers on the questionngire, bein
physically strong seems to be the number one, first response answer to whginrtyasc
means for all the members in these three groups.

In the initial discussion amongst the college men, each answer seemecdeta caus

little discourse before moving on to another discussion question. When Fry stated that he
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thought intelligence was a word that described masculinity, the other meronedst
and made him qualify his statement. An excerpt of the exchange is the following:
Robert says “so is nerdy not masculine?”

Fry says “You can be incredibly intelligent but masculine but you know not if like
your sporting really thick glasses.”

Robert says “Yeah, | feel like the egghead stereotype isn’t very mastuline.

One of the social cues present in this exchange is the facial expression of doubt
from two of the men. It translated to Fry that the word intelligence was arlaomnee
deviation from the previous answers given to this question. In order to redskainlis
the group, they asked him to explain his answer. In doing so, an establishment of
understanding is created. At the end of this exchange, there was a consensus about the
way nerds looked that did not meet the expectation of what they felt represented
masculinity, which is a physically strong man.

The straight working men expressed the sentiment that all of the heteabsex
groups struggled with. They stated that it was a difficult question for themweans
because they had not given it much thought. In order to answer the question, the men in
this focus group restated what they put on the questionnaire. The working neee beli
the words that best define masculinity are strong and self-confiderikeltim college
men, they did not express any physical features or stereotypes to visualigaladhat
masculinity did not look like in answering this first question.

When asked to define the words strong and self-confident, the group agreed that

the word strong is a physical attribute of how a man walks and carried his bdfly. Se
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confidence is described as an attitude that was more evident when you spokedoesom
Interestingly, none of the other groups mentioned being able to tell a man’s masculi
from speaking to him as the working men did. The other groups focused on a man’s
physical appearance of strength to define the word masculinity.
The gay working/college men are very similar to the straight workierg imhow
they define what masculinity is. To the gay men, masculinity has to do witanjse
physical appearance as much as it has to do with their self-confidence. Bhybese
men believe that a person who takes care of their body, i.e. not overweight, and is well
groomed in appearance factors into their self-confidence. Accordingly, tleeselbr
confidence a man has the more he is viewed as masculine. An excerpt from the
discussion describes this.
Leonardo says “l feel like somebody who’s more confident they have um better
posture. They might have a little bit more of ah um stronger pronounced walk
where somebody who maybe not as confident um they might slouch a little bit
more or they’re a little more hesitant in their walk.”
Ryan says “l would say it's physical too. | think the better you look and that’s not
just physical but groomed um clothing not that you need to dress up expensive or
you know anything like that but you should look confident.”
Amongst the groups, there is a consensus that masculinity definitely has a
physical component to its meaning. All of these men have a distinct image of what i

looks like and how to recognize it. For example:

Brady says “Yes, you can tell by someone’s face they’'re more masculine.
Someone with a hard face is more masculine than someone with a baby face.”

Maddog says “Yeah a baby face is not masculine at all.”
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All of the men consider older men more masculine than younger men. As
expressed in the discussion amongst the gay men, maturity makes one appear mor
masculine. An excerpt of the conversation is below.

Clay says “The younger somebody seems in character | generallyadsadiate
as being an adult (pause) so that doesn’t necessarily translate asnmadsauke.”

Will says “Yeah to a certain extent gray hair (pause) | think body mpissilly

not necessarily that you work out a lot but typically the older you get the more

body mass you get so that translates into older and maybe more masculine um to

me as well.”

Notably, the younger heterosexual men in the focus groups expressed their lack of
feeling completely masculine. They felt that as they got older they wouttbbeself-
assured and confident. Through that, they would be more masculine.

In sum, the overarching word that defines masculinity to these men is the word
strong, as in physical strength. Each of these men tries to identify himsation to
that ideal. When men are seen as the opposite of being strong they not considered
masculine. As men age they redefine masculinity as self-confidence &nd thi
compensates for any lack of strength. That self-confidence, howevdt tisdsto a
man’s body through the way he walks or his body posture. These men feakitiat t

care of one’s body and not being overweight propels one’s self-confidence and

exemplifies masculinity through the male body.



127

Where Did The Meaning of Masculinity Come From?

While the questionnaire indicates that the most influential person in teabking t
men masculinity is their father, the focus group discussions reveal the meditahger
role in the development of their understanding and socialization to magcthiant their
fathers and male friends, which ranked first and second for the 27 men on the
guestionnaire. Despite the discourse focused on the media, some of the men did indicate
in the discussion that their male friends, due to an absent father, do play a part in the
socialization and confirmation of what masculinity is through peer group aseaci

Both the heterosexual and homosexual men indicate that they socialize with men
who are like themselves, which reaffirms their perception of their own nivasguFor
example, the heterosexual men in the group of lacrosse players, which faos dheary
masculine sport, specifically associate with other lacrosse plagdrieel masculine
when they do. When they do what they consider masculine activities, like watthgpor
events on television with men similar to themselves, it provides them a sense of
masculinity.

For the gay men, they did not provide specific examples like the heterosexual men
do of those reaffirming masculine moments with their peers. Rather, theytotosas
the discussion on the lack of gay role models that are masculine in the media. Two
excerpts of this discussion follow below.

George says “l would say watching TV and movies uh magazines uh TV that has
a big influence in what is masculine.”
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Leonardo says “Yeah, | think you see what is perceived as masculine and then um
if you feel you can relate to that then that’s the kind of what your guide to uh for
how you’re going to conduct yourself as far as your appearance um ta’others

Jake says “I think we all have movie stars that in some stage in our lives we
idolize some of those people. If | can give an example, Patrick Swayzeayn Dir
Dancing, | think he looked very masculine in that movie.”

*kk

Clay says “a lot of your perception is based on what you're seeing.”

Leonardo says “yeah | agree with that. When | was young | didn’t know what the
word gay meant for starters. It wasn't something that was farmiliayifamily
or that anybody talked about. I just thought some people looked more manly.”

Ryan says “One thing that stood out to me is thinking about Will & Grace and

thinking of Jack from that show and how he was out there because we don’'t have any gay

role models that are seen as masculine. So TV goes with what the steractyp®s, |

think that character projects the stereotypes of what people know to be gay and in the

media for that then gay isn’t seen as masculine.”

As far as their father’s influence, 18 of the 27 men marked their fathiee asast

important source of learning masculinity on their questionnaires. While yhega did

have a few members who mentioned the influence of their fathers laterdisdussion

when it came to exercise they did not discuss fathers at length. Thwesnfas the

media. The straight college men and straight athletes did not mentiorathersfat all

as a source in the discussion. However, the common theme among these threis groups

that movies and television influence how they perceived masculinity. An excehngt of

college men’s discussion follows:

Robert says “Um, probably movies. | mean male protagonists are usually very
masculine | feel like.”
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Ron says “Yeah, | put the same thing. Number one is movies. Specifically, uh
Fight Club I think like was pretty big.”

(Group laughter and comradery)

Scooby says “That’'s an awesome movie bra.”

The consensus for groups is that the hyper-masculine male portrayed in the
movies is the best representation of what they were trying to convey to tlaischese
about what image is masculine. They mentioned specific examples of actbrasstia
Diesel, Tom Cruise, and Matt Damon, as men who present the idealized form of
masculinity.

In regards to the father influence, the straight working men discuss ths#ie
One man stated that he grew up without a father. So, his learning came ffaents
most of the time, and male coaches who were father figures. Another mertiber of
working men offered that they did not learn what masculinity was by someone pointing
out to them “this is masculine.” Rather, he was taught by his father what motvagin
excerpt from his answer is below.

Brady says “l was taught what was girly. You didn’t want to do anything that

was girly. So, my dad would say don’t do that or that when a girl was doing it. |

was never taught what masculinity was. It was just that | learnetitwirs by

process of elimination.”
After this explanation from Brady, the rest of the working men agreednibsitof what

they were taught growing up was not actual masculinity. Rather it was whatdwt t

and what it was not.
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The power lifters seemed to be mixed in their answers of what sources provide the
most influence. All four did agree that their fathers were the greatastnot and
taught the most information about being masculine like the working men. In this group
discussion, Anthony credits two other patriarchal “father” sources vatlearning of
masculinity. He states that a lot of his information comes from the Biblelaas the
military. He indicates that it's through his faith that he knows how to express his
masculinity.

In sum, the key theme from the discussions in the focus groups about where the
meaning of masculinity came from is twofold. First, as USAmerican &ogs/oung
men are socialized in the meaning of masculinity and how it should look, thesareleas
not taught directly to them. Rather, USAmerican males are educatedriptinexs,
peers and other patriarchal sources about what masculinity is not and how it should not
look. Noted by one of the members of the focus group, masculinity is learned through a
process of elimination. The media reaffirms these patriarchal notions ofiiméag
through presentations of idealized versions of what is and what is not masculine. By
learning what is feminine, they understand what is masculine. Second, through their
processing, accepting and in some fashion trying to replicate that imegjeating that
image allows them to understand masculinity and define their positioratiorelo the

dominant ideal.
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Do These Magazines Make Me Feel Wimpy?

When it comes to the specific influence of magazines on the perception and
reception of masculinity, the results are mixed about how much of a partimesyplay.
Within the groups, a few themes arose out of the discussions of the magazinestfl
on the men, such the purpose of the magazines, who would want to buy the magazines,
etc. The main theme that garners the most discussion time, however, is sssiatgr

Among the gay working/college men, there is a feeling that younger men
experience definite pressure to look like the images on the magazines. Howdwey, as
age, the pressure is less because they are more self-confident and morebtawidtt
who they are.

Leonardo says “In the gay community there’s much more pressure on people to

look good because it's a more physical attraction when you meet somebody for

the first time especially when you're young. | think as you grow older then li

said there’s other things that you start looking for like the person must have a bit

of a personality as well and not just look good.”

Clay says “If you don’t have your own self-confidence | think there is a lot of

pressure um and | think the guys who aren’t as sure of themselves um they

probably feel the pressure a lot more. So, they're trying to find other ways to have
that outward appearance um but your body may not be designed to get to that
level.”

