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B Magazines constitute a massive communication system in-the United States--,

a network, moreover, whose recent expansion has attracted the gttention of

LY

" . media ana]ysts.] Indeed it nas‘been est1mated by the Magaz1ne Publishers

Assoc1at1on that more: than 300 new magaz1nq§ appeared'{n one recent year alone. 2
’ Each maga’1ne producer sponsors an elaborate program of research to assess
tﬁe consumer market, enab]1n9 1t to adgust to the needs of t;e target aud1ence

Us1ng~demograph1c and psychograph1c 1nfonnat1on, the publtsher attempts to
connun1cate relevant messages to the potential buyer through various channels
-one of wh1ch is the magaz1ne s cover. ‘ As N11son Bryan Key stated in SUbllm- -
inal SEductlon, "For many national magaz1nes the cover,_11tera11y an adver- -*
tisement of the packaging for the maqa21ne.—1s the most cr1t1ca1 page in the
book. - The cover must sell the magazine. "3

| The magaz1ne S cover proJects an 1mage aimed sat a specific type of indi-

. )
' v1dua1 _ The select1on of this “image 1s not an acc1dent, out is based on a

-

| ' ,
h1gh1y soph1st1cated commun1cat1on Rep]acing‘the historical evolution of .
the 1maqe as, "a tradegark, a des1qn, a slogan, oraan eas11y renanbered pic-

ture," the contemporary image represents, "a studiously-crafted persona11ty
. g

' ?rcf11e of an indjvidual, corporat1on, oroduct “or serv1ce "4 «_

. One type,og 1muge that magazines project throuqh the1r covers conveys

gender 1dent1ty The most obvious examples of this are the male-oriented

i
!

magaz1nes, such as playboy, Penthouse, e%cC., and the female-or1ented ones,

i

such as, Glamour, Vogue, etc. - A casual g]ance at the places where these

’fmagaz1nes are typ1ca11y sold 1nd1cates an awareness of the aud1ence . Male-

N,

or1ented magazines are prominant in liquor stores and "porm shops, female-

\]

*oriented ones dominate supermarket d1sp1ays '
Ry A ~ v

.. WhiNe it is apparent thatlnagaz1ne pub11shers spend: a great deal of
money resgarch1ng the kind: of readers they hope to attra(t there 1s 1ess
1nformat]on on the conmona11t|es thCh they share w1tn other maqaz1nes

. , -
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. For example, one wonders whethér there is a high correlation among readerships.

f-Tofwhat extent do readers select magazines ouf of habit and past éxpérience--
] : - . .
or is the ‘psychological image more important in directing their interests?
’ . . . . . . " . °

* A conceptual model is presented below which summarizes the steps involved.

\ s

" The publishers create an image of their magazine based on prgsumed or assessed -
characteristics of their target audience{ and the image is' projected through
. A . - X ‘ »

+

the magazine cover, a vehicle of message transmission.

g .ot | 0

i e P
SENDER —.— MESSAGE ‘=mmjpm # RECIEVER

Image of Self
Sex-Role Identity

. o .. )
] N /

Publishers- Magaziﬁe ' .
' ‘ Covers

——

" Figure 1. . Theoretical model showing relation betweén
publishers and characteristicd of readers. | .

1

At is propqsed that the failure or succesé in reaching the intended re-
ceiver is largely a‘fqnction of twé intrapersonal characteristics: (a)
image of sélf_ana (b) sex;role identity. The first conce?té refers tg the
way one percé%ves 6neself.in terms of values, attitudes, béliefs,'inte}ests,
.6r reference groups. The second, sex-role identity, réfers %o the inter-
nalization of cultural standards reléting to sex-role. "Sex-role identity
varies in style of role enactment, as well as in its“cen;rality for the self
concept. ‘Research on the psycho]ogi of adolescence has further indicated
tha% sex role plays a contrasting fupction for ma1e§ and femalés;"That ié,
whi]e‘the boy's adolescent identity is focused on his future vocétional'
choice, the girl orients her future around her image of adult feminjne life
sty{es.5
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The empirical investigation of response to magazine covers offers a
unique synthesis of a pMactical mass communication paradigm with implications

for the image of self and sex-role identity. It is also'noted that response

to'magazine>covers constitutes an overt behavioral commitment-;specifical1y,

that one would like tg read that magazine. - Ratings reflect the disbosition

to respond as qtresult of, a communieated message. Finally, the methodologi-

v

~cal decisign to use magazine covers, as opposed to merely listing magazines,

perm1ts subjects to utilize all visual aed verba?l 1nformat1on contained in
the original communication.
In an earlier phase of the present research phqtographs of 25 magaz1ne