Unlike the homosexual men, age is not mentioned amongst the heterosexual men
as playing a factor in this perception of or lack of pressure. Most of thbexual men
say they do not feel or see it as pressure to look like the images in the magazines. Som

of them expressed that magazines help guide them to what they could look like or remind

them to go to the gym.
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Daniel says “It helps you build an image. Like if | was going afggrldahat,
like, only dated guys that look like this and | started hitting the gym then I'd be in
the gym with this image in my head.”

President says “The images on the magazines help remind me of what | need to
do. If | see one at the store, | think, Oh | really need to get back to the gym.”

However, some of them confirm that the women in their lives make them try to be like
the images. They likened this to pressure but did not feel it qualified as intense as the
pressure they experienced from their peers during adolescence.

Two of the men stood out in their discussions because their feelings were palpable
and unexpected. George, one of the younger males, in the athletic group, exangsse
toward the magazines. Rather than placing blame on the magazines diretidy for
pressure he feels, Brady in the straight working men group places his addparme on
women in general.

George says “Yes they have an influence. They tell you what you're supposed to
look like and how to be like that and the girls expect that.”

Brady says “There is pressure but it comes from the women’s magazisdase It’
women that make us feel pressure to look like the men on covers we’re looking at
here.”

During the discussion about how much magazine influences them or put pressure
on them, Red, in the working men group, began to visibly show his disagreement with the
group. He began to look down at the table, swivel in his chair and shake his head. It
took him several minutes in the discourse to engage.

Red says “No, | don’t think the magazines have any bearing on what masculinity

is. 1think that a person’s body has nothing to do with masculinity. It is all self-
confidence.”
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The deviation from the group created by Red’s opinion caused a shift in the
progression of the topic. Hart's facial expression and the nodding of his head when Red
spoke to the group indicated that he agreed with Red’s statement. However, Hart offered
nothing to back up Red’s claim. The other men noticed that Red was visibly
uncomfortable before he spoke out against the group. They chose to validate Red'’s
position by offering similar agreement type statements, such as “gesel’ar “yes that
is definitely true”.

These types of social reassurances of group members’ masculinityedccurr
throughout the discussions. The vast majority of the time when the men are providing
their opinions they become more conscious of the effects of what they arg cayire
group after a member offers a dissenting opinion. In order to maintain, socisilocobe
the group, more often than not, the men would agree with each other and withhold
personal opinions that they may have indicated on the questionnaire.

In sum, the social pressure that the men expressed that is coming from tiseir pee
their community or the women in their lives to embody this idealized body found on the
magazine covers seems to cause the most distress for these men. This ggeaf ima
what masculinity is forces them to measure themselves against it. Wheothegre
themselves to their peers, 44 percent of these men believe themselves to be more
masculine than their peers, as indicated on their questionnaires. Forty-ecgint pér
these men believe they are no more or less masculine that their peers. So,lthe socia

pressure for these men to conform the idealized body which is projected on magazine
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covers and in media in general is palpable to these men and they have to accommodate it,

emulate it, or compensate for their lack of it.

How Does Exercise Play a Role in Masculinity?

The extent to which exercise factors into a man’s masculinity is sopasstopic
for the men in this study. Some men find that men who go to the gym too much should
not be taken seriously. Some of the men that go to the gym do so specifically to
participate in a sport, which requires exercise to build muscles, and feéleyairé the
exceptions to the average man. Others feel that participating in exesexgression
of how well you take care of yourself, which is a direct expression of howutresgou
are. As indicated on their questionnaire, 59 percent of these men believe that men who
exercise are more masculine then men that do not.

In the straight working men group, this discussion shows the polarity of opinions
and the discomfort the men become when the outspoken men, who represent the ideal
body type, are faced with dissenting opinions from the men who are the leaselike t
dominant ideal body type. Maddog, one of the men whose body closely approximating
the dominant ideal, is firm in his belief that not being in shape is not masculitie, at a
On the other hand, Red, whose body departs from the dominant ideal, is firm in his belief
that exercise has nothing to do with masculinity. An excerpt of the discussidovis be

Maddog says “If | see a another guy walking towards me and | can tell he takes

care of his body and he has a strong face, | think he is more masculine than a guy
that doesn’t take care of himself and looks wimpy.”
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President says “l wish | had more time to work out but I'm a new dad. | change
diapers, which other people don't think is masculine at all.”

Red says “No, | think its self-confidence not exercise.”

Notably, Hart's lack of involvement with the discussion, based on his body
language, signals to this researcher that he did not want to create anotimefoutable
situation for the group. His physical appearance may have played a part ik lofs lac
engagement. Out of all of the men, his body physique resembled the body type the men
were discussing as being non-masculine. However, on his questionnaire he indicated he
exercises at least three to four times a week.

The gay working/college men believe that exercise definitely playd &npa
masculinity. When you exercise, these men believe that it causes onenoreself-
confident. However, if someone exercises too much then they are overcompensating for
something. According to Will, “people that obviously look after their bodies well by
going to the gym by not necessarily playing sports or something to um keep theg bodi
like it is have more self-confidence.” Jake says “if somebody has | goeeover a
certain line as far as how much attention they give to their body to me starasnot
masculine.” So, for this group, there is a fine line between exercisinglfaomfidence
and extreme over zealousness for paying too much attention to one’s body size.

The straight college men also have an issue with men who have what they
perceive as extreme bodies. In particular, this is the group that finds men, such as bod

builders who have bodies that are extreme, should not be taken seriously as masculine.
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Robert says “I feel like they’'re over the top like they don’t have their paeriti
straight if they’re hitting the gym that much to look like that. There are othe
things that are much more important | feel like so | almost kind of laugh at them”.

Scooby says “It's kind of like ah yeah you’re a masculine guy. That's cool but
alright.”

Fry says “You can beat me up but | don’t care.” (Laughter in the room). I'm not
going to get in a fight with you.”

The straight athletes reiterated that exercise has a lot to do witmgmgulinity
and getting women to be attracted to them. They exercise in order to appda like
images they see because they believe through experience that wonreat gallon dates
with them if they look “fat”. So, this group has respect for men that exercise aewkbel
it helps others identify their masculinity if they do. In particular, one wtamworks at a
gym part-time believes that it is better to look overly masculine with a goodtbadyo
“walk around looking like a guy that cannot pick up a rock.”

The power lifters see themselves as exceptions to the rule of how much an
average man can be masculine through exercise. The exercising the pomgetdiftea
way of life for them. They exercise in order to participate in specifidsguat require
great strength or power. They feel that it is an expression to othersehatre about
their health.

Anthony says “It expresses that | want to be healthy and that | understeed |
to take care of myself um for myself and my family.”

Chuck says “It allows me to compete in strength sports and show how strong |
am.”

Overall, these discussions show the extreme in opinions about how much exercise

plays a factor in masculinity. Almost all the men agree that exeigisasto others the
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level of commitment a man has to being masculine. Each group has a sense of what
exercise means to achieving or maintaining the body that they have or want.to have
Those that do not exercise at all or as much as they would like to exercise heatedhdi

in the group sessions that they have a self-consciousness about not being as naasculine
others. They justify to their peers reasons why they are not able to exeremich as

they believe they should in order to socially negotiate their failure in netimgethe

ideal. Those that do exercise, the aspiring males, insist on the notion thaavbey h

higher amount of self-confidence than they believe those that do not exerciseTiave.

dominant ideal is perpetuated through exercise.

Are Magazine Images Attainable?

In this part of the focus group discussion, the groups are asked to look at five
covers from magazines in the study that are directed toward men waéxina!
orientation of the men in the group This means that the straight college mstnaitiyiet
athletes, the straight working men and the straight power liftelsséesl to view five
magazine covers as a group frden’s Healthmagazine oMen’s Fitnessnagazine.
The gay working/college men are asked to review five magazine cover©from
magazine otnstinctmagazine as a group.

The power lifters have already attained the images they see on the magazine
covers. So not surprisingly, they affirm that it is possible to look like the images on the

magazine covers. They stated that the average man could not achieve this.alf &sfa w
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life for them, and they believe that unless you commit your life to a spdriasugower
lifting, the average man should not expect his body will look like the magazine covers.
Amongst the other groups, however, none of those men looked like the images on
the magazine covers in this study’s sample. Also, the members within e¢hehgobups
shared the same sentiment with other members of their respective groups altoert whe
these images were attainable. Comparing across groups, however, the ideanthat
could achieve the bodies that are shown on magazine covers was not unanimous. Most
notably, the age of the men has considerable impact on the way that they answered thi
particular question.
Unlike the sentiment of the straight college men and athletes, the straidinmg
men believe that not only are the images attainable, but they have a sense of kémt it ta
to accomplish the physical demands that factor into looking like the magazine cover
images. To these men, they see the job behind the model’'s body. An excerpt from the
discussion is below.

Alex says “If all | had to do was workout all day, | could look like that. This is
their job to look like that.”

Brady says “Yeah they are definitely attainable for the averagé guy

Jeep says “Um yeah | think you could definitely look like that if you try and um
really have the time to put into it.”

Maddog says “l agree with what they said. If it was my job to look like that | uh
it's definitely achievable.”

The college men and the athletes echoed the same sentiments that na thay ar

image not attainable, they do not believe anybody should want to look like that if they
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wanted to be taken seriously as masculine. This attitude of the athletdedsbiyiéheir
need to be agile and not cumbersome by an excessive amount of upper muscularity to
participate in their sport. Further, the athletes believe that the men ateropensating
for something if they have to be “that muscular”.
Daniel says “I've met a lot of guys uh | mean they’re 230 pounds of pure muscle.
| mean like less than five percent body fat and they’ll be willing to telltrat
and normally that’s one of the first things they're willing to tell you tpatuée)

as far as masculinity scale they take a huge drop right there”

Bruce says “yeah | feel like a lot of those guys are insecure in thejeithat’s
why they try to look like this so | think that makes them even less masculine”

Brad says “Yeah their over compensating”

Jim says “Yeah | have an old high school gym teacher that can’t touch his
shoulders he’s so big”. (Group laughter).

The college men have a similar jovial conversation, but are less direcirin the
rejection of the men on the magazines. They provided reasons of why they felithe w
that they did, which have the same underlying sentiment as the athletes. efpt &oen
their conversation is below.

Scooby says “I think it gives you like a good like this is as good as you could look

if you really were that interested in vanity. It's one of those things likeedlly

dedicated my life to being in shape | would probably want to look like some of
these guys.”

Robert says “Yeah | feel like” (interrupted)

Ron says “I think it helps you build an image of what going to the gym is about

but like you actually need a different inspiration to decide to go to the gym in the

first place like for girls but it's not like | see these um this and Ika 6h | need

to go to the gym.”

Robert says “I don't really feel like | should be like that. I'm kind of jug li
why look like that? Why bother if women can’t have a guy that looks like that uh
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I um well, if women really want a guy that looks like that and their not willing to
sacrifice I'm like well they aren’t my type of girl.”

Fry says “I think anyone can take steroids. (Laughter). It's pretty.’ea

Notably, the gay working/college men seem to have an awareness of the lack of
information that is provided by the magazines to achieve a body like the onesdkat gra
the covers of magazines that the heterosexual groups did not mention. They believe t
muscularity in the models is achievable to a certain extent and it has much th dgeavi

Clay says “l would love to attain it for myself. | think | can get there tertin
extent but not (laughs) as far as these people do.”

Leonardo says “Whether it's these images or if you know somebody like tiat the
(pause) the gym is more their life and more than having a social aspec) (pause
don’t think that anybody should expect that this is usually attainable unless that’
the field that allows you to work on your body like that.”

George says “Yeah, | don't think that that is put out there um to people without

any um additional information put into how much of what is (pause) how much of

this person’s life is spent at the gym, what are their eating habits. | triesnto

be an extreme commitment to get yourself to this point and an average person’s

life, I don’t think they have the time or pride or commitment to this point.”

In sum, age appears to factor in to the notion of whether the idealized body type,
found on the covers of the magazines, is attainable or not. The younger heterosaxual me
in the focus groups reject the ideal body type because they view it as unagtainabl
Therefore, they do not believe that one should aspire to be like images on the magazine
covers. Juxtaposed to that notion, however, they will subject themselves to attempting to

emulate the idealized body type in order to get women to find them attraotivgheto

date them. The older men of the groups, both heterosexual and homosexual, believe that
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these images are attainable and have a sense of what lifestyle one eyt in to

attain those idealized bodies.

How Do the Media Impact Your Perception?

Among the groups, the discussion about how media, in general, impact
masculinity varied from group to group. The key theme that is expressed throughout the
focus group discussions is not how much magazines play a part in defining masculinity.
Rather, it's how much television and movies play a part in reinforcing an igeabty
masculinity. Some find the images laughable while others find that it doesrhave a
important impact in how one is supposed to think about what masculinity looks like.

The gay working/college men have no question about how much the media
impact their view of masculinity, particularly as they were moving through the
adolescent years. It is not something they reflected on in their youth. Howewsy, dur
the discussion they are able to consider how much it did impact them as thebasflect
to that time. An excerpt of the discussion is below.

Leonardo says “yeah I think so. | think um whether | realized it or not just over

the years (pause) whether it was the media that came first and | deivigldpat

or um | developed my own way and then | just gravitate towards what | see in

myself from the media. | think that the media plays a big part in that.”

Ryan says “Yes definitely. Vin Diesel (pause) some of his movies wveeye

masculine because of his power and because of how he conducts himself (pause)

obviously it's a load of crap because it's a movie but you say to yourself gee I'd

like to be like this person because everything he does is good. He drives fast,

jumps over cliffs, his hair style is the same after he does all of this, bombs

explode and he just dusts himself off. | think that the media has a huge influence
on how we see masculinity.”
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In the straight athletic group, they dismissed the idea that the medihgmelie
idea of what is masculinity. Rather, as they progressed through the ninatgsn
reflecting on and discuss masculinity, they concluded that what is presertiednedia
is a reflection of the type of masculinity that they have learned fromgéers or their
fathers. They did not believe that media influenced them or changed their ideas of
masculinity.
The straight college men and power lifters have mixed feelings about how much
the media play a part in providing their understanding of masculinity. Spdyifivad
of the college men are dismissive about media defining masculinity. Onepuiviese
lifters admits that media do have influence. The others are reluctant tiotlzatmi
influence. An excerpt of the discussions is below.
Scooby says “I think a lot of people watch movies and get the idea of like
masculinity from movies. At the same time, you can watch movies and laugh at
the guys that like if they are trying to be masculine or over masculinemés
off as like hilarious. It's not actual.”
Robert says “I hate to say it does but it probably does. It’s just in our culttye. |

not to buy into uh anything | see on TV but uh it's not real but uh you see James
Bond and any guy’s like it'd be cool to be like that.”

*kk

Anthony says “It plays a lot in how | express my own masculinity. It malees
realize that true masculinity is not how big ones muscles are or whethatrlor
have a six pack, or the type of diet that | have”

Chuck says “I mean | watch a lot of TV. So, yeah it definitely tells you wha
masculinity is supposed to be like but yeah for me personally, it doesn’t play as
much in my life as my family does. I'd say about 25%. ”

Overall, these men selected movies, on their questionnaire, as the third most

important source from which they learned masculinity. Television ranks fourth as the
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most important source form which they learned masculinity, while magazineovesik |
The key is that there is an overarching notion amongst a majority of the men that the
media, particularly television and movies, do play a part in their understanding of
masculinity. Some are more aware of the influence, while others rejexittbe that

they are influenced by the images they are confronted with in the media. Sofannone
or another, as a collective group, they recognize that media play a part it at leas
providing a reflection of or a form of an understanding of masculinity. That nrasgul
as seen on the covers of the magazines in this study, comprises of a body cgnti@rmi

the dominant ideal.

Discussion

Between the hours they watch television and movies, the hours they use the
internet for non-work related activity, and the number of magazines they comeantcont
with on a weekly or monthly basis as indicated on their questionnaire responses, men
have an inordinate amount of opportunity to come face to face with the idealized body
image of USAmerican masculinity. As noted in Chapter three, this imagete and
muscular sculpted by natural or artificial means to emulate the perfettiom ltuman
male body. These depictions represent an ideal physique that is idealipadynot
contemporary society but appears throughout Western history. Michlelarifpavid”,
depictions of gods in Greek mythology such as Zeus and Hercules and statues of

pharaohs in Ancient Egypt are examples of much earlier periods in histbdethet an



144

ideal physique. Ideal images can even be found in religious art (Boyle, 2010)y Toda
perfect, idealized bodies are found on the covers of magazines, in movies, on television
and in professional sports. These images are in all aspects of social life. Héden t

men come in contact with these images, an affirmation of ideas of masculifutthier
ingrained in them and in social consciousness. Its pervasiveness makedpheydte

that it is a natural state of the human male body. Thus, a majority of the mensidlyis
believe this idealized body is attainable.

These men express in their discussions that as boys and young men they are
socialized in the meaning of masculinity. However, these ideas are not taughy threc
them. Rather, they educated by their fathers, peers and other memberstypabocie
what masculinity is not and how it should not look. Noted by one of the members of the
focus group, masculinity is learned through a process of elimination. By learnaigs
feminine, they understand what is masculine. The processing and acceptingroafeat i
allows them to define masculinity and define their position relative to the dondteal.

As they mature, these men go through a process of recognition, realization,
rejection and/or acceptance of what masculinity is and what represefssahildren,
they learn to identify modes of behavior, attitudes and images of masculinitgentets
repetitiously through the media they consume as entertainment. These forage
impressions upon them as things that they want to emulate. As a member of the focus
groups stated a child looks at these images and wants to be like the one that impressed

them the most.
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As the men grow older and begin to consume a broader spectrum of entertainment
and information, the lessons of masculinity they learned as children remain. The
interaction with their peers forces assessment of their own mascusinityetates to the
images they consume and as it relates to their peers and other men in sbigety. |
through these social interactions that embodying the idealized body becomaswae
through which they begin to classify each other and themselves as masculine or not-
masculine.

As college-age men, these men experience different degrees of sasalgite
resemble the images that are presented in the media. Heterosexual man anddabmosex
men at this age are body-focused because sexuality is prominent in their social
interactions. For homosexual men in this study, the pressure as young mercaberepli
the images found on magazines is a palpable one that, as stated by Ryan in his focus
group session, “comes from the gay community.” The members of the focus gteup sta
that because there is more pressure to make a good first impression a érngsioa
appearance is the most important projection of someone’s masculinity or lack of
masculinity.

The heterosexual men do not perceive the pressure from a community like the
homosexual men do. However, the discourse of the focus groups suggests they do feel
pressure from women directly or from the perception of what women want ghysica
male body. As indicated in one of the focus group sessions, a heterosexual man who
cannot or chooses not to meet this idealized body form rejects it through a adfense

reasoning. They feel a discomfort when seeing other men who replicateahéuddo
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save themselves from further discomfort they brush it off or equate those men as
caricatures rather than real men. As the men get older, their consumptioidebtized
body image and their need to meet that ideal begins to wane.

The overall sense from these focus groups is that masculinity is shown through a
man’s body. They are socialized by others about how masculinity is nefge$erough
a man’s body. These men believe that the most descriptive word to define masisulinity
strong, as in physical strength. Exercise plays in integral part in how nmefesh#his
idealized body. Through exercise, they can attain and embody the idealinettidgr
see represented on magazine covers and in the media in general. Those men who did not
or could not meet the ideal in their youth become complicit with that ideal. They no
longer reject it nor do they try to emulate it. They accept that it eastseap benefits
from it when it presents itself in the social interactions they have in thejirlidas with
men who represent it even less than they do. So, regardless of where they falheithin t
masculine hierarchy, they are all aware of and influenced by the idebbzy type

existing in USAmerican society.