A3

covers were presented to 200 parttt1pants 6  Factor analysis was used as a

’ procedural step to estab11sh categor1es of magazines, but much of- the factor

<

structure was difficult-to 1nterpret For example, one dimension was defined |

by precisely two magazines--pPsychology Today and q;,%'*’Nevertheless, the ini-
tial factor was one related to masculinity and femininity. Men's magazines
(Playboy, Penthouse, and Natfo.al Lampoon) were viewed as the opposite of

women's ones (Family Circle, Better Homes and Gardens, Good Housekeeping,

Glamour, and Redbook). In short, men's erotic magazines--with a little hu-

more thrown in--were ggposite of homemaking and'beauty.. 2

To further explere the meaning of maieforjented and female-oriented
magezines, a. more extensive study was designed, with special effort to in-
clude a range of magazines pertaining to—’EQQrole images. , Based on the
findings of the study'cited above, ‘the following hypothese were made.

. 1. Clusters of ragazines will reflect sex-role 1mages
proaected by the pub11shers

2. Ma.es and females will rate these clusters differently.

3. Men's responses to magaz1nes will reveal a un1tary d1men-

sion of the male sex-role 1mage
»

4. Women's responses to magazines‘will reveal multiple
sex-role images.

¥
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The Study

_ngazfne Covers

N
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A total of 55 magazines were selected on ‘the basis of p1lot data and
7

the systemat1c attenpt to include magaz1nes with sex-role images or with
implicit. not1ons of'male 1nterests (e g. »' sports, cars .science, outqpors,t

etc. ) or fena1e interests (food, interior decorat1ng, social events ¥1ne

-~ v

qgts, etc.). * Several add1t10na1 categorles of special interest magazines
~ were included, such as those reflecting current events, mov ie magaz1nes, |
health: care,. religton, bdok reviews,'buman Behavior; and same of the oiQEr-
styled general interest magaziﬁes, such as Saeu;day Evening Post. The

current issue was purcﬁased'fran the newsstands or fhken/from,the 1ibrery~
shelf in early'summer 1978, an1 fts cover was phgfogr;bhed for .presentation

—-—

s a 35m slide. , ’

rocedures
—Three hundred and twenty-six students (128 men and fQé'waned) enrolled
in courses-at a state university were asked to participate in a study re-

garding their preferences for popular magazines. ..The classes included six

BRY

sections of Introduct1on to Interpersona1 Cannun1cat1on seven sections of

Fundamentals.of Public;Cuwnunication; a class in Educational Psychology,’
- and a seminar in Fema1e¥Ma1eJComﬁunication. The following instructions

were given:
"You are going to see a series of magazine covers presented
as ,slides., For each one, please indicate on your rating -
\\soile the degree to which you would 1ike to read or would,
like to read this magazine. Do this by tircling a
_number from '1' (not like to read at all) to '7' (Yike very
much to read). If you have na response to the magazine,
. consider how likely you might be to pick &t up in a friend's
house, doctor's office, or from the newsstand--and rate it
in the same way. Please do not skip any."
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Each slide was presented for an 1l-second duration; presentation order was

- counterbalanced. by reversing the sequence for .half the classes randomly.

- 8

- Sex-Role Image
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) | . | Results and Discussion {

- -

Examining the magaZine ratings, sex differences were clearly apparent
Men assigned highest ratings to playboy (mean 5. 48), Sports Illustrated (mean
5.48) and Tlme (mean 5.45); women selected People (mean 5.66), - Glamour (mean
+, 5.60) and Newsweek (mean 5.58), @;wantiCipated or2 of the most obvious
facts about magaZines js their male-oriented or female- oriented nature, al-
though news magaZines elicited the interest of college students of both sexes.