CHAPTER SIX

CONCLUSION

Discussion

For Western societies like the U.S., gender is socially constructed through
patriarchal notions of masculinity and femininity and the appropriatdeged behaviors
for people in these binary categories. The social constraints of how gendergaodle
solidify the gendered order of society. This gendered order of societyaschieal, and
this hierarchy pervades all aspects of social life. It is through s@tiahzand ongoing
practices that these understandings come to be taken as normative andahasight
natural.

While men as a group have dominated women as a group, some women have
made strides in blurring that dominance in various facets of social lifee &#omen
have gained higher employment status and positions of influence in profesioisal f
Many women have gained economic autonomy. Economic independence brings women
a measure of control over their sexuality allowing more sexual autonomgmAination
of economic, social, sexual and emotional autonomy for women creates iarsituat

which to promote more egalitarian understandings of gender.
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With a shift toward more egalitarianism regarding gender, understandings of
masculinity and femininity begin to blur. In Chafetz’'s conceptualization of maggul
the areas in which women have made strides have eliminated six of the seven dimensions
of masculinity she proposed in her 1974 benchmark work regarding masculinity in
USAmerican society. The element that remains as differentiatinguiimagy from
femininity is the physical dimension, the body. While there are exceptions,such a
women body builders and power lifters who successfully emulate the muscofahiey
male body, the physical body, in particular, male musculature remainsddyasicial
differentiation between genders.

Against this framework the research discussed here attempted to answer two
broad sets of questions:

What do men’s magazines convey about the meaning of masculinity in
USAmerican society? How do men’s magazines convey the understanding of
masculinity as centered on the body? What is the content of this bodily understanding of
masculinity? How do men consume popular images of masculinity?

How do men understand masculinity for themselves? To what extent is men’s
personal understanding of masculinity centered on the body? To what extent do men’s
understandings of masculinity emulate the idealized masculine body, ckatleng
stand in other more complex relations to it?

The discussion of men’s comprehension of masculinity and the how it manifested
in the focus groups will be described before discussing how magazines convey

masculinity.
148
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Hierarchical Structure of Masculinity

In order to understand how the body is an agent of masculinity, one must first
appreciate the hierarchical structure of masculinity. As presented bglCitmaughout
her research, masculinity is characterized by a hierarchy: hegeroomiplicit,
subordinate and marginalized masculinities are in relation to one anothematege
masculinity sits at the top of the hierarchy. It is the most honored and ideal form of
masculinity in relation to which all other men are positioned. It is based o pad/@n
ideology that justifies the global subordination of women to men (Connell, 2005). The
hegemonic ideal within this context is based on the heterosexual male being the norm.
Furthermore, it is a white heterosexual male exemplar with economic poaer
authority that embodies the hegemonic ideal (Perry, 2001; Kendall, 2000; Benwell, 2003,
Connell, 2005) in USAmerican society.

Hegemonic masculinity does not mean that all men, because they are men, are
equal in their domination in gendered society. A hierarchical structure ofihmaty
exists. One type of masculinity can be subordinated to another based on the overarching
ideology that exists in society, which may base subordination on race, sassbcl
sexual preference. In the same vein, this is not saying that men of color, woakisig cl
men or gay men are oppressed or subordinate because of their race, sociabebass or
preference in all situations. It is through exemplars that hegemonic mag&ulini
authority is symbolized and continually serves as an idealistic represerdhti
masculinity. A very small number of men can ever hope to achieve this masculinity in

its idealized form.
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The forms of masculinity that most men fall into are one of the three other
masculinities: complicit, marginalized, or subordinate. Complicit memarewho may
exhibit some physical characteristics of the hegemonic masculingbdé¢alo not have
the social power or skill that would propel him into a higher standing in the higrafrch
the social structure. However, they gain advantages because of the existaace of t
hegemonic ideal. For example, if they exhibit some physical representation of
hegemonic ideal, they receive the social status and social privileges thrapacy that
status. While they recognize the limitations on their capacity to clibhageequality
that exists for them because they cannot attain that hegemonic ideal, thedvtakage
of gender inequalities and accept them as a normal aspect of social life.

While the subordination of women manifests through social practices such as
devaluation of stay-at-mothers, “mommy tracks” in corporate America or unaaya
man’s subordination to another man takes other forms. For example, among
masculinities, a homosexual man’s masculinity is subordinate to a heterosextal m
masculinity because his sexual preference is other men. Connell assgnmes%ia
easily assimilated to femininity” (2005, 78).

In the hierarchy of masculinities, however, a gay man’s masculinity cathbe e
subordinate or dominant depending on the social context in which his masculinity is
being measured against others. For some homosexual men, it means adhering to an
extreme form of dominant or idealized masculinity in order to avoid subordination. They
exhibit a hyper-masculine body and compensate for their sexual prefesencen by

rejecting the most effeminate homosexual males in order to distancesthesfsom
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being seen as effeminate (Clarkson, 2006; Levine, 1998). Through the display of
extreme muscularity of their bodies, they can present themselves in sscagninate
when others do not know their sexual preference and are making social judgments based

on outward appearances.

The Manifestation of the Masculine Hierarchy in Small Groups

As asked in the research, to what extent to do men’s understandings of
masculinity emulate the idealized masculine body, challenge it, or statiteinmore
complex relations to it, the answer is as complex as the question but it centers lagound t
body. As found in this study, the manifestation of various types of masculinityrajppea
the social interaction amongst individuals and in groups. The 27 research subjects, who
are all white middle class males, were purposively selected for thaset@stics. The
focus groups were set up to include men of the same sexual orientation. Due to this, one
might be under the false impression that no hierarchy of masculinity would aist
all, they were not competing with women or racial/ethnic minorities for lssteitus or
power. They were just a homogeneous group of white men sitting around a table having
a conversation about masculinity. It begets the question: if all of these men tten
larger society, be seen as privileged, how could the existence of masceftarety
manifest in these small groups?

Masculine domination is based on a hierarchical structure of gender relations and
power within those relations. Within groups, that structure manifests based on &he soci

cues a person presents to others of his social position within the larger sociatestruct
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When small groups gather, such as these focus groups, a person’s physical boshsbec
an agent of these social norms and practices that are shared by the |laegyer Sminell
(2009) calls this the social embodiment. The body becomes a means for which society
conveys the hierarchical social structure and its ideology. As stated bylICt®naal
embodiment involves an individual’s conduct, but also may involve a group, an
institution or a whole complex of institutions” (2009, 67), through which society reifies
the social structural norms of the dominate ideology of gender.

In each of the focus groups, there were a few men that dominated the discussion.
Due to this dominance, a social hierarchy became apparent in the focus groups. The
dominate men, who most closely resembled the ideal masculine body image in the
groups, were the older men and had more body mass than the other men. These men
were the most athletically built physically. Through their own discoamseinteraction,
these focus groups created the social hierarchy that exemplifies thkerstations of the
dominant masculinity with complicit and subordinated masculinities.

The interaction among the dominant men, subordinate men, and the men who
benefit from approximating or being complicit with the dominant ideal is ilhabeid in
the communication these groups members have with one another. The most concrete
example of this is the Straight Working Men group. Out of the six members of this
group, the subordinated men are Red and Hart. Red and Hart are the least phiysicall
of the six men in the focus group. Red is tall and thin with no obvious signs of muscular
development. Hart is slightly over-weight and no obvious signs of muscular

development. They are the two who did not fit the profile of the other men in the group.
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The other four members of the group fall into the complicit and dominant
categories. The complicit males of the group are President and Jeep. Whidleethet
as physically athletic as Maddog or Brady, their physical bodgtstelindicated to the
other men that they had been physically fit in the recent past. Their dominant or
hegemonic counterparts were Maddog and Brady, who are the most physica#y fif
the group. Maddog and Brady are known amongst the group members of being most
concerned about being muscular.

Much like in the larger society, the dominant male’s opinions are the focus of the
discussion. The other members chose to wait for Brady and Maddog to speak before
interjecting their own opinion into the discussion. When President and Jeep had a few
opposing thoughts, they hesitated in speaking up. When they did speak up, they qualified
their statements with “I know it's not masculine but” statements. Theydvaite
reassurance from Brady or Maddog that their masculinity was not damagadib
statements. Maddog usually confirmed their status was intact widssureng
statement of agreement, such as “oh that's masculine.” It became andliffgmamic
when Red spoke up in opposition to the others. Instead of agreeing with the rest of the
group, Red attempts to assert himself as an authority and redirect the grougatanve
At the same time, he is aware of his subornation within the group and showed this by
speaking to the table rather than making eye contact with anyone in the group. Due to
this, he could not overcome the dominate opinion in the group and his statements were
dismissed not only because they deviate from the norm but they creatermatsiefsocial

hierarchy of the group based on an idealized form of masculinity.
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Verbalizing Their Perception of Masculinity

As found in this study, the concept of masculinity exists within a heterdsexua
context of masculinity and femininity. The extent to which men feel treey ar
acknowledged as masculine in the U.S. is based on how they present and perform the
socially prescribed norms of masculinity in relation to and amongst other men. aféere
some men that are more successful at this performance than others. Thoseleds are
successful in achieving the idealization of masculinity they believésarisociety feel
the need to compensate for it in other ways. They recognize that each person isdneasur
against a continuum of masculinity (and femininity), which creates a soacdmpént for
them within the hierarchical social order of gender.