The hypothesis that clusters of maga;ines would reflect sex-role images

prOJected by the publishers was evaluated through use of factor analysis (see

Table 1). Scores for men and women were combined in this analysis, although

-

64 women were deleted at random to equate the sex ratio. The initial factor
was composed of women's magaZines, headed\by Glamour, Vogue, and Seventeen.
Men's magaZines appeared in.Factor 3, a set of magazines which included
Playboy, Penthouse, Forum, and Gentleman's Quarterly. * Moreover, as was ) |
"also the ease for vomen, a magazine rated highly was the one with the highest
loading on the sex-role factor Playboy for men and Glamour for women The
men's cluster was somewhat smaller than that for women, both in terms of the

number of magaZines and the percentage of variance for which it accounted..

| This was partly: ‘due to the inclusion of fewer men's magazines in the study,

but also appears ‘related tﬂithe fact that home interest magazines were
grouped with the women'y, sex-role image
when the factor ana ses were conducted separately. for each sex,. there

are“some notable differences from the combined analysis. Most importantly,

il

i
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.o in both the women's and the men's analysis women's magazines fell into two

. [} : t l : ’
¢ - clusters. The traditional one consiSted of Vogue, Glamour, Seventeen,
: _ .

. ' ' . » o
. Cosmopolitan, ahd viva, thus indicating beauty, fashion, and enotic interests.

o b

The nontraditional grouping- revealed five magdzines: Working Woman, Preven+

—

. .
» A

tion, Ms., Psychology Today, New Waman, and Wgmen Sports. Of this latter ., ' 7 °

seriesJ four refiect a female emphasSis in'their titles, while the renaining

pair were interest maga;1nes. Psychology deay and Preventlon. Nevertheless, ]

when men\constructed a nontraditional role c1uster for wanen, the 11st was

more exclus1ve1y female, and the prder sh1ﬁted.sl1ght1y: Ms., Women Spopcs, LS
* A% * ' t ) .‘ [ . N ‘ ° \.‘ '
Working Woman, New Woman,‘ and Redbook. o _

e A Y

’ S Likewise, when men alone created a masculine cluster, two interest
s . magazines, ‘National Lampoon and Rolling Stone, were addedjto the men's set.

Women, in contrast, substituted Gentleman's guarterly for the interest maga-
) . . L . ¢

zines in the men's cluster.. Thus, each sex alone tends to include interest
magazines in their sex-role cluster--magazines which do not appear gerder-
linked to’the opposite sex. -Rolling Stone and National, Lampoon emerge a5

4

central to the male ccllege student's identity, while preventioq,‘a.health .

magazine, and Psychology Today are integral to the image of the nontraditional N

. woman. .

°

Ratings of Magazine Clusters A ' B o

*
.

e ’

Returning to the original factor analysis tor both sexes, ratings from
the eight major clusters were c;npared in a three-way analys1s of variance |
nsing . -sgx of subJect age, and un1vers1ty ‘class. As shown in Table 2, ﬁpr
. ' the six clusters with no explicit gender referent, }ive of them revealedjl o f
significant differences tn‘the ratings by pen and wanen (p <« 01) ‘ Men
showed a s1gn1f1cant preference for sports, science, and business magazines, .

>
while women preferned contemporary 11V1nq and celebr1ty magazjines.

’ - . ~ IS Y 7




thclusions and nnplications

’ $

. Soc1al scientists. have devoted a great deal of attention to the issue

of sex-role identity and to techniques for measur1ng an individual's sex-role’

-

. 1mage The presentxstudy has validated the use of popu1ar magazines as a
| ' method for exam1nlpg the centra11t} of sex -role images 1n pub11sher S com-
mun1cat]ons.‘ Nevertheless, the assumption that the reader "1dent1f1es"
- with this image has not been tested. Further research might be d1rected \\L
.toWard assesstnd the degree to which an individual's own image co1nc1des
with the publisher's constructed image. Another issue eonCErhs whether .the - g
participant actEally.wdfhilike to read a given magazihe,:or whether he'or
" she herely believes that someone 1like.hih- or herself ought to enjoy that .
" magazine. It would alsd be interestind‘to examine the relat1on of other _
.subject character1st1cs, such as values, sex-role attitudes, deqree of
|, - self -actualization, or androgyny scores, to magazine preferemces., Fhese

\ ' questions remain for future research.
|




Notes . . ‘ .

1nThe .New Life," The MaéNeil/LehreraReport, WNET New York, 25 Septémber,
1978. . | |
ZRobert MacNeil, Ibid., p. 5. |

Lo
J

FQ'\ .-

3Ni]son Bryan Kéy; Subliminal Seduction: Ad Media's Manipu]ation'of a

Not So Innocent America’ (New York: New American L1brany, 1973), p. 16.

R 4Dan‘ie] J. Boorstin, The Image A Gu1de To Pseudo- Events in America

(New York Atheneum, 1971), p. 16. . - .

5E11zabeth Douvan and Joseph Adelson, The Ado]esceni Exper1enne (New

/ York: Wiley, 1966).
6A'lice Sheppard, "The Relation;hip betveen Cartoon Preferences and Maga-
1) | Zine Cho1ce Impfiéations for Sex Role," Paper‘presente& at Meeting of the
Amef1can Educational Researth Assoc1at on, April 1979.

¢ Appreciation is expressed to Dr. va1d Natharius for his assistance in:
. ' 1)

" = making this study possible'and in conGEthglizing the theoretical issues -

- from a communications framework. - e

<

‘ -
’ . '
2 ®
° .
A




Factor 1 - Women's Magazines

Rotated Factor Matrix with Rafings'for both
Males (N.= 128) and Féma]es (N £'130)

10

Glamour .87 .
) ogue .86 '
" *  “Seventeen .84 Factor 5 - Scienge Magazines
New Woman .84 . -
' Redbook .80 Natural History -.72
Viva \ .68 Scientific American -.70
Cosmopolitan ° .66 National Geographic -.64
Working Woman - .65 Popular Science -.56
Better Homes & Gardens : .64
Ms. .62 K
House Beautiful .56 Factor 6 - News Magazines
- ' Newsweek . .83.
Factor . - Business Magazines Time .76
° / Business Week -.79 ' . :
Money k. Factor 7 - Contemporary Living
Fortune -.72 ; . |
Bookviews -.58 - . “Gourmet ‘ .64
s Esquire -.47 Art News ! .63
y ’ : House Beautiful +59
. Country Gentleman .50
Factor 3 - Men's Magazines S Better Homes & Gardens .49
' = i Modern Maturity .47
Playboy .8) Sunset .44
Penthouse .79
Fosun .73 : : ’

Ger:'leman's Quarterly -43 Factor 8 - Celebrities & People

. , Us -.73
Factor 4 - Sports & Outdoors Magazines People -.47
. Saturday Evening Post ~-.4]
outdpor Life .76
Field & Stream .73 )
Sports Illustrated’ -.73
Road & Track .66
» Popular Science .42




Table 2
Mean Ratings of Magaz%ne Categories

| Males- Females

Magazine Category
‘ (N =128) ' (N = 198)

| - 247 5. 35

. Women's Magazines

Glamour, Vogue, Seventeen,
New Woman, Redbook
!
Business iMagazines ) 3.50% - 3.10
ool

Business Week, Money, Fortune,

Bookviews, Esquirg
4.72% 3.30

\ Ld
Men's Magazines

Playboé) renthouse, Forum,
Gentleman's Quarterly :
4,38** - 2.93

Sports
{ Field & Stream, Sports Illustrated,
outdoor Life, Road & Track .’

3.73*% 3.31

Science

Natural History, Scientific
American,® National Geographic,

.« Popular Science
| 5.40 5,53 !

‘News | -
— ! \
AN

Néwswéek,\fime _
Cantemporary Living 3.12 4. 54%%

Gourmet, Art News, House Beautiful,
"Better Homes & Gardens, Sunset

. Celebrity

US, People, Saturday Evening Pogt

-

#*+ p ¢ .001
' *p ¢ .01