As a way conceptualizing their perceptions, Brannon’s (1976) four-fold
categorization of masculine characteristics (Alexander, 2003; Smiler, 2088lused to
analyze the words the men in the study use to describe USAmerican masauatinity
their sense of how their masculinity is perceived by others. On theaqnreste, the
men first provided words to describe USAmerican masculinity. The findimggestuthat
sexual orientation influences the way these men perceive masculinitynShe\either
straight nor gay men have any strong association of their masculinitfirvaititial
success or aggressive or dominating behavior. The majority of wordseifeatised by
the heterosexual men fall into the “sturdy oak” category, i.e. those thatb@esttength
and emotional detachment. Overwhelmingly, the words that were used by the
homosexual men to describe masculinity fall into the “no sissy stuff’ aataga words

that are not associated with femininity. Men'’s conceptualizations of the myeaini
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USAmerican masculinity reveal how they as individuals view the masadiaé against
which they measure themselves and others.
When discussing words to describe USAmerican masculinity in the focus groups,
age rather than sexual orientation emerged as the basis for differmg ofi what words
best represent USAmerican masculinity. The younger men, the straiggecolen and
the straight athletes, used more words that fall into the “no sissy sttéfjarg; words
such as large, beard, thick, and macho, which focus on the body. The older men in the
straight working men group, the straight power lifter group, and the gdyngdsollege
men group used more “sturdy oak” words to describe USAmerican mascuwiarys
such as bravery, courage, rational, and resourceful. Rather than indicatingytlas bod
the sole source of USAmerican masculinity, the older men coupled the phypeal afs
that masculinity with self-confidence. According to these men, self-conédsnc
revealed by the way a man walks and carries his body or comes out when he speaks
Thus, the answer to the question, to what extent is men’s personal understanding
of masculinity centered on the body, is it is high. Among all groups, thefignogs in
communicating one’s masculinity, whether it is strength shown through muscatar
the way a man carries himself and moves through the world. These men connect
USAmerican masculinity to the physical body.
While the questionnaire reveals that the heterosexual men’s perception of
USAmerican masculinity contrasts with the homosexual men’s perception of
USAmerican masculinity, they agree on what physical form represetsiasculinity.

The most common word that identifies masculinity in the total sample of mstnasg,”
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in physical strength. They agree that the physical form of muscutanityates the
idealized masculine body. They can conceptualize it through actual esasupleas
actors. Vin Diesel, Matt Damon and Brad Pitt are what they said embesdsgehlized
form of masculinity. It is the muscular, hyper-masculine male portrayelithiat best

represents the ideal image of masculinity.

The Perception of Personal Masculinity as Seen Through the Eyes of Others

So, how do men understand masculinity for themselves? When asked on the
guestionnaire to assess their own masculinity through the eyes of peogtadhey
sexual orientation and age again influence how these men answered thenquEsé#
heterosexual men describe themselves through the eyes of others with “rstuffssy
words.” The homosexual men believe other people would describe their own masculinity
with “sturdy oak” words. As it did in how they describe USAmerican mastylitie
word “strong,” in physical strength, appears most often in the response&dotal
sample with regard to others’ perceptions of their own masculinity.

The contrasts in the ways heterosexual men and homosexual men perceive others’
views of their masculinity and their views of USAmerican masculinityaneral are
profoundly interesting. There is a double contrast as work here. Heteroserumleme
attuned to social perception of their masculinity as that which is not femihene
describe themselves through the eyes of others with “no sissy stuff” wbings.

homosexual men understand this not-feminine characterization as repgesenti
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USAmerican masculinity in general. As the men indicated in the focus grbigos, t
what their fathers, peers and other agents of socialization taught them aboulimtys

In contrast, homosexual men are attuned to the social perception that men of thei
sexual orientation are feminized by society. Through the tension with this Zergini
masculinist ideological society, they assert others’ views of thescalinity as related to
strength and emotional detachment, i.e. the “sturdy oak” words. This stredgth a
detachment is what the heterosexual men describe as representing d8Aenarican
masculinity. Thus, while all of these men were exposed to the same hatafosex
ideological view of masculinity, how they internalize masculinity is dafifier
Homosexual men believe their masculinity projects something to others that is
emotionally detached and having strength. Heterosexual men internalize an
understanding of masculinity that leads them to believe they project a megc¢héat is
as distinct from femininity as possible, which they express through maifes, “no
sissy stuff” words.

In terms of masculinity and aging, both homosexual and heterosexual men
suggest that physical weakness is not considered masculine. So, they must dempensa
in some way as they age in order to ease the tension between their view of ntgasculini
and their place within that perception of masculinity. As they get older and can eo long
or chose not to try to achieve the physical representation of masculinitylézdy e,
they compensate by tying physical attributes, the way a man walks adyipbsture, to
self-confidence. However, the physical body remains the means through vasicbfm

the men in the sample judge their own and other men’s masculinity.
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Conveying a Meaning of Masculinity through Magazines

Through consumerism, USAmericans are overwhelmed with media images in
daily life. Images on television, in films, and in magazines repeat the idk#dires of
how a male and female body should look. Magazines, in particular, make use of cover
pages to showcase the most important images the producers of the magazines want the
viewer to see and consume. The consumption of the images is the focus of the study of
the magazine covers.

Typically, white men own and operate magazines, as seen with the four
magazines used in this study, and dominate the content in magazines and on the covers.
Producers of this content purposively select what they believe is the bestnégiien
of the male body to be consumed by all who view it. Notably, none of the models on the
104 covers in the sample had visible signs of even the slightest physicalitiegorim
addition, the producers of the magazine content, if not the models themselves, modified
those already seemingly prefect bodies to make the images appeapérfert” by
removing chest hair to accentuate chest muscles and/or removing underaomtzdie t
the biceps more visually appealing. The perfected body image on magazne is
overwhelmingly that of a white muscular male shown from his head to hishighiith
little or no clothing, which puts the idealized body in the forefront for consumption.

So, what do men’s magazines convey about the meaning of masculinity in
USAmerican society? Through this commonly found, often modified, representdti
the male body, the magazines are conveying the social message that thideialthed

muscular body in relation to which all men should measure their masculinity. This
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dominant ideal body type is, as Ellexis Boyle writes, “...based upon a normativeyidenti
of the white, middle-class, heterosexual, able-bodied male” (2010, 155). It is through
these magazine covers that whiteness is reiterated as a natuisgmegiren of humanity
in mainstream society. As Pamela Perry asserts, “thereithédsxicity of the
construction of white as the (cultureless) norm: it serves as a basis on whieastaoren
the humanity and social standing of others” (2001, 60).

Due to the magazines’ availability to any member of society, man or woman,
those dominant ideals will find their way either directly or peripherally mén’s view.
To bolster that, these magazine images are often those of actors otieslebteemed in
popular culture. Through imagery, men are being exposed to the notion that a key to
their masculinity depends on their physical appearance. These imagebadylae not
passive objects on display; they exert power over a person’s self-imayarder,
2003). Through a deliberate manipulation of the natural state of a man’s bodyyimage
in media centers the focus of masculinity on the body and places emphasis on the
muscularly of the body. This leads to the answer to the question: what is the content of
this bodily understanding of masculinity? With an overabundance of exposure to the
same images throughout the daily lives of men, the social perception of how one’s body
measures up to the ideal is reiterated. Thus, the body becomes an agent of social
structural ideology, which is transferred through individuals, groups and institutions
(Connell, 2009).

So, whether men pick up a magazine or turn on the television, that masculine

ideal body is being presented to them. With such influence on how people areesogciali
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images presented in (but not limited to) magazines have powerful influence onighe soc
comparisons men in USAmerican society make regarding masculinity — threinaiv

their peers, and to idealized men represented in the media. The socrabzétiese
idealized concepts of the body leads people to distort their perceptions of whealphys
traits are desirable (Jacobi and Cash, 1994). Those distorted perceptions then find their

way into how men understand their own masculinity.

Consumption of Popular Images of Masculinity

How do men consume popular images of masculinity? The use of electronic and
print media to connect with aspects of social life provides men ample opportunities to
come in contact with images that are similar to the ideal masculine body foumel on t
magazine covers in this study. Specifically, this study found that over 81 pertieat of
men in this sample use the internet more than four hours a week, some in excess of se
to 10 hours a week, for activities not related to their jobs. Seventy percent of the men
spend up to six hours of their week watching television and watch between one and three
movies in a month. Over half of the sample read one to three magazines in a month.
With this exposure to images that provide hints about masculinity, how theyedoeiv
message and what they interpret as the message has an impact on their own view of
masculinity.

When the message in media about masculinity was discussed in the focus groups,
the majority of men affirmed that the media projects notions of masculinitygthrou

presentations of an idealized version of what is and is not masculine. Iulpayrtice
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gay working/college men group stated they feel that the images preseriteanadia
are a reflection of a heterosexual masculine understanding on which US&mssaety
is based. In their focus group session, they addressed the fact that masculnhe gay
models are lacking in the media. They state that there are only stereotyed of
society expects gay men to be, which are not masculine.

This corresponds to a similar question asked on the questionnaire. Men were
asked if the images in the media represent the words they used to descrillaityasc
the U.S. Overwhelmingly, they answered yes. Twenty out of the 27 men said tise wor
they listed reflect the masculinity they see in magazine cover imaggseén in the
total sample said they believe the words they chose are represented ingihe ofia
masculinity they see on television shows. Twenty four out of the 27 men indicate that the
words they designated for masculinity in the U.S. is represented in theSrieay see in
their favorite film genre. Thus, these images, with which all of the men imathels
spend considerable time, contribute to the dissemination of and reaffirm an amdiest
of masculinity that stems from the dominant USAmerican ideology, valuing

heterosexuality and idealized muscularity.

The Actualization of the Idealized Masculine Body
The possibility for men to transform their bodies in ways that emulate tale ide
masculine body type is both affirmed and denied by the men in the sample. The men in
this study were asked to look at five covers from magazines in this cover sarple tha

were directed toward men of their sexual orientation. The straight collegethe
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straight athletes, the straight working men and the straight power Viftgesasked to

view five magazine covers froMen’s Healthmagazine oMen’s Fitnessnagazine and
discuss them as a group. The gay working/college men were asked to review five
magazine covers from eith@®ut magazine omstinctmagazine and discuss those as a
group. Assuming that achieving such a look requires work, the questionnaire asked men
their attitudes about exercise and the reasons they exercise.

Overall, the 59 percent of the sample believe that men who exercise are more
masculine than those that do not. The most common reason given to why they exercise i
to maintain their fitness level. All, except one, of the men in the samplesxatdeast
one day a week. The second most common reason provided by the total sample for
exercising is to build muscles. The fact that as a group they chose buildingsrasscl
the second most important reason to exercise suggests the connection mubaslarity
with their self-perceived masculinity and the masculinity they want septdo others.

The power lifters have already attained the ideal masculine bodyrasrsé®e
magazine covers. Thus, their answer to whether or not these body types raablatisi
a resounding yes. However, they asserted that they were the exceptiorute.tfiegney
believe that most men cannot achieve their degree of physical musculdmréiy.
commitment to exercise to participate in specific sports that requaiesirength or
power is a way of life. They feel it is an expression to others that thegloawe their
health.

For the remainder of the men, age was the factor that distinguished their views of

attaining the idealized body. The younger men, the straight college mhé¢neastraight
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athletes, believe that not only are the images not attainable but men should not want to
look like that. They do not see these men who exercise excessively to achieve ideal
bodies as masculine or someone to take seriously. They believe the only reason a per
would attempt to look like the images on the covers of the magazines presented ® them i
to win female companionship. However, the athletes indicate they have respaenf
who look like the ideal and assert it helps others identify their mascufitigy do look
like the ideal.
The straight working men and the gay working/college men believe the images on
the magazine are attainable. Both groups have a sense of the work it taket® duilal
a muscular body like the ones on the magazine covers. Notably, however, the gay
working/college men indicated they were aware that the magazines |latdedation to
achieve a body like the ones on the covers. While the straight working men stated that
magazine images remind them that they need to go to the gym, the gay veotlegg/
men believe that exercise brings about more self-confidence because divelig ac
doing something to maintain the body. However, some in this group believe that too
much exercise is equivalent to being vain. In addition, the gay working/coliege m
think men of a certain age should not try to achieve this type of body. Rather, they
should focus on other aspects of manhood such as his personality and interests.
Overall, most of the men agree that exercise signals the level of coomn#me
man has to being masculine. Each group has a sense of what exercise meansrig achievi
or maintaining a body that are seen on the magazine covers they reviewed. Either

through the questionnaire or in the focus group sessions, the men who do not as much as
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they believe they should state they are self-conscious about not being asmaasculi
others. They justify to their peers why they are not able to exercise asasitirey
perceive they should in order to negotiate their masculinity or lack of nasgwulithin
the social structure of the masculine hierarchy.

The consensus for the groups is that the hyper-masculine male portrayed in the
movies is the best representation of what they believe is the image of US&meri
masculinity. Actors such as Vin Diesel, Matt Damon and Brad Pitt are thgpéesof
men they feel present the idealize form of masculinity in the media. Whitedjoeity
of the sample do not believe they are more or less masculine that the imageeg tihey s
the media, they do believe that exercise is an indicator of how much a man tekafs car
and expresses his masculinity. Through the perspective of the men in thjdsud
much or too little exercise makes a man less masculine than others. Due tottie fac
85 percent of the men in this study do not exemplify the ideal masculine body, it is
interesting to note how large a part exercise and the physical body play in yow the
define masculinity. However, they also attribute centrality to selfidence as part of
muscularity and how a person knows a man is masculine.

As Connell states, “Bodies are both objects of social practice and agents in social
practice. The same bodies, at the same time, are both” (2009, 67). Through the
examination of the presentations of bodies on men’s magazine covers and the discussion
of masculinity with 27 men who are members of the dominant social group in
USAmerican society, this research has found the connection between the body as a

object and an agent in establishing the centrality of the body to idealizezlilimias
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The men in this study assess their masculinity and each other’'s maschtioitgh the

lens of hegemonic masculinity. Through their comprehending and actuaheing

dominant meaning of USAmerican masculinity, men maintain the gender sal@al or

Reflections on the Process

As a researcher, one brings one’s own biases into the analysis. Asa femal
researcher, one brings a gendered lens into the analysis. What | pascd#ieeneaning
of the images on the covers has all of those cultural and gender biases. Introdueing thos
images to men and asking them to tell me how they interpret those imagesiahe to
compare what | perceive to be the message of the media (speciiegazines) to what
they perceive to be the message conveyed about masculinity. | was sugpfiisédhow
similar yet how differently heterosexual and homosexual men view masgulini
Additionally, what | found in the process of this research is that the way |
internalized and understand the meaning of masculinity is more similar to yliteava
gay men view USAmerican masculinity as well as to the way they perteir personal
masculinity. As the feminized other, our social understanding of masculinityscivpom
the perception of masculinity being represented as strength, power and emotional
detachment. | was not taught femininity as a process of elimination. By hesad m
New Orleans, Louisiana, | was socialized in a very specific manner ofdwihesn
femininity looks through school training and reinforcement of social mannera. As
woman, | continue to be allowed and encouraged to show emotion while watching my

male peers be discouraged to show emotion for fear of being seen as weak. Tigs pass
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on of gender understandings is very evident in watching my peers as parents and the
gendered biases of masculinity and femininity they continue to pass down to their
children.

As a female researcher, | was more frustrated than shocked with tbeltyifif
encountered in recruitment follow through. From past experienced, | knew facys gr
recruitment was difficult unto itself. With the number of men that inytisilgned up to
participate, my optimism became the point of contention rather than the relacktsf
participation. The reason for the non-participation by some was less suypoishe
than my key informants. Some of the heterosexual men that chose not to participate
indicated that they did not feel comfortable talking about masculinity. They felt it
somehow made them appear homosexual because “real men don't talk about
masculinity”. In some cases, the rationality of not participating se@uieof place in
the 2f' century. In those instances, it was communicated to me that it was spgcifica
because | was comparing straight and gay men that the straight mentiegreduld be
seen as gay by their friends. In contrast, the homosexual men wereager¢oetalk
about this topic because they expressed enthusiasm for their opinions being taken
seriously. In the end, there were quite a few men that simply did not show up.
Regardless of their reasons to participate or not participate, | was nisedithat the
men | spoke to during recruitment were taken aback by the topic and did not think | was
serious because as far as they were aware the attention by researamdies and the

media to bodies and gender has been heavily focused on femininity.
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Since there is such a pronounced focus on women’s bodies in the media, it is
sometimes hard for me not to feel the pressure to compare my body to those that are
presented in the media. While | suspected that there has become a mdnie palpa
pressure for men, it wasn’t until | spoke to them that this pressure beaméweas
surprised how passionate a few of the men got when discussing the pressurel toey fe
emulate this idealized body type. Two of the men seemed angry, as if in sonfeway t
are victims of pressure from women to look like the images on the magazines or in the
movies.

As a result of this research, | believe there is much to be gained from combining
content/visual analysis with querying actual men about topics that relatesd¢almiy.
Content analysis examines historical documents that cannot be alteredrd ndhat
they are. Visual analysis goes deeper into a layer beneath contestsaaat/sees what
the images say to the viewer collectively. With visual analysis, one has the opti
taking the perspective of the receiver, the perspective of the producer, or you can
combine the perspective of both the producer and the receiver. | took the position of
receiver. Questionnaires give you the perspective of an individual withocit dire
influence of others. Focus groups introduce the dynamic of social interaction &id soc
influence. Through the combination of these four methodologies, | was able ® asses
my perception of the images and masculinity with the men’s individual perceptions
masculinity through the questionnaire and then assess how these men'’s individual
perceptions may change when they interact in a group of men similar to thesnsel

Those individual perceptions that were influenced by group think, which was revealed
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during analysis, such as men marking themselves as less masculine theorother
guestionnaire and then claiming to be as masculine as others in the focus grounptwere
surprising to find. Social perception and reconciling a sense of acceptanegpaldyn
our social need to belong to a group.

Overall, the process was as great a personal learning experiehe@agasin
exercise in sociological inquiry. My gendered outsider status was muaesapin the
heterosexual focus groups than the homosexual focus group. An instance when this was
keenly apparent was when one heterosexual man continued to ask me throughout the
focus group session what my definition of masculinity was. | believe he did thig in pa
because he wanted to give me a correct answer or tailor his answers tovamhizd to
hear. My refusal to answer his question or provide guidance on my perception of
masculinity minimized the possibility of him or any other participarteshg explicitly

influenced by a female perspective.

Implications for Future Research

The investigation of the meaning of masculinity through the eyes of the white
men in this study has been the driving force of this research. The intentrestasch
has been to broaden the understanding of masculinity and the consumption of masculinity
by men in USAmerican society. This research separates itself fromepaatch with the
use of a multi-method approach and the examination of masculinity through the

viewpoint of two different perspectives: heterosexual men and homosexual men. In
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doing so, it sheds light on the understanding of masculinity and self-actualization of
masculinity by men.

Topics of masculinity and implications from magazines are not new areas of
research. There are numerous studies that have come before this one thabhdeal wit
masculinity as it relates to hegemony, violence, body perception, sports and heny ot
topics. There have been studies that look at specific magazines, sfieh’asiealth
andSports lllustratedto analyze the messages of masculinity that are represented in
them. This study focuses on the consumption of images in media to better conceptualize
the understanding men have about masculinity by having men examine those images.
What this research reveals is the assumption of a culture-free, that ial natur
representation of whiteness as the USAmerican ideal in magazines. restarch
should examine these images from the perspective of production and inquire about the
producers of the magazine images and analyze what they perceive asshgertbey
are sending out to be consumed.

One of the ways this study contributes to shifting the discussion of mascudinity i
through the use of focus groups. By opening up the discussion of masculinity to groups
of men rather than individual interviews, the discussion of perceptions, meanings and
understandings is enriched. The findings of this research pull the discussiofiaway
dualistic view of male-female relationships by shedding light on the diffesesnad
similarities of the understanding of masculinity from same gendered persons. Bot
heterosexual and homosexual men in this study view their masculinity and others’

masculinity from a social perspective that is dominated by the patriadeloddgy found
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in USAmerican society. The language they use to describe mascuioéptered on
traditional masculinities. Even when they internalize masculinity difflyréon
themselves, they share the same idealized example of how the masculinegdrma
should look.

Another discussion this research helps to shift is the feminization of isstines of
body. This study supports Jacobi and Cash’s 1994 notion that society provides idealized
bodies that people believe others find desirable. The issue of social pressure on ment
attain an idealized body type has been largely ignored outside of sports. Tdligssae
has been feminized and is well documented for women and girls by the medical
community and social science researchers. There has been some reaéaranimes
the concept of the hegemonic ideal body with adolescent boys and a handful of studies
focus on athletes in this regard. However, there remained a gap in resedyzing this
concept with the general population of adult males. While not the intent of trasatese
the uncovering of evidence of social pressure for men to achieve the regtresesftthe
ideal masculine body is important, and there is great potential for thisaskae t
expanded with future research.

Additionally, this idealized body that is central to masculinity as inelichy the
men in this study was largely a reflection of their own profiles. The pleesthat they
selected as the best representation of masculinity were other itglgouag and
privileged, white, able-bodied men. Future research should focus on inquiry into
masculinity that includes men with physical disabilities, men of other/edbagities,

ages and socioeconomic classes and other indices that differentiate theimefrom
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dominant group this study’s sample represents. Masculinity is, after lailj @dncept
changing from one generation to the next and varies across cultures as welll(Conne
2005). It behooves the field of men’s and masculinity studies to explore therdiffere
dimensions that can impact social understanding of what masculinity meaas.to m

In closing, I'd like to note how the debates about masculinity that are centered
around the male body as a means to rationalize violence and aggressgsrtor as
biologically determined gender roles do not transcend the actual subjectsedeanch.
Rather, masculinity is a learned social ideology that is internalizecedisdl differently
depending on social location and cultural influences. We will be better ethnagrdphe
we take into consideration the complex perspectives of the men we study amtidvet
of the myriad social realities in which they practice masculinity. tBewretical insights

into masculinity will be enriched thereby.



APPENDIX A

MAGAZINES DIRECTED TOWARD HETEROSEXUAL MALES

Table 15
List of Men’s Magazines Directed Toward Heterosexual Malés
Publication Title First Year of Publication
American Curves 2002
American Curves Special 2006
Another Man 2005
Antenna 2007
Arena 1986
As Is Magazine 2006
Best Life 2004
Black Men 1991
Black Men Special 2005
Black Men SSX 2006
Chronos 2003
Cigar Aficionado 1994
Cigar Magazine 2005
Cincinnati Gentlemen 2005
Complex 2002
Complex Special 2002
Details for Men 2000
Esquire 1933
Esquire (UK) 1953
Esquire Special 2004
Exercise & Health 2005
Fashion Inc 2006
FHM (French) 1999
FHM (UK) 1994
FHM 2000

! Source: Borders Group Inc. Borders bookstore in Sterling, VA and The Standard Periodical Directory
thirtieth Edition 2007.
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Table 15. (continued)

Publication Title

First Year of Publication

FHM Collections (UK) 1998
Fitness RX for Men 2003
Front 1998
Geek Monthly 2006
Giant 2004
GQ 1957
GQ (German) 1997
GQ (UK) 1989
GQ (Spain) 2006
GQ Style 2005
H Para Hombres 2007
Hooters 1989
HR: Watches 1998
In Sync 2003
International Wristwatch 1989
Jewels Fashion & Watches 1993
King 2001
Liquid 2006
Loaded 1994
L'uomo Vogue 2005
Maxim 1996
Maximum Fitness 2005
Men'’s Fithess 1996
Men’s Health (UK) 2002
Men’s Health 1999
Men’s Health Special (UK) 2002
Men'’s Journal 1992
Men's Style 2007
Men’s Vogue 2005
Numéro Homme 2001
Nylon Guys 2003
L’'Officiel Hommes 2005
Plaza Watch 1993
Revolution 2000
Robb Report 1975
Se7en 2004
Show 2007
Show Calendar 2007
Smoke 1995
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Table 15. (continued)

Publication Title

First Year of Publication

Smooth 2001
Smooth Girl 2004
Sneaker Freaker 2003
Soak 2005
Sole Collector 2003
Stuff (UK) 1998
Swiss Watchmaking Year 2001
T3 (UK) 1996
Uptown 1991
V Man 2003
Vogue Hommes 1985

Watch Collector

2007
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APPENDIX B

MAGAZINES DIRECTED TOWARD HOMOSEXUAL MALES

Table 16
List of Men’s Magazines Directed Toward Homosexual Male$
Publication Title First Year of Publication
Advocate 1967
Arise 2002
Attitude 1994
AXM 1999
Bears Life 2005
Curve 1991
DNA 2000
Envy Man 2006
Gay & Lesbian Review 1994
Gay Times 1984
Gaydar 2005
Genre 1991
Instinct 1997
Out 1973
Outlook Arizona 2005
Passport 2001
Preferences Magazine 2004
Pride 1998
reFRESH 2006
Tetu Le Magazine 1995
Tetu Voyage 2007
XY Magazine 1996
XY 10th Anniversary Special 2006
XY Foto 1998

% Source: Borders Group Inc. Borders Bookstore in Sterling, VA and The Standard Periodical Directory
thirtieth Edition 2007.
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APPENDIX C

CONTENT ANALYSIS FORM

Name of magazine:

Month and Year of publication:

Count of words on cover:

Human figure(s): Yek | No[ ]

Number of human figures:

If human, gender of image:

Male [ ]
Female []
Both [ ]

Is the figure:
Completely Clothed

Partially clothed

Completely unclothed

Part of body shown:

Full body

Head shot

Head to waist
Head to knees
Head to mid-thigh

Body shows:
Defined muscles on unclotheq
body part

Defined muscles under clothe
on body part

Absence of muscles on
unclothed body part

Absence of muscles under
clothes on body part

Head to ankle
| Heat to mid-crotch
Head to mid-shoulder
Head to mid-chest
sHead to shoulder

Other
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Words on cover that are the Words on cover that aréd®argest font
largest font

General message on cover by | Race of human figure(s)

collective words White

African American or Black
Hispanic

Asian

American Indian or Alaska Native
Native Hawaiian or Other Pacific Islande
Some other race

Audience magazine is directed | Picture image description:
for:
Heterosexual
Homosexual
Any male

Visual observations




APPENDIX D
STUDY QUESTIONNAIRE

Informed Consent Agreement

Identification of Investigators & Purpose of Study

You are being asked to participate in a research study conducted by Sally édicinaim
American University. The purpose of this study is to explore the ways men comateunic
their personal masculinity to other people, how magazine covers influence imgscul
definitions, and to gather information regarding how men know how much masculinity
another man possesses. This study will contribute to the student’s completion of her
doctoral dissertation.

Research Procedures

Should you decide to participate in this research study, you will be asked tbisign t
consent form once all your questions have been answered to your satisfaction. Vhis stud
consists of a survey to individual participants and a focus group discussion thwg will
administered in Battelle Tompkins Sociology lounge. You will be asked to provide
answers to a series of questions related to how you define masculinity, howdihe me
influences that definition and how other people influence that definition. Your
participation in the focus group will be audio recorded.

Time Required
Participation in this study will require 2 hours of your time.

Risks

The investigator does not perceive more than minimal risks from your involvaent
in this study.

Benefits

Potential benefits from participation in this study is aiding in the expansion af¢heof
men’s studies in the field of Sociology and ensuring that men are included in future
research in the area of body image that has been previously reserved for. widnse
research is cutting edge and ground breaking for the area of men’s stusiaesalogy.
There are no direct benefits to the participant.
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Confidentiality

The results of this research will be presented at a dissertation defensesuitseof this
project will be coded in such a way that the respondent’s identity will not beeattach

the final form of this study. The researcher retains the right to use and publish non
identifiable data. While individual responses are confidential, aggregate tdia wi
presented representing averages or generalizations about the respanaé®iz. All

data will be stored in a secure location accessible only to the researcher. Upon
completion of the study, all information that matches up individual respondents with their
answers including audio tapes| be destroyed.

Participation & Withdrawal

Your participation is entirely voluntary. You are free to choose not to participate.
Should you choose to participate, you can withdraw at any time without consequences o
any kind. You may also refuse to answer any individual question without consequences.

Questions about the Study

If you have questions or concerns during the time of your participation in this etud
after its completion or you would like to receive a copy of the final aggregatilts of
this study, please contact:

Sally Mohamed Dr. Gloria Young

Sociology Department Sociology Department
American University American University
sml1602a@student.american.edu Telephone: (202)885-2254

gyoung@american.edu

Questions about Your Rights as a Research Subject

Dr. David Haaga Matt Zembrzuski
Chair, Institutional Review Board IRB Coordinator
American University American University
(202)885-1718 (202)885-3447
dhaaga@american.edu irb@american.edu

Giving of Consent

| have read this consent form and | understand what is being requested of me as a
participant in this study. | freely consent to participate. | have been gatisfactory
answers to my questions. The investigator provided me with a copy of this form. |
certify that | am at least 18 years of age.

[] 1 give consent to be audio taped in the focus group (initials)



180

Name of Participant (Printed)

Name of Participant (Signed) Date

Name of Researcher (Signed) Date
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SURVEY INSTRUCTIONS

For identification purposes, please select a fictional character from a bag&zime,
comic, film or television show and place it on this survey. This will be your name during
the duration of the survey questionnaire and focus group.

Answer all the questions by filling in the bubble to the left of your answer.

You may be given instructions to skip over questions in this survey. When this happens,
you will see a note that tells you what question to answer next:

[ ] Yes> SKIP TO QUESTION 2
[] No

All information that could enable someone to identify you will be kept completely
confidential. Your participation is voluntary. Neither Sally Mohamed nor
American University will ever share your personal information with aayon

You may notice a number on the cover of this survey. This number is only used to
keep track of the surveys.

If you would like more information about this research, please contact Sally Mdrem
571-434-6234 or the American University Sociology department at (202) 885-2254.
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Survey Questionnaire

Questions about the mediBhe following questions will ask your opinion about the
media you interact with in your daily life.

1. On average, how many hours do you use the internet in a week for non-work
related use?

Less than 1 hour

1-3 hours

4-6 hours

7-9 hours

10 or more hours

None, | do not use the internet

O 0O O0OO0OO0Oo

2. On average, how many hours of television do you watch in a week?

Less than 1 hour

1-3 hours

4-6 hours

7-9 hours

10 or more hours

None, | do not watch television

O 0O O0OO0OO0Oo

3. On average, how many movies or films do you watch in month?

1-3 movies or films

4-6 movies or films

7-9 movies or films

10 or more movies or films

None, | do not watch movies or film

o0 0O O0OO0O0o

4. Name your favorite recent movie and/or current television show (please
print legibly)

5. Name your favorite male celebrity or actor (please print legibly)
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6. What genre of movie/film/television entertainment do you like to watch the
most? (pick only 1)

Action

Adventure

Anime & Animation
Children & Family
Comedy
Documentary
Drama

Faith & Spirituality
Foreign

Horror
Independent
Music & Musical
Pornography
Reality

Romance

Science Fiction
Thrillers

Other [please list]
None of the above

OO0 0000000000000 O0OO0OO0OO0

7. On average, how many hours do you read books in a week?

Less than 1 hour

1-3 hours

4-6 hours

7-9 hours

10 or more hours

None, | don’t read books or comic books

O 0O O0OO0OO0O0

8. On average, how many magazines do you read or look through in a month?

o 1-3

o 4-6

o 7-9

o 10 or more

o None, | do not read or look through magazixeSKIP TO

QUESTION 13
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9. On average, how many hours do you spend reading or looking through
magazines in a week?

None, | do not read or look through magazines
Less than 1 hour

1-3 hours

4-6 hours

7-9 hours

10 or more hours

O 0O O0OO0OO0O0

10.Where do you read or look through magazines most often?

Online

In paper form at a home
In paper form at a store
In paper form at a library
In paper form at an office
Other [please specify]
| do not read or look through magazines

O 0O O0OO0OO0OO0Oo

11.As of today, do you have a magazine(s) subscription(s)?

0 Yes
0 No-> SKIP TO QUESTION 13

12.List up to 5 magazines that you have a subscription for?
a)
b)

c)
d)

e)
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Questions about exerciséhe following questions will ask your opinion about exercise

and gym use.

13.0n average, how many times a week do you exercise?

o 0O O0OO0Oo

1-2 times a week

3-4 times a week

5-7 times a week

More than 7 times a week

| do not exercise> SKIP TO QUESTION 17

14.What is the reason you exercise? [Mark all that apply]

O O0OO0OO0OO0OO0OO0OO0O0

To build up muscles
To lose weight

To gain weight

| work at the gym
Maintain my fitness level
My doctor prescribed it
To maintain my health
To better my health
Other [please specify]

15.1 prefer to exercise at ..... ?

© O O0Oo

A gym only
Home only
Both a gym and at home
Other [please specify]

16.0n average, how many times in 1 day do you exercise?

O O0OO0OO0OO0OO0O0O0Oo

1 time a day

2 times a day

3 times a day

4 times a day

5 times a day

6 times a day

7 times a day

More than 7 times a day

Never, | do not exercis® SKIP TO QUESTION 17
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Questions about masculinityhe following questions will ask you about your
opinion about masculinity in the United States.

17.List five words that you think describe what it means to be masculine in the
United States? (please print legibly)
a)
b)
c)
d)

e)

18. Thinking about your answers in Question 17, do you think masculinity is
represented, by the words you selected, on magazine cover images?

o Yes
o No

19. Thinking about your answers in Question 17, do you think masculinity is
represented, by the words you selected, in television images?

o Yes
o No

20.Thinking about your answers in Question 17 and your favorite film genre
from Question 6, do you think masculinity is represented, by the words you
selected, in movie or film images?

o Yes
o No
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21.List in order, from 1 to 3, the 3 most important sources from which you
learned the most about what it means to be masculine? (1 is the most
important source)

____Father

_____ Mother
_____Brother(s)

_____ Sister(s)
_____Male friend(s)
_____Female friend(s)
_____Male Teacher(s)
______Female Teacher(s)
_____Television
_____Movies
_____Magazines
_____Books

_ Music

_____Other [please specify]

22.List five words that your family or friends would use to describe your
masculine trait(s) (please print legibly)
a)
b)
c)
d)

e)

23.Compared to your male friends, do you think you are ............ ?

0 More masculine than they are
o Neither more nor less masculine as they are
o Less masculine than they are
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24.Do you think that men, in general, who exercise are ................7

o More masculine than those that do not exercise
0 Less masculine than those that do not exercise
o Neither more nor less masculine than those that do not exercise

25.Compared to men thdb not exercise, do you thinkou are ............?

o0 More masculine than they are
0 Neither more nor less masculine as they are
0 Less masculine than they are

26.Compared to men thdb exercise, do you thinkou are ............?

0 More masculine than they are
o Neither more nor less masculine as they are
o Less masculine than they are

27.Do you think masculinity ishown through ..... ? (Pick one)

Being muscular

Having six-pack abs

Having certain personality characteristics

Both being muscular and having six-pack abs

Both being muscular and having certain personality characteristics
Both having six-pack abs & having certain personality
characteristics

Being muscular, having six pack abs, and certain personality
characteristics

o None of the above

O 0O O0OO0OO0Oo

(@)

28.1In general, do you think you are more or less masculine than the images on
magazine covers that you read the most?

0 More masculine
o Neither more nor less masculine
0 Less masculine
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29.In general, do you think you are more or less masculine than the images in
television shows you watch the most?

o More masculine
o0 Neither more nor less masculine
0 Less masculine

30.In general, do you think you are more or less masculine than the images in
movies or films that you watch the most?

o0 More masculine
o0 Neither more nor less masculine
0 Less masculine

Demographic Question3he following questions will ask you about your current
demographics. This will help ensure your answers are compiled with others
like yourself.

31.What is your age?
o 18- 20 years old
21 — 23 years old
24 -26 years old
27 — 29 years old
30 - 32 years old
33 - 35 years old
36 years old or older

O 0O O0OO0OO0O0

32.Areyou .............7
0 Hispanic or Latino
o Non-Hispanic or Latino

33.What is your race?
o White
African American or Black
Asian
American Indian or Alaska Native
Native Hawaiian or Other Pacific Islander
Some Other Race

O 0O O0OO0O0o



34.Do you work....... ?
o Full-time
o Part-time
o | do not work

35.Are you a student .......?
o Full-time
o Part-time
0 | am not a student

36.1 consider myself ....... ?
0 Heterosexual
o Gay
o0 Bisexual
o Prefer not to answer

You've reached the end of the survey. Thank you for your participation.
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APPENDIX E

FOCUS GROUP QUESTIONS

Engagement Questions

1. What five words best describe masculinity?
2. How do you define masculinity?

3. What are the 3 most important sources from which you learned
the most about what it means to be masculine?

Exploratory Questions

4. How did you learn what masculinity was growing up?

5. Has the media play a role in that definition of masculinity? If so,
which one? Explain.

6. What impact do media play in your perception of how you express
your own masculinity?

7. How much do magazines play a part in your understanding of
masculinity?

8. Are the images on the magazines attainable?

9. How much do you perceive masculinity is expressed through having
muscles?

10.Do the images on the magazines covers encourage you to work out?
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11.Do you feel pressure to look like the pictures in the magazines?
12.How does working out allow you to express your masculinity?

13.How do the images on magazine covers influence how you feel about
yourself physically?

14.How do you know if your image is masculine?

Exit Question

15.1s there anything else that you would like to say about
masculinity that we did not cover here today?



APPENDIX F

EXAMPLE OF FOCUS GROUP SESSIONS MAGAZINE COVERS

MAY 18398
RS CAN RSN

SOUTH BEACH

TRIAL OF
T[{E CE HTUR‘:‘?

BIG EIRD
| \ I LOVE wﬁu

EEYDND_THE
REAL WORLD

LADY IN EXILE

THE BRIGHTEST

AND BERIEFEST

OF THIS SUMMER'S

SWIMWEAR y

THE RENAISSANCE OF
“B FASHION DARLING

Todd
orared

Published with permission
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Which Celebs Have Gay Relatives?

ymoon

MARRIAGE ﬂnt L als

SPECIAL &5 Greoming
the Groom

A Son Comes QOut to His
Antlmamage Activist Dad

> Brad F'ltt
Locker R::u::m Cell Phone Spying

Published with permission
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July 22, 2011
Sally Mohamed

45529 Grand Central Sg
Sterling, W& 201RR

Dear Mr, Stephen F. Macias:

| &am writing to request permission to reprint the following material from your publication of Ot
Magazine:

Date of Publication: May 1999
Papes as they appear in your publication: Cover page

Date of Publication: May 2004
Pepes as thiey appoar in your publication: Cover page

This malerial is Lo appear oz originally published (any changes or deletions are noted an the reverse side
of this lettar] in my dissertation which | am writing &t American University and which will be published
by Uniweersily Microlilms, Incorporated,

Aulhor: Sally Mohamed
Title: Hegemanic Masculinity: A study of whita man and men’s magazine covers,
Propoesed date of publication: August 5, 2011

If wou are the copyright halder, may | have yaur permission ta reprint the abowe maternial in the
dissertation and UMI be given permission to sell copies of the dissertation containing the indicated
material? If you do not indicate otherwiss, we will use the usual scholarly torm of acknowledgzement,
including publisher, autaor, tide, etc,

IF youw are not the copyright helder, o if additional permission is necdod oo warld rights from another
source, pleass 2o indicate.

Tharnk you Tor your consideration of this requestl. Please sign the Torm on this letter and return it to me
&t your earliest convenience. A duplicate copy of this letber and form is enclosed for your Nes,

Sincerely yours,

=

o % "u’ﬁ\ﬁ_ﬁl\\ ) l
S

The above requen |s hereby approved on the mndltlons s/eafled aelc:rw, and on the understanding that
Tull credit wifl e given ta the saurce,

“ j’d’/l"l‘ Approved by: mff‘—”
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